
Abstract theme II Cultural and Geographical mapping 
The Second International WHILD Conference on the World Heritage Research  

The Future of the World Heritage Convention – a Nordic perspective 

 

Towards a shared direction in the development of a world heritage site: 

Brand building in Suomenlinna Sea Fortress, Helsinki, Finland 

By Leena Grönroos 

 

Suomenlinna Sea Fortress was inscribed into the Unesco World Heritage List to be preserved as an example of the 

18th and 19th century fortress architecture in Europe. Today it is a community with 850 inhabitants offering 400 jobs 

in diverse businesses and organizations. The unique asset of history and beautiful archipelago makes Suomenlinna 

one of the most visited attractions in Finland, counting more than 700 000 visitors yearly. Thus, tourism industry, 

including meeting facilities, restaurants, museums and activities, has a significant role among the sea fortress’s 

businesses. This combination of interests makes site planning and development challenging. 

Destination brand building was chosen as a tool to form a shared basis for the site development. To build a brand, a 

joint two year-project including the Governing Body of Suomenlinna, HAAGA-HELIA University of Applied Sciences 

and the Helsinki City Tourism and Convention Bureau was established at the beginning of 2010. Suomenlinna Sea 

Fortress Tomorrow – project helps brand work to be started and put into action. In addition to brand building, the 

focus is on creating tools for visitor management and interpretation of the world heritage.  

During 2010 and the beginning of 2011, the brand building process included a comprehensive stakeholder 

involvement: discussion forums, workshops, interviews and questionnaire surveys. The local community and 

entrepreneurs were invited in cooperation via newspaper, e-mail, extranet and phone calls. The aim was to 

formulate the identity of Suomenlinna in such a way that it benefits as many as possible: for entrepreneurs a source 

of inspiration and a strategic basis for the world heritage management plan. 

In March 2011, the brand image was finished and the implementation started. The first steps were joint projects 

with local companies to develop meeting services, to create a new thematic guided tour and to plan a new museum 

exhibition. To interpret the brand image in these projects, a storytelling-method was used. Also, printed brochures 

and home pages were analyzed and suggestions for implementing a brand image were made.     

In autumn 2011, interpretative techniques were chosen to be the method to bring the brand alive. These techniques 

offer practical tools to raise visitors’ interest in the sea fortress’s past and present, to get them understand the site’s 

value and to get them behave in a desired way when visiting the site. The start is to train tour guides and to build an 

exhibition available for all visitors in Suomenlinna’s picnic shed. These projects will be finished in the spring 2012. To 

guarantee the continuity, the individual implementation projects will be evaluated and further measures will be 

agreed upon before the end of the project. 
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