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Helsinki Marketing 
City marketing company owned by the City of Helsinki. 

Responsible for operative city marketing and business partnerships for 
Helsinki. 

Interacts with local residents, visitors, decision-makers and experts.

Budget 6,5 MEUR (2019)
Staff 40 
Divisions: 
Brand Communications & Digital Development, Destination Services, 
Communications & PR, Global Sales, Finance, Partnerships and 
Development.
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Strategic environment
and mindscape.
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Helsinki aims to be the most 
functional city in the world and is 
committed to offering more 
sustainable lifestyles for residents 
and visitors. 
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The goal is to do everything a little better, 
responsibly and sustainably all the time –
as well as to be carbon neutral by 2035.





The Challenge I
Helsinki is the Baltic Sea’s best-kept secret. 
As the capital of the happiest nation in the
world, with top-rated quality of life, a sizzling
cultural and food scene and a thriving start-
up ecosystem, the city has a lot to offer —
and yet it’s still overshadowed by its
neighbors Stockholm and Copenhagen as a 
destination for talent an visitors.
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Total reach:
570 million

Earned Media
Value:
5,3 million €



Total reach:
614 million

Earned Media
Value:
5,7 million €



The Challenge II
Climate crisis and sustainability is affecting
all sectors in the society, also traveling and 
tourism as well as marketing. — How can we
as a city marketing organization contribute
to that?
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Sustainable Destinations 
are places that have achieved long 
term equity for people and planet 
by recognising the systemic and 
dynamic nature of change.

(GDS Index)
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GDS-Index Destination Rankings for 2018

Rank Destination Overall Score

1 Gothenburg 94 %
2 Copenhagen 90 %
3 Reykjavik 89 %
4 Oslo 86 %
5 Helsinki & Uppsala 84 %
6 Malmö 82 %
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Helsinki Marketing 

Partner network around 150 partners. 
Network meetings 4 times a year.
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Sustainable
Meeting
Operating 
Model



Carbon footprint of our last
partner meeting was

2,89 Kg
per person
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66% of residents 
identified the climate 
crisis as their major 
concern when 
thinking about the 
future of the city*..
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*The City of Helsinki: 
The safety research 2018



What if making sustainable 
choices could be easily 
embedded into your everyday 
life? 
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MyHelsinki
Think 
Sustainably 



Digital environment.
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MyHelsinki: 
helping people
experience the
best of Helsinki



One of the new brand
identity spearheads is 
the My Helsinki concept.
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All Helsinki city 
marketing is 
based on 
genuine
recommen-
dations.*

*Grand One Winner 2018: Best Web Service and Best 
Service Design



MyHelsinki Service Promise

In keeping with the website’s service
promise, “Your local guide to Helsinki”, all
the content has been compiled by local
tastemakers. It’s a recommendation you
can trust.
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Cities are full of data.
In Helsinki, the data is 
available for public 
access.  
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Location Data
Event Data
Activity Data
With MyHelsinki Open API, Helsinki Marketing maintains three different 
databases. We make sure that the data is: 

High quality
Comprehensive
Up-to-date
Curated 

27



We are able to offer the 
most relevant content 
about Helsinki, tailored 
for different audiences.



MyHelsinki
Think 
Sustainably 
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Think Sustainably combines
sustainable services,
experiences, and transportation
in Helsinki into one easy-to-use 
service on MyHelsinki.fi. 
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The new digital service is based 
on sustainability criteria that 
have been tailor-made for 
Helsinki.



A platform
for action.
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Slide 38

TH1 Side notes: 1) AI could be used to create more personalised itineraries based on the lenght of the stay (fe. 4 / 8 / 24 / 48h) for 

recognized WeChat users - important insight is that the Chinese want to have ready-made suggestions instead of doing all the 

research by themselves. Of course that is also an option, if the user so wishes. 3) The smart itineraries should combine 

suggestions from Nowhere / Bokun API and MyHelsinki API, not just experiences.
Tia Hallanoro; 04.09.2018

TH2 Urban Zen Pic: http://materialbank.myhelsinki.fi/media/1029
Tia Hallanoro; 06.09.2018



The Think
Sustainably
Criteria



The criteria highlights ecological 
sustainability, especially 
combatting climate crisis.



