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1. Introduction 

 

These days, the Fehmarnbelt-Region gets a lot of attention in the background of the planned 

Fehmarnbelt-tunnel. The tunnel will not only provide a connection between Rødby and Puttgarden 

as of 2021, but also triggers socio-economic developments and potentials in the Fehmarnbelt-

Region. 

 

A new economic, cultural and social development in the region is the question on everyone's lips. 

In these times of big movement, different stakeholders in the region develop different ambitions 

in regards to their own needs for consumers, tourists, businesses, talents and investments.  

 

From the perspective of economic developers and food networks in the Fehmarnbelt-Region the 

future economic development of the region as “food region” will to a large extent depend on the 

ability to attract and gain new businesses and talented people. 

 

To a certain degree decisions of (re-)location of commercial activities and talented people are 

made by facts – they are interested in whether a place can offer them assets such as good career 

opportunities, quality of life, industry-support structures, access to raw materials and consumers. 

However, decisions are also to a large extend based on awareness and emotional aspects.  

 

For decades the consumer industry has been adopting the concept of branding their goods and 

services in order to address the emotions of their target groups. Branding has proved itself as a 

successful concept, which can translate goods and services into higher sales or margins. A more 

recent phenomenon is place branding – e.g. the branding of countries, cities and regions.  

 

The purpose of this document is to examine the concept of place branding and to analyze how this 

concept can be adopted for the Fehmarnbelt-Region as “food industry region”. For this purpose 

the present document illustrates: 

 The concept of place branding,  

 the objectives and target group of a Fehmarnbelt-Region from food industry perspective and 

 the Status quo: Food industry in the Fehmarnbelt-Region and it’s environment 

 

In a second step these findings are translated into a potential place brand strategy for the 

Fehmarnbelt-Region as “food region”.  

 

The document has been developed by BELTFOOD – a project that has been initiated for the 

support of the food industry in the Fehmarnbelt-Region.  

BELTFOOD is a Danish-German Network that interlinks the food industry in the Fehmarnbelt-

Region from the Hanseatic City of Lübeck, up to the region Ostholstein in Germany and Sjælland 

in Denmark. Such as the fixed Fehmarnbelt link will connect Denmark and Germany in future, so 

does BELTFOOD connect the food industry in the BELTFOOD region across the border. As an 

interregional connection BELTFOOD facilitates cross-border business activities and knowledge 

transfer with the goal to boost competitiveness. Specifically, BELTFOOD acts for more export 

know-how and market knowledge in the food industry, a better Danish-German interaction 

between enterprises, educational institutions and public authorities with relation to food. The 
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BELTFOOD Capacity Development represents a core activity of the BELTFOOD project and 

represents a platform for business cooperation and the development of Export Know-How. A 

specific food-industry-related workshop program, tailored to the specific needs of enterprises in 

the food business, has been launched in 2011 to support companies on the way of going 

international. The Capacity Development program also includes market visits and joint exhibition 

stand. 

 

The project was initiated against the background of future potentials arising from a fixed 

Fehmarnbelt link and is mainly financed through funds of the European Union (EU) program 

INTERREG IVA in the Fehmarnbelt-Region and co-financed by the Vækstfoum Sjælland and the 

LUEBECK Business Development Corporation. 

 

Further information about the project can be assessed via www.beltfood.org.  

http://www.beltfood.org/
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2. Concept of Place Branding  

2.1 Brands and Branding 

 

Within marketing, corporate and product brands have been in focus since the 1950’s. The 

American marketing Association defines a brand as ” [...] a customer experience represented by a 

collection of images and ideas; often, it refers to a symbol such as a name, logo, slogan, and 

design scheme. Brand recognition and other reactions are created by the accumulation of 

experiences with the specific product or service, both directly relating to its use, and through the 

influence of advertising, design, and media commentary. A brand often includes an explicit logo, 

fonts, color schemes, symbols, sound which may be developed to represent implicit values, ideas, 

and even personality."1 

 

In other words, a brand implies two aspects: a tangible one and an invisible one. A brand is much 

more than just what is visible, such as name, slogan, logo and typo. It is emotional aspects such 

as attitude, personality, value proposition and a story that brings a brand to life. It is also what 

the target group (politicians, companies, residents etc.) feels and says about it. This emotional 

aspect of a brand is built by experiencing a brand’s value and its promises in customer minds. A 

brand is the DNA of a place, what it is made of, what it passes from generation to generation. It is 

authentic and indicates what makes a place different from others.  

 

Although the definition is from a business perspective, almost everything in the contemporary 

world can be viewed from a branding perspective. So can also cities, regions and countries be 

viewed from the perspective of branding.  

 

BRAND IMAGE, BRAND IDENTITY AND BRAND POSITIONING 
 

 
 

Figure 1: Brand Building Process 

 

                                                
1 American Marketing Association. Dictionary. Retrieved 2012-03-08. 

http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B  

Brand 
strategist  

 

 

 

Brand strategy 
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Strategy 

Message 
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http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B
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The above outlined characteristics of brands imply a multidimensional aspect in the composition of 

brands. In other words, does the building process of a brands consist of an interplay between a 

brand strategy (attitude, personality, mission, vision), the brand positioning (communicated 

stories and performed activities) as well as the brand image (what target group feels and says 

about the brand) (figure 1).  
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2.2 Brand architecture 

 

Brand architecture is the structural embedment of a brand into an organizational entity. It is the 

way in which a single or various named entities (brands) are organized within the portfolio of an 

organization (e.g. company, country). In this background brands can be considered as part of a 

brand family tree or a hierarchy with existing interrelations (figure 2). 

