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Denmark as an investment location 

 

1. Purpose and objective 

Although the scale of FDI is largely determined by a range of social 

and economic factors1, the marketing of a given country as an in-

vestment location also plays an important role. Especially for a 

small country, on which international investors do not automatically 

focus, active marketing will have a positive influence on attracting 

FDI. Such intensified marketing will be necessary if Denmark is to 

rank among those countries, which perform best in attracting FDI. 

 

It is important to Denmark's prosperity that foreign companies in-

vest in Denmark. This is because a significant contribution to com-

mercial development comes from the transfer of technology, and 

from development and restructuring of trade and industry; espe-

cially regarding the removal of restrictions on foreign ownership. 

Increased specialisation and technology transfer via international 

companies also strengthens productivity and thereby prosperity. 

 

Companies investing in Denmark look for the right combination of 

commercial framework conditions and competence clusters. Re-

garding commercial framework conditions, Denmark currently ranks 

high in international analyses of the competitiveness of countries.2 

In addition, Denmark has a number of internationally competitive 

competence clusters. 

 

Therefore, there is a solid foundation for marketing Danish frame-

work conditions and competence clusters to foreign investors. 

 
 

                                                 
1 cf. The Globalisation Council: The international globalisation of companies, note of 

19 October 2005, page 7. 
2 The Economist's analysis unit: Economist Intelligence Unit (EIU) 
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The purpose of this document is to set the scene for discussions on 

how Denmark can attract more foreign investors. For a good pro-

portion of international investors, what Denmark offers is at least 

as good as many other countries, but in a number of cases Den-

mark is either not considered, or taken out of consideration by in-

vestors due to insufficient information. 

 

This document forms part of the work to give more concrete form 

to the statements from the Prime Minister's Office concerning an 

“intensified marketing of Denmark”, as well as the Globalisation 

Council's recommendations which include the following proposals: 

 

• that efforts to market and sell Denmark as an investment lo-

cation are expanded to several markets, and that more Dan-

ish key competencies are marketed globally 

• that “Invest in Denmark”, as a national investment promo-

tion organisation, handles the overall national coordination, 

and marketing and sales of Danish key competencies 

 

International competition for FDI is highly intensive. Virtually all 

countries are trying to put themselves in an advantageous position 

to international investors. Some countries, such as the UK, Ireland, 

and the Netherlands, already have the advantage of being well 

known among foreign companies for important comparative bene-

fits, e.g. language competencies, tax conditions or central location. 

 

Knowledge of Denmark abroad is not at the same level. It is not 

widely known that in a number of areas Denmark offers conditions 

that are at least as advantageous, if not better, than the above-

mentioned countries. In some cases, there is even a negative per-

ception of Denmark as a country with a less liberal economy and an 

excessive level of taxation. 

 

Therefore, the marketing of Denmark as investment location must 

meet four challenges: 
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• General information and awareness campaign. The challenge 

is to heighten general awareness of Denmark as an attrac-

tive and business friendly investment environment 

• Focused marketing of Danish competence clusters and key 

competences. In certain focus areas/sectors, Denmark offers 

unique opportunities to the international investor. The chal-

lenge is that Denmark is currently marketing a very limited 

number of focus areas. Several competence clusters are 

considered to have the potential to be marketed on selected 

markets.  

• Concentration on geographical target groups. The challenge 

is to focus efforts on those countries and companies which 

are seeking the competencies and framework conditions that 

Denmark can offer, in close connection with the marketing 

of new Danish focus areas 

• Coordinated marketing of Denmark as investment location. 

It is a challenge to achieve a unified marketing, regional and 

national, of Denmark as an investment location, and ensure 

a coordinated servicing of foreign investors. 

