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ANCHORING MARITIME ECONOMY OF THE SOUTH BALTIC

➤ Why Do we Need to Have A Marketing Strategy? 
➤ Demystifying Marketing Rationale for the South Baltic Sea Region 
➤ Adopting Innovation-Driven Approach to Marketing 
➤ Addressing Value Drivers, Current Challenges, & Future Needs 
➤ Marketing Strategy in a Nutshell: 

➤ South Baltic Sea Region as A Strong Resource & Competence 
Driven Blue Economy 

➤ South Baltic Sea Region as A Learning Region (Entrepreneurial 
Discovery & Smart Specialisation) 

➤ South Baltic Sea Region as A Brand (Value Driven & Shared 
Vision) 

➤ What’s Next: Practical Tools & Recommendations for Stakeholders �2



➤ WHY DO WE NEED TO HAVE A MARKETING STRATEGY? 

„ Success is 20% skills and 80% strategy. You 
might know how to succeed, but more 
importantly, what’s your plan to succeed?

-Jim Rohn



➤ DEMYSTIFYING MARKETING RATIONALE FOR THE SBSR – 1

„Strategy is about setting yourself apart from 
the competition. It’s not a matter of being 
better at what you do – it’s a matter of being 
different at what you do.

-Michael Porter



➤ DEMYSTIFYING MARKETING RATIONALE FOR THE SBSR – 2

„Strategy is style of thinking, a conscious and 
deliberate process, an intensive 
implementation system, the science of 
insuring future success

-Pete Johnson



➤ WHY IS THEN A STRONG FAIL IN STRATEGY IMPLEMENTATION?

„Thinking is easy, acting is difficult, and to put 
one's thoughts into action is the most difficult 
thing in the world.

-Johann Wolfgang von Goethe



➤ THE WHY & WHO?
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➤ SMEs –  backbone of the EU & regional economy  
➤ WHY: 

➤ SMEs are introducing less innovation (min. 1) in 2016 vs. 2015 
➤ SMEs are likely less to invest in trainings, R&D, reputation 

and branding 
➤ SMEs face competition for innovation        

commercialisation 
➤ SMEs lack financial resources 
➤ human resources



➤ WHEREE
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➤ SO, WHAT IS THE PLAN THEN?
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➤ Have & define the right goal (SMART) 

➤ Know ecosystem framework conditions (environmental, 
technology, economy & governance) 

➤ Turn framework conditions into business opportunities 

➤ Creative Value for Customers & Stakeholders 

➤ Integrate & Share, meet expectations – become a brand



➤ WHY IS IT ESSENTIAL TO GO BEYOND THE MARKETING?
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➤ Marketing helps to meet short-
term goals 

➤ Finding & growing new 
markets for the brand is no 
longer sufficient competitive 
action 

➤ Marketing refers to tools that 
are used to promote innovation 
output (product, service, 
organisational innovations) to 
key audience and deliver the 
message of your brand 

➤ Branding is the process of 
connecting good strategy with 
good creativity (Marty 
Neumeier) 

➤ Branding is a long-term 
commitment and helps you to 
achieve long-term competitive 

➤ Brand shall endure  

➤ Brand delivers promise and 
strengthens emotional bonds 

➤ Brand is about perception & 
emotional connection – 
customer loyalty 



➤ THE ESSENCE OF THE INTERMARE SOUTH BALTIC MARKETING & BRANDING
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➤ Marketing Strategy for the South Baltic Sea Region as a 
single instrument is not enough. Why? Because branding 
is the core of the marketing strategy.

➤ For branding, an organisational ecosystem approach is 
adopted covering areas of a) resources & competencies; b) 
processes (innovation) & strategic orientation; c) branding; 
d) sustainable & competitive organisation and its ecosystem.

➤ Conceptualisation & implementation phase must go 
beyond marketing: the region can position itself, 
differentiate & increase performance only when adopting a 
Branding Strategy.



➤ INNOVATION-DRIVEN APPROACH TO SBSR BRANDING
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➤ In its nature, innovation targets different areas of organisation and its 
ecosystem. 

➤ As a result, innovation approach reinforces marketing & branding of 
the South Baltic Sea Region Blue Economy 

➤ Innovation enables achieving incremental & radical disruptive changes 

➤ Innovations generate changes to organisations (inside-out perspective) 
and the system (outside-in)  

➤ This paves the wave for new managerial competencies (organisational 
level) 

➤ and / or shift in the paradigm (system changes, e.g. new technologies 
or scientific outputs)



➤ SBSR BLUE ECONOMY MARKETING & BRANDING STRATEGY JOURNEY 
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Mapping Regional 
Ecosystem Performance

Undertaking 
Benchmarking

Mapping Supply of SBSR 
Blue Economy 

Embracing Demand of 
SBSR Blue Economy

Seizing Opportunities for 
SBSR Blue Economy

Formulating Marketing & 
Branding Roadmaps

Implementing Measures 
& Capitalising

Providing Tools for 
Sustainable 
Competitiveness



WHY IS INNOVATION THE NEXT COMPETITIVE EDGE IN TRANSFORMATION?

