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”Why should you invite 
7,000 guests for dinner 

in Copenhagen?”



”Because there is tough competition to attract 
international congresses”

— on the background and aim of the campaign

The international struggle to attract association congresses has intensified greatly in recent years as 
more and more destinations join the fight. In 2003, Copenhagen ranked fifth on the international list of 
the world's most popular congress cities − a position we are fighting hard to retain. This is the 
background for the campaign. 

Local hosts are often the key to gaining a congress. Before an international association will consider 
holding a congress at a particular destination, it usually has to have a branch or members in the country 
in question who are prepared to play the role of host and undertake the work of organising the 
convention, in co-operation with the association. 

The primary aim of the campaign was to recruit new Danish congress hosts and get them to actively work 
to bring the congress of their international associations to Copenhagen. 



”Because we needed to find a Danish host”

— on the target group

Primary target group 
Potential congress hosts are members of international associations − typically doctors or researchers in 
prominent positions within their professional specialities. But international congresses can be held in 
almost any conceivable (or inconceivable!) area: for bee-breeders, tall people, cycle couriers, square 
dancers, etc. Consequently, the aim of the campaign was to reach members of both the traditional and 
the more unusual associations. 

Organising a congress is typically voluntary, unpaid work, performed in addition to the host's normal 
employment. Hosts typically have no experience of organising conventions, and the hosting duty is seen 
as a major task — a ’once in a lifetime’ effort. The hosts are usually aged 40—60 years. 

Secondary target group
Quite a few years can go by between the initial bid for a congress and the time it is held, so it is 
naturally a task for which the host requires support from, for example, family, colleagues and 
employers. Support from other bodies such as universities, trade associations, etc., may also be 
important. All of these parties thus formed part of the target group for the campaign, inasmuch as they 
can help to influence the congress host to take on the task. 



”Because there are many good reasons”

— on the concept behind the campaign 

Many Danish association members are unaware of the fact that they are in a position to influence their 
international associations to hold a congress in Copenhagen. And even if they do know this, they often 
imagine that the job of hosting a congress is time-consuming and demanding, and that all help costs 
money. Experience also indicates that many potential congress hosts are in doubt as to what 
Copenhagen can offer as a convention city. 

There are, in other words, a great many prejudices and obstacles that need to be got out of the way. We 
also wished to stress all the benefits that can follow in the wake of a congress hosting, and we had a 
number of good arguments that we wanted to get across. On this basis, we developed the campaign 
concept: ”Why Copenhagen?…”, ”Because…”, ”Because…”, with the ”question—answer” format as a 
common element of the entire campaign. 



”Because congresses are for everyone”

— on the methods used in the campaign

In the campaign's creative platform, we laid emphasis — in both words and images — on the contrasts
that visiting convention participants could experience in and around the city of Copenhagen. We 
"stiffened the resolve" of potential convention hosts and attempted to open their eyes to what 
Copenhagen has to offer as a host city. We showed that the city is an international brand, a worthy 
attraction in itself for convention participants of all types, from doctors to Father Christmases and 
cycle couriers. 

Our aim was to give expression to the professionalism and efficiency that the destination has to offer for 
both convention organisers and participants, while also pointing out Copenhagen's unique 
characteristics and its ability to inspire visitors with its charming and relaxed atmosphere. We wanted 
to show that our destination represents an oasis in the convention world, one in which almost anything 
is possible, and where history and modernity go together against the background of talented and 
unusual design.



”Because congresses are for everyone”

— on the methods used in the campaign

Congresses are first and foremost about NETWORKING and PEOPLE. Accordingly, we emphasised people
rather than professional areas in our congress descriptions and images. The readers had to be able to 
identify with what they read and saw. We were also dealing with a broad target group, whose curiosity 
we wished to arouse. 

In our advertising insert, we thus decided to use a main headline that would make people wonder, and 
entice them to read more: ”Why should you invite 7,000 guests to dinner in Copenhagen?”. We also 
chose to use statements from people from outside ”the congress world”, such as Tor Nørretranders (a 
famous Danish author and social debater), to attract the attention of both the primary and secondary 
target groups. 



”Because we were looking for a needle in a haystack”

— on the elements of the campaign

Finding potential hosts is resource-intensive work. Some are easy to find, because they are well-known 
names within their respective fields, and consequently visible in the trade press, etc. Others are less 
visible, either because they operate in less well-known or less established areas, or because they don't 
occupy a very prominent position in their fields. Experience indicates that the latter group can also 
include enthusiasts who would like to take on the responsibility of becoming convention hosts. 

The task of recruiting convention hosts can thus be likened to looking for a needle in a haystack. 



”Because we were looking for a needle in a haystack”

— on the elements of the campaign

To reach this very diverse target group, we 
decided to combine a number of different 
media in the campaign (see fact box). Via 
advertising, inserts and electronic 
marketing, we could reach them ”all”, 
including the” invisible” ones, and the 
enthusiasts. And via direct mailing and the 
congress seminar, we could target our 
communications at specific people. Each of 
these methods is described below in more 
detail; the box shows the individual 
elements. 

The campaign ran over a period of six 
weeks, from the beginning of October to 
the middle of November 2003. 

