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      Executive Summary

Four municipalities in three countries decided to use “Branding as a tool for local and regional development”. The BRANDR project’s lead part has been  Sollefteå, Sweden. Partners in Norway has been Steinkjer and Sortland, and on Iceland Akureyri. MidSweden University and North Tröndelag Research were hired to follow the branding process, give input of other experiences, feed back to the project group and finally write a research report to share the partner-group’s experiences. The four municipalities had very different Trade Marks and had come different far in their the branding process when the project started.

     We can clearly see that the local branding processes have been very different in the municipalities. When   

     we started the project we had in mind that all four municipalities would go the same path towards the goals 

     that we set up. But now we realize that this did not happen. The four municipalities have been going 

     down very different paths and some have even “gone back” as we all realized the importance of finding the 

     identity first before starting the external branding process. 

     However the internal process will have to continue and  is never “finished” as it’s a living process, and 

     has to go side by side with external processes and co-operation and activities that strengthen the brand. 

      The BRANDR project can give you four valuable advice: 

1. Build the identity on solid ground; from the historical heritage, traditions and local conditions, and make sure that some part of it is unique.

2. The implementation process is essential within the municipality organsiation, among companies and the inhabitants.   

3. The mission must be clear and obvious so that the target groups agree on the vision. 

4. Branding should be an ongoing, everlasting process.

Project Information and Objectives 

The BRANDR project have four partners; Lead partner the Municipality of Sollefteå (Sweden) the Municipality of Akureyri (Iceland) and the Municipalities of Sortland and Steinkjer (Norway).   

Building a partnership and a background to the project:  

     Steinkjer in Norway had created a Trade Mark, ”The IT-city  Steinkjer ®” as a tool for marketing      

     themselves as a future oriented municipality. This was due to the fact that they had to reconstruct their 

     business life after the army had closed down a military camp and parts of the public sector was decreased. 

     Representatives from their Swedish twin city, Sollefteå, who visited for business contacts, were very 

     impressed by this Steinkjer’s focused business development. And as Sollefteå was going through a similar       

     situation the idea of doing a project together was born and a preparatory project was built.

    At the same time the Norwegian municipality Sortland and Akureyri had a meeting on Iceland discussing a   

    possible international project focusing on local and regional development. By using Interreg representatives 

    in the three countries a contact was taken  and a project plan was written.    

    And in summer 2003 the project “Development by Branding the Trade Mark” was born. 

    Problems to be solved:

All four participating municipalities had a need to develop a more future oriented and focused 

image of their municipalities to meet the challenges for the future. The partners had a number of common problems to be solved. Probably the situation in many municipalities in the NP.

· How can we attract people to live, work and run businesses in our municipalities?  

· All partners have an “unbalanced” population meaning young people leave and the old/retired generation is growing. How can we attract young people after college/university to live and work in a small municipality?

· How can we strengthen the inhabitants to feel proud over their municipality and to see the advantages with living in a small community? A proud citizen is it’s best salesmen.

· What is our municipalities strong and weak points?

· What is unique with our municipalities and of importance for people living in our countries? 

· How can we attract new businesses, organisations and state/regional departments and present advantages with establishing in a small town?

· Promoting “Qualities of life”: we need to focus on advantages instead of disadvantages – what are they? 

· People living in the NP areas are looked upon as losers and only a cost to the country – how can we change this image so that everybody realise our importance for sustainable development for the whole country?  

· How can a strong Trade Mark develop small towns in the NP area?

Main objectives for the Brandr- project:

· Developing a strong future oriented identity by branding and profiling the municipalities

· Use a Trippel-Helix approach by involving communities, companies and research 

· Branding activities at different levels; local, regional, national and transnational  

· Benchmarking at a transnational level; initially within the partner-group but finalising with an open meeting   

      to share with other municipalities in the NP   

      Project Implementation

All four municipalities have worked very hard with implementing the project, initially within the municipality organisation. The implementation process has differed due to local differences and how the branding process has developed. The main steps taken in the branding process has been: 

Phase 1:  Find out what you have got; resources, opinions etc

      Phase 2:  Let all parties be heard; make an open process, use media  

      Phase 3:  Vision, logo and slogan

      Phase 4:  Implementation – marketing

      Important message: Leave the logo / slogan till the end of the process!! 

Overall BRANDR Activities: 

We have had four milestone meetings, one in each municipality. During each milestone meeting we had a lecture from research, and also invited external experts on branding. Bringing in external experts on branding was valuable for the project group. We all needed more knowledge and a better awareness of how to build a strong brand. The four local project managers also prepared a presentation of what and how the local branding activities had continued. During the first meetings it was more of information and sharing experiences, than benchmarking. 

