
 

Ʒpage 1 
 

   Branding Strategy for the 
Alpine Region 

 

Analysis and 
Recommendations 

Routes 4U | 18 



 

Ʒpage 2 
 

 
 
 
 
 
 

 

ROUTES4U 

 

Branding Strategy for the Alpine Region 

Analysis and Recommendations 
 
 
 

Routes 4U | 18 

 

  



 

Ʒpage 3 
 

 
 
 

 

 

 

 

 

 

 

 

 

  

The opinions expressed in this work are the 

responsibility of the authors and do not 

necessarily reflect the official policy of the 

Council of Europe and European Union 

The present study has been developed in the 

framework of Routes4U, the joint programme 

between the Council of Europe and the 

European Commission (DG REGIO). Routes4U 

aims to foster regional development through 

the Cultural Routes of the Council of Europe 

programme in the four EU macro-regions: the 

Adriatic and Ionian, Alpine, Baltic Sea and 

Danube Regions. A special thank you goes to the 

author Ecaterina Camelia Pocris, and to the 

numerous partners and stakeholders who 

supported the study. The opinions expressed in 

this work are the responsibility of the author 

and do not necessarily reflect the official policy 

of the Council of Europe. 

Cover Pictures: Pixabay  

 

 



 

Ʒpage 4 
 

 

CONTENTS 
 

PREFACE 6 

INTRODUCTION 8 

EXECUTIVE SUMMARY 14 

1. INTRODUCTION 22 

1.1. BACKGROUND AND OVERVIEW OF THE ALPINE REGION 22 

1.2. THE CULTURAL ROUTES OF THE COUNCIL OF EUROPE 23 

1.3. AIMS AND OBJECTIVES OF THE STUDY 26 

PART 1 - BRAND AUDIT OF THE ALPINE REGION 28 

1. OVERVIEW OF THE BRAND AUDIT PHASE 29 

1.1. METHODOLOGY OF THE ALP BRAND AUDIT 30 

2. SURVEY RESULTS 34 

2.1. CULTURAL ROUTES QUESTIONNAIRE 34 

2.2. CULTURE AND TOURISM STAKEHOLDERSΩ QUESTIONNAIRE 53 

2.3. ALP VISITORSΩ QUESTIONNAIRE 65 

PART 2 - BRAND STRATEGY DEVELOPMENT OF THE ALPINE REGION 78 

1. INTRODUCTION 79 

2. ANALYSIS OF THE CURRENT ALP BRAND 79 

2.1. ALP BRAND CREATION AND IMPLEMENTATION 79 

2.2. BRANDING OBJECTIVES 80 

2.3. CURRENT PERCEPTION OF THE ALP BRAND 84 

2.4. CURRENT PERCEPTION OF THE ALP CULTURAL ROUTES BRAND 86 

2.5. EXISTING ALP CULTURAL ROUTES BRAND POSITIONING AMONGST COMPETITORS 87 

2.6. THE ALP BRAND ς UNDERSTANDING THE DIFFERENCES, STRENGTHS, WEAKNESSES, OPPORTUNITIES AND 

THREATS 89 

2.7. COMMON ELEMENTS FROM SWOT ANALYSES 92 

3. CREATING AN ALP BRAND ς BRAND STRATEGY DEVELOPMENT 93 

3.1. ELEMENTS OF BRANDING 93 

3.2. KEY FACTORS TO BE CONSIDERED IN ALP BRAND DEVELOPMENT 94 

3.3. ALP BRAND STRATEGY DEVELOPMENT ς THE ALP BRAND PYRAMID 95 

3.4. DISCUSSION ON THE PROPOSED BRAND DEVELOPMENT 98 

4. RECOMMENDATIONS FOR INTEGRATING THE BRAND INTO MARKETING ACTIVITIES 99 

5. CONCLUSION 100 



 

Ʒpage 5 
 

PART 3 - BRAND IMPLEMENTATION OF THE ALPINE REGION 101 

1. ALP BRAND HANDBOOK 102 

2. BRAND PERSONALITY GUIDELINES 102 

2.1. ALP BRAND STORY 102 

2.2. ALP BRAND VALUES AND PERSONALITY 103 

2.3. ![tΩS BRAND PROMISE AND VALUE PROPOSITION 103 

3. VISUAL TECHNICAL DESIGN BRIEF GUIDELINES 105 

3.1. LOGO 105 

3.2. ALP SLOGAN 107 

3.4. IMAGES 109 

3.5. TONE OF VOICE 109 

3.6. BRAND GUIDELINES SUMMARY 110 

4. ALP BRAND PRODUCT DEVELOPMENT 110 

4.1. PREREQUISITES FOR PRODUCT DEVELOPMENT 110 

4.2. PRODUCT DEVELOPMENT GUIDELINES FOR THE ALP BRAND 113 

4.2.1 CULTURAL CARD DEVELOPMENT FOR THE ALP BRAND 114 

4.2.2. ALP PRODUCT DEVELOPMENT ς THE VIA FRANCIGENA ROUTE CASE STUDY 115 

5. COMMUNICATION ACTIVITIES AND TOOLS 120 

5.1. PROMOTING THE ALP BRAND ACCORDING TO THE RESEARCH 120 

5.2. CURRENT MARKETING STRATEGY AND ACTIONS OF THE VIA FRANCIGENA 121 

5.3. GENERAL RECOMMENDATIONS FOR COMMUNICATION ACTIVITIES AND TOOLS 122 

5.4. DIGITAL MARKETING ACTIONS AND TOOLS 123 

6. CONCLUSION AND RECOMMENDATIONS 128 

CONCLUSION 131 

BIBLIOGRAPHY 132 

 

  



 

Ʒpage 6 
 

PREFACE 
 

Welcome to the Branding Studies for the Alpine Region, a study 
carried out by Routes4U, a joint programme of the Enlarged 
Partial Agreement on Cultural Routes of the Council of Europe 
(EPA) and ǘƘŜ 9ǳǊƻǇŜŀƴ /ƻƳƳƛǎǎƛƻƴΩǎ 5ƛǊŜŎǘƻǊŀte-General for 
Regional and Urban Policy (DG REGIO). 

¢Ƙƛǎ ǎǘǳŘȅ ǎǇƻǘƭƛƎƘǘǎ ǘƘŜ !ƭǇƛƴŜ wŜƎƛƻƴΩǎ ŘƛǎǘƛƴŎǘ ŀŜǎǘƘŜǘƛŎ 
elements of nature and culture, inviting travellers to experience 

ƛǘǎ ōŜŀǳǘƛŦǳƭ ƭŀƴŘǎŎŀǇŜǎ ŀƴŘ ǘǊŀŘƛǘƛƻƴǎΦ ¢ƘŜ ǊŜǇƻǊǘ ǎƘƻǿǎ ǘƘŜ ǊŜƎƛƻƴΩǎ main strengths of heritage, 
mountains, hospitality and sports, inviting travellers to further explore its diverse culture. 

