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PREFACE

Welcome to the Branding Studies for tAdpine Region, atudy
- SR carried out by Routes4U, a joiptogrammeof the Erlarged
Cltiralroutss . ju “ Partial Agreement on Cultural Routes of the Council of Europe
Itinéraires cultur ) (EPA) and KS 9 dzNP LIS | y | 2 YeYGerdewmlXa2 y Qa 5
el “==="""1 Regional and Urban Policy (DG REGIO).

¢CKA& &aldzRe aLRGtAIKGAE (GKS I f LA
elements of nature and culte, inviting travellers to experience

AGA 0SEHdzOATFdzZ 1 yRAOKLIS& | yR makistierdgihsio? yedtage, ¢ K S
mountains, hospitality and sports, inviting travellers to further explore its diverse culture.

There are more than a d@en Certified Cultural Routes of the Council of Europe traversing the region
and many more wellinder developmentThe research highlighthe opportunities for the Alpine
Region, as well as openings for-aoeration between countries and local authoritigbat
canfurther strengthen ths wonderful culturatlestination.

Anyone interested in the process of brandindghe Alpine Region is sure to find this study useful.
The recommendations of this study are published in the Tourism Catalogue of the CRtiutas
of the Council of Europe in the Buhcroregiors.

Stefano Domimni

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

page6



r Y ¢KS w2dziSan! LINE asképaciydo ntkedhs hiotetwéeh & &
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 idatity of the AlpineRegion, promoting & unique natural

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

| am confident that this study would provide important insight and
contribution to enhance the cultural capacity of the Strategy for the Alpine

rl\‘. = / Region by enaaraging all of the stakeholders to define the perception of this
unique natural beauty. The data and information collected on cultural tourism in the rRragion
countries and the branding strategy will contribute make the region even more attractiverf
investments and tourism activitiesh@& 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 Lenaitre
DirectorGeneral for Regional and Urban iegl
DG REGIO, European Commission
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INTRODUCTION

The present study on the development of a branding strategy forAlipgne Region was developed
within the Routes4U framework. Routes4U is a Joint Progranemé¢he Council of Europe
(Directorate General of DemocragyEPA on Cultural Routes) and the EumpéJnion (European
Commissiorn; DG REGIO) that aims to foster regional development in the four EU wreggoms
through the Cultural Routes. This missionnidine with the objectives of the EU maeregional
strategies in the Adriatic and lonian, the i@, the Baltic Sea and the Danube regions (EUSAIR,
EUSALP, EUSBSR and EUSDR, respectively). Theegianad strategies can contribute to the work

of the Cultural Routes, and vice versa, as both tackle common issues, make use of shared
opportunities anddevelop activities at a transnational level.

Cultural Routes act as a driver of economic development, social cohesion and transnational co
operation in lire with the objectives of the four EU maeregional strategies (EUSAIR, EUSALP,
EUSBSR and EUSDRhis is why three objectives of Routes4U have been identified:

Fostering cultural coperation;
strengthening social cohesion;

contributing to regional development.

One of the main fields of action is the development of new Cultural Routes andxtiension of
certified Cultural Routes in the Adriatic and lonitire 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 tiie of Alvar Aalto in the Baltic Sea, the theme of Via Claudia
Augusa in the AlpineRegion and the extension of the Routes of the Olive Tree in the Adriatic and
lonian Region. Routes4U also provides support to certified Cultural Routes to strengthen their
presence in the Adriatic and lonian, the Alpine, the Baltic SedhenDanube regions.

It is in this context that the present set of studies on creating a branding and marketing strategy in
the four macreregions through Council of Europe Cultural Routese been developed. Their
purpose is to analyse the current imagé Cultural Routes, while identifying needs, gaps and
challenges, as well as formulating recommendations for the creation of a Cultural Routes brand in
the macraregions. This work can been in line with other actions that complement these studies,
suchas the awarding of mirgrants to ensure the production of tourism products and services, the

1EUSAIR EU Strategy for the Adriatic and lonian Region, EUSELPStrategy for the Alpine Region, EUSBBSR Strategy for the
Baltic Sea Region, EUSPRU Strategy for the Danube Region
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development of a tourism catalogue, the launch of a Cultural Routes Card, the creation @f a tri
planner and the finalisation of artlearning course includingvi modules with an extensive pool of
data and information on Cultural Routes and magggional strategies.

