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BRANDING

BUSINESS 
and the

of

Charlotte	DeWitt	reports	on	the	Royal		
Wedding	and	the	State	of	Love	in	Stockholm



O
nce upon a time and far 
away, a beautiful young 
princess joined her be-
loved in the marriage of the 

millennium, and bells rang out across 
the land in joyous celebration. Excite-
ment was so high and national pride 
so great, that everyone, from the car-
riage-maker to the baker wanted to 
spread the word throughout the land… 
and throughout the world. Ah, said 
those in charge, but since all are not 
able to attend the Royal Wedding, 
why do we not have a Festival of Love 
in honor of the occasion? To which 
the Master of the Media exclaimed, 
Perfect! And we can also show how 
successful our country’s purveyors  
are to all near and far.
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And so, dear readers, the marriage of 
Crown Princess Victoria of Sweden to Mr. 
Daniel Westling, now Prince Daniel, on 
June 19th became many things to many 
people. But just imagine the challenge of 
conceiving and orchestrating a city-wide 
celebration of such enormous proportions! 

SPECIAL EVENTS vs. FESTIVALS
Special events often are associated with 

wedding planners and corporate party 
producers, while festivals evoke a sense of 
public celebration and community pride. In 
our industry, we think of ISES (Internation-
al Special Events Society) and IFEA as prime 
examples that the lay person often confuses. 
In simplest terms, it is the difference be-
tween a private event and a public one.

In the case of the Royal Wedding of 
Crown Princess Victoria of Sweden to Mr. 
Daniel Westling on June 19th, it was the 
perfect marriage of both.

THE ROYAL WEDDING:  
THE CENTERPIECE EVENT

For those who believe in fairy tales, the 
royal wedding was an event planner’s dream 
come true. Everything was perfect, from 
beginning to end. The Royal Wedding recre-
ated the ceremonial rituals from the 1976 
marriage of Crown Princess Victoria’s par-
ents, also on June 19, in itself a storybook 
tale of a beautiful young Brazilian-German 
interpreter assigned to assist the future King 
of Sweden at the Munich Olympics in 1972. 

Fast-forward to 2011. Thanks to modern 
technology, the 500,000 people crowding 
into Stockholm on June 19th could eas-
ily watch everything on big video screens 
throughout the city. 

 The wedding itself was televised, as 
was the cortège (procession) carrying the 
newly wedded couple in an open-topped, 
horse-drawn carriage through the streets 
of Stockholm to the cheers and flags of 
jubilant viewers. The carriage was first used 
by the current King’s late parents Prince 
Gustaf Adolf and Princess Sibylla when they 
married in 1932. 

From the final stop of the cortège, the 
royal couple was rowed across the archi-
pelago in the historic Royal Barge Vasaorden, 
to a special landing area at the foot of the 
castle, just as her parents, King Carl XVI 
Gustaf and Queen Silvia, were after their 
wedding in 1976.

Stockholm police were well-prepared for 
this high-profile event. “We were work-
ing on the plans at least one and one half 
years prior to the announcement of the 
engagement,” said Ulf Göranzon, Press Of-
ficer/Superintendent for Polismyndigheten i 
Stockholms län (Stockholm County Police). 
“This is normal for us,” he said in reference 
to handling large-scale, high-security events. 
“We already have an operational plan (for 
high-security events) in place—it is what we 
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do as a part of our jobs—it’s nothing un-
usual,” he said somewhat modestly. “This 
plan gives us confidence, experience, and 
stability. Our officers are already trained, 
so there is no special training needed 
(sic) for this type of an event.” 

The Swedish police are a national 
organization with regional offices, such as 
in Stockholm County. While the last Royal 
Wedding was in 1976, other sensitive 
public events have included the twenty-
fifth anniversary of the King’s ascension to 
the crown, the King’s fiftieth birthday, and 
Sweden’s EU chairmanship in 2009, when 
many international dignitaries and gov-
ernment leaders frequented Stockholm.