There are more than a dozen Certified Cultural Routes of the Council of Europe traversing the region 
and many more well under development. The research highlights the opportunities for the Alpine 
Region, as well as openings for co-operation between countries and local authorities that 
can further strengthen this wonderful cultural destination. 

Anyone interested in the process of branding in the Alpine Region is sure to find this study useful. 
The recommendations of this study are published in the Tourism Catalogue of the Cultural Routes 
of the Council of Europe in the EU macro-regions. 

  

 

Stefano Dominioni 

Executive Secretary, Enlarged Partial Agreement on Cultural Routes, Council of Europe 

Director, European Institute of Cultural Routes 
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¢ƘŜ wƻǳǘŜǎп¦ ǇǊƻƧŜŎǘΩǎ ŜǎǎŜƴŎŜ ƭŀȅǎ ƛƴ ƛts capacity to make the link between 

the EU Strategy for the Alpine Region and its cultural identity throughout the 

Cultural routes. Therefore, the following branding strategy will give some hints 

on the cultural identity of the Alpine Region, promoting its unique natural 

beauty but also its diversity of landscape as mountains, plains and valleys.  

I am confident that this study would provide important insight and 

contribution to enhance the cultural capacity of the EU Strategy for the Alpine 

Region by encouraging all of the stakeholders to define the perception of this 

unique natural beauty. The data and information collected on cultural tourism in the macro-region 

countries and the branding strategy will contribute to make the region even more attractive for 

investments and tourism activities. The European Territorial Cooperation plays a significant role in 

enhancing synergies amongst territorial actors in the Alpine Region and it will continue to encourage 

the promotion towards European citizens.  

Marc Lemaître 
Director-General for Regional and Urban Policy 

DG REGIO, European Commission 
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INTRODUCTION 
 

The present study on the development of a branding strategy for the Alpine Region was developed 

within the Routes4U framework. Routes4U is a Joint Programme of the Council of Europe 

(Directorate General of Democracy ς EPA on Cultural Routes) and the European Union (European 

Commission ς DG REGIO) that aims to foster regional development in the four EU macro-regions 

through the Cultural Routes. This mission is in line with the objectives of the EU macro-regional 

strategies in the Adriatic and Ionian, the Alpine, the Baltic Sea and the Danube regions (EUSAIR, 

EUSALP, EUSBSR and EUSDR, respectively). The macro-regional strategies can contribute to the work 

of the Cultural Routes, and vice versa, as both tackle common issues, make use of shared 

opportunities and develop activities at a transnational level. 

Cultural Routes act as a driver of economic development, social cohesion and transnational co-

operation in line with the objectives of the four EU macro-regional strategies (EUSAIR, EUSALP, 

EUSBSR and EUSDR1). This is why three objectives of Routes4U have been identified:  

Ʒ Fostering cultural co-operation; 

Ʒstrengthening social cohesion; 

Ʒcontributing to regional development.  

 

One of the main fields of action is the development of new Cultural Routes and the extension of 

certified Cultural Routes in the Adriatic and Ionian, the Alpine, the Baltic Sea and the Danube regions. 

Several priority themes were identified, such as the development of a Cultural Route on the theme 

of the Iron Age in the Danube, the theme of Alvar Aalto in the Baltic Sea, the theme of Via Claudia 

Augusta in the Alpine Region and the extension of the Routes of the Olive Tree in the Adriatic and 

Ionian Region. Routes4U also provides support to certified Cultural Routes to strengthen their 

presence in the Adriatic and Ionian, the Alpine, the Baltic Sea and the Danube regions. 

It is in this context that the present set of studies on creating a branding and marketing strategy in 

the four macro-regions through Council of Europe Cultural Routes have been developed. Their 

purpose is to analyse the current image of Cultural Routes, while identifying needs, gaps and 

challenges, as well as formulating recommendations for the creation of a Cultural Routes brand in 

the macro-regions. This work can be seen in line with other actions that complement these studies, 

such as the awarding of mini-grants to ensure the production of tourism products and services, the 

 
1 EUSAIR ς EU Strategy for the Adriatic and Ionian Region, EUSALP ς EU Strategy for the Alpine Region, EUSBSR ς EU Strategy for the 
Baltic Sea Region, EUSDR ς EU Strategy for the Danube Region 
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development of a tourism catalogue, the launch of a Cultural Routes Card, the creation of a trip-

planner and the finalisation of an e-learning course including five modules with an extensive pool of 

data and information on Cultural Routes and macro-regional strategies. 

 

Cultural Routes  

 

The first Cultural Route of the Council of Europe was the Santiago 

de Compostela Route. Cultural Routes embody the core values of the Council of Europe, democracy 

and human rights as prerequisites for cultural diversity, intercultural dialogue and mutual respect: 

άǘƻ ǘǊŀǾŜƭ ŀƭƻƴƎ ǘƘŜǎŜ ǊƻǳǘŜǎ ƛƴ ƻǊŘŜǊ ǘƻ ōǳƛƭŘ ŀ ǎƻŎiety founded on tolerance, respect for others, 

freedom and solidariǘȅέΦ2 By definition, a Cultural Route is 

άa cultural, educational heritage and tourism co-operation project aiming at the development 

and promotion of an itinerary or a series of itineraries based on a historic route, a cultural 

concept, figure or phenomenon with a transnational importance and significance for the 

understanding and respect of common European values.3  

  

For Cultural Routes, the following main fields of actions are implemented at local, national and 

international level: 

1.           Co-operation in research and development: projects must play a unifying role around major 

European themes, showing how these themes are representative of European shared values. 

2.           Enhancement of memory, history and European heritage: projects must enhance tangible 

and intangible heritage, especially in remote areas, and explain their historical significance 

throughout Europe. 

3.           Cultural and educational exchanges for young Europeans:  projects must organise activities 

with young people in order to promote the concept of European citizenship. 

4.           Contemporary cultural and artistic practice: projects must encourage activities and artistic 

practice which explore the links between their European theme and contemporary culture. 

5.           Cultural tourism and sustainable cultural development: project must promote dialogue 

between urban and rural cultures, developed and disadvantaged regions, and between majority and 

 
2 Council of Europe (1987), Santiago de Compostela Declaration. 
3 Council of Europe, Resolution CM/Res(2013)66 confirming the establishment of the Enlarged Partial Agreement on Cultural Routes 
(EPA). 
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minority. They must seek partnerships with tourism organisations to draw attention on their 

European heritage and be part of the sustainable territorial development. 