 

 

 Corporate Brand/ Branded House 

The Corporate brand (also called umbrella brand, typically the brand is the company name). 

Typically, the company’s entire portfolio is marketed under this corporate brand. 

 

 Sub Brand 

A Sub Brand is a brand that is combined with a parent or corporate brand in the brand 

architecture system. The Sub Brand can make the parent brand more vital and relevant to a new 

consumer segment or within a new product category. 

 

 Endorsed Brand 

An Endorsed brand is the primary name the consumer is intended to use for a product. The brand 

is endorsed by the parent or corporate brand in the brand identity system. The parent brand is 

also identified with the product; however, the endorsed brand is given much greater visual weight 

than the parent brand. In this situation, the corporate or parent brand lends credibility or 

assurance to the endorsed brand without overpowering it with its own associations.  

 

 House of brands (separate, stand-alone or independent brands) 

The house of brands represents one organization with various brands that are managed and 

marketed separately. There is no connection of corporate brand and the various single brands 

from the point of view of the target group. 

  

Figure 2: Brand Architecture Models 
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2.3 Place brands 

The concept of place branding has been adapted from traditional industrial branding concepts 

(e.g. corporate branding, product branding). However, some differences between product and 

corporate brands and place brands do exist. 

 

“Decisions on the (re-)location of commercial activities and talented people will be made on the 

basis of facts - such as the availability of work, infrastructure, education et cetera - as well as on 

emotional aspects. Especially the emotions are typically addressed by branding as has been 

witnessed by the consumer industry where branded goods and services translate into higher sales 

or margins.” 

 

“There is a big difference between branding a region and a company or a product. Product brands 

only have a to please one audience, consumers. You don’t have to ask the beans in the can how 

they feel about the label. Corporate brands have more audiences to please, such as owners, 

managers, workers and customers. A geographically entity is still more complex, especially when 

it involves national characteristics and loyalties. Brands that involve whole populations need 

popular permission.” (Citation Wally, Ollins).  

 

Place branding is a clearly focused set of activitites with the purpose to build and manage the 

reputation of a place brand in order to attract the attention of tourists, residents, tax payers or 

investors. Furthermore, place branding can have the objective of developing and activating 

common identities (internal perspective) in a specific place. 

 

It is in other words a strategic process for the development of a long-term vision for a place that 

is relevant and compelling to the target group. It should ensure quality, trust and uniqueness. 

 

Place brands are determined by a set of factors. These are: government policies, products, culture 

and heritage, the people, the land, its tourism potential and business opportunities.2  

 

Place branding could also be described as building a common identity.  

 

 

  

                                                
2 Simms, Jane (2008): ”Lands of hype and glory”, Director Magazine, April 2008. Retrieved: 2012-03-08. 

Figure 3: Example of a Place brand: Corporate Brand “Germany” 
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THE MULTIDIMENSIONAL FACTOR OF PLACE BRANDS 

 

One of the core principles of place brands is their multidimensional character. The nature of place 

brands is to a big part the result of the culture, the community identity and the people who live in 

it. This is why existing stakeholders of a place such as residents, businesses, civil servants and 

politicians, tourists as well as other authorities have an extraordinary importance in regards to 

place branding. All these stakeholders influence place identity and image. They influence the place 

brand process (even unconsciously) and can be considered as a “carrier” of the place brand. 

“Understanding that brand meanings are socially constructed, culturally dependant and 

communally ‘owned’ promotes a radical shift in understanding brands and brand ownership”.3  

 

Stakeholders are at the heart of any successful place branding exercise. In order for a place brand 

to be successful, it must be supported by its various stakeholders. Place branding cannot be the 

task of a single department, as perspectives and interests from different perspectives need to be 

considered in place branding strategies. There are various stakeholders in a place branding 

exercise, including residents, industry players, local government, central government and the 

branding authorities. 

 

“Studies of place branding have moved beyond treating place branding as merely marketing 

exercises and into aspects of place management. The branding process requires mobilizing and 

garnering local support, enhancing public-private collaboration and engaging with audiences 

around the world. Cities, for instance, are not only enhancing their images through advertising, 

but they are also increasing activities and events for visitors and residents.” 4 

 

Place branding presupposes the support of all its stakeholders. Simon Antholt, an expert in place 

branding, argues: “[…] seeking to alter that image through communications is a complete waste 

of time and money. This is one of the big differences between product branding and place 

branding. […] But you can’t construct a place reputation artificially: you have to earn it. And you 

earn it by changing the substance of what you do. If you want to position yourself as, say, ‘the 

cultural heart of the Baltic’, you invest in a new opera house.”5 

 

 

 

 

 

                                                
3 Aitken, Campelo (2009), The Four R’s of Place Branding” 

4 Can-Seng Ooi, Jesper Strandgaard Pedersen (2010), “City branding and film festivals: Re-evaluating 

stakeholder's relations”, Place Branding and Public Diplomacy (2010) 6, 316–332. 