From the police’s viewpoint, the biggest 
challenge was the time constraints. A lot 
had to happen in a very short period of 
time: one hundred busses carrying mili-
tary personnel and another 80 large trucks 

transporting road barricades for the pa-
rade route had to enter the city before all 
intersections were blocked and the central 
city closed to traffic for several hours.

As for police coverage at other Stock-
holm events, “We are not for hire,” said 
Göranzon. “We meet regularly with event 
organizers to discuss safety issues, and 
we can require these event producers to 
hire security companies to ensure crowd 
control and safety, but Stockholm’s police 
are not for hire.” 

And indeed, the royal wedding was 
executed flawlessly. Two thousand 
Stockholm police were assigned to the 
wedding, an official state event—supple-
mented by 6,000 representatives of mili-
tary units and NGOs lining the cortège 
route, with 20 vessels lying at anchor, and 
two divisions of the Swedish Air Force 
performing flyovers.

 

WEDDING ECONOMICS
Crown Princess Victoria’s and Prince 

Daniel’s wedding was organized by the 
Royal Court, which bore all costs. The 
Government of Sweden allocated SEK 7 
million (US$1M/ €758K) for the event. 
According to Reuters, “the King will 
pick up an estimated 10 million crowns 
(US$1.39 million) of the wedding costs, 
which are seen running at more than 
double that amount. The country is just 
pulling out of the worst recession since 
World War II.”

The event formed part of the City of 
Stockholm’s 2030 vision to establish 
Stockholm as a world-class event city, re-
sulting in “more satisfied visitors, happier 
tourists and flourishing businesses.” 

From a purely economic standpoint, 
the royal wedding was worth mil-
lions of kronor in PR for Sweden and 
Stockholm—more than SEK2.7 billion 
(US$402M/€292M) according to prelimi-
nary estimates by Media Pilot, the firm 
commissioned by stakeholders VisitSwe-
den, the Swedish Foreign Ministry, and 
the Swedish Institute to calculate the 
advertising value of the web and printed 
articles in sixteen countries including the 
US, China, Japan, India, Brazil, Ger-
many, and other neighboring European 
countries. 

LOVE Stockholm 2010:  
THE FESTIVAL

Starting with Sweden’s National Day 
celebration on June 6th and running 
through Saturday, June 19th, the day of 
the Royal Wedding, LOVE Stockholm 2010 
offered two non-stop weeks of waterfront 
entertainment in Sweden’s capital city of 
Stockholm – an outdoor party for Swedes 
and visitors alike, lasting into the wee 
hours of the mornings—in spite of rainy, 
chilly weather most of the time and the 
fact that Swedish schools were still in 
session. 

 Over 1500 events were offered 
throughout all of Stockholm, a city built 
on fourteen islands. “Our goal,” said Berit 
Svedberg, Director of Cultural Admin-
istration for the City of Stockholm and 
in charge of the LOVE Stockholm 2010 
festivities, “was to ensure that everyone 
could find an event, a performance, or 
an area they liked.” These events in-
cluded city programs, corporate/business 
productions, and those activities offered 
by the city’s many institutions, museums, 
cultural organizations, and special venues 
which enthusiastically embraced the love 
theme—for example:

Stockholm Jazz Fest: June 10-12 (repo-
sitioned to coincide with Love Stock-
holm 2010);
Stockholm Early Music Festival: June 
9-13;

•

•
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Royal Open Palace, concerts, and 
changing of the guard;
Stockholm City Library’s program on 
Royalty Past and Present; and
Drop-in Weddings at Skansen (an 
open-air park of historically preserved 
buildings)—witnesses included. 

Skeppsbron, the city’s loveliest water-
front promenade, featured floating mar-
kets and cafes, with a cavalcade of Swed-
ish and international stars performing on 
a waterfront stage directly opposite the 
royal castle. Every imaginable sea-going 
vessel was anchored in the harbor, from 
the magnificent official yachts of visit-
ing royalty to submarines in the Swedish 
navy, three-masted wooden schooners, 
and state-of-the art naval vessels.