 
 
 
 

2. The importance of foreign invest-
ments 

2.1 Measurement of investment promotion 
activities 

 
As part of globalisation, direct investments or FDI flows across na-

tional borders have increased significantly in the last 25 years: the 

global FDI total increased 11-fold from 1980 to 2004.3 This increase 

has also been visible in Denmark as the following figure shows. 
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Figure 1: reserves of direct investments in and out of Den-
mark in the period 1991-2003 

 
 
(2003 DKK bn., Danish investments abroad, foreign investments in Denmark) 
 
 
Source: The National Bank of Denmark and the Economic Council of the Labour 
Movement. 2004 
 

Figure 1 shows the reserves of direct investments in and out of 

Denmark. Two interesting features are worth noticing. Firstly, direct 

investments in and out of Denmark have progressed more or less in 

parallel from the early 1990’s up to today. The growth in Danish 

direct investments abroad has thus been at parity with the increase 

in foreign direct investments into Denmark. Secondly, the second 

half of the 1990’s showed a particular increase in the reserves of 

Danish direct investments abroad. 

 

FDI is subject to large fluctuations, largely because the foreign di-

rect investments of industrialised countries mainly consist of M&As 

in other countries. The value of these acquisitions is in general 

more sensitive to economic trading conditions than investments in 

research and development (R&D), or greenfield investments.  

 

                                                                                                                    
3 UNCTAD. (2005). World Investment Report 2005: Transnational Corporations and 
the Internationalization of R&D. New York & Geneva: United Nations. 
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In the last 10 years, Denmark has attracted FDI at slightly above 

the EU15 average, but to a lesser degree than countries like Bel-

gium, the Netherlands, Sweden, Great Britain, and Portugal.4  

 

The level of foreign investment is a result of a number of structural 

and other difficult-to-define conditions, such as foreign institutional 

investors' interest in specific Danish company acquisitions. The Na-

tional Bank of Denmark's statistics for total foreign investments 

cannot be used as an unambiguous measure of the work taking 

place under the headline investment promotion and marketing of 

Denmark. 

 

The investment promotion work does not have the above-

mentioned FDI general figure as an objective, as the increased M&A 

activities are not an objective in itself. Instead, focus is put on at-

tracting direct investments, which are an important source of 

knowledge intensive jobs, innovation, improved productivity, and 

competitiveness necessary for the globalisation of the Danish cor-

porate sector and economy. 

 

2.2 The impact of foreign investments on 
Danish society  

Foreign owned companies account for only 1% of companies in the 

Danish private sector. Nevertheless, they employ as much as 14% 

of private sector staff, and create almost 20% of added value. Av-

erage added value per employee is thus slightly higher in foreign 

companies, resulting in slightly higher wages per staff member, 

which i.a. increases the tax base. 

 

 
 
 
 
 
 
 

                                                 
4 UNCTAD 
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Table 1: Real economic impact of foreign owned companies 

Private sector companies in selected EU countries 
 

 

 
% of private 
sector companies  
 

% of private sec-
tor employment 

% of private 
sector added 
value 

Sweden   
(2000) 

1.1 17.2 22.0 

Denmark  
(2002) 

1.0 13.9 19.3 

Finland  
(2001) 

1.0 15.1 15.2 

France  
(2001) 

0.9 17.0 18.5 

Great Britain 
(1999) 

0.9 10.3 6.8 

Holland  
(2000) 

0.6 9.9 13.6 

Spain 
(2001) 

0.6 14.7 21.8 

Average 0.9 14.0 16.7 

    

Ireland (2000) 12.2 48.0 88.6 

 1) Figures for Ireland only comprise manufacturing industries and are not directly 
comparable with the other figures 
 
Source: Confederation of Danish Industries calculations, Eurostat, 2005 
 
 
Analyses conducted by the Danish Centre for Studies in Research 

and Research Policy show that companies with foreign ownership 

generate significantly higher added value through the supply of 

research and development capital.5 This strengthens innovation in 

Denmark and thereby enhances competitiveness. 

 

 

                                                 
5 Danish Centre for Studies in Research and Research Policy, University of Aarhus 
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2.3. Globalisation and increased use of for-
eign investments 

 
The global business relocation market is in constant flux. Modern 

means of communication, infrastructure, and globalisation mean 

that companies now can carry out their tasks wherever there is the 

right mix of framework conditions and competences. 