5 Simms, Jane (2008): ”Lands of hype and glory”, Director Magazine, April 2008. Retrieved: 2012-03-08.  
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Figure 4: Place Brand Stakeholders 

 

Against the background of multiple interests and perspectives of the different stakeholders in a 

place, there is a risk of a multi-layered approach, for instance multiple co-existing and 

independent branding initiatives within one region resulting in “a logo-fest that communicates 

nothing”. 

 

  

Place Brand 
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PLACE BRANDING TARGET GROUPS 

 

Potentially, multiple target groups can be addressed by place branding activities. It is advisable to 

make a distinction between internal and external target groups. The term Internal target group 

encompasses residents, opinion leaders in businesses, science, education, culture, administration 

and politics whereas the external target group includes potential residents, potential investors, 

qualified workforce, tourists and opinion leaders (figure 5).6  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

KEY SUCCESS FACTORS OF PLACE BRANDS 
 

Distinctiveness: A successful place brand is unique compared to other places. It has got defined 

core values and keeps its brand promise.  

Authenticity: The place branding is built on a solid basis involving all stakeholders. It is built on 

key characteristics of the place inspired by the identity. The place brand also finds the link with 

existing images amongst target groups. Authenticity is in other words the co-creation of a place 

grounded on opinions and emotions of stakeholders and target groups. Place branding is not a 

top-down exercise but will only produce the best results when it is created and maintained 

through a strong coalition between government, business, civil society and target markets 

(investors, expats, travel trade, press). 

Memorable: When a place has a unique and distinctive sense of place, it becomes memorable. 

Memorable means that the enjoyable experience at that certain place conquered space in your 

mind and your heart. So that you might think of living or investing there, or return one day. 

Integrative (multi-layered) approach: Place branding doesn't stop with a good slogan, logo 

and nice promotional materials. In the experience economy an integrative place branding strategy 

is needed to capture the hearts and attention of visitors. This means that the place brand should 

be supported by policies, innovations, events, structures, investments and symbolic actions.  

                                                
6 Jacobsen, 2011, p.7 

Figure 5: Place Branding Target Groups 
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2.4 The place branding process 

 

1. Definition of clear objectives  

 Including the objectives/ agreement of all stakeholders  

 

2. Understanding the target audience 

 Who does the audience exist of? 

 What are their current perceptions and attitudes towards the region? 

 What do they need what the place can provide? 

 Can the place meet that need and how? 

 

3. Identification of the current brand image 

 What associations are linked to the place (identity and image)? 

 What is the current personality of the place (who are we?)? 

 Has the image changed over time? 

 What visual imagery does it provoke? 

 

4. Definition of the (aspirational) Brand Identity 

 What do we want the place stand for? 

 What is the ideal personality for the region? 

 What associations do we want connect to the region? 

 

5. Development of a positioning 

 What does the positioning mean for that audience and what are the key messages that should 

be communicated to influence their perceptions? 

 

6. Implementation of the place brand 

 Definition of all contact points of the place brand with the target group 

 Development of above-the-iceberg communication tools  Place communication + Place 

Design 

 Commitment and living the brand by all stakeholders!  Place behaviour 

 

7. Measurement 

 Brand awareness: Measures the percentage of stakeholders who know the region in a target 

market  percentage of food processing company representatives (from within Europe) who 

know BELTFOOD Region. 

 Brand recognition: Measures the percentage of stakeholders who know what the region 

represents and what it provides. 

 Brand understanding: Measures the percentage of stakeholders who can identify the brand 

promise that the region is communicating in the marketplace.  

 Brand delivery: Measures how well the region is delivering on the brand promise with its 

stakeholders.  

 Brand value: Measures whether the place brand is relevant, motivating and valuable to the 

stakeholders  e.g. number of immigrated people, new companies.  

 Brand preference: Measures the recommendation from target group members form the region 

to others.  

 Brand uniqueness: measures whether stakeholders believe in the location’s brand promise is 

relevant and distinct to competing regions.7 

                                                
7 http://www.slideshare.net/fredyutama/destinationbranding  

http://www.slideshare.net/fredyutama/destinationbranding
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Figure 6: Place Branding Process 
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3. “BeltFood” place brand strategy 

3.1 Objectives of a ”BeltFood” branding strategy  

 

A region’s health is dependent on its economic positioning – the economic position of local 

companies, the number of companies in the region and the number and quality of jobs provided 

by employers in the region. 

 

BELTFOOD, as the Danish-German food industry network, aims at assisting and encouraging local 

businesses to grow and to stay in the region as well as to attract new businesses to the region. 

 

Looking towards the future economic development of the food cluster in the Fehmarnbelt-Region 

BELTFOOD recognizes the need to further shape the region’s competitive economic position and to 

continue to put efforts into the support of local businesses.   

