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Affairs in 2008.

No part of this book may be reproduced in any manner, in any media
or transmitted by any means whatsoever, electronic or mechanical

without the prior written permission of the publisher.

Produced by 2+1 Ideas Agency and BIG.

Denmark’s contribution to Expo 2010 has been developed by BIG,
2+1 Ideas Agency, ARUP and Studio Louise Campbell.
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WELFAIRYTALES
BRI

The Danish pavilion at EXPO 2010 is called Welfairytales.
In an exciting and interactive way, it presents our country
using elements that Denmark and China have in common.

With Welfairytales, we want to show that welfare is not
just about wealth. It is the opportunity to live a life that is

humanly as well as environmentally coherent.

A Welfairytale is when lifestyle, consumption and growth

go hand in hand with sustainability and social consideration.

Welfairytales are stories about what we are good at in
Denmark, namely to act holistically with an eye for both
the human factor and the global implications.

Welfairytales is more than a traditional exhibition pavilion.
It is an opportunity to try out Danish city life. You can jump
on a city bike, meet the Danes, their lives and dreams.
You can let the children loose on the nature playground.
You can enjoy an organic picnic and dip your toes in the
water by the Little Mermaid.

Welfairytales is an invitation to take part in a new fairytale.
A fairytale about quality of life and how to design cities
where human well-being and a better environment are two
sides of the same coin.

What is your Welfairytale?
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THE REAL DEAL
BB

The Danish pavilion will give visitors the experience of what
it is really like in Danish cities. Because, something you have
tried yourself is much more memorable than something you
have just seen on display.

As it is impossible to build an entire Danish city in Shanghai,
the pavilion will give visitors the opportunity to try some of
the best aspects of Danish city life themselves. You can ride
around the pavilion by city bike, visit a great playground or
have an organic picnic in the roof garden.

The winning project depicts the Little Mermaid from the
harbour of Copenhagen sitting in a harbour pool at the centre
of the pavilion. The winning team’s idea is to transport the
mermaid from Copenhagen to Shanghai. This will be a ges-
ture of cultural generosity and also an invitation to a cultural
dialogue between Denmark and China. While the mermaid

is in Shanghai her place in Copenhagen will be replaced by
sculptures created by Chinese artists.
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Like a Danish city, the Danish pavilion is best experienced on
foot and by bike. The pavilion is designed as a traffic centre
for city bikes and pedestrians.

The pavilion consists of two orbits — an outdoor and an
indoor — which are united in one coherent story. The outdoor
orbit connects the pavilion to the Expo area’s elevated deck
and constitutes a Danish cycle path, a roof park with a nature
playground and parking for bicycles. The indoor orbit con-
nects to the Expo area’s ground plan and houses the exhibi-
tion, conference rooms and workplaces.

The loops are connected in two places. Coming from the
inside, the visitors can move out onto the roof, pick up a bike
and re-visit the exhibition by bike as the outdoor cycle path
becomes an indoor cycle path that runs through part of the
exhibition.

The exhibition can be experienced in two speeds, as a calm
stroll with time to absorb the surroundings and as a dynamic
bicycle trip, where the city and city life rush past.

Welfairytales re-launches the bicycle in Shanghai as a sym-
bol of lifestyle and sustainable urban development. When
Expo closes, the pavilion can be moved to another site in
Shanghai and could function as a transfer point for Shang-
hai’'s new city bikes.
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ROOF TERRACE AND
DANISH CYCLE PATH

ENTeNRE8iTFE

FACADE BAND

RIEER

U

EXHIBITION WALL
FRIEEIE

BASEMENT &
CONFERENCE FACILITIES
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The roof terrace constitutes a Danish cycle path, a
roof park with a nature playground and parking for
bicycles. The cycle path runs from the pavilion's
top to the bottom and is covered with a light blue
material, known from the Danish cycle paths.
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The steel of the facade band is perforated in a
pattern that creates the silhouette of a Danish
metropolis. From the inside, cyclists will get a
glimpse of a Danish urban landscape while moving
through the exhibition. From the outside, the
pavilion's inner life will shine through the shapes of
the silhouette.
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The pavilion exhibition is an unfolded living
fairytale book. The pavilion's wall displaying the
Welfairytales is curved, creating a longer exhibition
course and small niche areas with room for objects
connected to the exhibition.
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Conference facilities, as well as kitchen and staff
facilities are placed in the basement with the pos-
sibility of an independent entrance. A big window
running along the edge of the pool supplies the
conference room with light and a clear view of the
Little Mermaid.
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MATERIALS, CONSTRUCTION
AND LANDSCAPE

P HBERIE

The pavilion is a monolithic structure in white painted steel.
The white facade gives the pavilion a characteristic maritime
look that reflects the Danish maritime tradition. The white
colour also helps to keep the pavilion cool because of its
heat-reflecting characteristics.