Cultural Routes

COUNCIL OF EUROPE

Cultural route
of the Council of Europe

Itinéraire culturel
du Conseil de I'Europe

conseioevevkore - The first Cultural Route of the Council of Europe was thei&pm

de Compostela Route. Cultural Routes embody the core vafubg €ouncil of Europe, democracy

and human rights as prerequisites for cultural diversity, intercultural dialogue and mutual respect:
G2 GNI @St Ff2y3 GKSa Sty dBnded Snitolefagte, edhBRcSfdiJothieds, 0 dzA
freedom and solidafi & Bydefinition, a Cultural Route is

¢ta cultural, educational heritage and tourism-gperation project aiming at the development

and promotion of an itinerary or a series of itineesibased on a historic route, a cultural
concept, figure or phenomam with a transnational importance and significance for the
understanding and respect of common European vafues.

For Cultural Routes, the following main fields of actions are impléadenat local, national and
international level:

1. Cooperdion 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 ecdnaangible
and intangible heritage, especially in remote areas, and explain their historical significance
throughout Europe.

3. Cultural and educational exchanges for young Europepngects must organise activities
with young people in ordeto promote the concept of European citizenship.

4, Contemporary cultural and artistic practice: projects must emage 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, devekgand 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 Culwural Route
(EPA).
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minority. They must seek partnerships with tourism organisations to draentbn on their
European heritage and be part of the sustainable territorial development.

In December 2013, th€ouncil of the European Union invited the European Commission to
elaborate an EU Strategy ftire Apbine Region (EUSALP). The Commission,-ap@&@tion with
member states, prepared this strategy, taking into account the egpee from the previous EU
Strategy for the Baltic Sea Region (EUSBSR), EU Strategy for the Danube Region (EUSDR) and E
Strategyfor the Adriatic and lonian Region (EUSAIR). The EU Strategy for the Alpine Region was
launched in the form of a communicati@nd an Action Plan as a result of an extensive online public
consultation conducted between July and October 2014, as wellasltsing conclusions of the
high-level Stakeholder Conference on the EU Strategy foAtpge Region in Milan on 1 and 2
December 2014'0On 27 November 2015, the Council of the European Union endorsed the EU
Strategy for the Alpine Region. It is thus the 2 dzy’ 3 S &régionalstrafelyyPof the European
Union. As it is still in its initial phase, the implementation has to be further dpeélavith regards

to thematic topics. The strategy aims at the economic and social prosperity of the Alpine Region
through an intensified coperation on key opportunities and challenges.

The focus lies on complementarity of actions and structures rathan tduplication of existing
actions and structures. Areas that require transnational cooperation are identifiedlatiame to
economic globalisation, demographic trends, climate change or energy challenges, and due
consideration is given to their specifgeographical position as a transit region. Within the
framework of EUSALP, three interdependent objectives have ldemtified that contain nine
concrete actions.Objective 1 ¢ Fair access to job opportunities, building on the high
competitiveness of thaegion

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

Action 2: to increase the economic gaottial of strategic sectors;

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

Objective 2¢ Sustainable internal and external accessibility for all

Action 4: to promote intermodality and interopability in freight and passenger transport;
Acton 5: to connect people electronically and promote accessibility to public services.

Objective 3¢ 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 consultaGionernance, available at
https://ec.europa.eu/regional_poliy sources/conferences/alpine_region/doc/public_consultation_ governance.pdf,
accessed 29 July 2019
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Action 7: to develop ecological connediyvin 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

In the context of growing competition between destinations, it is crucial now for destination
managers to uderstand how to distinguish a place among others and increase benefits for
communities and territories. In this sense, the creation digtemination of an attractive image of
destination, branding, among different interested groups, from investors toifie@ispecialists and
tourists, is becoming a powerful tool for regional development.

Although place branding seems closely related todpict branding, place branding is not only
commercialoriented. Back in 1969, researchers Philip Kotler and SidneyyJeinphasized the need

of an application of marketing mechanisms to Amusiness sectorsin this sense place branding
should be aimd at implementing londerm development strategies and contribute not only to the
economic, but also social wéleing ofO2 YYdzy AGAS&Ed ¢KS OoNIYyRQ&a 321 €
to the economic development of the city, but also to address existinglspmoblems and build a
GKFNX2YyA2dza OAGeé¢ FT2NJ SOSNEB2YS gK2 A% a2YSK24

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

of interests. Place branding should notbe adsatiSR 2y f & GgAGK | @Aadza f Sy
ASNIBAOSaAQ FSFHGdzNBasx | f K2 dz3K brahdidgdylisiial elefRebtg of & § &
ONI YR gA0K GKSANI ALISOAFAO aA3TyAFTAOIYyOS AYyRSSR
audience, thereby increasing the visibility and recognition of the territory. However, it is only part of

the process of bnading’

Gwlk GKSNJ GKFY T ROSNIAAAY T LISNI &S 3-condtrictQHe image? Y 2 (
of the city, allied to whic has been a strategy of targeting specific types of activity which both reflect
FYR 062faidiS$NI G6§KS AYlI3ISdé

Although there imno generally accepted definition of brand and branding, many researchers have
attempted to contribute to the discussion about comts. In particular, one of the pioneers in

ONJ} YRAY3I NBASINOK {AY2y | yK2f G Ofassécitionsieatings ¢ o |
G2 GKIFG yFrYS 2N aady Ay GKS YAYR 2F GKS O2yadz
productalR O2y aSljdzSyidfe dzy RSN ? KEmakeg g dissdtion bativeeri K S
these two concepts, trying to emphasideetdual nature of branding. On the one hand, the branding

5Kotler P. and Levy S. J. (1969), Broadening the concept of markietimgal of Marketingyol. 33, No. 1, pp. 105.