A few decades ago – in the multinational age – company invest-

ments abroad were driven by the need for market access. They 

placed subsidiaries on those markets important to them or acquired 

competing companies with market access in mind. 

 

Today, this is supplemented by companies placing departments and 

divisions in locations where it is most profitable. It is common for 

companies to place or outsource production in China or Eastern 

Europe, back-up functions (shared services centres), software de-

velopment and call centres in e.g. India, Malaysia or the Baltic 

States, and more often place even key functions such as research, 

product development, design and sales where they get the right 

competencies to carry out the task, as well as the right cost-quality 

ratio. 

 

So western countries, which cannot compete on low-tech mass pro-

duction, must attract investments from companies seeking these 

types of investment. 
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Figure 2: The value chain for an innovative company  
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Source: Invest in Denmark, 2006 

 

Invest in Denmark (IDK) primarily attracts foreign investments 

within knowledge intensive areas such as ICT, Life Sciences, etc. 

IDK's sales force in the markets is selling the business solutions 

that match the Danish key competencies within the above knowl-

edge intensive areas (to avoid the partial repetition, suggest "sells 

business solutions that match Danish key competencies in these 

areas"). As shown in the ‘wheel of innovation’ above, the business 

solutions more or less cover the entire value chain for an innovative 

company, i.e. research, development, design, market testing and 

sales. 

 

In order to win these projects, countries must be able to identify 

the key competencies they can offer. Those key competencies, 

which are most, sought after in an international context, and the 

country's framework conditions, must be brought to the attention of 

foreign companies with the demand, so they can choose the right 

location for investments including: 

• a research and development centre (see End2End case) 

• a design centre (see Broadcom case) 
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• a competence centre  

• a customer service centre with a high skills need (e.g. Dell 

which sought language and IT skills) 

• a global sales centre (e.g. Suzlon which sought key compe-

tencies in wind turbines on the world market) 

• production (e.g. Biogen) 

 

As the following examples show, the demand comes from compa-

nies with widely different profiles, business areas, backgrounds and 

geographical origins. The common feature is that they have in-

vested in Denmark because it provided the right mix of competen-

cies and framework conditions for their specific project. 

 
 
 
 

End2End: Investment in development of wireless communi-

cation 

To the British IT company End2End, the size of its investment in 
Europe made the choice of location vital, and so the company 
used many resources to find the right place. According to 
End2End's director, Denmark offered the best solution in relation 
to the need for a central location on the European market. A well-
developed mobile internet data market, a pool of world class IT 
talent in Aalborg and a cost efficient hub for data transmission in 
Copenhagen, swung the choice in Denmark's favour. Invest in 
Denmark, which played a role in providing information about 
Denmark's corporate sector climate etc, was involved at an early 
stage of the decision process, and helped ensure that Denmark 
was considered as a potential invest-ment country. The immedi-
ate result of the investment was 61 knowledge intensive jobs in 
ICT. 
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Broadcom Corporation: European Design Centre for Wireless 

Communication 

From fieldwork in the US, Invest in Denmark discovered that 
Broadcom needed to establish a European design centre, and pro-
vided information about the Danish labour market, wage levels for 
engineers and rules for employee shares. The fact that the infor-
mation was supplied from an official Danish institution gave the 
infor-mation a high level of trustworthiness, according to Broad-
com's deputy director.Broadcom Corporation established its Euro-
pean design centre in Denmark in 2005, creating 25 knowledge 
intensive jobs in wireless communication, and adding the weight of 
a world leading company in mobile and fixed net telephony to one 
of the Danish corporate sector's strongholds. 

 
 

 
 
 
 

3. Organisation of Danish investment 
promotion 

Sharpened international competition compels both Danish and for-

eign owned companies to move to places where production and 

research conditions are optimal. In this context, it is important that 

Denmark market its special core strengths and competence clus-

ters, as well as framework conditions, in an effective and focused 

way.  

 

The key Danish competencies and framework conditions create a 

good basis for gaining a share of the growing international invest-

ments, but competition is tough. 