EU Strategy for the Alpine Region (EUSALP) 

In December 2013, the Council of the European Union invited the European Commission to 

elaborate an EU Strategy for the Alpine Region (EUSALP). The Commission, in co-operation with 

member states, prepared this strategy, taking into account the experience from the previous EU 

Strategy for the Baltic Sea Region (EUSBSR), EU Strategy for the Danube Region (EUSDR) and EU 

Strategy for the Adriatic and Ionian Region (EUSAIR). The EU Strategy for the Alpine Region was 

launched in the form of a communication and an Action Plan as a result of an extensive online public 

consultation conducted between July and October 2014, as well as the closing conclusions of the 

high-level Stakeholder Conference on the EU Strategy for the Alpine Region in Milan on 1 and 2 

December 2014.4On 27 November 2015, the Council of the European Union endorsed the EU 

Strategy for the Alpine Region. It is thus the άȅƻǳƴƎŜǎǘέ ƳŀŎǊƻ-regional strategy of the European 

Union. As it is still in its initial phase, the implementation has to be further developed with regards 

to thematic topics. The strategy aims at the economic and social prosperity of the Alpine Region 

through an intensified co-operation on key opportunities and challenges.  

The focus lies on complementarity of actions and structures rather than duplication of existing 

actions and structures. Areas that require transnational cooperation are identified in relation to 

economic globalisation, demographic trends, climate change or energy challenges, and due 

consideration is given to their specific geographical position as a transit region. Within the 

framework of EUSALP, three interdependent objectives have been identified that contain nine 

concrete actions. Objective 1 ς Fair access to job opportunities, building on the high 

competitiveness of the region  

¶ Action 1: to develop an effective research and innovation ecosystem;  

¶ Action 2: to increase the economic potential of strategic sectors;  

¶ Action 3: to improve the adequacy of the labour market, education and training in these 

strategic sectors.  

Objective 2 ς Sustainable internal and external accessibility for all  

¶ Action 4: to promote intermodality and interoperability in freight and passenger transport;  

¶ Acton 5: to connect people electronically and promote accessibility to public services.  

Objective 3 ς A more inclusive environmental framework for all and renewable and reliable energy 

solutions for the future  

¶ Action 6: to preserve and valorise natural resources, including water and cultural resources;  

 
4 European Commission (2014), EUSALP Public consultation ς Governance, available at 
https://ec.europa.eu/regional_policy/ sources/conferences/alpine_region/doc/public_consultation_ governance.pdf, 
accessed 29 July 2019 
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¶ Action 7: to develop ecological connectivity in the EUSALP territory;  

¶ Action 8: to improve risk management and to better manage climate change including major 

natural risk prevention;  

¶ Action 9: to make the territory a model region for energy efficiency and renewable energy 

The concept of place branding  

In the context of growing competition between destinations, it is crucial now for destination 

managers to understand how to distinguish a place among others and increase benefits for 

communities and territories. In this sense, the creation and dissemination of an attractive image of 

destination, branding, among different interested groups, from investors to qualified specialists and 

tourists, is becoming a powerful tool for regional development. 

Although place branding seems closely related to product branding, place branding is not only 

commercial-oriented. Back in 1969, researchers Philip Kotler and Sidney J. Levy emphasized the need 

of an application of marketing mechanisms to non-business sectors.5 In this sense place branding 

should be aimed at implementing long-term development strategies and contribute not only to the 

economic, but also social well-being of ŎƻƳƳǳƴƛǘƛŜǎΦ ¢ƘŜ ōǊŀƴŘΩǎ Ǝƻŀƭ ƛǎ ƴƻǘ ƻƴƭȅ ǘƻ ƎƛǾŜ ŀƴ ƛƳǇŜǘǳǎ 

to the economic development of the city, but also to address existing social problems and build a 

άƘŀǊƳƻƴƛƻǳǎ Ŏƛǘȅέ ŦƻǊ ŜǾŜǊȅƻƴŜ ǿƘƻ ƛǎ ǎƻƳŜƘƻǿ ƛƴǾƻƭǾŜŘ ƛƴ ƭŀƴŘ ǳǎŜ ŀƴŘ ƳŀƴŀƎŜƳŜƴǘΦ6 

Place branding is a complex and multifaceted phenomenon that involves many actors with a variety 

of interests. Place branding should not be associŀǘŜŘ ƻƴƭȅ ǿƛǘƘ ŀ Ǿƛǎǳŀƭ ŜƳōƻŘƛƳŜƴǘ ƻŦ ǇǊƻŘǳŎǘǎΩ ƻǊ 

ǎŜǊǾƛŎŜǎΩ ŦŜŀǘǳǊŜǎΣ ŀƭǘƘƻǳƎƘ Ǿƛǎǳŀƭ ƛŘŜƴǘƛǘȅ Ǉƭŀȅǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ǊƻƭŜ ƛƴ branding. Visual elements of a 

ōǊŀƴŘ ǿƛǘƘ ǘƘŜƛǊ ǎǇŜŎƛŦƛŎ ǎƛƎƴƛŦƛŎŀƴŎŜ ƛƴŘŜŜŘ Ŏŀƴ ǊŜŦƭŜŎǘ ōǊŀƴŘΩǎ ǾŀƭǳŜǎ ŀƴŘ ŎƻƴǾŜȅ ŀ ƳŜǎǎŀƎŜ ǘƻ ŀƴ 

audience, thereby increasing the visibility and recognition of the territory. However, it is only part of 

the process of branding.7 

άwŀǘƘŜǊ ǘƘŀƴ ŀŘǾŜǊǘƛǎƛƴƎ ǇŜǊ ǎŜΣ ǇƭŀŎŜ ǇǊƻƳƻǘƛƻƴ Ƙŀǎ ǎƻǳƎƘǘ ǘƻ ǊŜōǳƛƭŘ ŀƴŘ ǊŜ-construct the image 

of the city, allied to which has been a strategy of targeting specific types of activity which both reflect 

ŀƴŘ ōƻƭǎǘŜǊ ǘƘŜ ƛƳŀƎŜΦέ8 

Although there is no generally accepted definition of brand and branding, many researchers have 

attempted to contribute to the discussion about concepts. In particular, one of the pioneers in 

ōǊŀƴŘƛƴƎ ǊŜǎŜŀǊŎƘ {ƛƳƻƴ !ƴƘƻƭǘ ŎƭŀƛƳǎ ǘƘŀǘ άōǊŀƴŘ ƛƳŀƎŜ ƛǎ ǘƘŜ ǎŜǘ ƻŦ ōŜƭƛŜŦǎ ƻǊ associations relating 

ǘƻ ǘƘŀǘ ƴŀƳŜ ƻǊ ǎƛƎƴ ƛƴ ǘƘŜ ƳƛƴŘ ƻŦ ǘƘŜ ŎƻƴǎǳƳŜǊέΣ ǿƘƛƭŜ ŀ ōǊŀƴŘ άƛǎ ōŜƛƴƎ ǿƛǘƘƛƴ ǘƘŜ ŘƻƳŀƛƴ ƻŦ ǘƘŜ 

product anŘ ŎƻƴǎŜǉǳŜƴǘƭȅ ǳƴŘŜǊ ǘƘŜ ŎƻƴǘǊƻƭ ƻŦ ǘƘŜ ǇǊƻŘǳŎŜǊέΦ9 He makes a distinction between 

these two concepts, trying to emphasise the dual nature of branding. On the one hand, the branding 