Elements of the campaign

Teaser advertisement in the newspaper 'Politiken'
Insert published with Politiken
Website: www.hvorforkobenhavn.dk
Reminder advertisement in Politiken 
Invitation advertisement in Politiken
Advertising on Politiken's neon sign
Advertising on the Politiken website 
Press release and the use of the information
Direct mail
Online information 
Seminar 
Follow-up sales 



Teaser advertisement
In the days leading up to the publication of the insert, we placed two advertisements in Politiken (a 
national Danish newspaper) to provoke interest in the insert. “Why should you invite 7,000 guests for 
dinner in Copenhagen?”

Reminder advertisement 
In the days immediately following the publication of the insert, we published two advertisements 
referring to the insert and to the campaign website. “Did you get to know why you should invite…”. 



Insert
A 16-page, four-colour insert in tabloid format was 
published with Politiken on 9 October. 

The print run was 140,000, of which 130,000 
copies were distributed with the newspaper. 

Despite the fact that the campaign was financed 
by sponsors, it was essential to avoid giving the 
insert the appearance of advertising. To signal 
credibility, we thus decided on a newspaper and 
article format. We expected that this would make 
more people read the article, and thereby allow 
us to reach both our primary and secondary target 
groups. 



Website: www.hvorforkobenhavn.dk
The website was launched on the same day that the insert was published. The site focused mainly on 
the seminar, and included an electronic registration form, together with the seminar programme and a 
list of sponsors. The speakers' presentations could be downloaded from the site after the seminar. 



Invitation advertisement 
Two weeks before the seminar took place, 
we published three invitation 
advertisements which dealt with the actual 
seminar; the advertisement presented the 
one-day programme for the seminar and a 
reference to www.hvorforkobenhavn.dk 

Advertising at www.politiken.dk 
A flash advertisement was produced 
featuring the seminar and the invitation 
advertisement, and was placed on the 
opening page of Politiken’s website in the 
week leading up to the seminar's 
registration deadline. The advertisement 
included a direct link to the campaign 
website. 

Advertising on Politiken's neon sign 
”Be a convention host — contact Wonderful 
Copenhagen”; this text was displayed on 
Politiken's neon sign on the Town Hall 
Square in the week leading up to the 
seminar's registration deadline.



Press release and use of the 
information
A press release on congress work, 
referring to the seminar, was 
compiled. The announcement 
resulted in publicity in a number 
of media. 

Online information 
The seminar was advertised in 
Medicon Valley’s electronic 
newsletter (2,200 subscribers), 
and at the website of HUR (the 
Greater Copenhagen Authority), 
as well as in IT Øresund's
electronic newsletter (2,500 
subscribers), in Wonderful 
Copenhagen's own convention 
publication ”First 
Announcement”, and at the 
Wonderful Copenhagen website. 



Direct mail 
A direct mail with two copies of the 
insert was sent to the departmental 
heads of Danish educational 
institutions, as well as to the heads 
of the research departments of the 
larger Danish hospitals. 

We requested them to pass the insert 
on to people in their departments 
whom they felt might be willing to 
be potential congress hosts. 



Seminar 
The seminar, under the heading 
”Because you are the one we are 
looking for”, was held at the Hilton 
Copenhagen Airport hotel on 11 
November. 
The programme was structured around 
the ”question—answer” format, and the 
talks by the three speakers were 
entitled: 

”Because you can make it inspiring”

”Because Copenhagen has what it takes,  
and the city will back you up”

”Because it will provide you with a  
valuable personal network”



Seminar 
During the breaks and the networking part of the 
seminar, a visual presentation was shown featuring 
a number of atmospheric pictures of Copenhagen. 
The presentation was also based on the 
”Because…” model. 

Networking comprised an important part of the 
programme, with the participants including former 
congress hosts, sponsors and entirely inexperienced 
potential hosts. The aim was to create a platform 
for the exchange of experience, and to encourage 
further dialogue. 

At registration, each guest was given a convention 
bag, information materials and a name badge — all 
produced in a design which harmonised with the 
other elements of the campaign. 

Follow-up sales 
All of the participants were registered in our database after the seminar. Immediately following the 
seminar, all participants received a ”thank you for your participation” mail with references to the 
speakers' presentations. Subsequently, they have also been contacted by telephone for more 
individual guidance.



”Because it's a long way from motivation to 
hosting a congress”

— on the results of the campaign

62 persons registered for the seminar, of whom most were new to us. There were also many new 
associations. This is a figure which we regard as highly satisfactory. 

Of the participants, around 40% registered in response to the published advertising insert, 40% in 
response to direct mails, and the remaining 20% in response to the other measures. 25% of the 
registrations occurred through the submission of reply coupons, and the remainder via 
www.hvorforkobenhavn.dk 

The recruitment of new congress hosts is, as mentioned, a long-term process, and the results of the 
campaign, in terms of the number of new congresses, are difficult to measure as yet. However, the 
campaign has up to now resulted in two new concrete cases in which Copenhagen was selected as host 
city: a medical congress with 1,000 participants, and a scientific congress with 250 participants. We are 
bidding for two others at the present time. 



”Because it costs money”

— on the campaign finances 

The campaign was financed by Wonderful Copenhagen and selected members of Meetingplace Wonderful 
Copenhagen. The budget for the campaign was around DKK 400,000 (€ 53,000). 
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