6 Paddison P. (1993), City marketiimgage reconstruction and urban regeneratidirban Studiesyol. 30, No. 2, p. 340.

7 Anholt S. (2010), Definitions of place brandgi/orking towards a resolutiorRlace Branding and Public Diplomaeyl. 6, pp. 1
10, available at https://link.springecom/article/10.1057/pb.2010.3, accessed 21 April 2020.

8 Paddison P. (1993), City marketing, image reconstruction and urban regenetatiam Studiesyol. 30, No. 2, p. 340.

9 Anholt S. (2010), Definitions of placeahdingg Working towards a resolign, Place Branding and Public Diplomaeyl. 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 selflentification and the articulation of the ideity of the place. Branding
should thus reflect a set of valudsat are relevant to local stakeholders and respond to tineieds,
expectations and concerns. On the other hand, brand image reflects the perception of a destination
by target audiences. Haver, unlike the articulation of a brand, this takes place in a different
external dimension.

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

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

goals. In order to set up a link between brand image and identity, brand positichimgcessary.

Brand positioning covers 4P aspects (price, product, promotion and place), which are also called
marketing mix and wich relate to activities and initiatives that companies (or destinations)
AYLE SYSYyG Ay 2NRSN (20 KRSOBWHdYPEND XK SKXNY RE@AA G A

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 gen spaces and bicycle lanes in areas that promote themselves as eco
destinations, or events organisation in those places that twen 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 vsis and residents themselves. The undermining of trust between
stakeholders is one of the main reasons for the failure ohtrstrategies.

It is also important to understand that place brand is dynamic and cannot be created once and for
all. Numerous plee identities expressed in the brand go through constant rethinking and
reinterpretation. Place is a product of existence ad cooperation of many communities. Each

group has its practices related to ladd S | YR | @A &aA2Yy 2 Fdfit@eNadd G 2 NB
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 thaill 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 shoulslork together to provide mechanisms for inclusive
discussion about the sense of the space. Maheshwari V., Lodorfos G. arelWaiiad. (2014) agree

GKFG RAFFSNBYy(d adl]1SK2f RSNE Yl & KI @S O2y ¥t A0,

10Chaves E. (2017), Identity, positioning, brand image and brand exmuitparison: a vision about quality brand management,
Independent Journal of Management & Productigal. 8, No. 4, p. 1249,

www.researchgate.net/publication/31441454 Identity Positioning_Brand Image_and_Brand_Equity Compaaismassed 21
April 2020
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https://www.researchgate.net/publication/321441454_Identity_Positioning_Brand_Image_and_Brand_Equity_Comparison

and deisionY' I Ay 3¢ 3> gKAOK 02dzf R AYLISRS HYifkaSrooed St 2 L.
image does not reflect the full range exXisting place identities, it will not be relevant for some actors
and will not reach the maximum audience.

Regardingthe Cultufa w2 dzi S&a 2F GKS / 2dzy OAf 2F 9dzNRLISZ (K
of the shared European heritage as a cornemstof European citizenship, a means of improving the

jdzt t AGe 2F tAFS YR I a2d2NOS 27 CH/REGRIIEEE SO2Yy
Branding, as noted above, is recognized as a powerful tool for regional development, and in the
context of tre EU macraegional strategies, the rich tangible and intangible cultural heritage
represented in particular by the Cultural Routes can serve stsoag basis for the formation of
unifying macreregional brands and increase visibility of maocegions as single space.

On the example of thélpine Region, what ideas can the region put at the core of its branding
strategy to become relevant to wad audiences all over the world and contribute to the macro

NBIAZ2Ylf AGNI 1S3eQa zeéRBIGKMEA®SA | YR £ Ort 0O02YY
Routes4U

11 Maheshwari V., Lodorfos G. and Vandewalle I. (2014), Exploring the role of stakeholders in place branding: a casé thealysis o
a/ A& 2 7 IntpriaiBaNIbienal bfBdsiness and Globalisatiéol, 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
12Resolution CM/Res(2013)66 confirming the establishment of the Enlarged Partial Agreent@ritwal RoutesgPA).
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The Alpine Regiofreferred to here as ALR$ the largest preserved natural mountain range in
Europe with unique geographical and natural features. The protection of the ecosystem and the
preservation & natural resourcesas well ashe tangible and intangible cultural heritages an
importanttask for all countries of the Alpine Region. This includes mitigatidheofiegative effects

of climate changesuch as loss of biodiversity atite deterioration of the living conditions of the
population.