But during the study trip to Denmark and the last meeting in Steinkjer we had more of discussions and giving feed back to the partners, as we all now had a better understanding, own experience and knowledge of branding. The study trip to Denmark, to learn from experiences in Naestved and Fyn, added to our knowledge and gave us a possibility to compare our local branding processes with their experiences. 

      Without the Brandr project none of the municipalities would have worked so focused and come 

      so far in the local branding processes. I think we all agree that branding is an effective tool for strengthen 

      the identity of a municipality or a place. However more difficult, as it has to have a broader ownership 

      and be well implemented. By co-operating with research we also got valuable knowledge and feed back. 

      Research collected facts about our local conditions but also interviewed a number of people in the local 

      executive board, city managers, and businesses etc. To have research following and watching from the  

      “outside” how the implementation of the project proceeded added to this. 

      In addition to our milestone meeting we had two extra meetings and many video-conferences. 

       Results: 

· The participating municipalities have a more focused and more obvious identity. 

· The participating municipalities have built up a positive reputation both locally and regionally. Some also nationally and internationally in specific areas. This project, and the co-operation with Research Institutes and Universities, have played an important part of this process.

· The co-operation between municipalities, companies and research have improved and given benefit for the development and growth of the municipality.  

· By sharing our local problems and success when branding our municipalities we can pass on knowledge and experiences. This project can hopefully be used as an inspiration and a learning tool when branding a municipality or a place. 

      Sollefteå – Powerful or not ?

      Sollefteå started up with an inquiry sent out to 2000 citizens to find the core values of the municipality    

      brand. Three words can summarise the result; experience, drive force and personal. 

      When staring up the branding process we realised there were two Trade Marks (logos/brands) being used   

     which was very confusing for both the municipality organisation and the community. So initially the branding 

     process had to focus on separating these two Trade Marks before beginning the external process. The   

     external branding process involving the business life and citizens was therefor delayed. However - the best 

     ambassadors of a brand is the inhabitans, so a continuos involvement and co-operation is essential.  

      Sollefteå - Activities:  

     The overall methodology: 

      Filling the brand - actions: Project presentations and branding discussions within various groups. Political forums, the development department, City business council and people/groups within the municipality organisation with marketing and information. Conducted a survey, focus groups and interviews to find the core values of the Sollefteå brand

      Visualise the brand: Created a brand platform – Sollefteå.nu – with a graphical profile based on the community core values: Experience, Drive Force & Personal. Built a web-page: www.solleftea.nu, and then a magazine. Web-advertising in various media. 

      Ownership: Getting various groups within the business sector to support the Sollefteå.nu brand, which 

      many has done. We are in this phase now.  

      Implementation: The project implementation strategy is an ”inside-out” strategy.  And the core value is  

     ”knowledge”. Without sufficient knowledge and interest about branding, it will be difficult for the project to 

      reach its objectives.

Sollefteå Project  Results: 

When this project started the general view of branding was all about “the more the brand is seen, the stronger the brand will be”. In other words, building a brand was all about advertising (brochures, ads etc.) and PR. In a way this is true, but it’s just one of many components that must be taken into consideration when building a brand. The other problem was that the idea of  “brand positioning” was not existing – where, how and to whom it’s used and communicated. Most of times the brand “Sollefteå –a powerful community” was put in activities and situations depending on where an individual wanted it for the day, not because of a certain strategy, concept and long-term idea. One of the negative effects was that many believed that “Sollefteå – a powerful community” was the brand of the municipality (consequently, Sollefteå – a powerful municipality), which it is not!

Results:


All the work done was based on research; interviews and surveys. This means that we managed implement a working procedure based identified “target group needs” rather on assumptions based only on when the time feels right or if it is a good idea.  


We created awareness that there is a big difference between the municipality organisation and the Sollefteå community. However, they belong together but without this positioning, the branding would be very difficult. We can now put the brand in situations and activities where it belongs. This was the first and basic step for building our brand platform – Sollefteå.nu.


We managed to create a growing interest around branding and the positive effects of a strong brand. In a sense, we have worked in an educational way to teach our surroundings about the purpose of this project. 


The webpage www.sollefteå.nu has 2200 registered individuals receiving the newsletter twice a month. 
      “Akureyri – all good things in life.  Can it be better? “

      Akureyri started up with building a very efficient project organisation with a broad ownership. A steering   

     group with 5 people were the head of 6 working groups, responsible for different target groups. The working 

     groups worked independently but the steering group had regular meetings to make sure that they were co-

     operating. 