 

As globalisation has advanced, the need to profile the comparative 

benefits of individual countries, and thereby attract foreign invest-

ments, has increased significantly. Most countries, and many re-

gions and cities around the world have investment promotion agen-

cies (IPAs) working to attract foreign companies. The investment 
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promotion portal IPAnet.com (Investment Promotion Agencies Net-

work) has links to websites of no less than 410 official IPAs, of 

which 96 are in Western Europe. Denmark has two links: Invest in 

Denmark and Copenhagen Capacity. 

 

Invest in Denmark 

Denmark's national investment promotion organisation Invest in 

Denmark is rooted in the Ministry of Foreign Affairs. The Ministry's 

specialist staff at selected representations in Europe, Asia and 

North America, contact potential foreign investors with a view to 

identifying specific projects and offering information and analyses, 

providing contact with potential partners, public sector authorities, 

education and research institutions, arranging fact finding and prac-

tical assistance in connection with establishment in Denmark. IDK is 

thus mainly involved with 1-on-1 meetings and only to a limited 

extent with the branding of Denmark as an investment country. 

 

Invest in Denmark’s activities are financed via the overall appro-

priation of the Ministry of Foreign Affairs. There is no special appro-

priation from the Finance Act for Invest in Denmark, or special ac-

counts for the overall expenses of the Ministry of Foreign Affairs for 

investment promotion activities. The expense is estimated to 

around DKK 24 m. 

 

IDK has a total of 33 staff of whom 13 are in Copenhagen, 4 are 

regional coordinators in Paris, Tokyo, New York, and Shanghai, and 

16 are specialised staff at selected representations – a very narrow 

organisation that tries to cover a wide geographical spread. On 

some markets, IDK is only staffed with a single person e.g. India, 

Korea, Canada, and Germany. 
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Figure 3: IDK global coverage 

 
 

The above figure illustrates the places where Invest in Denmark has dedicated staff 

located at embassies or consulates. 

 

The embedding of Danish investment promotion in the Ministry of 

Foreign Affairs ensures the necessary flexibility of investment pro-

motion work, since the organisation can rapidly adjust its activities 

in relation to market demand. The Ministry's representations can 

also be active on markets where IDK is not represented with its 

own staff. 

 

IDK's investment promotion efforts are carried out in close interplay 

with network partners from the Danish regions, clusters, universi-

ties, corporate sector organisations, public sector authorities, rele-

vant experts, and companies both abroad and domestically. The 

regions are the most important network partners. 

 

Invest in Denmark’s work is result orientated and market driven. 

Based on a supply and demand assessment, a number of business 

solutions within Danish clusters have been prepared for IDK’s focus 

areas (e.g. HQ, R&D centre, customer service centre, distribution 

centre, production). 

 

IDK's results are measured annually on two parameters: the num-

ber of successful investment projects where IDK significantly influ-
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enced the decision to establish a company or maintain activities in 

the country, and associated new or maintained competence inten-

sive jobs. All successful investment projects have been assessed by 

Deloitte Business Consulting since 2002. The number of jobs gen-

erated by IDK’s realised investment projects over the last four 

years is as follows: 

 

Table 2: Realised results 2002-2005 

Year 2002 2003 2004 2005 

Investment projects 35 36 36 36 

Jobs 495 800 429 746 

Source: Invest in Denmark & Deloitte Business Consulting 

 

 

From 2002 to 2005, IDK was involved in 652 investment projects, 

with the result that 143 foreign investors have placed activities in 

Denmark. This has created or maintained 2,470 knowledge inten-

sive jobs, corresponding to approx. 620 jobs per year. 

 

In contrast to methods used by other investment promotion agen-

cies, this method counts only the knowledge intensive jobs directly 

created in the year of establishment. Spill over effects, e.g. in 

terms of jobs created at sub-suppliers, service companies, etc., are 

thus not included. 

 

Regional coordination of Danish investment pro-
motion 

In addition to Invest in Denmark, there are regional initiatives to 

market the regions to foreign investors.  

