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The Swedish Institute (SI) was 
established in 1945 to communicate 
Sweden abroad. Our Brand Platform 

is based on Sweden as a diverse and 
progressive country, with people and the 
environment at the centre. The development 
process resulted in an agreement on four 
core values, which underpin contemporary 
Sweden: • Innovative • Open • Authentic • 
Caring. … And four profile areas: - Society 
(open and tolerant, strong welfare model) 
- Innovation (world leader in innovation) - 
Creativity (key player in the cultural/creative 
industries) - Sustainability (protecting the 
environment while improving economic 
performance and inclusive societies) In 2015 
we found a need for new film material that 
expresses Sweden’s place identity of today. 
But how do you express a whole country in 
less than 2 minutes? We all know the formula 
for cliché tourism videos: helicopter shots of 
scenic landscapes, over-the-top music and 
phony Colgate smiles. Result being that each 
individual place comes across as the same – 
by using the same generic form of placebrand 
commercial. We challenged this by making full 
use of our brand platform for communicating 
contemporary Sweden. We named the film 
“This is Sweden” to never lose sight of the 
goal – to truly and fully capture Sweden’s 
identity as a place.

“This is Sweden” is SI:s intro to 
contemporary Sweden. The purpose of the 
film is to express an updated, innovative and 
authentic image of Sweden to the world. 
The target group is all non-Swedes between 
the ages of 14 and 49 (but particularly a 
young, talented audience). The main area 
of use is analogue; foreign missions and 
representatives abroad – whether influencers 
and connectors, businesses or government 
ministers – who need a film to swiftly introduce 
Sweden at events, exhibitions or seminars. 
However, we live in a digital age, and we didn’t 
just want the film to work at offline screenings 
but also on social media. Sweden’s been 
ranked as the EU’s most innovative country 8 
years in a row. We wanted to make a flagship 
film product that truly reflects that and works 
for the long term. We did this by creatively 
aligning with the brand strategy in terms 
of everything from core values and profile 
areas to the actual production method. By 
attempting to capture our place identity in a 
documentary style –, which differs from the 
regular way of making place promotion videos 
– we hoped to not end up with a tourism 
video like any other, but one that was unique 
in itself. – Big aims, for a small country in a 
remote corner of the world, with a very small 
film budget (299 000 SEK). To make sure we 
didn’t miss anything and that we captured 
Sweden in a way that is a) true and relevant 
b) conveyable to local markets – we had a 
large reference group from foreign missions in 
various parts of the world. To make sure that 
we’d get the best material, we chose a young 

director and worked in close cooperation with 
the production company (B-Reel), who did the 
film as a passion project.

This is how we shot the film: - Documentary/
cinéma vérité style – no high-concept glitzy 
commercial - Real people – no actors - 
Handheld DSLR – no sweeping steadycams 
- Natural light – no artificial lighting - Raw 
and close to the people portrayed – no fake 
Colgate smiles - Real sounds of people 
playing, laughing, living and a bedroom style 
recording by an indie Swedish artist – no top 
40 hits or fancy soundscapes. In this – open, 
authentic, innovative and caring – way we 
created a message of what Sweden is and 
stands for: - an inclusive society (in regards 
to everything from sexuality, disability age, 
race or gender) - with a strong welfare system 
and plenty of paid parental leave - as well 
as leading the way in the fields of creativity, 
innovation and sustainability. Because it’s 
honest and unusual, the audience gets 
something more than expected. Instead of a 
sales pitch – they get a portrayal of a country 
that comes from, and aims for, the heart. 
Instead of the expected, we show rain to the 
title “This is Summer” – which enables us to 
show the good sides with more credibility. 
For the release we created a campaign that 
didn’t cost much in money – but made ample 
use of all the resources we could think of. 
We made a trailer to promote the film and 
then reached out with the following: - Press 
release - Newsletters - Social media posts on 
all our channels - Physical events - Hashtag 

campaign on Twitter to influencers. We also 
used all of SI:s network of influencers – as well 
as those of our partners in the Council for the 
Promotion of Sweden Abroad. This sprinkler 
model of distribution – using all our available 
channels – created a viral steamroller effect 
for our expression of place identity when the 
film was released.

The film introduces all screenings of 
Swedish films abroad by foreign missions 
– they’re happy with and use the product. 
It has been shown on Times Square, in 
Istanbul’s Metro, at official EU ceremonies – 
and constituted part of the material that got 
Sweden a seat in the UN Security Council 
2017-2018. The first month we received: - 
10,000,000 views and 64,000 interactions 
on campaign posts - PR Value (traditional 
and social) of 5,100,000 SEK - 97% positive 
sentiment in media - 94% positive reactions 
on YouTube; 98 % on Facebook July 2016 
we had: - 915,000 views on YouTube - 
1,471,000 views on Facebook - 45,000 shares, 
comments and likes on Facebook only - Over 
3,600,000 views in total for film and trailer. 
That’s just the short tail quality assurance. The 
reactions show that citizens of both Sweden 
and the world love the film’s expression of 
place identity and that it can be used for 
promotion purposes for years to come. Also, 
after the film was released, Sweden went: - 
from sixth to first in the Good Country Index 
- from third to first in the Most Reputable 
Country Index - and got a seat in the Security 
Council. l
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