 
5 Kotler P. and Levy S. J. (1969), Broadening the concept of marketing, Journal of Marketing, Vol. 33, No. 1, pp. 10-15. 
6 Paddison P. (1993), City marketing, image reconstruction and urban regeneration, Urban Studies, Vol. 30, No. 2, p. 340. 
7 Anholt S. (2010), Definitions of place branding ς Working towards a resolution, Place Branding and Public Diplomacy, Vol. 6, pp. 1-
10, available at https://link.springer.com/article/10.1057/pb.2010.3, accessed 21 April 2020. 
8 Paddison P. (1993), City marketing, image reconstruction and urban regeneration, Urban Studies, Vol. 30, No. 2, p. 340. 
9 Anholt S. (2010), Definitions of place branding ς Working towards a resolution, Place Branding and Public Diplomacy, Vol. 6, pp. 1-
10, available at https://link.springer.com/article/10.1057/pb.2010.3, accessed 21 April 2020. 
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process starts with self-identification and the articulation of the identity of the place. Branding 

should thus reflect a set of values that are relevant to local stakeholders and respond to their needs, 

expectations and concerns. On the other hand, brand image reflects the perception of a destination 

by target audiences. However, unlike the articulation of a brand, this takes place in a different 

external dimension. 

The aim of place branding is thus to achieve a desired brand image thought defining brand identity. 

And if there is a gap between identity of the place and its image, branding will not achieve expected 

goals. In order to set up a link between brand image and identity, brand positioning is necessary. 

Brand positioning covers 4P aspects (price, product, promotion and place), which are also called 

marketing mix and which relate to activities and initiatives that companies (or destinations) 

ƛƳǇƭŜƳŜƴǘ ƛƴ ƻǊŘŜǊ ǘƻ άŘŜǘŜǊƳƛƴŜ ǘƘŜƛǊ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ƳƛƴŘέΦ10 

 

It is important that advertising does not prevail in brand positioning. Real changes and improvements 

in products and services are needed. Regarding place branding, it can be infrastructural projects, for 

example, the creation of green spaces and bicycle lanes in areas that promote themselves as eco-

destinations, or events organisation in those places that want to be recognised as festival 

destinations. Without positioning activities that support a brand message a brand will be not 

convincing. Moreover, the gap between the promoted image of the territory and reality may cause 

a negative experience for both visitors and residents themselves. The undermining of trust between 

stakeholders is one of the main reasons for the failure of brand strategies. 

It is also important to understand that place brand is dynamic and cannot be created once and for 

all. Numerous place identities expressed in the brand go through constant rethinking and 

reinterpretation. Place is a product of co-existence and co-operation of many communities. Each 

group has its practices related to land-ǳǎŜ ŀƴŘ ŀ Ǿƛǎƛƻƴ ƻŦ ǘŜǊǊƛǘƻǊȅΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘ ŀƴd future and 

these interactions cannot be neglected. Since branding is a process of the narrative creation, all ideas 

about the place should be reflected in a brand; otherwise a brand will not represent all the 

characteristics of the place and due to that will likely to fail. Consistency between the reality and a 

brand message is crucial for the whole branding process. 

 

Involvement of stakeholders in the branding process plays a significant role. To build a successful 

branding strategy, stakeholders should work together to provide mechanisms for inclusive 

discussion about the sense of the space. Maheshwari V., Lodorfos G. and Vandewalle I. (2014) agree 

ǘƘŀǘ ŘƛŦŦŜǊŜƴǘ ǎǘŀƪŜƘƻƭŘŜǊǎ Ƴŀȅ ƘŀǾŜ ŎƻƴŦƭƛŎǘƛƴƎ ƛƴǘŜǊŜǎǘǎ ǘƘŀǘ άƘŀǾŜ ǎŜŜƴ ǘƻ ŜǊƻŘŜ ǳƴƛǘȅ ƻŦ ǇǳǊǇƻǎŜ 

 
10 Chaves E. (2017), Identity, positioning, brand image and brand equity comparison: a vision about quality in brand management, 
Independent Journal of Management & Production, Vol. 8, No. 4, p. 1249, 
www.researchgate.net/publication/321441454_Identity_Positioning_Brand_Image_and_Brand_Equity_Comparison, accessed 21 
April 2020. 

https://www.researchgate.net/publication/321441454_Identity_Positioning_Brand_Image_and_Brand_Equity_Comparison
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and decision-ƳŀƪƛƴƎέΣ ǿƘƛŎƘ ŎƻǳƭŘ ƛƳǇŜŘŜ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ŀ ǎǘǊƻƴƎ ōǊŀƴŘΦ11 If a promoted 

image does not reflect the full range of existing place identities, it will not be relevant for some actors 

and will not reach the maximum audience. 

Regarding the Culturaƭ wƻǳǘŜǎ ƻŦ ǘƘŜ /ƻǳƴŎƛƭ ƻŦ 9ǳǊƻǇŜΣ ǘƘŜ /ǳƭǘǳǊŀƭ wƻǳǘŜǎ ŀƛƳ ŀǘ άǊŀƛǎƛƴƎ ŀǿŀǊŜƴŜǎǎ 

of the shared European heritage as a cornerstone of European citizenship, a means of improving the 

ǉǳŀƭƛǘȅ ƻŦ ƭƛŦŜ ŀƴŘ ŀ ǎƻǳǊŎŜ ƻŦ ǎƻŎƛŀƭΣ ŜŎƻƴƻƳƛŎ ŀƴŘ ŎǳƭǘǳǊŀƭ ŘŜǾŜƭƻǇƳŜƴǘά όCM/Res(2013)66).12 

Branding, as noted above, is recognized as a powerful tool for regional development, and in the 

context of the EU macro-regional strategies, the rich tangible and intangible cultural heritage 

represented in particular by the Cultural Routes can serve as a strong basis for the formation of 

unifying macro-regional brands and increase visibility of macro-regions as a single space. 

On the example of the Alpine Region, what ideas can the region put at the core of its branding 

strategy to become relevant to wider audiences all over the world and contribute to the macro-

ǊŜƎƛƻƴŀƭ ǎǘǊŀǘŜƎȅΩǎ ƻōƧŜŎǘƛǾŜǎ ŀƴŘ ƭƻŎŀƭ ŎƻƳƳǳƴƛǘƛes development?  

  

 
11 Maheshwari V., Lodorfos G. and Vandewalle I. (2014), Exploring the role of stakeholders in place branding: a case analysis of the 
ά/ƛǘȅ ƻŦ [ƛǾŜǊǇƻƻƭέΣ International Journal of Business and Globalisation, Vol. 13, No. 1, p. 105, 
www.researchgate.net/publication/264812860_Exploring_the_role_of_stakeholders_in_place_branding_-
_A_case_analysis_of_the_%27City_of_Liverpool%27 
12 Resolution CM/Res(2013)66 confirming the establishment of the Enlarged Partial Agreement on Cultural Routes (EPA). 

https://www.researchgate.net/publication/264812860_Exploring_the_role_of_stakeholders_in_place_branding_-_A_case_analysis_of_the_%27City_of_Liverpool%27
https://www.researchgate.net/publication/264812860_Exploring_the_role_of_stakeholders_in_place_branding_-_A_case_analysis_of_the_%27City_of_Liverpool%27
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EXECUTIVE SUMMARY 

 

Introduction 

The Alpine Region (referred to here as ALP) is the largest preserved natural mountain range in 

Europe, with unique geographical and natural features. The protection of the ecosystem and the 

preservation of natural resources, as well as the tangible and intangible cultural heritage, is an 

important task for all countries of the Alpine Region. This includes mitigation of the negative effects 

of climate change, such as loss of biodiversity and the deterioration of the living conditions of the 

population.  