The roof is covered with a light blue artificial material, known
from Danish cycle paths. Inside, the floor is covered with
light epoxy and also features the blue cycle path where the
bikes pass through the building.

The steel of the facade is perforated in a pattern that creates
the silhouette of a Danish metropolis. From the outside, the
pavilion’s inner life will shine through in the shape of the
silhouettes of cyclists and pedestrians as they pass by.

The pavilion will be constructed on a shipyard and the high
degree of prefabrication enables simple transport, a swift
assembly process on site as well as rational and effective
dismantling and relocation.

The pavilion ground will be constructed as a slightly elevated
lawn for picnicking on the grass under shady Weeping
Willows. The blue cycle path and white concrete surfaces
will define the arrival and exit areas.
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THE LIVING
FAIRYTALE BOOK

ERENEIED

The pavilion exhibition is an unfolded living fairytale book.
The fairytale book is an interactive picture book, which
invites the audience to contribute with their own tales and
thereby create a dialogue between Danish and Chinese ideas
about good city life.

THE LIVING FAIRYTALE BOOK HAS THREE CHAPTERS:
TALES OF HOW WE LIVE

Tales of Danish city life where sustainability is a lifestyle
choice.

TALES OF WHAT WE LOVE
Tales of what we Danes love most in our cities.

TALES OF WHERE WE'RE GOING
Tales of Danish technologies and solutions that can improve
life in the cities of tomorrow.
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SHOW, TELL & TRY
B -2

The exhibition will combine images, film, words and sound
and invites visitors to try out the Welfairytales themselves.
You don't just read about the city bike, you can ride it. You
don't just read about nature and ecology in the city, you can
visit the nature playground on the roof and have an organic
picnic.

The following is a set of examples of how very different
stories of Danish cities and city life can be told within the
conceptual framework of the exhibition.

TALES OF
HOW WE

NLIVE

BATREES
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TALES OF HOW WE LIVE
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Tales of how we live in Danish cities. This could be the story YRR HEF 4R P LoTAE TS, XLEEER
of the harbour bath, the city bike, the forest kindergarten, the BTFLLREREACH, 8175 Mg LE. “FI5
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finger plan or other examples of sustainable city life.
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TALES OF WHAT WE LOVE
BAIART

Personal stories of what Danes love most in our cities. It
could be about going to the flea market on a Sunday, taking
a swim in the harbour or enjoying the sun on the deck of a
houseboat or other examples.
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TALES OF WHERE WE'RE GOING
BTN AER R

Tales of Danish technologies and solutions that can improve
life in the cities of tomorrow. This could be the story of wind
energy, heating, building techniques or fashion and design

— or other examples of sustainable ideas for improving the
future.

VAP I ARFOMR T SR E R I A IFOIE
E, XTFUZXEE #HH BIRFEARSKES IR 698K
=, T UUEKRERFKETRROECTTIFEIEIR

oAy

WELFAIRYTALES BRANDING STRATEGY ORGANISATION

PAVILION CAMPAIGN SHANGHAI EXPO 2010

EXHIBITION

TALES OF
WHERE WE'RE
FaTER 2T
Taad s ! i ﬁ L'E T
BiER SR pib o Tpe]
i 2]
=Y H
000 L
- -
. = o
. = =
g‘:.ﬂ:ll.-:h v Y .

33



34

WELFAIRYTALES
PAVILION CAMPAIGN
EXHIBITION

BRANDING STRATEGY ORGANISATION

SHANGHAI EXPO 2010

A FLEXIBLE AND OPEN
EXHIBITION CONCEPT

RISV SR

Welfairytales is a very flexible exhibition concept that can
integrate many different business partners and many differ-
ent stories of Denmark.

The pavilion’s business partners can contribute with techno-
logical solutions that exemplify the stories told with concrete
experiences of how solutions can be applied in praxis.

Some of the Welfairytales will be interactive and invite the
pavilion’s visitors to contribute with their own ideas about
the good life in the city.
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BRANDING STRATEGY
GohRERES

The Danish participation in Expo Shanghai is a great invest-
ment that needs to be transformed into as much positive
branding value for Denmark and the participating partners as
possible.

DENMARK'S POTENTIAL IN CHINA

At present, China is experiencing an enormous demand for
wealth and symbols of wealth. With regards to consumerism
and city development, this is expressed through achiev-

ing Western symbols of wealth, security and luxury. Often
these are isolated symbols that are not bound togetherin a
comprehensive mindset about how growth and wealth and
individual consumerism could be combined with sustain-
ability. In this context, Denmark’s potential lies in that we
have the tools needed for the next phase of this economic
boom. The phase - where growth and welfare have to be
considered side by side and where consumerism also has to
express responsibility.

