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Global challenges

- Climate crisis, environmental crisis, biodiversity crisis, energy 
crisis, food crisis

Need for land surveyor competencies

- Need for holistic solutions based on geospatial excellence –
“knowledge” of the geographical location and its rights.                      
The science of where.

Lack of surveyors

- Too few surveyors in general ad too few students

Need for action

- By the surveying profession
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Main purpose

- To gather the association's members by safeguarding their 
professional, financial, social and employment interests

- To influence the development within the professional areas of 
land surveyors, including being an active player in the debate

Some facts

- Voluntary, member fee financed association founded in 1875

- 1518 members > 95% of educated surveyors – including 1025 
working members and 208 students

The Danish Association of Land Surveyors 



Organization

The Danish Association of Land Surveyors 
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Professional character

- 5 year academic education – research-based study 
environment and academic method at Aalborg Univesity

- Four main fields of study

- 1) law and land administration 

- 2) surveying and mapping 

- 3) planning and 

- 4) geoinformatics 

- Geospatial expert with a focus on development and change of 
real estate and land

The Danish surveyor



Purpose

- Visibility – put the surveying profession on the radar

- Influence – professional impact on the development of society

- Employment – ensure and promote employment for the 
profession in private and public sector

- Recruitment – more students to the education

Advocacy and promotion



Strategy

- Branding – create a brand / a strong identity and position in 
society

- The brand – a profession with multidisciplinary expertise 
creating holistic and sustainable solutions

- Creating holistic solutions to complex societal problems 
related to change / development of the physical environment 
based on geospatial skills – knowledge of the geographical 
location and its rights

- Contributes to community development – related to 
changes in the physical environment in the entire process 
from idea / political decision to finished project

Advocacy and promotion 



Executuion

- Branding campaign – the surveying profession

- Basic approach – staging the invisible land surveyor. If the 
market is to know us and choose us, we must be visible and 
tell what we can deliver

- Perspective – what tasks and problems can the surveying 
profession solve for society or giving adding value?

Advocacy and promotion



Executuion

- Branding campaign – the surveying profession

- Basic approach and perspective – Do you need the 
technical description of a drill - or do you need a hole?
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Executuion

- Branding campaign – the surveying profession

- Subject of campaigns – high-profile and meta professional 
topics including the entire profession's professionalism –
actually multifunctional projects in rural areas

- Basic concept – dynamic and scalable expression with the 
possibility of adaptation to different goals, purposes and 
subjects

Advocacy and promotion
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Executuion

- Profiling efforts – platforms and tools examples

- Communication – articles, views, debate, notices, 
comments, posts in physical and social media

- Events – conferences, public meetings, professional meetings

- Professional networks – Professional networks – formal 
committees and informal networks

- Public Affairs PA – lobbying political level, civil service, 
interest organizations

- Strategic collaborations – with other interest organizations, 
universities, companies …..

Advocacy and promotion



Advocacy and promotion



Advocacy and promotion



Executuion
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Executuion
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Executuion
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Conclusions and recommandations

- Need for professional assistance – developing the branding 
strategy and campaign and providing the right story

- Need for volunteering – greatest success when we recruit 
directly into the individual member's professional area of 
expertise

- Use all “media” platforms – SoMe, printed medias, physical 
events, etc.

- The value of branding is difficult to quantify precisely – you 
have to believe in it and of course want to see positive results

- You strengthen the profession's and your own storytelling

Final remarks



Thank You for Your attention