The region includes seven countries (Austria, France, Germany, Italy, Liechtenstein, Slovenia and 

Switzerland) and two of them are non-EU members ς Switzerland and Liechtenstein. Despite the fact 

that the countries are members of the macro-region, the whole territory in each country is not 

necessarily part of it. The main feature is the connection to the Alps. There are 48 regions in the 

Alpine Region including: 

ƷAustria ς Burgenland, Kärnten, Niederösterreich, Oberösterreich, Salzburg, Steiermark, Tirol, 

Vorarlberg, Wien  

ƷFrance ς Auvergne-Rhône-Alpes, Bourgogne-Franche-Comté, Provence-Alpes-Côte ŘΩ!ȊǳǊ  

ƷGermany ς Baden-Württemberg, Bayern  

ƷItaly ς Friuli Venezia Giulia, Liguria, Lombardia, Piemonte, Provincia Autonoma di Bolzano, 

Provincia Autonoma di Trento, Valle d'Aosta, Veneto  

ƷLiechtenstein  

ƷSlovenia 

ƷSwitzerland ς Aargau, Appenzell Ausserrhoden, Appenzell Innerrhoden, Basel-Landschaft, Basel-

Stadt, Bern, Fribourg, Genève, Glarus, Graubünden/Grisons, Jura, Luzern, Neuchâtel, Nidwalden, 

Obwalden, Schaffhausen, Schwyz, Solothurn, St. Gallen, Thurgau, Ticino, Uri, Valais, Vaud, Zug, 

Zürich.  

The mountain area of the ALP has two main issues: it is characterised by low population density and, 

at the same time, this population is declining and ageing. This results in a loss of economic 

attractiveness and, therefore, development. The region is also characterised by a lack of 

infrastructure that further contributes to the abandonment of these areas, affecting their 

biodiversity conservation and protection of the tangible and intangible heritage. However, the ALP 

contains some of the most dynamic economic areas in the European Union.  
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The macro-region is a popular travel destination and is traditionally recognised for recreational 

tourism. This tourism has a positive impact on economic development, but needs to be sustainably 

managed to avoid negative impacts on the environment. Due to the high diversity of cultural 

resources, cultural tourism represents a potential that can be further used to have a positive impact 

on the creation of new jobs and on economic growth. The Cultural Routes (CRs) of the Council of 

Europe might contribute to this. 

The Cultural Routes are grass-roots networks promoting the principles which underlie all the work 

and values of the Council of Europe: human rights, cultural democracy, cultural diversity, mutual 

understanding and exchanges across boundaries. They are considered as a bridge between cultures 

and promote citizens' awareness of the heritage that unites them as Europeans, regardless of 

geographical distances or cultural differences. They aim to create a link between citizens and 

heritage, demonstrating that the cultural diversity of the different countries of Europe contributes 

to creating a common living culture. Twenty-eight of the 38 Cultural Routes pass through the ALP 

and they have around 400 members.  

The current report is focused on the Cultural Routes of the Alpine Region (ALP) with the aim to 

achieve a deeper understanding of the existing ALP Cultural Routes potential for the macro-region 

and its seven countries, with a focus on transnational products. The study will review the challenges 

that will be faced in the creation of an ALP brand identity and its implementation alongside the 

existing brands and identities that are already present across potential participant countries, and 

look at the solutions and approaches needed for further success. 

Any destination branding process starts by assessing what the macro-ǊŜƎƛƻƴΩǎ assets are and focuses 

on how best to present these to each customer group or market segment. This was done by 

undertaking a destination audit and presenting the main points of the implemented methodology 

for the brand audit studies. It was followed by the creation of an ALP brand strategy, based on the 

results of the audit phase. The third section discusses how the brand should be implemented. It is 

intended that, based on the results of this study, the next stage will be the creation of an ALP brand 

handbook to guide interested parties in the future. 

Brand audit 

Based on the comparison between the key players of the Alpine macro-region (CR members, ALP 

stakeholders and ALP visitors), there are some common elements regarding their perception about 

the ALP brand. 

All the participants of the research were asked to think about the word άALPέ and write down the 

first three words which come to their minds in order of ranking. According to all parties, ALP is 

associated primarily with the mountains, fresh air, sky and, secondly, with nature, culture, history 

and tourism. 

The parties were asked to think that ALP is a person and describe him/her by giving five different 

characteristics that they feel are best suited to describe ALP. Members, stakeholders and visitors 

agreed on ALP being nice, elegant, interesting, cultural, good-looking, sexy, natural, unique and 
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authentic. Moreover, all participants agreed on the top personality traits of ALP as a person, which 

are being natural, authentic and unique. 

According to the results, the top three Cultural Routes that all participants associate with the ALP 

are: 

Ʒthe Via Francigena; 

Ʒthe Via Habsburg; and 

Ʒthe European Route of Jewish Heritage. 

In conclusion, the research has shown clearly that the current perception of the ALP Cultural Routes 

is focused on two main elements: 

Ʒa mixture of lands with both common and diverse cultures, customs and people; 

Ʒconnected by the mountains, fresh air, sky (elements of the nature), sports and culture. 

The results present a clear indication of the perceived characteristics of the ALP Cultural Routes 

amongst the participants of the online survey. They provide a baseline for considering how to 

develop the identity of the ALP brand. From the data collected, both quantitative and qualitative, 

from the respondents, one of the strongest assets of the ALP is the fact that it is a pleasant 

destination, has a rich cultural heritage and is the destination where tourists can take part in sports 

and feel good. 

The results indicate that while the current perception of the ALP Cultural Routes is low there is a 

high interest and willingness to make greater use of the ALP Cultural Routes with appropriate 

support and guidance. 

In order to better understand the ALP brand, a SWOT analysis was carried out separately with the 

three different participants of the research (CRs members, CRs stakeholders and ALP visitors). 

The compilation of strengths, weaknesses, opportunities and threats gathered from the 

questionnaire, focus groups, interviews and national SWOT analyses, indicates that there are distinct 

advantages, but also certain difficulties and limitations, to the ALP brand, based on concern 

regarding the capacity to co-ordinate effective brand implementation. 

In particular, the main strengths of ALP are culture and heritage, mountains, hospitality and sports, 

while the common weaknesses are lack of involvement of managers, authorities and municipalities, 

different cultures, poor infrastructure and communication, high cost of living and lack of 

information. 