     Akureyri regularly evaluated the branding process by Gallup (poll). In the beginning many citizens did not   

     feel connected with the brand. However we could clearly measure the increase of awareness and support   

     of our brand as the BRANDR-project moved on. In the beginning we didn’t start a lot of “new” activities 

     instead we tried to use BRANDR as a tool for strengthen planned activities and make sure that they were 

     all aiming towards set up goals and “walk the talk” i:e going towards the vision. In the process many new 

     ideas came from the steering group and the project groups. 

The marketing process had started before Brandr, with the aim of attracting new inhabitants, keeping the old ones content and to strengthen the good image of the town.  

Project groups, vision groups had been working, research had been made and consultants had been assisting.  Result of this was the slogan: “All good things in life”. A TV advertisement had been made and some marketing had started. 

When we started Brandr we decided to use this work, the slogan was under constant discussion but the conclusion was always that we should keep it. 

During the project period many actions were undertaken – both ideas from the former work and from the Brandr steering group and  the 6 project groups.

Akureyri – Activities:  

· Constant use of the trade mark and slogan. ( Stationary, advertisements, souvenirs, etc. 

· TV campaign

· Advertisements in newspapers, magazines, travel information brochures etc.

· “What’s on” brochures distributed to every household in Akureyri, in hotels, information centres and other places in Akureyri and in Iceland. 

· Improved “What´s on” sector in our homepage www.akureyri.is

· “Akureyri pulse”  comparing information on cost for companies in various fields in Akureyri and the Capital area.  Can be found in the homepages for Akureyri and for Akureyri Region business agency, and is also used in research and as indicatiors in the work on Eyjafordur Growth Agreement. 

· “Christmas date”  Information meeting for students staying in Akureyri during the Christmas holiday ( an idea from Steinkjer).

· Seminars on service  for the personnel of the municipality. 

· (A good report from the project group on ITC – not carried out yet)

· Linked: Participation in the Northern Forum association – Youth Eco Forum 2005 took place in Akureyri. 

· Research and participation in opinion polls.

Akureyri -Results:
· The project and activities have contributed to and strengthened the good image of Akueyri.  The knowledge and support of the “trade mark” and what it stands for have been growing. 

· The project has also contributed to the understanding that work on marketing is necessary for municipalities and this has to be supported and consistent with the views and feelings of inhabitants and businesses.  It has also contributed to understanding that working on good image and marketing has to be a constant process but not only some “campaign”.

      Sortland:  “The Blue City – Blue houses is not enough!”

     Sortland started up with a very spectacular Trade Mark “The Blue City”. As an event to the millennium    

      celebrations a group of people, together with a local artist, painted a number of houses blue. This created     

      a lot of national and also international attention and the name The Blue City was “born”. The challenge for 

      Sortland was then how to fill the brand and with what? 

     The Brandr project had not been fully implemented  within the municipality organisation or among the 

     citizen when the project manager left (for another job). This caused a delay for Sortland as they had to 

      restart the branding process. But in the long run it was probably a good thing to make sure there was a 

     broad ownership to the Trade Mark.

Sortland - Activities:

     City development

· Painting blue - with focus architecture and aesthetics 

· Quality working with the house owners for blue painting (written contracts between the municipality and house owners)

· Kick-off seminar and start-up street planning

· The city development project with focus universal frames, city environment, architecture and aesthetics - will continue with Husbanken and Miljøverndepartementet and Nordland Fylke 

· Report for realising important culture arenas and meeting places in the city

· Co-operation/partnership with business life and companies 

     Branding the blue city

· Developed a new graphic profile and logo for “The Blue City”. Co-operation with business live and culture to implement how to use the logo and graphic profile in all communication from the blue city.

· Branding activities (among other things brochure of the blue city, pin for the blue city, t-skirts etc.)

· “Skrift på blå bunn” - lyrical poetry on the blue houses in the city. A project with youth from the region and the famous Norwegian author Lars C. Christensen.

· “Skrift på blå bunn” – publish a brochure and a CD from this project. Finished September 2006.

· Video/DVD (16 min) about the blue city and the branding process

· Video/DVD (2 min) for branding the blue city

· Photo competition with amateurs - theme blue city 

· Brandr have contributed into concrete terms how  we can fill the brand - the blue city 

   Identity building

· Hired a “producer” in the city in co-operation with business live and culture life

· Hired street musician for making nice city environment

· Web-side to brand the culture activities in the blue city (Sept 2006)

    Sortland - Results:

· Established a co-operation between business life and cultural life for branding The Blue City

· A better understanding and knowledge about The Blue City as a Trade Mark

· Blue houses are is not enough – building a strong identity and filing the brand is just as important 

· We have established a “blue-city-profile”

· We have developed a platform for a future oriented and focused Trade Mark for The Blue City

· The branding process is supported by participation and involvement  

· A city development project has started to develop the city centre  

· The working process within the municipality organisation is decided – both among politicians and administrators 
   “Steinkjer  - From Trade Mark to branding; From top down to bottom up”:
    Steinkjer started up with the Trade Mark “IT-City Steinkjer ®”, “produced” by the Steinkjer Næringsselskap   

    AS, as a part of the “Omstillingsprogram for Steinkjer”. Focus was marketing a new business life. This also 

    turned out to be very successful regarding the business life, but it was created through a typical “Top down” 

    process.  

