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Denmark
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• Population: 5,9 mio. 

• Size: 43.100 Km2

2024

• Bed nights: 65,2 mio. (+2,3% PY)

• Revenue: 23 bil. Euro

• Workplaces by tourism: 149.000 ex

• Tourism: Export – 4th largest
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This is Denmark
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Denmark has the biggest marketshare of 
international bed nights in the Nordics with 49 pct.

Denmark – a tiny country, big in tourism

Kilde: Danmarks Statistik og de nordiske statistikbureauer

Denmark
49%

Sweden
24%

Norway
18%

Finland
9%

Denmark
34 mio.

Norway
12 mio.

Finland
6 mio.

Sweden
17 mio.
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23 stakeholders 
in the public tourism system 

We share the joint responsibility 
for delivering on the government's 

national tourism strategy. 

Roles and responsibilities anchored at 
local, national, and international levels 

When everyone works together with a 
shared focus on the tourist 

the strategy can truly succeed.
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Structure in Danish tourism



Local – 19 DMOs

Destination Management Organisations

The 19 destination management 
organisations (DMOs) are each 
responsible for local destination 
development. They act as the main 
operators for tourism promotion efforts 
within their participating municipalities.



Local – 19 DMOs
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N
T

∙
MeetDenmark ∙ Danish Urban

Tourism

National

National Development Organisations

Danish Coastal and Nature Tourism is 
responsible for the cross-regional 
development of coastal and nature 
tourism in Denmark, focusing on areas 
outside the four largest cities.

MeetDenmark is responsible for the 
national development of business and 
meetings tourism across Denmark.

Danish Urban Tourism oversees the 
development of city tourism across 
Denmark’s four largest cities: 
Copenhagen, Aarhus, Odense, and 
Aalborg.



Local – 19 DMOs
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∙
MeetDenmark ∙ Danish Urban

Tourism

National

VisitDenmark

International

VisitDenmark

As Denmark’s national tourism
organisation, VisitDenmark works
to elevate Denmark as a leading
travel destination and to ensure
long-term, sustainable growth for 
the tourism industry.

VisitDenmark fulfills a unique
role that no other player is 
positioned to take on.



To change the color of the shape, right click on the shape and change 
“Fill”. Remember to change the text color of title and date accordingly

Strategy & 
Direction for 
collaboration
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Vision

National Guiding Principals

VisitDenmarks 
strategic
direction is 
guided by the 
national tourism
strategy
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National Indicators

Pathway to sustainable tourism growth
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National Guiding Principals

VisitDenmarks 
strategic
direction is 
guided by the 
national tourism
strategy
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National Indicators

Pathway to sustainable tourism growth

Tourism must strengthen the Danish economy and society 
through environmentally, economically, and socially sustainable growth 

that creates value for citizens, tourists, and local communities.V
is

io
n
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National Indicators

VisitDenmarks 
strategic
direction is 
guided by the 
national tourism
strategy
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Pathway to sustainable tourism growth

Tourism must strengthen the Danish economy and society 
through environmentally, economically, and socially sustainable growth 

that creates value for citizens, tourists, and local communities.

Green and sustainable 
solutions with a 

smaller environmental 
and climate footprint

More tourists with 
higher tourism 

spending in Denmark

Satisfied tourists, 
citizens, and 
employees
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VisitDenmarks 
strategic
direction is 
guided by the 
national tourism
strategy
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Pathway to sustainable tourism growth
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Tourism must strengthen the Danish economy and society 
through environmentally, economically, and socially sustainable growth 

that creates value for citizens, tourists, and local communities.

Green and sustainable 
solutions with a 

smaller environmental 
and climate footprint

More tourists with 
higher tourism 

spending in Denmark

Satisfied tourists, 
citizens, and 
employees
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• Tourism in Denmark must reach 74 million overnight stays.
• All public tourism organisations must be sustainability-certified
• Tourism revenue in Denmark must reach DKK 200 billion.
• 80% of Danes must perceive tourism as having a positive impact on Danish society.
• 70% of all accommodation providers and amusement parks in Denmark must be 

sustainability-certified.
• Denmark should rank number 1 among Northern European countries in tourists’ 

assessment of the country as an eco-friendly destination.
• Overnight stays outside the peak season (July and August) must make up 70% of total 

overnight stays by 2030.
• At least 80% of employees in the tourism industry must be satisfied with their job 

overall.
• Denmark must be among the top 3 Northern European countries in terms of foreign 

tourists’ overall satisfaction with their holiday experience.
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VisitDenmark, internationally anchored
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Marketing
Managing the international 

branding and marketing of 

Denmark as a travel destination.