The three groups agreed on nature, culture and history, and mountain and health tourism to be the 

opportunities for the Alpine Region, as well as on the lack of co-operation between countries and 

local authorities, instability, poor infrastructure and competition from other destinations to be the 

common threats.  
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Moreover, the top three strengths all participants see as key aspects of developing the ALP as a 

tourism brand are mountain sports, culture and heritage, and coherent marketing actions (co-

ordination). 

In terms of the visibility activities that need to be performed, all participants agree on starting a 

partnership with tour operators and tourist agents and creating a unique visual design (logo, graphic 

design of publications, website information and content). 

Brand strategy development 

There are some key factors or pillars that are common for the creation of a successful brand and 

should be considered in the context of the ALP brand. These are:  

¶ brand values 

¶ uniqueness and differentiation 

¶ attributes 

¶ rational attributes 

¶ emotional benefits 

¶ brand personality. 

The destination brand values represent what the brand stands for. The ALP destination must count 

upon these three brand values that will guide and appear in all marketing and other activities within 

the destination: authentic, natural, unique. 

The brand essence together with the brand values make up the άDNAέ of the ALP brand. Brand 

essence is the answer ǘƻ ǘƘŜ ǉǳŜǎǘƛƻƴΥ ά²Ƙŀǘ ƛǎ ǘƘŜ ŜǎǎŜƴǘƛŀƭ ƴŀǘǳǊŜ ŀƴŘ ŎƘŀǊŀŎǘŜǊ ƻŦ ŀ ŘŜǎǘƛƴŀǘƛƻƴΚέΦ 

In accordance with the three main brand values given above, the following key points can be 

considered the brand essence of the ALP: 

ƷThe Alpine Region is here and now! 

ƷExplore it further! 

ƷExperience the different elements of nature, culture 
and experiential emotions that uniquely connect the 
world. 

 

The Brand Pyramid below (Figure I) visualises the components above. 
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Figure I. The Brand Pyramid of the Alpine Region 

Source: UNWTO/ETC (2009), Handbook on Tourism Destination Branding, p. 45. 

 

Brand implementation 

The results of the survey led to the notion of the four elements of nature combined with culture 

and positive emotions (aesthetic or affective), as most responses about the ALP image were about: 

¶ the four elements of nature (the original elements of the universe and life): earth (beautiful 

landscapes, mountains and attractions/heritage), air (sky), water (lakes) and fire 

(friendliness); 

¶ all combined by culture; and 

¶ positive experiences and emotions. 

The conclusion is: άThe Alpine Region is here and now! Explore it further!έ 

This section discusses how the brand should be implemented. The brand values (Figure II) and the 

brand essence, which are the strategic message of the ALP, should appear in all marketing 

communications. They should be reflected in all imagery and publications that describe the 

destination (for example, in websites, brochures, etc.) and be followed by all ALP stakeholders and 

institutions. 

Most of all, the Cultural Routes should do the following: 

ω they should understand an entire customer journey;  

The Alpine Region is here and now!Explore the Alpine Region 
further! Experience the different elements of nature, culture 
and experiental emotions that uniquely connect the world. 

Authentic , natural, unique

Natural, kind,good-looking, unique, sexy, nice, smart

Affective, pleasant destination, enjoyable to visit, refreshing, 
beautiful, opportunities for sport

Nature, cultural heritage, mountain and health tourism, 
traditions, gastronomy

Mountain, lakes, fresh air, sky, nature, culture, snow
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ω they should intervene at each stage during the entire customer journey; 

ω they should reach diverse audiences. 

 

 

Figure II. The ALP brand values 

 

These brand values and essence points which are the strategic message of the ALP should appear in 

all marketing communications (UNWTO/ETC (2009), Handbook on Tourism Destination Branding). 

They should be reflected in all imagery and tone that describe the destination (for example, in 

websites, brochures, etc.) and be followed by all ALP stakeholders and institutions. 

The ALP value proposition (Figure III) is the statement of the functional, emotional and self-

expressive benefits delivered by the brand which provide value to the target market: (i) a benefit 

based on a product attribute that provides functional utility to the customer; (ii) a benefit that adds 

emotional richness and depth to the experience of owning and using the brand; and (iii) a benefit 

through which the brand helps fulfil the need for self-expression (Aaker,1996). 

 

ALP brand values 

Authentic Natural Unique 

Four elements of nature: 
water (lakes and glaciers), 
air (sky), earth (landscape 
and heritage), fire 
(friendliness).  
Other words that could be 

used are: original, real, 

true, pure, absolute 

ALP areas with 
simultaneously common 
and diverse mountain 
tourism, health tourism, 
culture, traditions, customs 
and people, that are 
magically connected ς 
according to the majority 
of the responses ς by 
elements of nature, culture 
(intercultural experiences 
and dialogue and cultural 
routes) and affection (love, 
people). Other words that 
could be used are: virgin, 
human, fresh, clean 

The ALP is a friendly 
place and a pleasant 
destination that evokes 
an amalgam of positive 
emotions through 
unique experiences and 
adventures. And these 
are the sentiments and 
emotions that the 
majority of the visitors 
and stakeholders feel. 
Other words that could 
be used are: special, 
exceptional, essential, 
original 
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Figure III. ALP value proposition 

 

The analysis aimed to show the essence of the ALP brand that should be capable of working in 

harmony with the existing brands that are used by the Cultural Routes and the macro-region. This 

strengthens the argument that the development of the ALP brand handbook will be a critical step. 

Undoubtedly, it is important to create a usable toolkit to guide tourist destinations in the use of the 

ALP brand identity and explain to all stakeholders how to use the ALP brand in their marketing 

communications. The brand handbook/toolkit should contain clear guidelines on two main subjects: 

1. Brand personality guidelines ς specifications on how to integrate the ALP brand values into 

destination or product marketing communications. This will ensure a consistency of approach among 

all the stakeholders who make use of the brand. 

2. Technical design guidelines ς specifications on how to use a logo, visual imagery and a colour 

palette in all materials. It should give clear design instructions on consistent logo positioning, its 

application in different formats, a specific font and an approved colour palette. It should assist both 

in aligning the brand identity alongside already existing identities, avoiding a conflict of interests, 

and in using it in its entirety where appropriate. 

ALP value proposition 

Functional benefits Emotional benefits Self-expression benefits 

Contact with unique 
elements of nature, 
culture, heritage, 
mountains, sports, 
gastronomy, beauty, 
history, health tourism, 
traditions, richness of 
contribution to the 
world heritage 

The ALP is a pleasant 
destination and 
friendly place that 
awakes positive 
emotions through 
unique experiences 
(intercultural 
experience, dialogue 
and cultural routes) 
and affection (love, 
people)  
 

The ALP visitor 
launches him/herself 
into a journey of self-
discovery, self-
fulfillment, self-
enlightenment and 
self-actualization; s/he 
develops and 
ǘǊŀƴǎŦƻǊƳǎ ǘƘŜ άǎŜƭŦέ 
by learning about 
other people and 
cultures or by having 
challenging 
experiences 
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The visual identity of a future successful brand should consider the following key components: 

¶ logo 

¶ slogan 

¶ fonts and colours  

¶ images 

¶ tone of voice. 