   However, after experienced some of the key elements of Branding during the BRANDR project, Steinkjer    

   decided to start the branding process from the beginning by sending out a questionnaire to 2000 citizens,  

   having public meetings and discussions in many different forums to involve both the municipality  

   organisation, business life, young people, research etc. 

    The new brand and the key words turned out to be “Steinkjer – open, light and glad” which is supported both 

    within the municipality organisation, the political board, business and most of the citizens. 

    The advice from Steinkjer is therefore: “Start your branding process from bottom up to the top!”      

Steinkjer – Activities: 

· Questionnaire to 2000 inhabitants.  Report from Nord-Trøndelagforskning

· 2 Fantasy-meetings in order to get more inputs

· 3 Working-seminars with the Reference group

· 2 seminars with young people / students

· Tenders from local and regional advertising firms in outlining the final brand and logo

      Steinkjer – Result : The Steinkjer model
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Transnationality 

  The project involves three countries; Sweden being the only member of EU. The overall objective for   

   the Interreg program is to prevent national borders from constituting barriers, support and encourage 

   co-operation between countries both within and outside EU. Municipalities in the Northern Periphery 

   have in many ways the same situation and problems so by working together all partners have gained    

   knowledge and local experiences of the branding process. 

  The co-operation between the four partners and three countries have definitely been a learning process apart 

  from a branding process. By following the other partners local branding processes and compare it with our 

  own we have expanded our view on branding and been able to learn from each other. The milestone  

  meetings  were also very important as it was an opportunity for the local project managers to share 

  experiences; problems and ideas. Research and other experts also added knowledge. The milestone  

  meetings, as well as the progress reports, ensured that all partners were working accordingly towards the 

  main objectives. 
  Benchmarking - Was there any bench-marking?

  Definitely, but as all four were in different phases, there was no replication, but for the questionnaires, and 

  some events. But there was constant backing up, communication and support for problem solving. The  

  sharing of experiences between the partners contributed to a better learning how cultural differences affect 

  branding. Similar problems, different solutions among the partners. 

  None of the municipalities would have reached all these results without the project and the possibility   

  to check their own progress regularly during meetings and reporting to EU. 

   Will the four partners co-operate in the future? I think all partners need to have a break, a rest from project   

   planning, reporting etc. But hopefully it has inspired the municipalities to be aware of the benefits, not only 

   financially, but sharing of experience and knowledge. We sure know how to run an Interreg project and for all   

   of us we would be much better prepared if applying for a new one, after having a 3-4 year learning 

   experience. 
Dissemination and Transfer of Experience

A requirement for a branding project is the implementation of a focused vision with a broad ownership. 

Initially within the municipality organisation, but then also among the municipality inhabitants and companies. The best ambassadors for the Trade Mark is always the people, the citizens, in the community. 

The Brandr project have by using a “Triple Helix” model involved public, business life and research. By doing so we have ensured a broad platform of experiences and knowledge.   

The project and the results have regularly been reported to newspapers, magazines, other media as radio and TV, by web sites, and finally at the open conference “Branding a Community” June 13-14, 2006 in the municipality of Sollefteå, Sweden.          

www.brandr.net  will be up and running for another year. 

Conclusions

     We can clearly see that the local branding processes have been very different in the municipalities. When   

     we started the project we had in mind that all four municipalities would go the same path towards the goals 

     that we set up. But now we realize that this is not the situation. The four municipalities have been going 

     down very different paths and some have even “gone back” as we all realized the importance of finding the 

     identity first before starting the external branding process. 

     However the internal process will have to continue and is never “finished” as it is a living process, and 

     has to go side by side with the external processes and co-operation and activities that strengthen the     

     brand. 
The BRANDR Project group





From the left: Marcus Olsson (Sollefteå), Ragnar Hólm Ragnarsson (Akureyri), Ehrling Bergh (Steinkjer), Sigríður Stefánsdóttir (Akureyri), Kerstin Brandelius-Johansson (Sollefteå), Örnulf Nielsen (Sortland) Johan Mörkved (Steinkjer)   
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