Interspersed in these party-by-the-sea 
festivities were exhibits, displays, and new 
experiences showcasing Brands of Sweden, 
a collaborative effort by the Swedish 
Institute and the City of Stockholm to 
promote Swedish brands to festival goers. 
The motive? 

BRANDS OF SWEDEN
Millions of people each day encounter 

Swedish products and services, work with 
Swedish companies, or visit Swedish global 
chains, according to the Swedish Institute, 
a public agency that promotes interest and 
confidence in Sweden around the world. 
However, people are often not aware that 
these brands are Swedish. Swedish compa-
nies and Sweden as a whole have a great 
deal to gain from working together. 

•

•

•

“LOVE Stockholm 2010 will be a 
chance for Stockholmers to celebrate the 
Royal Wedding, as well as an opportunity 
for Stockholm companies and Swedish 
brands to showcase themselves because 
the world’s attention will be focused on 
Stockholm,” said Sten Nordin, the City 
Commissioner of Finance and Mayor of 
the City of Stockholm, when the brand 
platform was first announced. 

The City of Stockholm initiated the 
Brands of Sweden marketing platform with 
the Swedish Institute in an aim to link 
sponsors and strong Swedish brands to 
LOVE Stockholm 2010, the city’s tribute 
to the Royal Wedding. Brands of Swe-
den corporate partners included IKEA, 

Stockholm Arlanda Airport (Official Love 
Airport), candy-maker Cloetta, Elekta 
(medical technology, especially cancer 
treatment), Ericsson, TeliaSonera, KTH/
The Royal Institute of Technology, Volvo, 
and Investor, among others.

BRANDING WITH HUMOR
By far, the most amusing brand experi-

ence was IKEA’s clever parody of Haga 
Slott, the castle soon to be the future 
home of the newly wedded couple, built 
along the waterfront area opposite the 
palace. 

In a tongue-in-cheek tribute to antiq-
uity, IKEA hosted guided tours of the 
“castle” furnished entirely (of course) 
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with IKEA products, all assembled with 
great humor, from the kitchen with 
its hidden tiny banquet for mice, to a 
nursery with pink and blue cribs hang-
ing upside-down from the ceiling (after 
all, who knows??). The master bedroom 
with its twenty stacked mattresses was 
instantly recognizable as inspired by 
the Hans Christian Andersen tale of The 

Princess and the Pea (forgiven that H.C. 
Andersen was a Dane—the story origi-
nated in Sweden).

IKEA paid SEK4M as a LOVE spon-
sor, plus the cost of the build-outs—but 
worth every crown, so to speak, in most 
peoples’ view. The free-admission, tick-
eted castle received 37,000 visitors, the 
maximum possible, with the overflow 

enjoying an adjacent design exhibit, gift 
shop, and floating restaurant, all in the 
typical IKEA style.

In all, some 30 companies invested a 
total of SEK30 million (US$4.5M/ €3.3M) 
to have a presence at LOVE Stockholm 
2010, according to LOVE Director Roger 
Ticoalu, who is now Events Manager for 
the City of Stockholm.

LOVE funding, however, was difficult 
according to Ticoalu. “The City gave 
SEK1 million (US$148K/€108K) towards 
National Day and SEK7M (US$1M/
€755K)for the festival itself, but it is hard 
to make a budget like that work when our 
expenses for security were SEK 4M and 
SEK 1.2M for electricity. It left us with 
very little money for running a 14-day 
festival which also included National 
Day.” Brands of Sweden sponsorship, 
therefore, was essential.

The numbers speak for themselves:1.4 
million people attended LOVE Stockholm 
2010, with an additional 500,000 people 
coming into Stockholm for the wedding 
on June 19th. 

BATTLE OF THE BRANDS
While Brands of Sweden was a solid 

attempt to capture the attention of the 
international eyes focused on the Royal 
Wedding, another branding war was 
brewing on the sidelines.
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Once calling itself “the Venice of the 
North,” Stockholm now has repositioned 
its brand, proclaiming itself the “Capital 
of Scandinavia” over long-time rival Co-
penhagen. And if that were not enough, 
in 2010, it also boasts the title of Europe’s 
first “Green Capital,” a designation be-
stowed by the EU Commission. 