Theregion includesevencountries (Austria, Frae, Germany, Italy, Liechtenstein, Slovenia and
Switzerlandandtwo of them are noREU memberg, Switzerland and Liechtenstein. Despite the fact
that the cowntries are members of the maciegion, the whole territoryin each countryis not
necessarily pdrof it. The main feature is the connection to the Alpkere are 48regionsin the
Alpine Region including

Austria ¢ Burgenland, Karnten, Niederosterreich, Oberdsterreich, Salzburg, Steiermark, Tirol,
Vorarlberg, Wien
Francec AuvergneRhoneAlpes, Bourgogn€rancheComté, ProvencélpesCoteR Q! 1 dzNJ

Germanyg BadenWirttemberg Bayern

Italy ¢ Friuli Veneia Giulia, Liguria, Lombardia, Piemonte, Provincia Autonoma di Bolzano,
Provincia Autonoma di Trento, Valle d'Aosta, Veneto

Liechtenstein
Slovenia

Switzerlandg Aargau, Appenzell Ausserrhoden, Appenzell InnerrhoBaselLandschdf Basel
Stadt, Ben, Fritburg, Genéve Glarus, Graublindé@risons Jura, Luzerneuchate] Nidwalden,
Obwalden, Schétiausen, Schwyz, Solothurn, St. Gallen, Thurdatino, Uri, Valais Vaud, Zug,
Zurich.

The mountain area of thALPhastwo main issuesit is charactesed by low population densitgnd,

at the same time this populationis decliningand ageing. This results in a loss of economic
attractiveness and,therefore, development. Theregion is also charactegd by a lack of
infrastructure that further contributes to the abandonment of these areasffecting their
biodiversity conservation and protection of the tangible and intangitdatage However, theALP
contains some of the most dynanmeconomicareasin the European Union.
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The macreregion is a populatravel destination ands traditionally recogrsed for recreational
tourism. This tourism has a positive impact on economic development, but needs to be sustainably
managed to avoid negative impacts onetlenvironment. Due to the high diversity of cultural
resources, cultural tourism represents a potential that can be further tisdhvea positive impact

on the creation of new jobs and on economic growth. The Cultural Rq@®&spf the Council of
Europe mightcontribute to this

The Cultural Routes agrassroots 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 assdoundaries. They are considered as a bridge betvealtures

and promote citizens' awareness of the heritage that unites them as Europeans, regardless of
geographical distances or cultural differencdheyaim to create a link between citizens and
heritage, demonstrating that the cultural diversity dfe different countries of Europe contributes

to creating a common living cultur@wenty-eight of the 38 Cultural Routepass through the ALP

and they havearound 400 members.

The current report is focesl on the Cultural Routes of the Alpine Region (Atif) the aim to

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

and itssevencountries, with a focus on transnational products. The study will reviexcttallenges
that will be faced in the creation ofan ALPbrand identity andits implementation alongside the
existing brands and identities that are already present across potential participant coulstniegs
look at the solutions and approaches needed for further success.

Any destination branding procestarts by assessing what the maekS 3 Aagsgt€xdie 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 byetltreation of an ALP brand strategy, based on the
results of the audit phasélhe third sectiordiscusses how the brand should be implemented. It is
intended that, based on the results of this study, the next stagl be the creation of an ALP brand
handbook to guide interested parties in the future.

Based on the comparison between the key players of the Alpine mragion (CR membersLP
stakeholders and ALP visitors), there are some common eleswregarding their perception about
the ALFbrand.

All the participants of the research were asked to think about the wéddr¢ and write down the

first three words which come to their minds in order of ranking. According to all parties, ALP is
associatecprimarily with the mountais, fresh air, sk and, secondly, with nature, culture, history
and tourism.

The parties were asked to think that ALP is a person and describe him/her byfyieiddferent
characteristics that they feel are best suited to dédse ALPMembers, stakeholders and visitor
agreed on ALP being nice, elegant, interesting, cultural, g¢oaking, sexynatural, unique and
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authentic. Moreover, all participants agreed on the top personality traits of ALP as a person, which
are being n&ural, authentic and unique.

According to the results, the tofree Cultural Routes that all participants associate with the ALP
are:

the Via Francigena,;
the Via Habsburgand
the European Route of Jewisteritage.

In conclusionthe research has showatearly that thecurrent perception of the ALP Cultural Routes
is focused on two main elements:

a mixture of lands with both common and diverse cultgreustoms and peopje
connected by the mountais) fresh air, sky (elements of the nature), sports antture.