 

The development of a place brand strategy for the food industry in the Fehmarnbelt-Region is 

based on the ambitions that the food cluster pursues: 

 Attract and retain more skills, talent, inward investment and entrepreneurs and 

 Instill a greater sense of identity and belonging among people 

 

In consequence BELTFOOD aims at developing a place branding strategy for the industry, which: 

 increases the perception of the Fehmarnbelt-Region for the food industry, 

 improves the emotional attractiveness of the Fehmarnbelt-Region amongst experts and 

executive staff for the food industry (work out a credible personality), 

 positions the Fehmarnbelt-Region as investment location for an innovative food industry (the 

aim is not to market the region as source of specific food products / the aim is not to market 

specific products that come from the region), 

 increase the overall economic positioning of the Fehmarnbelt-Region/ further shapes the 

region’s economic positioning (especially along the axis Hamburg-Copenhagen/Malmö), 

 fits into the overall brand architecture of the brand Fehmarnbelt-Region, 

 capitalizes the region’s strengths and assets in regards to food industry, 

 represents a comprehensive strategy for attracting new people to the region - be they 

visitors, businesses or investors. 
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3.2 Status Quo: Fehmarnbelt-Region and food industry 

 

The Fehmarnbelt-Region in short 

Geographically, the Danish-German Fehmarnbelt-

Region includes the disctricts Ostholstein, Plön, the 

Hanseatic city of Lübeck, and region Zealand. The 

region is called Fehmarnbelt-Region within the 

scope of the INTERREG programme of the 

European Union. The area counts a number of 

approximately 1.4 million inhabitants.  

Today, the Fehmarnbelt-Region consists of several 

Danish and German sub-regions with certain 

similarities and differences.  

As of 2021 a tunnel will connect the German and 

the Danish parts of the Fehmmarnbelt-region. 

Against this background, the Fehmarnbelt-Region is 

considered as a gateway between Denmark and 

Germany and as the connection of the two 

metropolises Copenhagen and Hamburg.  

 

Today, the Fehmarnbelt-Region strongly defines itsself through the INTERREG programme of the 

European Union and the future tunnel between Germany and Denmark. Beyond that, a strong and 

clear positioning of the Fehmarnbelt-Region does not exist. 

 

A survey about the identity and image of the Fehmarnbelt-Region amongst ”Young professionals” 

(20 to 39 years old) that has been performed by BELTFOOD in June 2012 reveals the following 

picture that is associated with the ”Fehmarnbelt-Region”: 

 

In Germany the Fehmarnbelt-Region is connected to notions such as “vacation”, “water” and 

“Baltic Sea”, whereas Danish picture of the Fehmarnbelt-Region predominantly is linked to the “fix 

link between Germany and Denmark” and “trade relations between the two countries”.8  

 

The survey illustrates that the question “What does the Fehmarnbelt-Region stand for?” is hardly 

to be given a generally valid answer. The Fehmarnbelt-Region sufferes from a lack of clarity about 

its image. Furthermore, the Fehmarnbelt-Region comes along with fairly different pictures in 

Germany and in Denmark. 

 

Further analysis of the region’s strengths, image and identity will be necessary for the 

development of a credible and authentic basis for future communication activities. 

 

The present document provides this basis with specific regards to the food industry in the 

Fehmarnbelt-Region.  

 

 

                                                
8 BELTFOOD Survey: Image & Identity Analysis: Food Industry in the Fehmarnbelt-Region, June 2012 
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Food Industry in the region 

More than 250 food industry-related companies and research institutions are located in the 

Danish-German BELTFOOD region.9 With an employment share of 12,61% (2009) every 8th full-

time position in the Fehmarnbelt-Region adheres to a job within the food industry. Based on the 

number of employees, the food industry in the Fehmarnbelt-Region is 40 % more concentrated 

than on the average in German and Denmark. Agriculture, sweets, bread & cereals, meat, fish 

and fruits & vegetables: these are the region’s strengths (figure 7). Thereby the German and the 

Danish part of the Fehmarnbelt-Region complement each other.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7: Food Industry in the Fehmarnbelt-Region10 

 

From agriculture and raw material suppliers, sensory analysis, food industry specific machinery to 

packaging and marketing, all the demands are met in the “BELTFOOD region”. Specialized 

suppliers, food-processing companies, specialized universities and a pool of specialized labor are 

located in the region and represent the whole value creation chain for the production of 

qualitative food products. 

 

 Food attributes 

Further information on the attributes of food industry in the Fehmarnbelt-Region can be gathered 

from the BELTFOOD Survey: Image & Identity Analysis: Food Industry in the Fehmarnbelt-Region. 

 

 

                                                
9 Cluster map, www.beltfood.org  

10 BELTFOOD Cluster Analysis: Food Industry in the Fehmarnbelt-Region, 2011.  

http://www.beltfood.org/
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1 2 3 4 5 6 7 8 9 10 

new and innovative products 

produced by a market leader 

produced by a family-runned company... 

ecological… 

inexpensive 

produced under sustainable aspects 

produced with little ingredients 

a regional specialty ... 

indulgence/ pleasure 

made with traditional methods ... 

made with natural ingredients 

short delivery distances 

from trustworthy manufacturers 

provided with a control seal / seal of … 

a high quality ... 

healthy ... 

1= do not agree at all; 10= totally agree  

Food for the Fehmarnbelt-Region is known for 
(being/having)... 

