Branding

places

to attract visitors, businesses and
talents

Per Ekman, Tendensor
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Nordic Lights

The co-creation project Nordic Lights will pave the way for the future of Place
Branding & Marketing in the Nordic countries.

Insights will be collected from well chosen placebranding initiatives from cities
and regions in all Nordic countries and a new toolbox will take form.



Workshop

1. Try to identify the most important learnings from
the presentation.

2. ldentify for each participating place:

e Two opportunities/changes in your branding and
marketing.

3. The project Brand EU — are there insights from
today that could have implication on the project
focus or further activities?
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Branding The Nordics

Openness

WHAT IS THE NORDICS?

Is it simply a group of countries populated by more than 27 million people?
Or is it rather a state of mind, greater than our combined landmasses?

We think so

That is why we have created the www.thenordics.com

WHAT IS...

Sustainability
Most of the world doesn't distinguish between the Nordic countries, they see a group of countries characterized and inspired by common ideas and valu
and the equal value of all people. Our aim is to create a unified brand for The Nordics, a brand that shares its relevance with the world. Showing how Not



Greta Thunberg
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"15 years ago young people first looked for a
company to work for, and then moved to the
place where the company was located...

Today, 64% choose place first and then try to
find out what company to work for...”

Charles Landry / CEOs for cities
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place for klds‘p éro
up”

Helsinki is like a test lab for the

world’s megacities. This

willingness to experiment has

helped make the quality of life

in Helsinki among the best in
— i Tpaworld.

Info

Myhelsinki.fi



See & Do Eat & Drink Work & Study Business & Invest Info " L
The name Helsinki

Marketing reflects the
company’s expanded scope
of operations and was
introduced in April 2017..”.

Helsi I Marketl
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Helsinki Marketing is a marketing company owned by the City of Helsinki.

Helsinki Marketing is responsible for Helsinki’s operative city marketing and business partnerships. Helsinki Marketin§
operations covers marketing activities related to tourism, congresses, events and business promotion, application procec
major events and congresses, as well as tourist information services. Its target audiences include local residents and interr}

tourists, decision-makers and experts. Helsinki Marketing works in close cooperation with the departments and units of thd
HalcinlAa



Investments

Three sides of

place’s
attraction

Talents g Visitors




O NI ¥d INNY¥ NIQyOfT

ANV1LOO




Brand orientation

The brand is integrated in
leadership, culture,
product design and X e N\
| | /I

actions.

The core values of the
brand are the starting
point for innovation and
strategy.

Steve Jobs
1955-2011
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Brand orientation  fmane™

o * Leaders who:
* From organisation to place! * Sees the unique values of the place
* Understands changes that affect the place

* From generic to place specific. e Catches unique opportunites
* Creates "a sence of urgency”
« From ”space” till “place”. * Establishes partnerships

* Communicates values and progress

Mt




A strong idea about
what makes the place
unique and attractive,

today and

The place brand

e | o

the place differs from
others, and what value
it brings.
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1. 2. 3.

Awareness Reputation Feelings

Being in peoples mind. To be trusted. To be loved.

6.

Position

A sence of belonging. To be real. Not copied. To play a role in the world.



CityLogo

* The brand is a common story about the
future state of place that keep actions
together!

* Unique qualities must be nurtured and
communicated.

* The message must be “crowdsourced”.

* The toolbox should be bigger than just
campains.

* An organisational challenge...

https://urbact.eu/citylogo
https://urbact.eu/sites/default/files/final report urbact citylogo 2012-2015 miguel rivas.pdf

Innovative place-brand management

Innovative place brand management

Re-learning city branding

Miguel Rivas, Grupo TASO

* *
*
« URB
Connecting cities *ACT

nnovative place-brand management Building successes



Generic brands

istanbul, >y~ BARCELONA
MSPIrAliGAS  EDINBURGH - CAPITAL -
stanbul . The most inspiring city in the world L ’Nsplnts
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The authentic edge...



Trollhattan

The Swedish region of
Dalarna




Local identity & citizen engagement..

A strong social capital
bridging & bonding

Citizens as
co-creators

A credible and authentic
place marketing
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Co-creating
the brand

Who are
we?

www.ostersundspulsen.se
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Place Value Propositions

1. Builds on unique place-bound
resources.

2. Meets needs & wants of the
specific target market.

3. Entrepreneurial capabilites and
innovation.

4. Dependent on a supportive
ecosystem (infrastructure,
services).



The place brand & marketing
team

Monitors the place identity, image,
performance, threats and opportinities.

Manages the brand identity & positioning
platform.

Seeks opportunities to create place value
propositions.

Involves businesses and citizens in co-creating
place, brand and marketing.



Why inolving entrepreneurs?

* Competence
 Market Knowledge
* Market channels
* Financing

* Legitimacy




Brand Voice

A




Toolbox for Co-branding

#3 thisis ,
' \J FINLAND

wld and shouldn't know

LIFE & SOCIETY

NEW TOOLBOX
FOR PRESENTING

DEVON think

FINLAND. -

'Planning to give'a presentation about Finland for your colleagues, cl

read article ¥

Historical timeline of gender equality

Secial Affairs and Health of Finland English

5 3 - [ - = WELCOME TO
classmatesorfriends? We offer a presentation toolboX; complete wi B _ . THE FUTURE

e fiand
ey

informative speaking points.... - i .*_ p o “ 2 l.'i n
L ' . - , ¥ £ A% 2 —;z_‘

100 Fun Facts on 140 years of gender FINFO - Welcome to the
Finland equality future. Finland 1917 -
2017 - 2117

in Finland, presented by Ministry of “Welcome to the future” brochure in

Finland general, short 1

Abrief glance into 3 society that
values wellbeing and fresh air, pure
water, green forests, clean energy
and clean technology




The future marketing |la

ndscape

e Personal

* Trans

e Mobi

e Agile

https://digitalmarketinginstitute.com/blog/05-10-16-the-evolution-of-digital-marketing-30-years-in-the-past-and-future
https://www.researchworld.com/the-future-of-marketing-is-based-on-meaning/
https://www.imd.org/research-knowledge/articles/seven-trends-that-will-affect-the-future-of-marketing/

* Meening

narency

* Brand experience

e

* Big data



TAM & BAM

TAM (Talent Attraction Management)
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TOOLS AND STRATEGIES
‘ FOR INNOVATIVE TALENT
ATTRACTION AND RETENTION
- ¢ Handbook on Talent Attraction Management

t bﬁ f Q : for Cities and Regions

BAM (Business Attraction Management)
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BUSINESS ATTRACTION MANAGEMENT FOR
CITIES AND REGIONS

- Handbook of strategies, tools and activities

norpic @
PLACE
ACADEMY



The search
of talents




Eindhoven

Brainport

REGION

Eindhoven




Talent

Attraction \

(TAM) Attracting and
- Talent Talent Retaining Talent Talent
Attraction Reputation by Edmg_rlf-tcmg Reception
obility
Manhagement
Talent /
Integration

Copyright: Tendensor




FINLANDS

BEST

SUMMER
Vaasa Energy Ambassador B!




Business Attraction Management

Business Attraction Management

Management of strategic approaches,

processes and activities aiming at
attracting inward investment activity

Attracting
Branding ¢ orcHesTRATION . Establishing

i

Growing

Capital New firms
Location
Entreprenuers
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Workshop

1. Try to identify the most important learnings from
the presentation.

2. ldentify for each participating place:

e Two opportunities/changes in your branding and
marketing.

3. The project Brand EU — are there insights from
today that could have implication on the project
focus or further activities?