The resits 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 ALBrand. From the datacollected, both gantitative and qualitative,

from the respondents, one of the strongest assetstioé ALP is the fact thait is a pleasant
destination, has a rich culturlkritage andsthe destination where tourists catake part insports

and feel god.

The results indicate that wilthe 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 tobetter understand the AR brand, a SWO@nalysis wagarried outseparatelywith the
three different participants of the research (CRs members, CRs stakeholders and ALP visitors).

The compilation of strengths, weaknesses,opportunities and threats gathered fromthe
guestionnairefocus groups, interviewandnational SWOT analyses, indicates that there are distinct
advantages, but also certain difficulties and limitations the ALPbrand, based on concern
regarding the capacity to eordinate effective brandmplementation.

In particular, the main strengths of ALP are culture and heritage, mousthwspitality and sports,
while the common weaknesses deek ofinvolvement of managers, authorities and municipalities,
different cultures, poor infrastructure a&h communication, fgh cost of living and lack of
information.

The three groups agreed on nature, culture and histand mountain and health tourism to be the
opportunities for the Alpine Regiomas well as on the lack of -@peration betweencountriesand
local authorities instability, poor infrastructur@and competition from other destinations to bthe
commonthreats.
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Moreover, the topthree strengthsall participants see as key aspects of developingAbhPas a
tourism brand are mountairsports, culture and heritageand coherent marketing actions (eo
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 creatnmique vsual design (logo, graphic
despn of publications, website informaticemd 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 AtBnd. These are

i brand values

uniqueness and differentiation
attributes

rational attributes

emotional benefits

brand personality.

= =4 =4 4 A

The destination brand values represent what the brand standsThe ALP destination must count
upon thesethree brand values that will guide and appearall marketing and other activities within
the destination:authentic, natural, unique.

The brand essence together with the brand values make updbN/A of the ALPorand. Brand
essencestheansweil 2 (0 KS 1jdzSadA2y Y a2 KIF GNIAGH SIMIS2 B ala SRFI&

In accordance with thehree main brand valuegiven above, the following key points can be
considered the brand essence of tA&P:

The Alpine Region is here and now!
Explore it further!

Experience the different elements ofature, culture
and experiential emotions that uniquely connect tt
world.

The Brand Pyramidbelow (Figurel) visualses the components above.
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The Alpine Region is here and now!Explore the Alpine Re
further! Experience the different elements of nature, cultur
and experiental emotions that uniquely connect the world.

on

Q.

Authentic , natural, unique

Natural, kind,goodlooking, unique, sexy, nice, smart

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

\—- ) ) | y

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

—

Mountain, lakes, fresh air, sky, nature, culture, snow

Figure I. The Brand Pyramid of the Alpine Region
Source: UNWTO/ET2009, Handbook on Tourism Destination Bding, p.45.

Brand implementation

The results of the survey led to the notion of the four elements of naterabined withculture
and positive emotions (aesthetic or affective), as most responses about the ALP image were about:

1 the fourelements of natwe (the original elements dhe universe and life)earth peautiful
landscaps, mountairs and attractions/heritage), air (sky), water (lakeg and fire
(friendliness);

1 all combined by culture; and
9 positive experiences and emotions.

The conclusion isiTheAlpine Region is here and notkplore itfurther!é

Thissectiondiscusses how the brandhguld be implementedThe brand value§~igurell) 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:

w they slould understand an entire customer journey;
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w they should intervene at efcstage during the entire customer journey;

w they should reach diverse audiences.

ALP brand values

Natural

K \ / \ /The ALP is a friendly x

ALP areas with

simultaneously common place and a pleasant

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

and diverse mountain
tourism, health tourism,
culture, traditions, customs
and pe@le, that are
magically connected
according to the majority
of the responses by
elements of nature, culture
(intercultural experience
and dialogue and cultural
routes) and affection (love,

destination that evokes
an amalgam of positive
emotions through
unique experiencg and
adventures. And these
are the sentiments and
emotions that the
majority of the visitors
and stakeholders feel.
Other words that could

people). Other words that
could be used areirgin,
human, fesh, clean

be used arespecial,
exceptional, essential,

koriginal /

. 4

Figurell. The ALP brand values

These brand values ams$sence points which are the strategiessage of the ALP should appear in
all marketing communications (UNW/EXYC(2009) Handbook on Tourism Destination Branding
They shouldbe reflected in all imagery and tone that describe the destination (for example, in
websites, brochures, etc.) and badlowed by all ALP stakeholders and institutions.