 

A significant regional player is Copenhagen Capacity, which markets 

Greater Copenhagen and is financed by the Greater Copenhagen 

Authority. Copenhagen Capacity’s budget for 2005 was DKK 25.5 

m. Copenhagen Capacity is also involved in attracting foreign inves-
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tors. The marketing of Greater Copenhagen is especially targeted at 

high technology companies in industries where the region has its 

particular strengths: biotechnology, IT, and film production. In ad-

dition, Copenhagen Capacity focuses on companies seeking to es-

tablish a regional head office in the Nordic region or consolidate 

existing Nordic activities. 

 

To create a more coordinated effort, Copenhagen Capacity and In-

vest in Denmark entered a framework agreement in 2006 covering 

specific investment promotion activities on selected markets. 

 

In 2005, IDK entered a collaboration agreement with county coun-

cils in western Denmark regarding increased sales efforts for their 

regional clusters. The councils finance regional project coordinators 

who are located in relevant knowledge environments and function 

as links to IDK, which handles targeted and intensified sales efforts 

abroad. 

 

The strategy involves increased focus on regional strengths, espe-

cially to create more jobs in western Denmark, and to achieve a 

critical mass between the regions' competencies. 

 

The collaboration has great potential since the demand from foreign 

investors now focuses much more on the presence of specifically 

competitive clusters rather than geographical location. So it is cru-

cial to have good insight into Denmark's clusters and market them 

effectively, as well as having close collaboration with relevant par-

ties including Danish knowledge environments and innovative com-

panies able to support sales efforts to potential investors with more 

detailed information, collaboration opportunities etc. 

 

IDK has initiated dialogue with Region Zealand to establish collabo-

ration, but so far, this has not resulted in a specific strategy. 
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4. The most important challenges 

A good business climate is vital for attracting foreign investments. 

It is characterised by: 

• good framework conditions, including protection of property 

rights and public sector transparency regarding e.g. legisla-

tion and rulings 

• a generally stable macroeconomic environment 

• opportunities for international trade 

• a well-educated and flexible labour force 

• equal treatment of national and foreign companies 

• elimination of tax barriers to foreign investment6  

 

Importance is also assigned to soft values such as life quality and 

human competencies e.g. creativity, project management skills and 

adaptability. It is widely accepted, that Denmark’s prosperity is not 

due to the presence of raw materials or an advantageous geo-

graphical location, but its human capital.7 This assumption is 

backed by empirical research. Several analyses show that a coun-

try’s human resources (as level of education) are clearly connected 

to the economic growth. 

 

Regarding commercial framework conditions, Denmark currently 

ranks high in international analyses of the competitiveness of coun-

tries. A report from The Economist Intelligence Unit (EIU) names 

Denmark as the world's best place to invest and do business in for 

the period 2006-2010. Denmark is generally well placed in interna-

tional surveys, as the following chart shows.  

 

 

 

                                                 
6  These conclusions are in line with recommendations in OECD’s checklist for poli-
cies regarding foreign direct investments OECD, 2003a. “Checklist for Foreign Direct 
Investment Incentive Policies”, Paris 
7 A Google-search of Denmark’s most important raw material gives the following 

result: Knowledge (15400), people (13300), education (13300) oil (815), gas (547) 
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Tabel 3: Denmark's ranking in international surveys 

1. World Competitiveness Yearbook 2006 (IMD) 5 (7) 

2.Growth Competitiveness Index (WEF) 4 (5) 

3. Business Competitiveness Index (WEF) 4 (7) 

4. Economist Intelligence Unit 2006 1 (1) 

5. A.T. Kearney/Foreign Policy globalisation index 7 (10) 

6. Economic Freedom of the World 2004 13 (14) 

7. Index of economic freedom 2005 8 (8) 

8. The Lisbon Scorecard VI 1 (1) 
Previous rankings in brackets. Part of “Denmark's ranking in international surveys of 
competitiveness” by the Danish Ministry of Economic and Business Affairs. 
 

