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I. Status quo 
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Food industry in the Femern belt region 

•  more than 450 food industry-related companies and research institutions 

•  specialized suppliers, food-processing companies, specialized universities 
and pool of specialized labour as representatives of the whole value 
creation chain for the production of qualitative food products 

•  food industry employment share of 12,6 % (2009) 

•  the region’s strengths: agriculture, sweets, bread & cereals, meat, fish, 
fruits & vegetables 

•  the German and the Danish part of the Femern belt region complement 
each other 
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The BELTFOOD Region brand 

•  BELTFOOD is a Danish-German Network that interlinks the food industry in 
the Femern Belt region from the Hanseatic City of Lübeck, up to the region 
Ostholstein in Germany and Sjælland in Denmark (called the „BELTFOOD 
Region“). 

•  BELTFOOD connects the food industry in the Femern Belt region across the 
border. As an interregional connection, it 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. 

 
source: BELTFOOD 



Comprehensive input is needed 
before starting a design process 
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II. Input 
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Input: BELTFOOD Region brand positioning 

In 2012, the market research agency INNOFACT implemented an online survey 
that examines the image and identity of the Femern Belt region as business 
location and especially as location of food production. 

Findings: 
 
•  Consumers in Denmark and in Germany desire food that is healthy, that is 

made from natural ingredients. Trustworthiness of consumers is a feature 
that today’s consumer expects. It is important that food is new and 
innovative; at the same time food that is produced traditionally is also 
valued. 

 
 
 

source: BELTFOOD 
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Input: BELTFOOD Region brand positioning 

Findings: 
 
•  Food from the Femern Belt region is known for its high quality, for regional 

specialties. This high quality food promises indulgence. It is made by 
trustworthy producers with natural raw material. 

•  The survey illustrates an average image of the Femern Belt region as 
business location. 

•  More than 60% of the respondents would acknowledge the Femern Belt 
region as a region of food industry. 

 
 

source: BELTFOOD 
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Input: SWOT 

Based on the key findings,  
a matrix of strengths, weaks,  
opportunities and threads of  
the BELTFOOD Region  
was created: 

source: BELTFOOD 
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Input: brand key values 

Based on the survey findings and the SWOT, following key values of the 
BELTFOOD Region were detected: 
 
 
•  Spirit of cooperation  

•  Sincere reliability  

•  Original know-how and innovation  

•  Close to nature  
 

source: BELTFOOD 
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Input: brand key values 

Spirit of cooperation: 
 
•  In the ”BELTFOOD Region” we believe in the importance of strong 

relationships and cooperation. The Femern Belt 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 neighbour countries.  

 
 

source: BELTFOOD 
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Input: brand key values 

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.  

 
 

source: BELTFOOD 
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Input: brand key values 

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.  

 
 

source: BELTFOOD 
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Input: brand key values 

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. 

 
 

source: BELTFOOD 
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Input: target groups 

BELTFOOD Region addresses following target groups: 
 
•  decision makers in the food processing industry in the region and beyond 
 
•  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. 

source: BELTFOOD 
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Input: “BELTFOOD Region” brand key 

Based on the brand key values and target groups, the „BELTFOOD Region“ 
brand key (brand model) was developed: 

source: BELTFOOD 
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Input: brand positioning statement 

A brand positioning statement was 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. 

source: BELTFOOD 



The BELTFOOD Region brand - 
let‘s make it tangible! 
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III. Design process 
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The BELTFOOD Region brand book 

Challenge: 
 
 
•  to create an expressive visual that gives a comprehensive BELTFOOD Region 

brand overview and communicates the brand key values 

    AND 

•  to produce an emotional visual that transports the brand identity and 
creates a unique world of BELTFOOD Region brand design 
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Base: the BELTFOOD logo 

The colour, architecture and form of the established BELTFOOD logo is the base  
of the brand visual creation: 
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Main background 

The colour of the centered blue-green element is the base of the brand book‘s  
main background: 
 
 
 
 
 
 
 
 
 
 
 
The main background‘s gradient is inspired by the colours and shades  
of the Baltic sea. 
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Form 

Based on the BELTFOOD logo icon, the oval form is an important part of 
building the brand book‘s architecture and integrating photos: 
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Typography 

The „ITC Avant Garde Bold“ typeface is used in headlines and stands for the  
strength and straightforwardness of the BELTFOOD Region‘s people: 
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Colour system 

Based on the main background‘s colour and gradient, a colour system was 
created in order to give each key value its own colour: 

BELTFOOD brand main colour 

close to nature 

spirit of cooperation 

original know-how and innovation 

sincere reliability 



© kleinundpläcking 28 BELTFOOD 

BELTFOOD Brand key 

Based on the colour system and oval logo icon form, the BELTFOOD brand key  
(brand model) has been re-designed: 
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IV. BELTFOOD brand book 
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Cover & pages 2-3 (intro) 
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Pages 4-5 & 6-7 
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Pages 8-9 & 10-11 
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Pages 8-9 & 10-11 
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Page 12 (contact) 
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