Denmark (n=262) vs. German (n=275) 

Denmark 

Germany 

 

 Historical roots 

The food industry in the Fehmarnbelt-Region is traditionally embedded into the region. Whether 

agriculture, sweets, cereals, jam or bakery products: The food industry in the Fehmarnbelt-Region 

has a long, strong history with many worldwide known brands. Food products from Fehmarnbelt-

Region are on sale on supermarket shelves in many countries – and always produced to the 

highest quality standards. Here people can rely on production, processing, research and 

packaging networks that have evolved over the years. 

 

  

Figure 8: Evaluation of food from the Fehmarnbelt-Region 
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National Food clusters in the Fehmarnbelt-Region 

 

The German part of the BELTFOOD region  

Rooted in tradition, looking to the future the German part of the BELTFOOD region has celebrated 

successes for hundreds of years – especially in Lübeck – as North German mekka of the food 

industry. 

 

The region has top-quality ingredients, in particular its geographical location between the Baltic 

Sea region and central Europe. From its beginnings as a trading settlement in the 12th century 

Lübeck grew to become a successful member of the Hanseatic League. The city set its sights from 

the start on establishing itself as one of northern Europe’s major trading and production centers. 

Thus it matured into an attractive location for industry, services and institutions. In addition to 

healthcare and logistics, Lübeck has been especially attractive to the food industry. Today this 

industry is one of the mainstays of the local economy, with around 100 companies and an annual 

turnover amounting to some 600 million euros. It employs roughly 5,000 persons, primarily in 

confectionery and cereal production, fish processing, the wholesale business, and mechanical 

engineering for food processing.  

 

A location with many advantages 

Everyone knows about Lübeck marzipan. But when it comes to food, the city has a lot more than 

this to offer. In all probability, our breakfast corn flakes come from here, as does the crisp 

breadcrumb coating we enjoy on chickenburgers and fish sticks. Lübeck also supplies the 

ingredients for the peanut puffs we snack on in front of our TV sets. That’s because the city’s port 

makes it an ideal location for cereal production and milling. 

 

The agricultural land in Germany’s “garden,” Schleswig-Holstein, and its neighboring “grain 

store”, Mecklenburg–Western Pomerania, is a treasure trove of ingredients for culinary delights. 

Thanks to Lübeck’s leading geographical position, proximity to Hamburg and well-developed 

infrastructure, consumers and markets can be reached via the shortest route, just in time. The 

central purchasing departments of important retail chains such as Edeka Nord, COOP Schleswig-

Holstein, Famila Nordost and Citti are just 60 minutes away. Moreover, as a key transshipment 

and trading center Lübeck offers a broad supply of business and industrial real estate, extending 

as far as the eye can see. Specialized service providers and suppliers to the food industry thus 

have ample room to expand. 

 

Additionally, Lübeck boasts a large, highly qualified workforce plus foodRegio, an industry network 

that promotes employee training and development, among many other projects. In the food 

industry, like any other, teamwork is essential for companies that are looking to the future. 

 

Whole Value chain 

The food-processing companies H. & J. Brüggen KG, Campbell's Germany, Hawesta Feinkost, J.G. 

Niederegger, Schwartauer Werke and Stadtbäckerei Junge are just some examples. And 

renowned service providers and suppliers such as food preservation expert Tate & Lyle and plant 

& equipment manufacturer Gerstenberg Schröder are also based in the region. 

 

All those food-processing businesses and support industries come together within the network 

foodRegio (www.foodregio.de) for cooperation within the food industry. 

 

http://www.foodregio.de/
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The Danish part of the BELTFOOD region  

The food production tradition goes back for many generations in the Danish part of the BELTFOOD 

region. For many years the food production has been one of the main economic drivers in the 

region. Take for instance the sugar beet production in the region. For more than 100 years the 

production of sugar has been a considerable part of the agricultural production in Region 

Sjælland. Today it has grown into the international business “Nordic Sugar” that produces more 

than 1 million ton of sugar every year in their plants in Finland, Sweden, Lithuania and Denmark. 

The only 2 plants left in Denmark are situated in Region Sjælland where the sugar beet growing 

has the best conditions.          

 

Garden of Copenhagen 

Due to the weather and soil conditions the region has a strong position in Denmark regarding fruit 

and vegetable production, both in big scale production but also in smaller niche productions. The 

location close to Copenhagen means that many of the products are consumed in the Capital and 

Region Sjælland is in some way considered as the Garden of Copenhagen when it comes to food 

production. Several of the producers in the region are delivering high quality products to 

Restaurant “Noma”, awarded as the world’s best restaurant for 3 years running. This focus on 

quality and the concept of the “New Nordic Kitchen” has inspired more and more producers to 

develop new high quality niche products, that in time has a potential for export also.         

 

Whole Value chain 

In 2008 the food industry (food processing companies) in the region had more than 200 

companies and about 8.500 employees. But if we look at the whole food industry value chain, 

including primary production (agriculture), restaurants, retail etc. there is approximate 39.000 

employees.11   

 

There is a potential to develop this value chain even more and raise the number of workplaces, 

like it is stated in the business development strategy from Vækstforum Sjælland. To try and 

activate this potential the regional Food platform (www.foedevareplatform.dk), a network among 

all interested parties in the value chain, has been established. The Food platform are transferring 

knowledge to the businesses and bringing them together to exchange knowledge about the future 

challenges.  

