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Background  

BELTFOOD: the Danish - German Food 
Industry network  

Á INTERREG IV A project (2010 ï 2013)  

Á Initiated by Lübeck  Business Development Corp. &     

  Grønt  Center  

Á BELTFOOD: the Danish -German Bridge for the food  

  industry  

 
 

 

 

 

http://www.foedevareplatform.dk/


Objectives of the project  

 
 

 

 

 

Prosperity  and  Growth in the  BELTFOOD Region  

 

 

 

 

 

 

 

 

Attract  new  businesses  to  the  region  Support Food industry  in the  region  

Attract  talents  
 

Access to  new  
markets  

Know - how 
transfer  

BELTFOOD Capacity  Development  



 Focus: Business opportunities Denmark - Germany, Export Know-How, interregional cooperation 

 

QUALIFICATION ï INFORMATION ï EXHIBITIONS ï FACT FINDING TOURS 

 

 

 

 

  

 

 

 

Some  BELTFOOD activities  so far  
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Place Branding  



BELTFOOD approach  to  Place Branding  

July  2012 :   
Survey  on  Image  & 
Identity  of  the  Fehmarn -
belt  Region  with  focus  
on food   

August  2012 :   
BELTFOOD Place Brand  
Strategy  

December  2012 :   
BELTFOOD Place Brand  
Book  



 
ÂStep 1: Definition of clear objectives  

üCluster management objectives (development of a strong place 
profile as location for the food industry)  
Ą attract talents + attract new businesses  

 
Â Step 2: Understanding the target audience  

üWhat is the  identity amongst food -processing enterprises and 
food industry stakeholders/ what do they stand for / how do 
they perceive the region from the internal point of view ? 
ü What is the image  of the region amongst food -processing 

companies and food industry stakeholders from the external 
point of view ? 
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Â Step 3: Examination of the BELTFOOD Region environment  

ü Positioning of the Danish and German food clusters  
ü Positioning of the BSR in regards to food Ą baltfood  branding  

 
Â Step 4: Development of a BELTFOOD Region positioning   
   based on:  

ü The environmentôs positioning 
ü Image and Identity  
ü Target group key insights  

 

The BELTFOOD approach to Place Branding  

August  2012 :   
BELTFOOD Place Brand  Strategy  



 
 
Â Step 5: Conceptualization of a Place Brand: ñThe   
   BELTFOOD Regionò 

ü Formulation/ conceptualization of a BELTFOOD Region    
   Place Brand based on all earlier steps  
 
 
 
 
 
 
 
 
 
 
 

Â Next step: Pilot Implementation é.. 
 

The BELTFOOD approach to Place Branding  

December  2012 :   
BELTFOOD Place Brand  Book  



 
Mange tak for din 
opmærksomhed!  

 
Vielen Dank für 

Ihre 
Aufmerksamkeit  

 
 
 

 

 

 


