City Branding: The case of Stockholm (Sweden)
People in Scandinavia, a region within the Hansa League (13th century to nearly 17th century), have a long tradition of collaboration and solidarity.
Based on this mentality, people of Stockholm and Uppsala region (32 municipalities, representing 25% of the total Swedish population) begun to discuss the branding of Stockholm, as early as of 1995.
Here follows a brief timeline of this effort up to 2002:
· 1997: Business Arena Stockholm (B.A.S.) – a joint platform for the regional promotion, focusing on 4 target markets (clusters): ICT, life sciences, environmental technologies, banking & finance.
· 1998: Stockholm Visitors Board (S.V.B.) – an agency for coordination between tour operators, hotels, and the municipality of Stockholm, around conference tourism
· 1999: Christer Asplund, a place marketing and branding specialist, accepts the responsibility and becomes managing director of both B.A.S. and S.N.K. (Stockholm Economic Development Agency – a free service municipal platform through which anyone starting a business can find help).
· 2000: An award of excellence from E.U. leads to the use of the “Region of excellence” brand, as an umbrella for the clusters.
· 2002: A new mCity brand is developed, supported by private companies and focusing on innovative mobile applications, mainly as a reaction to problems encountered in the ICT sector.
This same year, a new international marketing plan is launched, both for tourism and business, using the “Inspired in Stockholm” slogan.

By 2003, the budget for B.A.S. and S.N.K. has grown to 9 m. euros, and the personnel to 50.
One could comment that, during this period, the detailed and regular strategic analysis provided a strong basis for the effort. This enabled, among other things, quick reactions to market changes, as manifested in the immediate launching of the mCity brand.
Nevertheless the use of rather generic and/or multiple brands, in different levels, proved more or less confusing and blurred the outcome.
At this point in time, a turning point in the management of Stockholm region marketing came with Asplund’s resignation, due to changes in the political scene.
The official Stockholm’s brand, as it stands today, is the result of a project undertaken by Julian Stubbs from 2003 onwards.
The goal has been inevitably set to achieve an increase in business (inward investment) and tourism. The new, global competition landscape posed the main challenge. And, this time, the lack of focus and consistency of past branding efforts was clearly to be avoided.
The essence of the new brand-in-the-making was, as Stubbs puts it, that “Stockholm is the most important place in Scandinavia for tourism and for business”, and, in order to convey the idea, that “if Scandinavia was a country then Stockholm would be its capital”.
– “Stockholm, the Capital of Scandinavia”: a “bold, simple and just a little provocative” statement …
http://www.slideshare.net/SmartCitiesTeam/city-branding-the-case-of-stockholm-sweden?ref=https://athenscocreation.wordpress.com/2013/05/24/city-branding-the-case-of-stockholm-sweden/
The whole thing was properly organised to help keep consistency of the verbal and visual identity, with guidance material for all those involved: a “Brand book”, as well as other specific purpose manuals, with detailed information on how to use logo, text segments etc. in printed material, ads, and for presence on the Internet.
The crucial factor for the implementation of the new branding strategy has been the strong support of the vast majority of stakeholders. Since 2006, the Stockholm Business Alliance, consisting today of 51 municipalities in the Stockholm-Mälardalen region (today 51), a partnership with the aim among other things to attract inbound investments to the region, has undertaken a joint responsibility for branding, and receiving business organisations to the region. Furthermore, over 430 organisations around the Stockholm region are using today the “Capital of Scandinavia” brand.
Inevitably, there has been some controversy on the new brand, touching on the one hand the questionable ownership of this identity by the people of the region, and on the other hand its reception in the rest of Scandinavian countries …
Hint: it has just been announced that Oslo hires Stubbs to brand the Norwegian capital …
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