 

Another project in the region is the GRO (Green regional food experiences) project 

(www.regionalemadoplevelser.dk). This project helps the businesses in their product 

development, innovation processes, marketing, experience development, education, competence 

development and much more. There is a focus in this project to develop the whole value chain 

and create synergies between the food industry/producers and other industries such as for 

example the tourism industry. Hopefully the combination of research institutions, development 

agencies and education working together, can help the businesses to create new products and 

services for the future food production in the region.    

 

 

 

  

                                                
11 Vækstforum Sjælland, Ajour, tema: Fødevarer, November 2011 
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The environment - Food Industry in the Baltic Sea Region 

The Fehmarnbelt-Region is part of the Baltic Sea region and unifies the Danish region Zealand and 

the German regions Ostholstein, Plön and Lübeck (figure 9). Consequently, all BELTFOOD-

branding efforts need to consider the positioning and conditions of these regions. Thus, an 

assessment of the BELTFOOD regions environment has been performed and outlined in the 

following section. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

With around 80 million people, the Baltic Sea Region easily bears comparison with the 

Mediterranean region. The Baltic Sea Region (BSR) is one of the most economically dynamic 

regions in the world. The unique diversity of the region offers a huge market potential and 

dynamic business opportunities in terms of economical standards, industrial structure, cost levels 

technological process, labor access, skills and wages. With a population of some 100 million, the 

BSR is one of very few areas in the world that offer expanding consumer markets. 

 

One of the main factors driving the region’s growth is the food industry. The BSR food industry 

shows significant strength on the European market with well known companies and world class 

brands.  

Figure 9: Fehmarnbelt-Region in its environment 
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Approximately 20 % of all food processing companies in the European Union are located in the 

BSR (Germany, Denmark, Sweden, Finland, Estonia, Latvia, Lithuania, Poland, and Norway). 

These companies generate an annual turnover of more than 314 billion Euro12, which corresponds 

to approximately one third of the European food industry’s turnover. 

 

Considering the relation of 20% in number of companies towards 30% in turnover, in average the 

food companies in the BSR generate a higher turnover compared to the average in the European 

Union. 

 

The absolute count of 1.6 million employees within the food industry in the BSR corresponds to 

2.4% of the total employment in the BSR. In relation to the total workforce in the food industry of 

the European Union one third is employed in the BSR. 

 

The food industry in the BSR is famous throughout Europe and the world for its many brands and 

attractive products. Day by day, each of these brands does its part to enhance the renown of the 

industry. Tempting sweets like Lübeck marzipan, made by Niederegger, or the enticing 

confectionary products made by Fazer in Finland are world-famous. And then there is Grasovka 

vodka from Poland, Buko cream cheese made by Arla in Denmark and Pågen Krisprolls from 

Sweden. 

 

But the BSR is also an attractive place for new emerging food companies. Favorable natural 

conditions (weather, soil, water supply), efficient infrastructure (dense road, proximity airports, 

large ports), strong education system (highly skilled staff), openness for investors and traditions 

related to the food sector are just a few key factors attracting new businesses to invest in the 

BSR. 

 

The BSR offers best conditions for the food processing industry, for established companies as well 

as for start-ups like increasing income and wealth of citizens, increasing preferences for healthy 

and convenience food, supporting entrepreneurs at every stage of the investment process 

through national and regional agencies, sufficient research and scientific competencies and much 

more. 

 

The food industry has developed into a highly competitive and strong industrial sector within the 

BSR. The food industry from the BSR stands for advanced production technologies, high quality 

standards, transparency, safety as well as tradition, and it is famous throughout Europe and the 

world. 

 

  

                                                
12 BSR w/ Norway, all of Germany and Poland 
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3.3 Brand stakeholders and brand architecture 

A BELTFOOD place branding strategy for the food industry in the Fehmarnbelt-Region needs to fit 

to and be part of an overall branding strategy in the Fehmarnbelt-Region. 

 

Ideally, the food industry location branding should be considered as one place brand pillar of the 

Fehmarnbelt-Region. Against this background, a BELTFOOD region place brand strategy should be 

implemented, supported and “lived” hand in hand with all stakeholders in the region. 

 

”A region can be treated like a brand even though the region is owned by many people and 

stakeholders. As all brands it is an emotional promise. It is not important to direct every single 

voice but it is necessary that all stakeholders pursue the same strategy.”13 

 

Exemplary scenario: 
How the future Fehmarnbelt-Region brand architecture could look like 

 

 

 
”Parent brand” 

Fehmarnbelt-
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scientific 
region 
”Sub brand” 
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Logistics 
location 
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location 
”Sub brand” 
 
 
 
 

 
Figure 10: Exemplary place brand architecture scenario: Fehmarnbelt-Region 

 

In order to get importance, visibility and credibility a BELTFOOD place branding for the food 
industry in the Fehmarnbelt-Region needs to form a certain entity with the ”Fehmarnbelt” overall 
branding and other initiatives. This entity should ideally be harmonized and matched not only in 
terms of visual appearance, such as the above shown example suggests, but also in terms of 
strategy and contents. Consequently, there is need for a common strategy setting and 
cooperation between all single entities in the region with the aim to award credibility and more 
weight thanks to a common basis.  
  