Denmark's ranking is based on several commercial framework pa-

rameters, including political and institutional business climate, envi-

ronment, macroeconomic stability, industrial policy, foreign invest-

ment policy, financing, and infrastructure. 

Table 4: Conditions typically affecting Denmark's ranking 

Favourable 
• Low level of crime and 

corruption 
• Efficient public sector 
• Legislation regarding ICT 
• Management practice 
• Economic equality 

Unfavourable 
• Taxation (tax pressure 

and marginal tax rate) 
• Public sector size 
• Intake for higher educa-

tion 
• Centralised wage forma-

tion 
• Wage and price levels 

Part of “Denmark's ranking in international surveys of competitiveness” by the Dan-
ish Ministry of Economic and Business Affairs. 
 
 

Denmark's competencies and framework conditions form an excel-

lent basis for gaining a bigger share of international investments. 

Effective marketing of Denmark as an investment country must 

however take account of the following challenges. 
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4.1 How knowledge of Denmark can be increased 

Denmark is not present in the global mind-set.8 Denmark does not 

automatically come to mind when international investment oppor-

tunities are considered, because of factors like size, language, and 

geographical location. Some countries, such as the UK, Ireland, and 

the Netherlands, already have the advantage of being well known 

among companies – an important comparative benefit in an in-

vestment context. The challenge is to have investment promotion 

included in a general branding of Denmark. 

 

A range of international investment promotion agencies use media 

campaigns to market their country, and to enhance the general 

knowledge of the investment opportunities in the country. 

 

 

France shows that general branding is expensive 

In 2004, France mounted an intensive campaign with whole page 
advertisements in international media like Financial Times and 
Herald Tribune. The aim of “Image de la France” was to increase 
inward investment and enhance France's brand image as an at-
tractive investment country.  

The total campaign cost EUR 10 m. 

 
 

It is not considered an independent investment promotion task to 

carry out general marketing of Denmark. However, there is a clear 

need for coordination of messages and values when marketing 

Denmark as a brand by tourist organisations, cultural institutions, 

the Ministry of Foreign Affairs, and investment promotion agencies. 

 

 

 

 

                                                 
8 Anholt Nation Brands Index Q2 2006. 
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The need for coordination of messages 

To counter prejudices about the productivity of Eastern Europe-
ans, the Czech Republic's national investment promotion agency 
Czech-Invest had successfully marketed the country for several 
years as a fast growing, high efficiency country in e.g. automotive 
and elec-tronics production. In 2004/2005, the Czech tourist or-
ganisation ran a marketing campaign on CNN etc with the slogan: 
“Come to the Czech Republic to slow down”, which pointedly illus-
trates the need to coordinate messages when a country tries to 
brand itself. 

 

Danish competence clusters and good Danish framework conditions 

are essential qualities to market in the investment promotion area.  

 

Investment promotion will generally be strengthened if knowledge 

of the good Danish framework conditions for the corporate sector 

and the Danish strength competencies is increased, since it makes 

it easier to enter dialogue with potential foreign investors. 

 

• Which image building initiatives help strengthen in-

vestment promotion (TV/newspaper advertising, sec-

tor specific advertising, participation in exhibitions/ 

conferences, holding information seminars, attracting 

conferences, contact with foreign press/media)? 

• Which players can help with image building that cre-

ates greater awareness of Denmark as an investment 

country? 

• Is Scandinavian branding an opportunity? 

 

4.2 Which competence clusters should Denmark 
sell internationally? 

There is increasing recognition by IPAs that a non-segmental and 

unfocused approach, aimed at companies of all kinds, does not 

work. Investment promotion is increasingly a question of matching 

a handful of strong competence clusters with international demand. 
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One of the leading practitioners in this field, Henry Loewendahl, 

uses the following diagram to outline the process of targeting the 

foreign companies likely to yield the biggest returns.9 

 

Figur 4: Investment promotion strategy framework 

 
 

 

The model shows how to identify industries/sectors to focus on. 