MEDIA: AN EVENT WITHIN AN 
EVENT

Key to any frontline awareness cam-
paign is good press coverage, and both the 
Foreign Ministry and the City of Stock-
holm invested heavily in media courtship. 
A total of 2,300 journalists including 700 
from abroad were accredited by the For-
eign Ministry to cover the wedding. Many 
of these journalists also registered for 
accreditation with LOVE Stockholm 2010. 
Putting this in perspective, there were 
2,000 police assigned to the wedding.

Each entity, the State and the City, ran a 
press center—one with a national focus as 
appropriate to the Royal Wedding; the oth-
er, a city focus in association with LOVE 
Stockholm 2010 and its partners, Brands of 
Sweden. LOVE’s Media Center was hosted 
by Ericsson, TeliaSonera, and IKEA.

Each press center was staffed by friendly, 
multi-lingual assistants, with special daily 
briefings and all the comforts of home, so 
to speak: fully equipped computers with 
internet; password-protected wifi connec-
tions throughout the city for journalists; 
multiple television monitors set to a va-
riety of stations. Documentation, printed 
material, on-site experts. Free food, end-
less coffee, drinks. Quiet areas with ample 
workspace. Meeting room areas. Exercise 
equipment, lounges, pillows, cozy curl-
up and snooze areas at the LOVE Media 
Center. Late hours. Attractive furnishings. 
Strategic downtown locations.

But more than that, it was the courtship 
of the press, particularly the international 
press, that was impressive—boat trips for 
lunch in the Swedish archipelago (30,00 
islands) and orientation cruises with 
dinner under the bridges of Stockholm’s 
fourteen islands, for example, where Olof 
Zetterberg, CEO, Stockholm Business 
Region, explained why Stockholm is a 
good place for business investment while 
showing its state-of-the-art urban develop-
ments, such as Hammarby Sjöstad.

Again, the “battle of the brands” was 
evident: Stockholm, as Europe’s first-ever 
Green Capital, aims to be fossil-fuel free 
by 2050; neighboring Copenhagen, a run-
ner-up in the “green” competition, has 
targeted 2025 as its CO2-free date accord-
ing to Ulrich Ammundsen, director of 
VIBE, Copenhagen’s new resource center 
for public events. The race is on.

The two press centers offered journal-
ists daily briefings. LOVE journalists’ 

smörgåsbord included an overview of the 
day’s festival programming, plus Brands of 
Sweden presentations, such as

tours of Ericsson’s corporate headquarters;
an introduction to 4G by TeliaSonera, 
sponsors of the LOVE media center; and
a polished Volvo presentation (official 
wedding car) that switched smoothly 
from Swedish to flawless English be-
cause of the one reporter in the room 
who did not know Swedish. 

•
•

•

Commercial? Yes, but each presentation 
further explained a complex aspect of produc-
ing the Royal Wedding, whether high-tech 4G 
bandwidth or transporting 250 royal guests 
efficiently in 85 custom-designed, eco-friendly 
cars (reinforcing Stockholm’s Green Capital 
of Europe status). Catering always featured 
the best and most typical Swedish foods, the 
price being a reporter’s willingness to hear a 
corporate presentation.
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By comparison, daily educational brief-
ings by the Royal Palace and the Foreign 
Ministry (16 in all) the three days prior 
to the wedding ensured that journalists 
were well-acquainted with the Swedish 
monarchy, its attitudes towards democ-
racy, its citizens’ views on royalty and the 
monarchy, and royal weddings past and 
present. Specific information about the 
cortège route, the salute, and the various 
press pool arrangements relating to both 
the military parades for the wedding and 
the wedding itself were also presented.

