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What do you think makes Denmark
stand apart from other European des-
tinations for conference planners?
Because Denmark is located centrally in

Europe, access is very easy. The airport is an

international key gate to Europe only 1 5

minutes away from the city centre or five

minutes away from the congress centre,

and both are served by the metro. And

Denmark is compact, so the rest of the

country is also easy to reach, which means
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Denmark is very well suited to varied pro-

grammes that take in both the city and the

countryside. English is also widely spoken in

Denmark; it is many people's second lan-

guage. The capital is also safe and you see

politicians, actors and actresses and other

famous people walking around in public.

There is no fuss. And we have been fortu-

nate enough not to have been hurt by

terrorist activity.

Denmark is well known for its leading-
edge design. What other characteris-
tics are typically Danish and how can
companies tap into this creativity?
We are very open-minded and receptive

and display "hygge", which best translates

as cosiness. We are approachable and open

to negotiation. This is evident in business,

when we want to ensure organisers bring-

ing groups to Denmark feel they are being

looked after. Denmark is considered to be

the Latin Quarter of Scandinavia - we are

less formal and more laidback than some

of our neighbours.

Denmark is wrongly perceived to be

expensive and we will work to counteract

this, but we are not competing with the new

Eastern European countries, and nor should

we be. Copenhagen is a trendy city with

numerous artistic and cultural attractions

and that is reflected in the buzz on the

streets. Those buying meetings and events

can take advantage of this creative atmos-

phere by demanding more of organisers and

challenging them. This is how we will con-

tinue to push out boundaries. Project Fox

was a good example of what can be done.

Organisations can also make partner-

ships with designers so that if someone has

created a well-designed chair, for example,

they could supply the seating for a confer-

ence. It would be a showcase for them. Or

an artist could supply a prize for a delegate