                                                
13 baltfood, 2012, newsletter no. 7, p.2 
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3.4 Key target group 

 

The development and implementation of a BELTFOOD place brand strategy pursues mainly two 

goals (chapter 3.1): 

1. to keep and attract food businesses in the region (have an impact on re-location decisions of 

commercial activities).  

2. to keep and attract talented people (qualified junior staff) in / to the region  

 

In consequence, BELTFOOD place branding addresses 

1. decision makers in the food processing industry in the region and beyond 

2. new and potential residents and professionals and qualified junior staff in the food industry  

and wants to “touch the emotions” of these two target groups.  

 

Decision makers from the food processing industry 

The baltfood network located in the Baltic Sea Region has performed a study about relevant place 

brand attributes and benefits amongst decisions makers from the German, UK and Swedish food 

processing industry. The study identifies the following attributes which are relevant for investment 

decisions from the point of view of decision makers in the food industry14: 

 

 Functionality: competitiveness, growth, success 

 Efficiency: accessibility, resources, know-how, convenience 

 Prestige: prestige, quality of life 

 Identity: recognition/ clear positioning 

 Distinction: creating wealth for others / for a region 

 

The above mentioned key attributes represent – amongst others – key elements for the 

development of a “BeltFood region” positioning.  

 

New and potential residents and professionals and qualified junior staff in the food industry  

Human capital is essential to the needs of the Fehmarnbelt-Region. Young professionals and 

graduates are the most mobile group in our society and are encouraged to pursue opportunities to 

work, study, and travel throughout the world. It is not only hard to keep qualified junior staff in 

the region, but also the junior staff as such is considered as a contested resource due to the 

demographic change. The key reasons for young professionals to decide for a location can be 

summarized as follows: 

 

 Career opportunities 

 Starting salaries 

 Quality of life 

 Family/ home  

                                                
14 Jacobsen, Björn P. (2011): “Guideline Manual: Concept of the Applicability of Branding to Places 
(Part II), baltfood.  
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3.5 SWOT analysis  

 

Analysis of the strentgh, weaknesses, opportunities and threats of the Fehmarnbelt-Region in 

terms of ”food location”:  

 

Strength Weaknesses 

 
 More than 250 food industry-related 

companies and research institutions are 
located in the BELTFOOD region.15  

 The food industry has a high employment 
share with 12,61% (2009). This means 
that every 8th full-time position in the 
Fehmarnbelt-Region adheres to the food 
industry.  

 The region is strong for agriculture, 
sweets, bread & cereals, meat, fish and 
fruits & vegetables. 

 In terms of food sub-categories the 
German and the Danish part of the 
Fehmarnbelt-Region complement each 
other very well. 

 Whole value chain of food production: 
agriculture, raw material suppliers, food 
industry specific machinery, packaging and 
marketing, specialized universities and a 
pool of specialized labor are located in the 
region. 

 Existence of national food industry 
networks for mutual exchange between 
food companies and general support. 

 Strong cross-border cooperation between 
national networks 

 

 Currently low recognition of the 
Fehmarnbelt-Region as business location 
and food region. 

 Fehmarnbelt-Region is connected to 
different images in Germany and Denmark 

 No clear positioning of the Fehmarnbelt-
Region overall. Nevertheless food branding 
strategy need to be aligned to the overall 
positioning of the region. 

 

 

Opportunities Threats 

 
 The visibility of the region is currently high 

thanks to the Fehmarnbelt-tunnel. 
 The Fehmarnbelt-Region as gateway to 

Scandinavia for Germany, and as the 
gateway to Germany for the Danish 
companies and talents. 

 Fehmarnbelt-Region is an important food 
region with access to European markets 
and resources. 

 Attractiveness of food industry for talents: 
diverse field of business activities in the 
food industry (production, marketing, R&D, 
innovation etc.). 

 Acceptance and awareness of the project 
on European level due to EU-financing. 

 

 Many different actors and stakeholders will 
possibly engage in uncoordinated branding 
and communication efforts. Uncoordinated 
voices from the Fehmarnbelt-Region could 
cut off the credibility and power of future 
branding efforts. 

 

                                                
15 Cluster map, www.beltfood.org  

http://www.beltfood.org/
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3.6  The BELTFOOD region place brand 

 

The Fehmarnbelt-Region should be positioned as a desirable place for food businesses and young 

professionals. 

 

First step of the positioning of the BELTFOOD region as a desirable place for food businesses and 

young professionals is the formulation of a place brand positioning, which is: 

 Relevant (it should address relevant needs of the region and of the target group. It should 

contain benefits that are relevant for the target group). 

 Reliable (the brand benefit needs to be functional/emotional reliable and comprehensible). 

 Differentiating (the brand should have a clear positioning). 

 Focused (core message that creates a clear brand image). 

 Precise (benefit should be formulated precisely). 

 Defendable (it should have a lasting advantage). 

 

The place brand positioning is not to be understood as message in communication activities, but it 

serves as a guideline for the development of messages and activitities within an activation 

concept (a brand has only one positioning, but it can have severeal activation concepts). 