These must have major market potential for the IPA, either in 

terms of FDI volume or number of jobs. The host country's location 

must be better in meeting the foreign company's needs than com-

peting locations. 

 

Denmark has competitive clusters in e.g. ICT, biotech-, and medico 

technology, and investment promotion is currently concentrated on 

these focus areas.  

 

 

 

 

 

 

                                                 
9 Loewendahl, H. 2005. Competition for Investment: Best Practice in Investor Tar-

geting. APEC-OECD Seminar, 14-15 November 2005 (Busan Korea).  
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Invest in Sweden 

Invest in Sweden uses many of the same methods as IDK to pro-
mote Sweden as an investment country, but has much more 
fund-ing and focuses on foreign investments across a wider spec-
trum of selected “business clusters”: 

• ICT 
• Life and Bio Sciences 
• Wood processing  
• Packaging 
• Automotive  
• Business services (HUB) 
• Capital investment  

 

The following table shows some central Danish competencies. It is 

important to assess at regular intervals whether the competence 

clusters (i.e. the supply side) and demand justify the development 

of new focus areas, which can be marketed internationally, e.g. 

energy, Maritime Denmark, Lifestyle (fashion and design), foods, 

materials technology, medico and film and media. 

  

Table 5: Danish competence clusters 

Existing National 
• Maritime Denmark 
• Wind 
• Hearing aids 
• Technical aids for 

the disabled 
• Effect electronics 
• Seed breeding 
• Fur 
• Water 
• Cooling and heat-

ing technologies 
• Pork 
• Dairy products 

Regional 
• Mobile and satellite communica-

tion in northern Jutland 
• Business tourism in the Greater 

Copenhagen Region 
• Stainless steel in the Triangle 

Region 
• Market gardening on Funen 
• Medico industry in the Øresund 

region 
• Textile/clothing in Herning-Ikast 
• Offshore industry in Esbjerg 
• Furniture industry in the Salling 

area 
• Transport in eastern Jutland 

Potential • Bioinformatics 
• Sensor technology, 
• Organic food 
• Waste manage-

ment 
• Children's play and 

learning 

• Film and TV in Greater Copen-
hagen 

• Øresund Food Network 
• PR/Communication in Greater 

Copenhagen 
• Pervasive Computing in Greater 

Copenhagen and Århus 
Source: The National Agency for Enterprise and Construction (2001) 
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To map clusters with substantial research, industry and start-up 

activities and have the potential for venture capital, Vaekstfonden 

published an analysis in 2004 of clusters within three main areas. 

Although the analysis focuses very much on identifying the poten-

tial for venture capital, it has many similarities with the focus areas 

and competencies, that e.g. Invest in Denmark markets and sell s 

internationally. 

 

Table 6: Selected cluster within ICT, Life Sciences and other 
technologies 

Life Sciences ICT Other technologies 

Diabetes 
Neuroscience 
Cancer 
Med-tech 
Inflammation 
Allergies 
Nutraceuticals 

Audio 
Software 
Photonics 
Data networking and  
fabless semicondutors 
Wireless 

Environment friendly 
technologies 

Source: Vaekstfonden, 2004 

 

The effort to attract foreign investments takes its starting point in 

identifying and choosing the most investment relevant Danish clus-

ters. The selection process involves a range of parameters, which 

determine whether a cluster is mature for investment promotion. 

The following selection criteria for clusters may be highlighted: 

- well-documented and analytically proven 

- as a minimum a high degree of regional substance 

and a certain degree of national relevance 

- highly internationally competitive 

- good cooperation between knowledge institutions and 

innovation environments 

- openness and willingness for investment promotion 

related cooperation among the companies in the clus-

ter 

- relatively high degree of potential for direct and indi-

rect job creation 

- Proven interest and demand from foreign investors 
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• Which Danish competence clusters can attract foreign 

investors?  

• How new focus areas are best prioritised and se-

lected? 

• How are Danish competence clusters marketed to for-

eign investors by different Danish players? 

• What competencies are required to sell Danish key 

competencies to foreign investors? 