Once the ALP brand identity and product portfolio is created, the next step will be to promote it so 

that it becomes recognisable. This process means launching the brand to the consumer market as 

well as to all key destinations and stakeholders to ensure their understanding and support. 

Based on the ALP brand research, results have shown that for successful visibility the ALP brand 

should use social network and digital marketing, new technologies that increase opportunities for 

innovation, followed by being a presence and visibility at travel trade industry events to meet and 

talk to tour operators. 

The elements and values can be communicated through the visual technical design guidelines, which 

were mentioned before. Therefore, the logo, slogan, fonts/colours and images should follow the 

guidelines and communicate the elements and values in all brand communication activities. 

Content is key. Forms of content could include the following: 

¶ video 

¶ printed publications and branded material 

¶ websites  

¶ social media 

¶ events 

¶ other initiatives. 

In conclusion, what is proposed in the report is to plan the branding strategy for the Alpine macro-

region, with a view to the creation of a macro-regional brand through the Cultural Routes of the 

Council of Europe. The branding strategy aims to bring together the brands of the Cultural Routes of 

the Council of Europe in the Alpine macro-region, within the framework of the region, to create a 

ƴŜǿ άǳƳōǊŜƭƭŀέ ōǊŀƴŘ ƳŜǊƎƛƴƎ ǘƘŜ ƛŘŜƴǘƛǘȅ ƻŦ ǘƘŜ ǘǿƻ ό/ǳƭǘǳǊŀƭ wƻǳǘŜǎ ƻƴ ƻƴŜ ƘŀƴŘ ŀƴŘ ƳŀŎǊƻ-

region on the other hand). The strategy will also increase the visibility of the Cultural Routes as well 

as of the Alpine macro-region as cultural tourism destinations. Thus, the heritage which the Cultural 

Routes promote is a key resource for building the macro-regional brand. 

The current report has provided an overview of the brand audit, strategy development and 

implementation through an extensive literature review and primary surveys undertaken in the 

Alpine macro-region. However, to ensure the success of the ALP brand a further participative 

approach and involvement of stakeholders is needed. It is advised that the brand values and essence 

should be further reviewed and finalised by the Working Group in conjunction with the designer 

developing the visual identity. It is important for long-term success that the ALP brand develops with 

stakeholder ownership and the support of the Council of Europe and the European Union. 
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1. INTRODUCTION 
 

A (air, art, amazing, adrenalin, Alps) 

L (life, love, live, landmarks, learning, landscapes, location) 

P (power, people, places) 

I (intercultural dialogue, integration) 

N (national, network) 

E (economic, eligible, Europe, European dimension) 

 

1.1. Background and overview of the Alpine Region 
The Alpine Region (referred to here as the ALP ς see Figure 1) is the largest preserved natural 
mountain range in Europe with unique geographical and natural features. The protection of the 
ecosystem and the preservation of natural resources, as well as the tangible and intangible cultural 
heritage, is an important task for all countries of the ALP. This includes mitigation of the negative 
effects of climate change, such as loss of biodiversity and the deterioration of the living conditions 
of the population.  

 

Figure 1. Map of the Alpine Region 

The Alpine Region is made up of regions in seven countries: five are EU member states (Austria, 
France, Germany, Italy and Slovenia) and two are non-EU countries (Liechtenstein and Switzerland). 
These countries differ in terms of their economic, demographic and social development. Within 
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these seven countries there are 48 regions in the ALP: Austria (Burgenland, Kärnten, 
Niederösterreich, Oberösterreich, Salzburg, Steiermark, Tirol, Vorarlberg, Wien), France (Auvergne-
Rhône-Alpes, Bourgogne-Franche-Comté, Provence-Alpes-/ƾǘŜ ŘΩ!ȊǳǊύΣ DŜǊƳŀƴȅ ό.ŀŘŜƴ-
Württemberg, Bayern), Italy (Friuli Venezia Giulia, Liguria, Lombardia, Piemonte, Provincia 
Autonoma di Bolzano, Provincia Autonoma di Trento, Valle d'Aosta, Veneto), Liechtenstein, Slovenia, 
Switzerland (Aargau, Appenzell Ausserrhoden, Appenzell Innerrhoden, Basel-Landschaft, Basel-
Stadt, Bern, Fribourg, Genève, Glarus, Graubünden/Grisons, Jura, Luzern, Neuchâtel, Nidwalden, 
Obwalden, Schaffhausen, Schwyz, Solothurn, St. Gallen, Thurgau, Ticino, Uri, Valais, Vaud, Zug, 
Zürich). 

The mountain area of the ALP has two main issues: it is characterised by low population density and, 
at the same time, this population is ageing and declining. This results in a loss of economic 
attractiveness and, therefore, development. The region also suffers from a lack of infrastructure that 
further contributes to the abandonment of these areas, affecting their biodiversity conservation and 
protection of the tangible and intangible heritage. With regard to economic development, however, 
the ALP contains some of the economically Ƴƻǎǘ ŘȅƴŀƳƛŎ ŀǊŜŀǎ ƻŦ ǘƘŜ 9ǳǊƻǇŜŀƴ ¦ƴƛƻƴΦ ά¢ƘŜ !ƭǇƛƴŜ 
Region is one of the richest areas in the world and among the most economically dynamic, innovative 
and competitive areas in Europe. However, significant economic differences still exist within the 
terrƛǘƻǊƛŜǎΣ ǊŜǉǳƛǊƛƴƎ ŀ ŎƻƳƳƻƴ ǊŜǎǇƻƴǎŜέ ό9ǳǊƻǇŜŀƴ /ƻƳƳƛǎǎƛƻƴ нлмрΥ пύΦ ¢ƘŜ !ƭǇƛƴŜ wŜƎƛƻƴ ƛǎ ŀ 
popular travel destination and is traditionally recognised for recreational tourism. This tourism has 
a positive impact on economic development, but needs to be sustainably managed to avoid negative 
impacts on the environment. Due to the high diversity of cultural resources, cultural tourism 
represents a potential that can be further used with a positive impact on the creation of new jobs 
and on economic growth. 

Culture and tourism are topics that are not addressed through a dedicated action group as part of 
the EU Strategy for the Alpine Region (EUSALP), but as subthemes of existing action groups. Action 
DǊƻǳǇ нΣ ά¢ƻ ƛƴŎǊŜŀǎŜ ǘƘŜ ŜŎƻƴƻƳƛŎ ǇƻǘŜƴǘƛŀƭ ƻŦ ǎǘǊŀǘŜƎƛŎ ǎŜŎǘƻǊǎέΣ ŀƴŘ !Ŏǘƛƻƴ DǊƻǳǇ сΣ ά¢ƻ ǇǊŜǎŜǊǾŜ 
ŀƴŘ ǾŀƭƻǊƛǎŜ ƴŀǘǳǊŀƭ ǊŜǎƻǳǊŎŜǎΣ ƛƴŎƭǳŘƛƴƎ ǿŀǘŜǊ ŀƴŘ ŎǳƭǘǳǊŀƭ ǊŜǎƻǳǊŎŜǎέΣ ŘŜŀƭ ǿƛǘƘ ǘƻǇƛŎǎ ǊŜƭŀǘŜŘ ǘƻ 
the Cultural Routes of the Council of Europe. Action Group 2 addresses health tourism as a thematic 
priority (co-ordinated by the region of Salzburg, Austria). Action Group 6 aims to initiate activities 
for the promotion and marketing of sustainably produced food and forest products as a way to 
maintain cultural and ecosystem services. 

