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NMHpopmauus

JleH CTokronbm (agMUHUCTPaATUBHaA
eaAnHuua)
« 206 ropoaos

2,1 munnunoHa xurtenen (25% oT HaceneHud
CTPaHbl)

100.000 koMmnaHun

25.000 B TeXHU4YEeCKOM U MH(pOpMaLMOHHOM
ceKTope



* OgoHnm 13 naptHepoB Stockholm Business
Region Development asnsaetca Stockholm
Business Alliance, kyga noMmMmMo neHa
CTOKroribMa BXogAaT Takke 24 KOMMYHbI
pernmoHa CtokronibM-MenapeH, 4Yeu
noTeHunan ncnonb3yercda npu
NpoaBMXEHUN ropoada Kak bnusHec-
ctonuubl CkaHOWHaBUW.



* Ha Tepputopumn permoHos CTokronbma u
CtokronbM-MenapeH HaxoaaTca oaHn 13
caMbIX KPYMHbIX doapMaLEeBTUYECKUX,
bunotexHonorndecknx n ICT knactepoB B
EBpone.



* BmecTto «CTOKronbm — ceBepHasi
BeHeuunsa» n « CToKronibM — npekpacHbIn
ropog Ha Boae

o «CTOKronbm — ctonuua CkaHanHaBUn»



APOHUKA NnpoaBMXEeHUS
N MapKu




* 1997: Business Arena Stockholm (B.A.S.)

official inward investment office for the region

- for the first time, a joint platform for the regional promotion

- 4 target markets (clusters): ICT / life sciences / enviro / banking&finance

* 1998: Stockholm’s Visitors Board (S.V.B.)

* 1999: Christer Asplund becomes managing director
of both B.A.S. and S.N.K. (Stockholm Economic

Development Agency)

-Asplund specialised in place marketing and branding
(co-author of "Marketing Places Europe” [1999])

- strictly followed his work as a guideline in the case of Stockholm



- 2000: Award of Excellence for Innovative Regions (E.U.)

leads to the “Region of excellence” brand, as an umbrella for the

clusters

Still, the clusters have also been promoted with specific brands, using slogans such as:
*“Mobile Valley - the IT capital of Europe”

*“Biotech - a leading cluster in Europe”

*“Environtech - the cleanest capital in the world, exporter of clear air and clean water”

*“Banking and Finance - the financial hub in the Baltic region”

« 2002: The ICT cluster confronted macroenvironment problems;

the B.A.S. reacted by developing the “mCity” brand
(focusing on innovative mobile applications), supported

by private companies



e 2002: New international marketing plan by B.A.S.-S.N.K. + S.V.B,,

with a focus on cluster values.

“Inspired in Stockholm” slogan, used both for tourism and business
Stockholm place marketing targeted towards “soft place attraction factors”

(quality of life, competence, cluster networking)

- [2003: B.A.S. & S.N.K. > budget of 9 m. euros / staff of 50 persons]



3amevyaHusa

detailed & regular strategic analysis > strong basis
(supported quick reactions to market changes,
such as that of the ICT)

HO

brand “Region of Excellence” > cnuiikom
0000LEeHHO/reHepann3oBaHo

use of two umbrella brands (together with “Inspired in
Stockholm”) > HeueTknK, 3anyTaHHbIN

use of parallel cluster-focused brands
> TaKXXe HEe TOYHO

Finally, Asplund’s resignation led to changes in the
management of Stockholm region marketing
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BpaHanHr CTokronbma.
CoBpeMeHHOCTb

Lenb:

* YBenuuutb NpundbIb B cdepax
— Ou3Heca (npusrie4eHne MHOCTPAHHbLIX MHBECTULMIN)
— Typusma

[lpobriema:

 [MpucnocobneHne noa HoBoe, rnobanbHOe KOHKYPEHTHO-CNocobHoe
Meaua NpoCcTPaHCTBO

“The big problem with saying too many things
is that your positioning gets weaker.” (Julian Stubbs)



lpednoxeHue / cyuyHocmb 6paHOa

« “Simply put, we saw that Stockholm
iIs the most important place in Scandinavia
for tourism and for business.”

> U3noxeHue udeu:

 “If Scandinavia was a country
then Stockholm would be its capital.”
— “bold, simple and just a little provocative”

Stockholm




Jlorotvn

e [IporpeccuBHOe O0OLWECTBO

e BbiCcokoTexHONorn4yHas
NPOMBbILUSIEHHOCTb

N makxxe

Stockholm

e CTapuHHbIN ropoa

* VcTopudeckoe n KynsTypHoe
Hacnegue

OobopmrieHue, usema, cumMeosiuka

« Booa n Hebo (ronybon)

« CoBpeMeHHbIN, CTUNbHbIW An3anH (cepblin)
« KopoHa ...



ConpoBoauTernbHbIE

MaTepuanbl
Stockhop |
Manual
F= | Social Media
b '7:_‘..».:1" —Towards a world-class Stockholm
: .i:v SfOCk /70//’7
BpaHa byk

“to help keep consistency of the
verbal and visual identity”

+ detailed information on how to use
logo, text segments etc. in printed
material, ads, and for presence
on the Internet




Stockholm Business Alliance

« In 2007, a year after it was formed, the SBA consisted of 43
mun|C|paI|t|es in the Stockholm-Milardalen region (today 51)
and had the specific aim of deepening and developing the
commercial policy and activities in the region.

* An important element in the partnership is to attract inbound
investments to the region and thus create a joint responsibility for
branding, processing and receiving business organisations to the
region.

« Furthermore, over 430 organisations around the Stockholm region
are using today the “Capital of Scandinavia” brand.



And some controversy...

“... In the Stockholm case ... people obviously
have not yet embraced the bold statement it
builds on ... to encompass it as an internalized
identity”

“to many it seems that Stockholm is not the
natural capital of Scandinavia”

J. Stubbs: “I'm just a bit worried that the next
time | visit Norway they might not let me in ...”



“Wish You Were Here”

Julian Stubbs’ book,
| published in 2011,
3 \ Y WISH YOU WERE examines the issues
W\ ‘«%EPE in building a place
\ 1 brand, focusing on his
work in developing
the Stockholm brand




Thank you for your attention!

Stockholm

Lhe Capital of Scandimavia