 

The place brand positioning is an enduring position of the place, whereas an activation concept 

translates such a brand positioning into communication messages that will touch the emotions of 

the target groups.  

 

The BELTFOOD Region place brand positioning has been developed based on the background and 

facts that have been assessed within the preceding chapters. The place brand is illustrated within 

the BELTFOOD region brand key. 

 

”A brand is more than a name or a logo – it is a promise and a contract with every customer with 

whom you are dealing. And if people feel that the offering does not live up to what they expect 

from the brand, they will decide stop buying.” 

 

Therefore, two issues have got an extraordinary importance in regards to the success of a place 

brand: 

1. The positioning needs to be attractive and credible. It needs to be based on existing facts (the 

positioning should not differ too much from its image and its identity). 

2. The positioning of the place needs to be accepted and supported by all the stakeholders and 

other initiatives in the region. 

 

Based on these facts and the above mentioned steps a BELTFOOD region place brand positioning 

has been developed. It mainly consist of values and personality of the place brand and is 

illustrated in a place brand key. 
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Values and personality of the place brand  

 

The values are the basement of the BELTFOOD Region brand and reflect the region’s identity. 

They can be shared and supported by all those who adhere to the food industry in the 

Fehmarnbelt-Region – may it be enterprises, employees or further stakeholders. 

 

All kind of communication and activity using the brand “BELTFOOD region” should carry and 

express these values. 

 

 Spirit of cooperation  

In the “BELTFOOD Region” we believe in the importance of strong relationships and cooperation. 

The Fehmarnbelt-Region consists of a set of several sub-regions and communities. Still, the 

strong collective sense in the region contributes to cooperation and relationships between the 

different parts of the region. Those strong ties build bridges across the Baltic Sea and bond the 

two neighbor countries. 

 

This capacity of developing qualitative networks and the special way of life and of doing business 

in the region have also given rise to the development of strong ties within the food industry. 

Existing relationships and cooperation result in a true cross-border food industry community, 

which believes in international knots and strong networks for career development and success in 

business. In this regard, the Fehmarnbelt-Region can be considered as a “Region of connections”.  

 

 Sincere reliability 

In the “BELTFOOD Region” the people’s sincere and friendly reliability stands out. In the 

“BELTFOOD region” we believe in the importance of trustworthiness and in the importance of 

reliability. This Nordic way of life reflects our way of doing business. Reliable and trustworthy 

relationships exist within the food business community, and also between food producers and 

customers. 

  

 Original know-how and innovation 

In the “BELTFOOD Region” the food industry has got historic roots and combines tradition with 

foresight. Long traditions are still alive in the region. However, they are always combined with the 

look into the future and openness for change. We keep those traditions that have made our 

products a success for hundreds of years, but we constantly keep foresight with modernity, 

innovation and openness for change. The rediscovery of traditional receipts with new ingredients 

and modern food production methods are just a few examples of how the food industry combined 

tradition with foresight.  

 

 Close to nature 

In the “BELTFOOD Region” we believe in the value of our nature. The region is connected through 

the Baltic Sea and in the middle of growing areas of high quality agricultural products and food 

production raw material. This nature is an asset for the region – it goes along with: an excellent 

quality of life, top-quality resources for food products, short delivery distances and best pre-

conditions for a healthy growth and being of people and of businesses. 

We also believe that it is important to protect the same nature we consider an asset. We should 

therefore always strive to produce and conduct our way of life, in such a manner, so that we 

don´t spoil our nature asset for the generations to come. 
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The place brand key 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Based on the outer layers of the place brand key containing the basic brand attributes and the  

differentiating attributes and the key target groups a brand positioning statement has been 

developed: ”BELTFOOD Region is the region where ingredients for success are grown.” The terms 

ingredients and grown literally refer to food and food industry. The positioning statement is a 

consequence of the brand mission statement: ”For SME’s and talents the BELTFOOD Region 

delivers values through vital networks, sincere reliability and resources close at hand, such as 

nature, raw material, know-how and capacity development.” This mission statement is to be seen 

as a promise that the region promises to its target group.  

 

 

 

 

 

 

 

Figure 11: BELTFOOD Region brand key 
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3.7      The future course 

 

The success of any place brand is dependent on its acceptance and support by the community, 

politicians, businesses and other stakeholders.  

It is not likely that only ”one voice” that would achieve the desired attention. The success of a 

place brand depends on a cooperation between different stakeholders and a coherence with 

existing image, existing identity and existing branding and communication initiatives.   

This is why an investigation in regards to the existing image and identity in the Fehmarnbelt-

Region has been conducted as a preliminary step of the development of a BELTFOOD region place 

brand.  

 

Furthermore, a comprehensive ”brand book” will be developed in order to refine and illustrate the 

BELTFOOD region place brand strategy, that has been developed within the present document.  
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BELTFOOD is a project by Wirtschaftsförderung LÜBECK GmbH and Green Center.  

Contact info@beltfood.org – or: 

 

 Wirtschaftsförderung LÜBECK GmbH 

Falkenstraße 11 

D-23564 Lübeck 

T +49 (0)451 70655-0 

info@luebeck.org 

 Green Center Videncenter Råhavegård  

Maribovej 9 

DK-4960 Holeby 

T +45 5460 7000 

mail@greencenter.dk 
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