Focus of the Impacts
to the Environment

• Energy production
• Mobility
• Food production and consumption
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6 Service Categories
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1. Restaurants, cafés & bars

2. Events

3. Venues

4. Shops

5. Accommodation

6. Attractions



In each category, there are 
a minimum number of 
requirements that the actor 
must implement in order to 
fulfil the criteria. 



Service 
category:
Accommodation
(13/20)
(min/max)

Energy Food Social Sustainability Others

Suurin osa valaisimista on LED-
valaisimia. 

Leftover portions are sold at 
reduced prices directly to the 
customer, via an app, or is donated 
to an operator in the voluntary 
sector.

Information about accessibility and 
potential obstacles and barriers are 
clearly visible.

The hotel has an environmental 
program or certification.

The carbon footprint of each 
individual guest has been calculated 
and is visible in hotel 
communications.

The premises have tap water on 
offer.

Both visitors and staff have 
guidelines on how to report and 
deal with sexually or otherwise 
inappropriate behaviour.

Directions emphasize the use of 
public transport and walking or 
cycling to the venue.

It is possible to offset one’s carbon 
footprint emissions when buying a 
ticket, or it is automatically offset.

A vegan selection should be 
available for a nutritionally 
balanced breakfast.

The operator employs people who 
may be difficult to place in the work 
environment.

No disposable tableware or cutlery 
is used.

100% of the electricity used is 
sourced from  solar, water, bio, or 
wind energy.

The establishment serves “Best 
Choice” seafood dishes that follow 
WWF Sustainable Seafood Guide.

Provisioning favours 
environmentally friendly products 
with eco-labels.

If the place has its own heating 
contract and an option to use 
district heating, then the heating is 
supplied by renewable district 
heating.

It is easy for the customer to find 
locally produced items.

The hotel has a measurable plan to 
reduce energy consumption that 
can be monitored.

The hotel has ways to reduce water 
consumption in the hotel rooms.

Hotel rooms have at least four 
different types of recycling 
available.



The sustainability criteria are 
built in such a way that the 
fulfilment of all the criteria 
demands long-term work. 



Case 
Kämp
Garden





Key elements: 
trust and 
transparency.
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Marketing & 
PR



The businesses and their 
actions are the stories.



In June, we launched
the service pilot

for citizens.



Case 
Nolla





In August, our PR 
communication

hit its peak.



Kuva ulkomainonnasta
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We created international PR 
communication around one of 
the world’s most sustainable

music experiences, Flow
Festival. 

” All festivals aim for sustainability but not all 
offer a deposit for returned cans, rank food 

vendors based on the sustainability of their meals 
(points for locally-sourced and seasonal 

ingredients) or manage to be carbon neutral.” 
– The Independent 



Helsinki invited
representatives from 

international media outlets 
and influencers to experience 
the the city and the festival, 

move around in the city 
sustainably and enjoy local 

eco-friendly hot spots.



RESULTS (Aug 9th – Sep 30th)

Earned Media Value: 3.3 MEUR
Total Earned News Media: 225
News Potential Reach: 360M
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https://www.dezeen.com/2019/08/14/helsinki-think-sustainably-app/https://medium.com/trendwatching-pulse/innovation-of-the-day-helsinki-4ab7be094ffc

http://tiny.cc/independent_think_sustain

https://www.lonelyplanet.com/articles/helsinki-think-sustainably



Development of 
the Service is 
on-going.
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The Development of the Service Pilot

1. Service open & 

gathering feedback

06-12/2019

Customers

Users

Focus Group of 
Professionals

Companies & Service 
Providers

2. More content to the
service
10-11/2019

Companies & Service 
Providers

Articles

Listings

3. Impact Review 
11/2019

Total impact:
CO2 emissions
Use of the criteria as a 
toolkit for development.

Best performing cases

2020: 
Revised Criteria
Open API?



Learnings
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It is not easy to 
communicate about 
sustainability. 
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We are not ready 
and we are not 
perfect. But it should 
not hinder us from 
doing things.



By doing together 
we create the new 
normal.
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Case 
Lonna
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Thank you!
Laura Saksala
@laurasaksala
laura.saksala@hel.fi


