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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  

• 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
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The Oslo 

case
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Placemaking and walkability 
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“The Great Escape” – symbolic action marketing
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Place leadership 

& management
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5 principles of innovative

PLACE BRANDING
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#1  It’s not (only) about you
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Different place branding aims 
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#2  Innovation makes the difference
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Oulu, Finland
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Træna 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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#3  The way to gain a good reputation is 
to endeavor to be what you desire to 
appear.

Socrates 
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The case of Amsterdam – responsible and sustainable tourism

• From place marketing to 

sustainable & responsible 

destination management

• Decrease overtourism –

destination enlargement
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Portugal launches 
the Clean & safe campaign 

TO REBUILD WITH HEALTH AND SAFETY IN MIND

Future Place
Leadership™
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#4  Who should do the marketing for 
you?
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By Helsinki
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“The Great Escape” – symbolic action marketing
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#5  If you can’t beat them, join them



Future Place
Leadership™

European Talent Mobility Forum – from foes to friends
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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 
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The Baltic Sea Region as a brand 

• Is there a common identity?

• Is there commom decision making?
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Mediterranean architecture

Mediterranean diet

Mediterranean holiday 

Alp landscape 

The Alps 

Alpinist 

Scandinavian design

Nordic noire 

Nordic welfare state 
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Baltic Sea cuisine

Baltic Sea holiday

Baltic cruises 

Baltic Sea market 

Baltic Sea Region Strategy
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An economic identity 

A political identity 

A touristic identity 

#2 Remote work & office space
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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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Inspo: Nordic region’s vision for 2030

The Nordic Region will become the most sustainable and integrated region 

in the world

#1 A common purpose with global reach 

The Baltic Sea Region as…. what? 
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• 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 

#2 Invite the world to save the Baltic Sea
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#3 Destination enlargement & slow cruising 
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#4 The ports as hubs for 
sustainability, innovation and 
attractiveness

Sthlm + Tallinn – liveability 
and loveability

HafeCity, Hamburg
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Foto: Stockholm Stad
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Foto: Stockholm Stad
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Foto: Stockholm Stad
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Summing up

1. A common purpose with global reach

2. Invite the world to save the Baltic Sea

3. Destination enlargement & slow cruising

4. The ports as hubs for sustainability and 

attractiveness



Future Place
Leadership™

Future Place
Leadership™

Thanks!

Marcus Andersson

ma@futureplaceleadership.com

www.futureplaceleadership.com

mailto:ma@futureplaceleadership.com
http://www.futureplaceleadership.com/