 

 

4.3 Where will Denmark find foreign investors? 

From 1980 to the end of the 1990s, EU15 and the US accounted for 

approx. 70% of global outward direct investments. This has since 

risen to approx. 80%, primarily due to increasing investments 

abroad by EU countries. 

 
It is no surprise that these countries have the highest priority 

among IPAs globally. USA is the most important market for invest-

ment promotion followed by the UK, Japan, Germany, and France. 

 

Figure 5: Investment promotion agencies’ prioritization of 
markets 
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All comparable IPAs have Western Europe, North America, and Asia 

as their primary markets.10 Several concentrate their activities in a 

few offices instead of being represented in many countries. Den-

mark's sales effort is relatively limited in relation to comparable 

countries. 

 

Focused marketing requires that the geographical priority of mar-

keting to foreign investors (demand side) is closely connected to 

Danish competence clusters (supply side) e.g. when IDK seeks to 

match Danish ICT competencies with knowledge environments, IT 

companies and venture capital in Silicon Valley. 

 

The challenge is to identify the international companies, which on a 

short and long-term basis may potentially invest in Denmark. 

  

• Which foreign competence clusters and focus areas 

match Danish strength positions? 

• How can Denmark better exploit investment potential 

in those countries which today account for the most 

attractive knowledge intensive and job creating for-

eign investments e.g. North America (including Can-

ada), Western Europe, Japan, the Nordic countries?  

• To what extent should investment promotion in coun-

tries like China, India, and Korea have priority? 

 

 

4.4 How can barriers to foreign investment in 
Denmark be removed?  

Foreign companies primarily invest in Denmark to benefit from 

competitive framework conditions, and especially to gain access to 

well qualified staff in competence intensive business areas. 

 

                                                 
10 Kilde: Buck Consultants 
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These companies want a strong research environment, easy access 

to collaboration with universities, science parks and other compa-

nies, internationally comparable tax conditions for companies and 

individuals, opportunities to bring in core staff with a minimum of 

bureaucracy/waiting time and uncertainty regarding granting of 

visas and residence permits, and as much freedom as possible to 

recruit key staff from other countries. 

 

• Which barriers are most critical in relation to foreign 

investments? 

• Can some of these existing barriers be removed or can 

these barriers be lowered for foreign investors via a 

better service?  

• Which services could be offered to investors estab-

lished in Denmark, so that existing investments are 

maintained and increased? 

 

4.5 How can we ensure coordinated Danish in-
vestment promotion? 

 
It is vital for continued success on the international investment 

market that Denmark is marketed in a unified way to avoid giving 

foreign investors mixed signals. 

 

To attract knowledge intensive foreign investments, regional Danish 

clusters need to be linked in saleable national clusters (supply), 

which gain the critical mass required to match international de-

mand. Danish competencies in wireless technologies provide a good 

example: The regional players are linked together and marketed as 

one national cluster. Denmark's geographical size necessitates that 

regional clusters are linked and promoted as one national cluster, in 

order to achieve the critical mass which international investors de-

mand, and which is offered by countries larger than Denmark. 
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Århus Business Care 

For some years, Århus Municipality and County Council tried to 
attract foreign investments by marketing the city and region 
abroad through a shared effort "Investment Location Århus”. Re-
sults did not meet expectations due to a lack of critical mass in 
the area, and the initiative lacked attractiveness because of an all 
too limited scope.Investment Location Århus was closed down 
and Århus County Council entered an agreement with IDK regard-
ing investment promotion for western Denmark. Århus Municipal-
ity chose to concentrate its effort on aftercare for existing foreign 
companies through a Business Office in Århus Municipality. IDK 
visits company HQs abroad while Århus handles the Danish man-
agement of companies. 

 

The challenge is to ensure a coordinated marketing of Denmark as 

investment location 

 

• How can investment promotion be better coordinated?  

• How can locally placed investment promotion players 

increasingly contribute with relevant, internationally 

saleable key competencies? 

• How can Denmark's investment promotion be 

strengthened through networks and collaboration 

partners, both at home and abroad?  

 

 


