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“Water is not only dividing
it is also uniting”

Uffe Ellemann-Jensen
Chairman, Baltic Development Forum



The market

• More and larger ships are planned to the region
• Cruise is not a mono destination product. 

Ports/destinations are depending on each other (if 
one port does not perform – the whole product does 
not perform)

• Demand for new destinations in combination with 
bestsellers like St. Petersburg, Stockholm and 
Copenhagen



The industry

• High yield on Baltic Cruises
• Short season (mid May – mid September)
• Low knowledge about the Baltic Cruise product
• Demand for new itineraries
• Demand for thematic products
• Competition from other cruise areas the Caribbean, 

Mediterranean, Alaska



Obstacles for competitiveness

• Different quality levels of service and facilities.
• More and larger ships leads to increased pressure on the ports 

and its logistics.
• Lack of understanding for that this is not a mono destination 

product.
• Not a clear brand strategy for the Baltic Sea as an attractive 

cruise destination.
• No cooperation 

– between local actors involved in the cruise sector.
– between the marketing policies pursued by the port-cities.
– of PR strategies.



Project basics
• The purpose is to increase the market share of the Baltic cruises 

in competition with other cruise areas
• 10 countries – 17 ports/destinations – 30 partners 
• Budget 1.6 mEUR
• 3 years (2005-2007)
• EU Interreg IIIB project – funded 40% EU / 60% partners
• Lead Partner: Wonderful Copenhagen 
• 4 Work Packages
• 2 commercial partners: 

– SAS Group airlines - project official carrier
– Radisson SAS Group - project official hotel partner



Lisbon Strategy

• Aims to make Europe the most 
competitive and dynamic region of the 
world

• Finding a balance between economic 
growth, social and environmental 
renewal and sustainability.



Main project objectives

• 20 % growth in passengers 

• 4 % growth in market share 

• 30 % returning passengers



4 Work Packages

WP 1 – Service Standards

WP 2 – Branding & Product Development

WP 3 – PR & Press

WP 4 – Joint Marketing



Service Standards (WP I)

• Minimum service standard requirements for ports 
(handbook)

• Development matrix for each destination (red/green) 

• Individual plans for infrastructure investments
• Establishment of a local cruise networks in all 

participating cities



MSR-liste
The MSR list itself consists of four main focus
areas: 
1. Port facilities 
2. Signs and printed material 
3. Service & information platform 
4. Service for crew. 

Each of the four main areas of requirements is then divided into three 
sublevels:
• A. Compulsory level
• B. Voluntary level
• C. Individual added value



Branding & Product  Development (WP 2)
• The creation of a platform for positioning the Baltic Sea Region

as an attractive and well-recognized brand on the international 
cruise market.

• 6 new transnational thematic products for BSR cruising 
itineraries: 
– Ancient & Modern
– Kings & Tsars
– Modern Architecture & Design
– City Life & Outdorre Events
– Great Shopping & Fine Food
– Northern Light & Mild Climate



Logo – partner level



www.cruisebaltic.com







Press & PR (WP 3)

• Common PR-strategies
• PR campaigns in trade magazines in 

The US.
• The local public in the Baltic Sea 

Region will be informed of the project 
via mass media.



Newsletter



Marketing (WP 4)

• Workshops for the staff of the US-based 
cruise-lines companies and travel trade.

• A Cruise Baltic portal for cruise
professionals and passengers

• Campaigns





Baltic Development Forum 
Summit

”The political, economic, and technological 
changes of the past decade have revealed 

an opportunity to make the Baltic Sea region 
one single mega-product with global 

potential”.
Two challenges to reach this:
1) Establish long-term cooperation for solving issues related to cultural 

diversity, differences in service standards, development, and 
competitiveness. 

2) Raise global awareness about this opportunity by making the Baltic 
Sea Region more visible.



The Cruise Baltic Project

”…An early successful forerunner in this 
field is the Cruise Baltic Project, which 

demonstrates a clear success story and 
great example of close coordination 

between destinations and ports within 
the Baltic Sea Region….”
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Thank You!
Signe Adamsen
Cruise Baltic Project Director
sam@woco.dk 
www.cruisebaltic.com