The ALP value propositiofFigurelll) is the statement of the functional, emotional and self
expressive benefits delivered by the brand which provide value to the target mafiket: benefit
based on groduct attribute that provides functional utility to the customéii) a benefit that adds
emotional richness and depth to the experience of owning asing the brandand (ii) a benefit
through which the brand helps fulfil the need for sekpressior(Aaker,1996).
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ALPvalue proposition

a

Contact with unique
elements of nature,
culture, heritage,
mountains, sports,
gastronomy peauty,
history, health tourism,
traditions, richness of

Emotional benefits

>

(. N

The ALP is a pleasant
destination and
friendly place that
awakes positig
emotions through
unigue experiences
(intercultural
experience, dialogue
and cultural roues)

ﬂl’he ALP visitor \

launches him/herself
into a journey of self
discovery, seff
fulfillment, self
enlightenment and
selfactualzation; s/he
develops and

0N yaF2N¥a

GKS aasStTe

by learning about
other people and
cultures or ly having
challenging

Kexperiences /

contribution to the
world heritage

and affection (love,
people)

< AN )

Figurelll. ALP value proposition

The analysis aimed to show the essence of the ALP brand that should be capalieing in
harmony with the existing brands that are used by the Cultural Routes and the egom This
strengthens he argument that the development of the ALP brand handbook will be a critical step.
Undoubtedly, it is important to create a usah@lkit to guide tourist destinations in the use of the
ALP brand identity and explain to all stakeholders how to use th® kand in their marketing
communications. The brand handbook/toolkit should contain clear guidelines on two main subjects:

1. Bram personality guidelineg specifications on how to integrate the ALP brand values into
destination or product marketing comunications. This will ensure a consistency of approach among
all the stakeholders who make use of the brand.

2. Technicatlesign guidelineg specifications on how to use a logo, visual imagery and a colour
palette in all materials. It should give clearsign instructions on consistent logo positioning, its
application in different formats, a specific font and an approveldwopalette. It should assist both

in aligning the brand identity alongside already existing identities, avoiding a conflict ofstder
and in using it in its entirety where appropriate.

page20



The visual identity of a future successful brand shaaldsiderthe following key components:

logo

slogan

fonts and colours
images

i tone of voice.

= =4 =4 A

Once the ALBrand identity and product portfoliosi created, the next step will be to promote it so
that it becomes recognsable. This process means launching the brantheoconsumer market as
well as to all key destinations and stakeholders to ensure their understanding and support.

Based on the ALBrand research, resulteave shown that for successful visibility the AbRand
should use social network and digital mariket, new technologies that increase opportunities for
innovation, followed by being presenceand visibility at travel trade industryevents to meet and
talk to tour operators.

The elements and values can be communicated through the visttahical design guidelines, which
were mentioned before. Therefore, the logo, slogan, fonts/colours and images should follow the
guidelines and commmicate the elements and values in all brand communication activities.

Content is keyForms of content cold include the following

1 video

printed publications and branded material
websites

social media

events

1 other initiatives.

= =4 =4 A

In conclusion, what is ppmsed in the report is to plan the branding strategy for the Alpine macro
region, with a view to thecreation of a macraegional brand through the Cultural Routes of the
Council of Europe. The branding strategy aims to bring together the brands of theaCRbutes of
the Council of Europe in the Alpine maeegion within the framework of the regiortp create a
YyS6 ddzYoNBfflé¢ oNIYR YSNHAYy3I GKS ARSyGAale 27
region on the other hand). The strategy will aisorease the visibility of the Cultural Routes as well
as of the Alpine macreegionas cultural toursm destinations. Thus, the heritage which the Cultural
Routes promote is a key resource for building the maegional brand.

The current report hasprovided an overview ofthe brand audit, strategy development and
implementation throughan extensive literature review and primary surveys undertaken in the
Alpine macreregion. However, to ensure the success of the Atahd a further participative
approachand involvement oftakeholders is neededt.is advised thatte brand values and essence
shouldbe further reviewed and finaed by the Working Group in conjunction with the designer
developing the visual identity. It is important for lotgym succes¢hat the ALPranddevelops 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 landscapeslocation)
P (power, people, placeg

| (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 ALsee Figurel) is the largest preseed natural
mountain range in Europe with unique geographical and natural features. The protection of the
ecosystem and the preservation of natural resources, as wellagtigible and intangible cultural
heritage, is an important task for all countriesthe 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.