Data & Insights
Collecting knowledge and producing analyses on Denmark as a destination 

and sharing those insights with tourism stakeholders.

Collaboration
Coordinating activities funded by public money 

that aim to promote Danish tourism products and 

experiences internationally and strengthen 

Denmark’s brand abroad.

Data & Insights
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Vision

We open the world’s eyes to Denmark and create tourism
we can thrive on and live well with.



VisitDenmark priorities

One Brand

Sustainability

Entire Denmark

Digitalisation

All year

Tourist



Roles and responsbilities in 
branding of Denmark

Create awareness of Denmark and attract
the attention of  new guests

Engage guests who show curiosity about
Denmark, and create deeper interest

Convert interest into paying guests who
book stays

Ensure that visiting guests return and 
recommend Denmark to others

Product
marketing

Branding of
destination

Branding of Denmark

Acquire Guests

Engage Guests

Conversion of Guests

Retain Guests
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VisitDenmark 
ensures consistency 
in international 
marketing by 
creating a unified 
brand, media plans, 
and standardised 
performance 
measurement.

Marketing Funnel Responsibilities



Destination management 
organisations and local 
commercial partners

International commercial 
partners

Large Danish commercial 
Partners

Public 
funds

Funding
International 
marketing
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The power of 
One Brand



❖One brand 

❖Shared storytelling

❖Data & Knowledge Sharing

Unlocking synergies for 
stronger tourism
outcomes
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❖ Innovation & Product Dev.

❖Marketing Synergies

❖Capacity Building



Denmark is branded under the framework                
The Land of Everyday Wonder,                                  
known as the brand position. 

All international marketing must take place within the 
framework of the Denmark brand.

All international marketing must be coordinated with 
VisitDenmark(DMO related).

Only prioritised markets can run international 
branding campaigns - due public funding.

A shared brand and common voice of 
Danish tourism



Our brandaspiration is to 
welcome our guests to a 
country, where you easily
find and feel the good life.

The good life, as we Danes 
defines it, 
we call

The Land of Everyday Wonder.
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Mood film

S. 25
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Daily operation 
and creative
engine

©Michael Maagaard



• A bold backlog….

• A need of stronger collaboration and coordination

• Redefined Brand – CVI + Campaign

• New Front End, Web 

• Two workstreams

• Brand

• Web

• Each group: 5 DMO representatives + 
VisitDenmark

©Oliver Borck
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2025, 
Year of 
gymnastics
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Shared storytelling

Page 29

Strengths

Our cycling journeys

Outdoor Food Culture

Proof points

The Land of Everyday Wonder

Our outdoor escapes

Our coastline & islands

Our natural highlights

Our urban outdoor experiences

Brand-
position

Our active outdoor adventures

Our everyday food

Our (New) Nordic Cuisine

Our festive food

Our earth to table experiences

Our lifestyle & traditions

Our design & architecture

Our cultural highlights

Our creations

Our pop culture

Our history & roots
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National 
narratives, 
Local authenticity

VisitDenmark defines
values & positioning

DMOs contribute local
stories & cases

Joint “Storytelling Lab”
for campaign creation
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Local wonders defined: Gastro, Culture, Outdoor



From Insights to Intelligence

• NTO: national trends & research

• DMOs: local data & visitor
insights

• Joint Tourism Intelligence Hub
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Data & Knowledge Sharing



Future of Tourism

• Innovation programs on 
key priorities

• VisitDenmark push for 
international exposure, 
visibility & alignment

• DMOs lead pilots and 
local projects

• Sustainability Incubator

Page 33

Innovation 
& Product



Bigger Impact Together

• Co-op Marketing Pools: 
NTO + DMO funding

• Stronger presence in 
international markets

• Unified campaigns with 
local flavors

Examples

• Branding of Denmark

• Branding of Destination

• Branding of Product
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Marketing 
synergies
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Aesthetics meets playfulness
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International branding
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Product branding
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Smooth adoption – Strong impact
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• VisitDenmark , local relevant per market

• Overall Branding, theme- and projects

• Contact: DMO + Local markets / HQ

• VisitDenmark, 
Manager for Destination Partnership

Marketing in markets

• International branding

• DMO campaigns

• DMO + Product campaigns

• Press & events

• Travel Trade + Business Events
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How it works



Upskilling for the Future

• NTO facilitates national 
infrastructure and 
awareness (digital, AI, 
sustainability)

• DMOs adapt and 
implement locally

• Local initiatives becomes
national

• Shared learning = 
stronger industry overall
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Capacity
Building



©Jacob Lisbygd

Together, Create more!



Kiitos tästä päivästä & Tak for idag

In Denmark we talk about hygge.

In Finland they just throw you into a sauna 
— same result, different temperature
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