CHINESE DEMANDS TODAY: WEALTH

CHINESE DEMANDS TOMORROW: WELFARE

Welfairytales demonstrates that we can fulfil this demand.

WELFAIRYTALES BRANDING STRATEGY ORGANISATION
PAVILION CAMPAIGN SHANGHAI EXPO 2010
EXHIBITION

FES5 BB E —IMERIRE, RTEH
FEHRAFRRISRENME T T FHHEFOSR S EAT
EERAAEZEIEN,

HEEDBENEN

105, PEIE@EI U EFOM 8 RIENNE KTk, £
SHER = IOk A B R, XEIMTEIESKEA TS,
IRBEFOEZOIRE , BIXESREFEEINZEY, TT
SEEBEAE R ME. NASHZEE XFOTTIFERMERRN—
HTHE IR PEEIG—, TEIHE ST, FHE69E8N
2FIT VA T IR SFERATENO T A, 1£X—
BINES, M EI8YE B A BFOIEF, SHZR £ X th 4%/
M ER1E,

WS PEYIFR: ME

RESFEOFK: 185

BABIRGITUERA: FKINARE IR R X —FEK,

37






40

WELFAIRYTALES BRANDING STRATEGY ORGANISATION

PAVILION CAMPAIGN SHANGHAI EXPO 2010

EXHIBITION

DANISH VALUES
FEMNE

Welfairytales will tell a tale of Denmark that corresponds
with the global Danish branding strategy that is interpreted
strategically with regards to the Chinese market and crea-
tively with regards to the target audience. Welfairytales will
communicate the following Danish values:

Denmark thinks holistically in the sense that consumerism
and growth go hand in hand with sustainability and social
responsibility.

Denmark stands for the natural, beauty, quality of life and
passion for life.

Denmark respects tradition in renewal.

Denmark stands for transparency — we want to achive
a society with well-informed citizens.
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CAMPAIGN
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The Danish participation in Expo Shanghai is of great brand-
ing value not only for Denmark and the participating partners
but also for the Danes per se. Expo Shanghai is an event of
such scale and potential that the project should be presented
for the entire Denmark. Openness will enable the Danes to
follow the project closely and learn about Denmark'’s position
in this global arena.

In order to achieve maximum brand value as well as an open
communication about the project, Denmark’s participation in
Expo will be regarded as a campaign that peaks in 2010 but
begins already in 2008.

THE CAMPAIGN STRATEGY IS BASED ON TWO
FUNDAMENTAL IDEAS:

The content of the exhibition will be developed in dialogue
with the Danish public over the next two years.

Denmark and China will exchange mermaids.
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DIALOGUE WITH THE
DANISH PUBLIC

ERERANE

A campaign website and collaboration with one or more

media partners will be established in late 2008 or early 2009.

Hereafter, the collaborating media partners and the website
will act as a platform for dialogue with the Danish population
regarding the exhibition.

FE2008 2R BR2009F W], IR ARIFES JEFMuE, 75
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DENMARK AND CHINA
EXCHANGE MERMAIDS

NERIDERREA SRS

The mermaid exchange will be an event that will create at-
tention and ongoing global media coverage for Denmark on
TV, radio and in newspapers as well as various periodicals.
In China, advance publicity will contribute to making the
Danish pavilion an obvious focal point for the international
TV-corporations’ coverage of Expo. It will also be a chance
to experience young Chinese art in Copenhagen while the
Danish mermaid is in Shanghai.
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THE NATIONAL COMMITTEE

A National Committee has been set up with the primary task
to present Denmark’s participation to the general public,
Danish businesses and other interested parties.

HRH THE CROWN PRINCE
Chairman of The National Committee

MINISTRY OF ECONOMIC AND BUSINESS AFFAIRS
Mrs. Lene Espersen, Minister

REALDANIA
Mr. Flemming Borreskov, Chief Executive Officer (CEO)

A.P. MBLLER - MAERSK
Mr. Tom Behrens-Serensen, Chairman of Maersk China Ltd.

GRUNDFOS
Mr. Niels Due Jensen, Chairman of the Board

VESTAS WIND SYSTEMS A/S
Mr. Ditlev Engel, President & CEO

DANISH AGRICULTURAL COUNCIL
Mr. Freddy Svane, Chief Executive Officer (CEO)

THE NEW CARLSBERG FOUNDATION
Mrs. Maria Fabricius Hansen, Member of the Board of
Management

WELFAIRYTALES BRANDING STRATEGY ORGANISATION

PAVILION CAMPAIGN SHANGHAI EXPO 2010

EXHIBITION

=EERE
FEEARIZEEERS, EEFHFE2OCAR =T
M FOEABABR A BRI EIZ R,

EAREERT

=EERTER

AFFBIERIU
Lene Espersen 2=

REALDANIA BEE %
Flemming Borreskov Zt4E, 1T EUR EK

A.P.MPLLER - MZERSK 55
Tom Behrens-Serensen se4, D+E (PE) ARELD
*E

GRUNDFOS &
Niels Due Jensen Zic4, EFEoF 7

VESTAS WIND SYSTEMS A/S
Ditlev Engel #t4, @& EHITIS

BERIVERE
Freddy Svane 7c4E, 1T @ %k

=L OEESS
Maria Fabricius Hansen &=, =< R

47



48

THE PROJECT MANAGEMENT

The Expo 2010 group from The Danish Enterprise and Con-
struction Authority (EBST) manage the project and an Expo
Secretariat has been established to undertake organisation
and implementation.