EU Strategy for the Alpine Region

Figurel. Map of the Alpine Region

The Alpine Region is made up of regionsanen countries: five are EU member states (Austria,
France, Germany, Italy and Slovenia) and two arelldrcountries (Liechtenstein and Switzerland).
These countries diéfr in terms of their economic, demographic and social development. Within

3 page22



these seen countries there are 48 regions in the ALP: Austria (Burgenland, Karnten,
Niederdsterreich, Oberdsterreich, Salzburg, Steiermark, Tirol, Vorarlberg, Wien), France (&uvergn
RhoneAlpes, Bourgogn&rancheComté, Provencélpes/ & G S RQ!T dzZNb = - DS NI
Wirttemberg, Bayern), Italy (Friuli Venezia Giulia, Liguria, Lombardia, Piemonte, Provincia
Autonoma di Bolzano, Provincia Autonoma di Trento, Valle d'Aosta, Vebhigdienstein, Slovenia,
Switzerland (Aargau, Appenzell Ausserrhoden, Appenzell InrdgrhoBaselLandschaft, Basel

Stadt, Bern, Fribourg, Geneve, Glarus, Graublinden/Grisons, Jura, Luzern, Neuchéatel, Nidwalden,
Obwalden, Schaffhausen, Schwyz, Solothurn, SterGarhurgau, Ticino, Uri, Valais, Vaud, Zug,
Zurich)

The mountain area of the RLhas 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 stinttare that

further contributes to the abandonment of these areas, affecting their biodiversity conservation and
protection of the tangible and intangible heritage. Wihgard to economic development, however,

the ALP contains some of the economic¥llg 84 ReéylF YAO | NSFa 2F (G(4KS 9d
Region is one of the richest areas in the world and among the most economically dynamic, innovative
and competitive aras in Europe. However, significant economic differences still exist within the
terrtAG2NASasX NBIdZANRY I | O2YY2y NBalLR2yaSeé 09 dNERIL
popular travel destination and is traditionally recognised for recreational $oouriThis tourism has

a positive impact on economic development, but needs to béasnibly managed to avoid negative
impacts on the environment. Due to the high diversity of cultural resources, cultural tourism
represents a potential that can be furthesed with a positive impact on the creation of new jobs

and on economic growth.

Culure 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 exigtingraaps. Action
DNRdzL) HE a¢2 AYONBFasS (§KS NaG2Y 2 WARD | LEIIASYYi AD-NR ds
FYR @Ft2NAAS yIFddzNFf NBA2dzZNOS&ax AyOfdzZRAy3A gl i
the Cultural Routes of the CouneflEurope. Action Group 2 addresses health tourism as a thematic
priority (coordinated 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 agyatav
maintain cultural and ecosystem services.

The Cultural Routes are grasmts networks promoting the principles which underlie all the work
and values of the Council of Europe: human rightdtural democacy, cultural diversity, mutual
understanding and exchanges across boundarie

ThisEuropean dimension dhe Cultural Routes is defined as a set of natural and anthropic heritage
elements, social and political phenomena that marked the dmstof Europe over time
interconnecting placeg landmarks of the cultural itinerary (Cuhlal Routes), and the common
cultural and historical heritage of Europe, from different perspectives.

These European dimensions consistha following

Thearchitectural stylesof buildings in different countries may have simégpearancdecause they
were built in the same Renaissance or Baroque period, in classic or art nastyksau
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The urban landscapein the Alpine Regionis represented, for instance,ybsite entry gates,
fortifications, public markets, local or regional government building&lges, castlesind country
parks Each one looks different, but each has the same purpasel, oftenthe samestyle, having
been designed by architects specsitig in the field who mostly came from other countribat

travelled throughout Europe, renowneddr their talent and skill

The termd &dplec mayrefer to minorities, bringing their own culture (customs and traditions) with
them to their new homelt canalso refer tovery wealthy citizens who sponsored and continue to
support artandculture,who built important buildings to receive their own foreign gugandwhose
architectureand building methodsvere inspiredby the travels they haveindertaken.lt is worthy

of note that the very wealthy familiesin particular,were very well connected to eachtlzer over
time within the European space.

Art and culturehavehistorical and contemporary connotationghisrefers todifferent artistic and
cultural stylesandmore popular philosophical trends throughout Europadalsoto various artistic
movements, international film festivals, concert@nd plays organsed in conventional and
unconventional spaces

Religionis acultural elementwhere Europe has manyalues incommon for instanceChristian
churches and monasteries, addwish communities with thegynagogues

Scientific lifeis an area that cannot exist without contacts between people from different countries,
universitiesand other organisationdinks based on exchanges of international experieare=often
usedfor the benefit of scienceA current example is the exchanged international studentsand
teachersthrough theErasmugprogramme,who follow a custom used since the Middle Agethe
Grand Tourg a journey made by students from rich families across Europe to studyaindife
experiene.

Economic issueare prokably the most common elements of the European dimension in European
cities Not every city host@a multinational compag headquarters, but their investments are seen
everywhere, andif we visit major commercialentres it is ndiceablethat they are almost identical

in every dty in Europe.

The Cultural Routesre consideed as a bridge betweerultures promotecitizens' awareness diie
heritagethat unites them as Europeans, regardless of geographical distances or culftierairoties.