➤ Why does Innovation act as a Key toward Success in Marketing? 

➤ Innovation is a Key to Growth, Competitiveness, Differentiation 

➤ Innovation enables to capture the talent and resources available 
inside and outside organisation 

➤ Innovation creates the future – new products, environments & new 
user perspectives 

➤ Innovation generates commercial success 

➤ Innovation is a foundation for entrepreneurial discovery & learning 

➤ Innovation is a value for Growth & Social Wealth
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INNOVATION-DRIVEN APPROACH TO MARKETING SBSR BLUE ECONOMY
➤ Launch of innovations require specific capabilities, knowledge, skills, facilities, resources, 

market knowledge, financial resources and certain level of infrastructure: 

South Baltic Sea Region (SBSR) has huge potential and competitive strength. 

➤ Innovations come to the market as a result of technology and / or market push or be driven 
by users. 

The region shares similar cognitive, geographical, social & institutional proximity, 
contribution to regional identity, multiplying potential & meeting expectations. 

➤ Cross-sectoral collaboration, competence building, business modelling & leadership 
support transformation processes: 

These issues are addressed in the cross-border cooperation and marketing 
strategy (7 Ps of Marketing). 

➤ Transformation success is linked with strong organisational culture: 

Organisational culture & system of values strengthen marketing & brand 
building (through customer loyalty). 
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HOW BUSINESSES CAN ADOPT TOOLS TO MARKETING & BRANDING

Using a systematic approach 

Adopting methods and tools from innovation, strategic, 
regional ecosystem & organisational culture management 

Adopting a cross-disciplinary approach in daily business 

Utilising specific creative (design-driven) tools and 
capitalising on results (sustainability through branding)
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➤ WHY DESIGN / CREATIVITY DRIVEN TOOLS MAKE SENSE IN BUSINESS?

„“If I had an hour to solve a problem and my 
life depended on the solution, I would spend 
the first 55 minutes determining the proper 
question to ask, for once I know the proper 
question, I could solve the problem in less 
than five minutes.

-Albert Einstein, Theoretical Physicist



➤ SBSR MARKETING & BRANDING IN A NUTSHELL
Organisational 
Fiels / Strategic 

Objectives 

Resources & Competencies 
Portfolio

Innovation 
(Processes) & 
Strategic 
Positioning

Branding & Brand Sustainable 
Competitive 
Organisation & 
Ecosystem

Technology 
Architecture 

➤ KETs, KIBs 
➤ IoT, Blockchain 

➤ Products 
➤ Services 
➤ Processes 

➤ Digital transformation in 
Blue Economy

➤ Operational & 
Economic 
Efficiency

Policy  & 
Governance 
Architecture

➤ 6 political priorities of the 
EC for 2019-2024 

➤ 2030 targets EU 
➤ 2050 targets EU 
➤ UN Sustainable 

Development Goals

➤ Products 
➤ Services 
➤ Process 
➤ Marketing & 

Positioning 
➤ Business 

Models 

➤ Smart Specialisation: 
energy, biodiversity, 
circular economy, 
maritime tourism, 
aquaculture 

➤ Resource 
Efficiency 

➤ Differentiation 
➤ Strategic 

Flexibility 

Socio-
Environment 
Architecture

➤ Human Capital 
➤ Cultural Capital (Regional 

Identity) 
➤ Knowledge Capital

➤ Products 
➤ Services 
➤ Business 

models 

➤ Environmental 
Compliance 

➤ Circular Economy 

➤ Social 
Efficiency 

➤ Customer 
Satisfaction 
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➤ STRATEGY MATRIX FOR SOUTH BALTIC BLUE ECONOMY BRANDING
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Blue Economy Resources & 
Capabilities

Blue Economy Innovation & 
Strategy

Blue Economy Branding & 
Sustainable Oganisation Ecosystem

➤ Core Competences 
➤ Human Capital 
➤ Knowledge Capital 
➤ Cultural Capital 
➤ Technological Capital 

➤ Marine Bioressources 
➤ Offshore / Solar 
➤ Aquaculture 
➤ Tangible / Intangible 

Assets 

➤ Future Trends & Markets 
➤ Clean Technologies 
➤ Ressource Efficiency 
➤ Digital Transformation 

➤  Innovation-driven Processes 
➤ Investments / Funds 
➤ Economic efficiency 
➤ Capacity Building 

➤ Cross-border cooperation 
➤ Knowledge Exchange 
➤ Best Practices 
➤ Creation of Synergies 

