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About Future Place Leadership

Business areas

Place branding & place marketing

Talent Attraction Management for Cities and Regions
Business Attraction Management for Cities and Region
Tourism destination development & marketing

Placemaking & urban development
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Agenda

* Place branding and region branding — what is it? What are
the innovative pratices!?

* The value of the brand: The potential for the region

c Q&A
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Place branding and region branding — what is it? What are the
innovative pratices?
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PLACE BRANDING: STARTING POINT

Places earn a reputation
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DEEDS + WORDS

= PLACE BRANDING
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PLACEMAKING + PLACE MARKETING

= PLACE BRANDING
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PLACE BRANDING
FRAMEWORK

By Future Place Leadership

PLACE LEADERSHIP
A future vision for the place

Sense of urgency
Management
Stakeholder engagement

MARKETING AND
COMMUNICATIONS

Getting the story out there

Collaboration

PLACE

Fulfils a purpose for
citizens, contributes to
global good and earns a

INNOVATION
Create change and innovate

New policies
Participatory governance
Resources

Differentiation .

reputation.

Positioning
Symbolic actions

Co-creation

PLACEMAKING

Safe and attractive urban
environment

Human centred planning and design
Bottom-up initiatives
Tactical urbanism
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The Oslo
case

THE OSLO BRAND FILTER

Vision: The best is yet to come
off brand

Values: Pioneering, Enriching, Real

off brand off brand

off brand

Goal:
The world’s
favourite
compact
city

off brand off brand

OSLO

young
pioneering
city

off brand off brand
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Car free city life in Oslo
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Placemaking and walkability
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“The Great Escape’ — symbolic action marketing

Visit Oslo - Follow s

13 September 2017 - &

The Great Escape to Oslo
Ever felt t

ped in an overcrowded city?
#theGreatEscapeOslo

Landscapi

on -> https://www.visitoslo.com/the-great-escape See less
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Place leadership

& management Steering

group

Advisory Project Local Support
Board Group Group



5 principles of innovative

PLACE BRANDING
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- ﬁl Copenhagen
Carbon Neutral

P

Lo by 2025
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: A GREEN, SMART AND
. CARBON NEUTRAL CITY
N Vg " Inside Copenhagen's race to be the > The,. "
b first carbon-neutral city Gua l‘dlan
o 2.‘ “

CLIMATE PLAN
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y
the publicon board as the Danish capital seeks toreach its goal
by 2025 -andso farit's all going according to plan
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Different place branding aims

PLACE VISION

<)

VISIBILITY

REPUTATION

IDENTITY

AUTHENTICITY

¢ To be known and recognized.

¢ Building trust.

¢ Belonging and identification.

¢ To be unique, to be real.

PURPOSE

¢ A role to play in a global world.
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Oulu, Finland
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Traena island - reinventing an island of ca 450 people near the
Arctic circle

* In residence
programmes

* Most recent: Try an
island and Families in
Residence

* Attract people and
businesses and
revitalise the local
culture
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The case of Amsterdam - responsible and sustainable tourism

Dutch officials to stop promoting
Netherlands as a tourist
destination

By Janine Punak, Fox News May 10,2019 | 2:17pm | Updated

In a major shift, Dutch tourism officials have formally
ended their “destination promotion” approach in
favor of a “destination management,” as escalating

From place marketing to
sustainable & responsible
destination management

Decrease overtourism —
destination enlargement
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TO REBUILD WITH HEALTH AND SAFETY IN MIND

Portugal launches
the Clean & safe campaign

@
TURISMO DE
PORTUGAL )l
e
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“The Great Escape’ — symbolic action marketing

Visit Oslo - Follow s

13 September 2017 - &

The Great Escape to Oslo
Ever felt t

ped in an overcrowded city?
#theGreatEscapeOslo

Landscapi
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European Talent Mobility Forum - from foes to friends

COPENHAGEM

EX TalentScotland | ~ApACITY

>0 mrm Partner

BRAINPORT fidr Wirtschaft und Technelagie

EINDHOVEN ‘B’Ika[a

talent

[~ . | -— -
TURKU “ :-!' MI’-'.':]L'_[ TALENT NETWEEE #
BUSINESS "
REGION W seCTui, BRgage Brd (eLae Labaed = the
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The value of the brand: The potential for the region
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The Baltic Sea Region as a brand

Papers

Region branding: The case of the
Baltic Sea Region

Renshvad N ravisad fommj; 27th Fatnaary, 2007

Marcus Andersson

gradated from Swodkholm School of Businoss in Ju weith am M3 in Busi 1Eg i

Pofitical Sciencs from Uppssl Univarsiye Hais curanthy doing in-sarvics training at the Exropean Commissicn in Brussels,
ared has previcushy worked for the Bakic Dovslapmient Forum in Copeniagen, amang ather shings, on a project aimed at
buiding a brand for tha Balti Soa Fagcn.,

PORTFOLIO OF BALTIC SEA REGION
IMAGES AND IDENTITIES

MAin

m “ﬁmﬂmmﬂﬂmfﬂfﬂﬂm Sﬁﬁmmtﬂmmﬂ 'I‘“I”“ e E s ‘_!_ AUTHOR: Adrian Solitander, Tendenzor A8 TENDENSOR"
maintain a brand. Providing an initial and overall look at the issue, it poses the question: N

-

> S
PLACE BRANDING AND PLACE PRC On Identity - No Identi
PROMOTION OF TRADE AND INVE! ENTS
EFFORTS IN THE BALTIC SEA REGIO IN THE BALTICOSEA REGION S Ansscycl
ASTUATION e for Understanding a European Mag

The Baltic Sea

OCTOBER 2010

Report on rtunities for impi

trade and i

- astrategic action of the EU Strategy for the Balfic Sea Region
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The Baltic Sea Region as a brand

TARGET AUDIENCE

BRAND
IMAGE

BRAND IDENTITY

SENDER

Is there a common identity?

Is there commom decision making?
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Mediterranean architecture

Mediterranean diet

Mediterranean holiday

Scandinavian design

Nordic noire

Nordic welfare state

Alp landscape

The Alps

Alpinist
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Baltic Sea cuisine
Baltic Sea holiday
Baltic cruises

Baltic Sea market

Baltic Sea Region Strategy

The Baltic Sea Region
Country information
I EU member state

Non EU member state
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#2 Remote work & office space

An economic identity -y
A political identity o

A touristic identity ™
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Two emergencies

The climate emergency The Baltic Sea
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The potential for the region - four opportunitets
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The Baltic Sea Region as.... what?

#1 A common purpose with global reach

Inspo: Nordic region’s vision for 2030

The Nordic Region will become the most sustainable and integrated region
in the world
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#2 Invite the world to save the Baltic Sea

No green brand can be built
without a credible plan for saving
our common sea

Let’s innovate — and invite the rest
of the world to help us — hack the
Baltic Sea!

Challenge-driven place branding
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#3 Destination enlargement & slow cruising
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#4 The ports as hubs for
sustainability, innovation and
attractiveness

Sthim + Tallinn - liveability
and loveability

HafeCity, Hamburg
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Summing up

A common purpose with global reach
Invite the world to save the Baltic Sea
Destination enlargement & slow cruising
The ports as hubs for sustainability and
attractiveness

W —
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