WEDDING DAY
The closer the wedding ceremony 

approached, the more and the faster the 
royal palace sent out press releases. Prior 
to and during the wedding banquet at 
the castle, royal releases were coming at 
the rate of one every fifteen minutes, in 
both Swedish and in English—the menu, 
the table service, the names of the guests, 
the seating chart, the King’s welcoming 
remarks, the groom’s father’s remarks, 
Prince Daniel’s remarks, etc., etc.. The 
attention to detail was astounding. Truly 
this was a moment in history, and the 
palace ensured that the press was exceed-
ingly well informed. 

THE PRESS MESS
Overall, only one controversial issue 

marred the otherwise perfect honeymoon 
with the media: the broadcast rights of 
the wedding, which made international 
headlines when three of the world’s most 
prominent news agencies decided to 
boycott the wedding.

There were two official Swedish televi-
sion stations during this time: TV4, 
a privately held company which had 
broadcast rights for LOVE Stockholm 2010, 
and Sveriges Television (SVT), Swedish 
national television, which had exclusive 
rights to broadcast the wedding. 

Reuters, Agence France Presse (AFP), 
and the Associated Press (AP) had been 
willing to pay SVT the reputed SEK1000/
US$125 per second broadcast fee for 90 
seconds, according to Peoples Daily On-
line. But at the point of contracting, the 
terms changed.

According to the Huffington Post, “SVT 
barred the agencies from immediately 
sending any video to commercial chan-
nels around Europe and North America 
and told them they could make use of 
a brief edited segment of the ceremony 
only for 48 hours.” From the news 
bureaus’ point of view, many of their 

viewers would not see the footage due to 
global time differences. Furthermore, a 
Reuters’ press release maintained, “a 48-
hour arrangement of this sort, normally 
applied to sports and entertainment 
events, should not have been applied to 
news events of historical importance.” 

In an email addressed to Nina Eldh, 
the head of communications at the Royal 
Court, the agencies issued a joint state-
ment saying that “owing to the impasse 
over unrestricted television news access 
to today’s wedding ceremony, Reuters, 
AFP and the Associated Press have de-
cided to withdraw from coverage of the 
event.” (www.thelocal.se)

In the email, also copied to Prime 
Minister Fredrik Reinfeldt, the agencies 
said they would “not be distributing still 
pictures, text or video reports relating to 
it anywhere in the world.” (Swedish news 
agency TT)

According to SVT President Eva Hamil-
ton, 3.158 million Swedes watched SVT’s 
broadcast of the wedding itself on June 
19th. Hamilton called the Reuters’ boy-
cott “window dressing,” accusing them 
of wishing to increase their opportunities 
for income from the resale of the images 
in the future. “SVT gave all residents of 
the 56 countries in Europe access to our 
entire 10-hour live broadcast for free on 
Saturday,” she said. “…TV viewers in the 
rest of the world could( sic.) see TV im-
ages through the other broadcasters and 
news agencies that purchased from SVT,” 
such as CNN. 

Other news media saw this differently. 
Leading Swedish daily newspaper Svenska 
Dagbladet  editorialized that Crown 
Princess Victoria could have had an even 
larger audience worldwide and rhetori-
cally postulated that it seemed more like 
SVT was the one thinking about income 
in the future.

SVT has had a monopoly on all Swed-
ish television broadcasting since its 
inception in 1956 until the emergence of 
privately held TV4 in 1992. It is funded 
by a TV tax on those in Sweden who own 
televisions, and according to Wikipedia, 
is barred from accepting advertising ex-
cept as sponsorship for sporting events.

ROYAL MOTTO: “For Sweden—
with the times.”

Royal weddings happen so very rarely 
that it is difficult to benefit from the 
experiences of those who have produced 
similar events in the past. In the 34 years 
since the marriage of HM King Carl XVI 
Gustaf to Queen Silvia, electronics have 
changed the way the world communi-
cates: fax machines, computers, laptops, 
mobile phones, BlackBerries, ipods, and 
internet have revolutionized worldwide 
connectivity. 
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Christian Dalsgaard, a security consul-
tant and former Stockholm police chief, 
recalls how the major security threat 
during the 1976 Royal Wedding was not 
foreign terrorists, but mentally ill stalkers, 
particularly women, who became “overly 
stimulated” by television coverage of the 
event. In contrast to today’s increased 
police visibility, the 1976 strategy was to 
place private detectives in the crowd near 
these women as a preventative measure. 
At most, recalls Dalsgaard, there were 
around 5,000 people lining Norrbro, the 
bridge leading to the palace—a sharp 
contrast to 2010, when an estimated 
500,000 thronged into the city.