THE ADVISER TEAM
Denmark’s contribution to Expo 2010 has been developed by
BIG, 2+1 Ideas Agency, ARUP and Studio Louise Campbell.

BIG (contractor/architecture), 2+1 ldeas Agency (exhibition/
communication) and ARUP (engineering) will be affiliated
to the EXPO Secretariat in an advisory capacity during the
further development of the project.

FURTHER INFORMATION
For further information about Denmark's participation in
EXPO 2010, visit www.expoinfo.dk

mese
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SHANGHAI EXPO 2010
2010 HiBtHES

OFFICIAL TITLE
The World Exposition Shanghai China 2010

ABBREVIATED TITLE
Expo 2010 Shanghai China

OFFICIAL THEME
Better City, Better Life

EXHIBITION PERIOD
1 May 2010 to 31 October 2010 (6 months or 184 days)

EXPO AREA
5,29 km2 (the actual exhibition area: 3,28 km?, additional
service area: 2 km?2)

LOCATION
Situated on the banks of the Huangpu River between Nanpu
Bridge and Lupu Bridge, downtown Shanghai

PARTICIPANTS

Official pavilion: 200 countries and international organisa-
tions. In addition to this — Urban Practice Area with 60 cases
and 16 corporate pavilions

VISITORS
70 million —90% Chinese and 10% other nationalities
(estimated)

EXPO 2010

The World Expo is a global, large-scale, non-commercial
exhibition. It is an international meeting place with focus on
cross-cultural dialogue, the strengthening of international
relations and the exchange of solutions to global challenges,
as well as being instrumental in branding cities, regions and
countries. With a history that spans more than 150 years,
World Expo is considered the equivalent of the Olympics
within the economic, research and technology fields.
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WELFAIRYTALES BRANDING STRATEGY ORGANISATION
PAVILION CAMPAIGN SHANGHAI EXPO 2010
EXHIBITION

BETTER CITY, BETTER LIFE

The theme for Expo 2010 is Better City, Better Life. Expo
2010 is the first world exposition to focus on the city’'s
development.

By 2010, over 50% of the world population will be living in
urban dwellings. The city’s development is of global interest
and concerns all countries - developed and less developed.

LOCATION
The Expo 2010 area is divided up into 5 functional zones:

ZONE A
National pavilions for the Asian countries, excluding South
East Asia.

ZONE B
Theme pavilions, China's pavilion and national pavilions for
countries from South East Asia and Oceania.

ZONE C
National pavilions for countries from Europe, America and
Africa.

ZONE D
Theme pavilions.

ZONE E
Urban Best Practice Area

The Danish pavilion will be situated in Zone C as a part of the
‘Nordic town’, with Finland, Iceland, Norway and Sweden as
neighbours.
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THE EXPO SECRETARIAT

DANISH ENTERPRISE AND
CONSTRUCTION AUTHORITY
Dahlerups Pakhus

Langelinie Allé 17
DK-2100 Copenhagen

STEEN CHRISTENSEN
Acting Commissioner General
Tel dir + 45 3546 6283
Mobile +45 2075 7887
stc@ebst.dk

JOHN HANSEN
Project Director

Tel dir +45 3546 6376
Mobile +45 4056 2266
jha@ebst.dk

STINE L. GULOMANN

Deputy Project Director / Project Manager
Tel dir +45 3546 6057

Mobile +45 2075 7888

slg@ebst.dk

LOTTA SALLING
Project Manager

Tel dir +45 3546 6544
Mobile +45 2075 7897
Isa@ebst.dk




The Danish EXPO 2010 Pavilion in Shanghai manifests Denmark as 2010_EBtEiES MR E BB R A EZERRNA . FRKIBEE

a nation of Welfairytales. This is an open invitation to take partin a IR N— DI BB, — NAEX N RAEENSEIE, — M
new fairytale. A fairytale about quality of life and how to design cities SO SO FR S Y /B 8T TR AT A R B0 B

where human well-being and a better environment are two sides of
the same coin.

MiNISTRY oF EcoNoMIC AND BuUsINESs AFFAIRS
DENMARK