 

1.2. The Cultural Routes of the Council of Europe 
The Cultural Routes are grass-roots networks promoting the principles which underlie all the work 
and values of the Council of Europe: human rights, cultural democracy, cultural diversity, mutual 
understanding and exchanges across boundaries. 

This European dimension of the Cultural Routes is defined as a set of natural and anthropic heritage 
elements, social and political phenomena that marked the history of Europe over time, 
interconnecting places ς landmarks of the cultural itinerary (Cultural Routes) ς and the common 
cultural and historical heritage of Europe, from different perspectives. 

These European dimensions consist of the following: 

The architectural styles of buildings in different countries may have similar appearance because they 
were built in the same Renaissance or Baroque period, in classic or art nouveau style. 
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The urban landscape in the Alpine Region is represented, for instance, by site entry gates, 
fortifications, public markets, local or regional government buildings, bridges, castles and country 
parks. Each one looks different, but each has the same purpose, and often the same style, having 
been designed by architects specialising in the field who mostly came from other countries but 
travelled throughout Europe, renowned for their talent and skill. 

The term άǇeopleέ may refer to minorities, bringing their own culture (customs and traditions) with 
them to their new home. It can also refer to very wealthy citizens who sponsored and continue to 
support art and culture, who built important buildings to receive their own foreign guests and whose 
architecture and building methods were inspired by the travels they have undertaken. It is worthy 
of note that the very wealthy families, in particular, were very well connected to each other over 
time within the European space. 

Art and culture have historical and contemporary connotations. This refers to different artistic and 
cultural styles and more popular philosophical trends throughout Europe, and also to various artistic 
movements, international film festivals, concerts and plays organised in conventional and 
unconventional spaces. 

Religion is a cultural element where Europe has many values in common, for instance Christian 
churches and monasteries, and Jewish communities with their synagogues. 

Scientific life is an area that cannot exist without contacts between people from different countries, 
universities and other organisations. Links based on exchanges of international experience are often 
used for the benefit of science. A current example is the exchanges of international students and 
teachers through the Erasmus programme, who follow a custom used since the Middle Ages ς the 
Grand Tour ς a journey made by students from rich families across Europe to study and gain life 
experience. 

Economic issues are probably the most common elements of the European dimension in European 
cities. Not every city hosts a multinational company headquarters, but their investments are seen 
everywhere, and, if we visit major commercial centres, it is noticeable that they are almost identical 
in every city in Europe. 

The Cultural Routes are considered as a bridge between cultures, promote citizens' awareness of the 

heritage that unites them as Europeans, regardless of geographical distances or cultural differences. 

It aims to create a link between citizens and heritage, demonstrating that the cultural diversity of 

the different countries of Europe contributes to creating a common living culture  

 

Twenty-eight of the 38 Cultural Routes pass through the Alpine macro-region. Figures 5 and 6 
provide an overview of the itineraries represented there. 
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Figure 2. Cultural Routes in the Alpine Region, January 2020 
Source: Routes4U 

 

Figure 3. Distribution of members per country, January 2020 
Source: Routes4U 
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The European Routes of Jewish Heritage is the most άƛƴǘŜǊƴŀǘƛƻƴŀƭέΣ with partners in five countries, 
followed by seven routes which are represented in four countries each: European Route of Industrial 
Heritage, Impressionisms Routes, Réseau Art Nouveau Network, Huguenot and Waldensian Trail, 
European Route of Historic Thermal Towns, European Cemeteries Route, Saint Martin of Tours Route 
and Cluniac Sites in Europe. There are three Cultural Routes that present potential for extension 
since they have members exclusively in one country that is part of the Alpine macro-region: Iron 
Curtain Trail (Austria), Liberation Route Europe (France), ATRIUM (Italy), European Route of 
Ceramics (Germany) and Santiago de Compostela Pilgrim Routes (Germany). 

1.3. Aims and objectives of the study 
The aim of this report is to achieve a deeper understanding of the existing potential of the ALP 
Cultural Routes for the macro-region at large and the seven countries, with a focus on transnational 
products. It is intended that, based on the results of this study, the next stage will be the creation of 
an ALP brand handbook to guide interested parties in the future. The study will review the challenges 
that will be faced in the creation of an ALP brand identity and its implementation alongside the 
existing brands and identities that are already present across potential participant countries and look 
at the solutions and approaches needed for further success. 

What is proposed in this report is to plan the branding strategy for the Alpine macro-region, with a 
view to the creation of a macro-regional brand through the Cultural Routes of the Council of Europe. 
The branding strategy aims to bring together the brands of the Cultural Routes of the Council of 
Europe in the Alpine macro-region, within the framework of the region, to ŎǊŜŀǘŜ ŀ ƴŜǿ άǳƳōǊŜƭƭŀέ 
brand merging the identity of the two (Cultural Routes on the one hand and macro-region on the 
other). The strategy also aims to increase the visibility of both the Cultural Routes and the Alpine 
macro-region as cultural tourism destinations. The heritage which the Cultural Routes promote is a 
key resource, representing the culture of the region concerned, and the Cultural Routes are hence a 
key resource in building the macro-regional brand. The branding strategy will entail concrete 
ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ƻƴ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ŀ ά/ǳƭǘǳǊŀƭ wƻǳǘŜǎ ŎŀǊŘέ (a card to encourage travel in the 
specific macro-region, exploring its cultural heritage by visiting the Cultural Routes destinations and 
sites). The strategy will include a list of local products related to or produced by organisations linked 
to the Cultural Routes of the Council of Europe. These should be products selected as authentic 
European products, made by small and medium-sized businesses (SMEs), local producers, craftsmen 
and artists linked to the Cultural Routes in the macro-region and exemplary in terms of quality.  

The branding strategy will focus on the following objectives:  

¶ the promotion of tourism through co-operation between the ALP and the Cultural Routes; 

¶ increasing the visibility of the Cultural Routes and the Alpine macro-region as cultural 
tourism destinations and co-ordinating the marketing of both the ALP and Cultural Routes; 

¶ improving the competitiveness of the ALP along the Cultural Routes in the European and 
global tourism marketplace. 
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The first part of the study makes reference to the brand audit of the ALP brand (Part 1). The next 
part is based on the results of the brand audit, leading to the creation and development of an ALP 
brand strategy (Part 2). Part 3 discusses how the brand should be implemented. 
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