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What do we have in common 

in the whole Baltic Sea Region ?

• Identity = a difficult term

• Top-down-wish

• The Solution (need)

• First Results
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„personal identity“

„collective identity“

spatial identity

math: x and y are „identic“;    identity = „sameness“

psych: identity of people

a)

b)

Identity: a buzzword
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Who whises resp. needs 

a Baltic Sea identity?

• the „EU“ --> Europe of Regions

• (some) politicians (stakeholder) in BSR
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Reasons for (developing) a BSR Identity

 raises the awareness of the region´s 

natural and cultural pecularities

 makes the region more visible and competitive

 brings the countries around the sea closer together

 macro-region with an identity 

raises the attractiveness for international tourism 
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• the „EU“ --> Europe of Regions

• (some) politicians (stakeholder) in BSR

• (some) touristic stakeholders in BSR

• (some) project people in BSR

• but not the population

„top-down-identity“

Who whises resp. needs 

a Baltic Sea identity?
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„Top-down-Identity“

... for the marketing of the region „Image“

selfimage

external image
A successful marketing has to

backed by the population !

Needed are features,

which the (entire) population

identifies with.
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Procedure to Find the Common Features:

Methodological Triangulation

„systematically“
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checking common features 

at „all“ dimensions:

natural settings cultural settings

• Landscape

• Fauna

• Flora

• Weather

• .. 

• Language

• History

• Buildings, Architecture

• Eating & Drinking habits

• Clothes

• Behaviour

• Theater

• Events

• ..
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„heuristic“

„Heuristic means the competence,
with limited knowledge and time

to have nevertheless good solutions.“

a) „heritage scouting“

b) pilots

„systematically“

Procedure to Find the Common Features:

Methodological Triangulation

Experts and surveys
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Our questionnaire (paper version):
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Questionnaire:

Possible common characteristics of the BSR
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Questionnaire:

Possible common characteristics of the BSR
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Questionnaire:

Possible common characteristics of the BSR
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There will be also 

an online-questionnaire:

 www.bsr-identity.net
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„first results“ .....
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Culture, History, Traditions

4,53
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Nature:

4,50
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Society & Economy:

4,57
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The „Top 5“Cities:
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The „Top 5“ Regions:
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Conclusion:

There are no „big winner“ features.

Means: We have no 

common BSR characteristics ?

Means: 

We have a (big) set of common BSR characteristics !

... fits to the need of marketing:  Due to 

several target groups we need different attracting features !
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Thanks a lot 

for your kind attention.

... and now  

please fill in our questionnaire. 

Thanks for your support.