➤  Competitive Advantages 
➤ Value Creation 
➤ Smart Specialisation 
➤ EU Green Deal 
➤ Superior Performances 

➤ Branding INTERMARE 
➤ Establishment of 

collaborative brand for 
marketing of SB region 

➤ Engaging in new 
networks 

Short - 
term

Future Ressource Identification & 
Development

Identification of Future Trends & 
improving digital readiness / 
infrastructure

Positioning in the market & launch of 
collaborative brand

Long - 
term 

Capitalisation of clean technologies 
& HR capacity building

Incorporation of KETs and KIBS Sustained competitive advantages



➤ RATIONALE BEHIND MARKETING & BRANDING ACTIONS
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Future Vision Digital Transformation Smart Specialisation Branding & Competitive Edge

Short - 
Term 
(2025)

Why

➤ COVID-19 pandemic 
➤ Creating Added value 
➤ Increase competitiveness  
➤ Design efficient enterprise 

processes

➤ Regional Development and 
Innovation Policies 

➤ Fund Absorption

➤ Synergy and Scale effects 
➤ Intrasectoral cooperation 
➤ Knowledge exchange

What

➤ Competence Building  
➤ Upgrading infrastructure

➤ Identification of regional 
priorities 

➤ Fostering Entrepreneurial 
Discovery Process within the 
company 

➤ Patent Application

➤ Launch & maintenance of 
the joint brand INTERMARE 

➤ Participation in growing 
networks  

➤ Establishing brand policy

Long - 
Term 
(2030 - 
2035)

Why

➤ Digital Markets 
➤ Smart Contracts 
➤ Cross-sectoral businesses

➤ Future Markets and Niche 
Opportunities 

➤ Funds and Investments

➤ Sustaining competitive 
advantages 

➤ Creation of market & 
customer Value

What
➤ Integration of Blockchain and IoT 
➤ Digital Products and Services 

➤ Access to global resource & 
competence pools 

➤ Talent attraction

➤ Engagement in global value 
chains 

➤ Customer binding



➤ WHAT’S NEXT? PRACTICAL TOOLS & RECOMMENDATIONS
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Document & Wrap 
Up

Analyse, 
Empathize & 

Plan

Analyse, 
Empathize & 

Plan

➤ Idea 
generation 

➤ Problem 
identification 

➤ Internal 
Learning 

➤ Mirroring 
personal 
experiences

➤ Competitive 
analysis 

➤ Customer & 
user analysis 

➤ Market 
positioning 

➤ Market needs  
➤ Market 

segmentation

➤ Data 
evaluation 

➤ Idea funnel 
application 

➤ Identification 
of specific 
objectives

➤ Targeted 
specification 

➤ Risk 
management 

➤ Conceptualis
ation

➤ Incorporation 
of new 
technologies 

➤ Prototyping 
➤ Modelling 

➤ Product or 
service 
testing 

➤ Usability 
testing 

➤ Control & 
Quality

➤ Reporting  
➤ Product / 

Service / 
Prototype 
evaluation 

➤ Marketing 
and 
branding

➤ Data analysis 
➤ Workshops, 

Roadshows 
➤ Process 

Review 
➤ Mind 

mapping

➤ Observations 
➤ Surveys 
➤ Customer 

journey 
➤ Blueprints

➤ Decision 
making 
path 

➤ SWOT 
analysis 

➤ Business 
value 
mapping

➤ Layouts 
➤ Simulation 
➤ Wireframes

➤ 3D 
technology 

➤ Piloting 
➤ AB testing 
➤ Physical 

tool 
implementa
tion

➤ Data 
collection 

➤ User stories 
➤ Feedback 
➤ Impact 

mapping 
➤ KPIs & CSFs

➤ Software 
tools 

➤ Documentat
ion tools 

➤ Assembly 
documents

Understand
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te
ps Document & 

Wrap UpTest & ControlRealiseConceptualise 
and Specify

Define and Set 
Out

Analyse, 
Empathize & 

Plan



➤ LOOPING UP & ANCHORING BLUE ECONOMY IN THE SBSR

„I've learned that people will forget what you 
said, people will forget what you did, but 
people will never forget how you made them 
feel.

-Maya Angelou, writer, civil activist



FEEDBACK & NETWORKING
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➤ Authors: Dr. Laima Gerlitz & Cristopher Meyer

➤ Synergies for Blue Economy Target Groups: 

➤ INTERMARE South Baltic 

➤ Connect2SmallPorts 

➤ CTCC

➤ Contacts: laima.gerlitz@hs-wismar.de /          
christoper.meyer@hs-wismar.de 

➤ European Project Center at Hochschule Wismar

mailto:laima.gerlitz@hs-wismar.de
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