There is no doubt that the Royal Wed-
ding was enormously well-produced and 
well-received. However, if other countries 
are listening (Britain, are you there?), 
there were two areas that were major 
challenges for those involved:

Short lead-time 
In the start-up of any large-scale, 
first-year festival or event, 15 
months is an extremely short lead-
time. Three years is recommended. 
Chalk it up to “love is blind.” Love 
knows no boundaries—when it 
bursts out in glorious joy, it is 
ready. It is up to everyone else to 
adjust. 

Centralized leadership 
The Royal Wedding was the cen-
terpiece event, a national event in 
Sweden’s capital city. However, at a 
local level, the capital also concur-
rently hosted LOVE Stockholm 2010 
with its Brands of Sweden cam-
paign, each with its own chain of 
command. 

 
The one thing all three had in common 
was using Stockholm as their prime 

1.

2.

venue. The one thing none of them 
enjoyed was a centralized coordinat-
ing agency. As a result, in addition to 
the Royal Court and ultimately, the 
King, leadership was diffused amongst 
the Foreign Minister, the City Cultural 
Director, the City Administrator, Stock-
holm Business Region, television sta-
tions SVT and TV4, and LOVE Stockholm 
2010, all, for the most part, making 
autonomous decisions independently 
of each other. A change of routing by 
the King, for example, resulted in a 
scramble by all others producing events 

And as the story goes, they lived happily ever after.

because of traffic implications affecting 
cars, buses, bicycles, and pedestrians. 

Sweden is an isolated country in terms of 
events. Because so many of those involved in 
producing the Royal Wedding, LOVE Stock-
holm 2010, and Brands of Sweden had had prior 
experience working with each other on other 
festivals and events in Stockholm since the 
early ‘90s, the end result, in spite of the stress, 
was an event the general public perceived as 
very well organized —“A perfect ending to a 
real love celebration,” said Berit Svedberg, Kul-
turdirektör, Stockholms Kulturförvaltning.

CONTACT:

LOVE Stockholm 2010:
Stockholms Kulturförvaltning (Cultural Department)
Berit Svedberg, Kulturdirektör
+46 8 508 31 900
berit.svedberg@kultur.stockholm.se

Roger Ticoalu, Evenemangsenheten/ City Events Director 
+46 (8) 508 31 971
roger.ticoalu@kultur.stockholm.se

Regeringskansliet/ Ministry for Foreign Affairs
Claes Jernaeus, Director, International Press Centre
+46 8 405 57 92
claes.jernaeus@foreign.ministry.se

Charlotte DeWitt	is	the	2009	inductee	to	the	IFEA	Hall	of	Fame.	As	president	
of	International	Events,	Ltd.,	she	has	worked	in	some	29	countries	since	1979,	
designing	and	producing	waterfront	festivals	and	international	events.	She	is	
well-known	for	her	Behind	the	Scenes	seminars,	this	year	featuring	The	Edin-
burgh	Festivals	in	Scotland.		She	consults	worldwide	on	festival	master	plans	
and	tourism	development,	and	is	the	global	perspectives	editor	of	ie	magazine.	
Charlotte	is	Past	Chairman	of	IFEA	World	(IFEA)	and	founder/past	President/
CEO	of	IFEA	Europe.	She	lived	in	Sweden	from	1994-2004	and	is	the	author	of	
Culture	Smart!	Sweden,	a	cultural	survival	guide	to	living	and	working	in	Sweden.

Charlotte J. DeWitt, CFEE, President
International	Events,	Ltd.	•	249	West	Newton	St.,	#8	

Boston,	MA	02116	USA
www.internationaleventsltd.com	•	charlotte@internationaleventsltd.com

M	+1	617	513	5696harlotte