It aims to create a link between citizens and heritage, demonstrating that the cultural diversity of
the different countries of Europe contributes toeating a common living culture

Twenty-eight of the 38 Cultural Routegass throughthe Alpne macreregion Figures 5 and 6
provide an overview of the itineraries represented there
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Cultural Routes in the Alpine Region
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Figure2. Cultural Routes in the Alpine Regjdanuary 2020
Source: Routes4U

Cultural Routes' members per country

m Austria mFrance mGermany mltaly mLiechtenstein m Slovenia m Switzerland

Le Corbusier Destinations: Architectural Promenades (20 IEjlZFIE T
European Routes of Reformation (201 98I&#
European Route of Industrial Heritage (201 @i nniEEA
Iron Curtain trail (2019) il
Liberation Route Europe (2019]
Via Charlemagne (2018)i#l
Impressionisms Routes (201 SRl
European Routes of Emperor Charles V (2018B)
Destination Napoleon (2015)E
Via Habsburg (2014) 2z
Réseau Art Nouveau Network (20145vAnEa
ATRIUM (2014)A
Huguenot and Waldensian trail (2013 EFC O .
European Route of Ceramics (2012)
Prehistoric Rock Art Trails (20108
European Route of Historic Thermal Towns (2018
European Route of Cistercian abbeys (201 B NEA
European Cemeteries Route (201 IR~
Iter Vitis Route (2009) ElZE
TRANSROMANICA (200B#
Saint Martin of Tours Route (2005l
Routes of the Olive Tree (2005)Hil
Cluniac Sites in Europe (20037 S - o R
European Routes of Jewish Heritage (2002l
European Mozart Ways (2004l SEL
Phoenicians' Route (2003 2lZ1

Via Francigena (1994 Wl FIEE]
Santiago de Compostela Pilgrim Routes (1987)
0 10 20 30 40 50 60 70

Number of members

Figure3. Distribution of members per countrylanuary 2020
Source: Routes4U
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The European Routes of Jewish Hagiis the mostt A Y G S NJ/withi plarthgtd irfi fiveZountries
followed by seven routes which are represented in four countries eagtopean Route of Industrial
Heritage,Impressionisms Routes, Réseau Art Nouveau Network, Huguenot and Wald@msian
European Route of Historic Thermal Towlisropean Cemeteries Route, Saint Martin of Tours Route
and Cluniac Sites in Europe. There tmee Cultural Routes that present pential for extension
since they have membeisxclusivelyin one countrythat is part of the Alpine macr@egion: Iron
Curtain Trail (Austria), Liberation Route Europe (Frand@RIUM (Italy), European Route of
Ceramics (Germany) and Santiago de CompoBi&dam Routes (Germany).

The aim of thigeport is to achieve a deeper understanding of the existing potential of the ALP
Cultural Routes for the macnegion at large and the seven countries, with a focus on tratnsnal
products. It is intended that, based on the results of this study, the stge 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 aALP branddentity and its implementation alongside the
existing brands and iddities 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 te plan the branding strategy for the Alpine maaegion, with a
view to the cration of a macreregional brand through the Cultural Routes of the Council of Europe.
The branding strategy aims to bring together the braonfithe Cultural Routes of the Council of
Europe in the Alpine maca@gion, within the framework of the region, ©ONS I 6 S I ySég ad
brand merging the identity of the two (Cultural Routes on the one hand and nragion on the
other). The strategylso aims to increase the visibility of both the Cultural Routes and the Alpine
macroregion as cultural tourism dginations. The heritage which the Cultural Routes promote is a
key resource, representing the culture of the region concerned, and ther@uRoutes are hence a
key resource in building the macregional brand. The branding strategy will entail coneret
NBEO2YYSYRIGAZ2YEa 2y /WX S dRS DS taBddiicedcdou@deriRiél indhe
specific macreaegion, exploring its culiral heritage by visiting the Cultural Routes destinations and
sites). The strategy will includdist of local poducts related to or produced by organisations linked
to the Cultural Routes of the Council of Europfdese should be products selected ashantic
European products, made by small and medisized businesses (SMESs), local producers, craftsmen
and artiss linked to the Cultural Routes in the magegion and exemplary in terms of quality.

The branding strategy will focus on the followingettijves:

1 the promotion of tourism through coperation betweerthe ALP and the Cultural Routes;

1 increasing the vibility of the Cultural Routes and the Alpine macegion as cultural
tourism destinations and cordinating the marketing of both the ALR@Cultural Routes;

1 improving the competitiveness of the ALP along the Cultural Routes in the European and
global burism marketplace.
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The first part of the stdy makes reference to the brand audit of the ALP brépart1). The next
part is based orthe results of the brand audit, leading to the creation and development of an ALP
brand strategyPart2). Part 3 discases how the brand should be implemented.

Freiburg, Germanyo Pixabay
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