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Abstract 
In its initial part the article underlines that practical application of what is known today as place promotion has 

a long historical record. In the following part of the paper the theoretical framework of place promotion was 

highlighted briefly. The author referred to the general idea of place marketing as the basis for place promotion 

and provided a definition of city promotion activity. Based on literature reviews it was posited that promotion is 

the key instrument in place marketing and that its significance is reflected in publication on both place marketing 

and local and regional development. In the theoretical section one may find information on key target groups for 

city promotion as well as on the major instruments forming part of the city’s promotion-mix. In the following 

sections, the paper presents some of the results of a research conducted by the author recently among promotion-

responsible city authorities in 51 of the 59 most important cites in Poland. The high response rate (i.e. 86%) makes 

this research currently the most comprehensive in this field in Poland. The goal of the above mentioned study was 

diagnosis of diversification and synthetic measurement of scope and forms of promotion activity executed by big 

cities in Poland in relation to the determinants of the phenomenon. This paper, due to the restrictions regarding 

its length, covers some partial conclusions of the mentioned study. The goal of this paper is to present the 

diversification of promotion activities executed by big cities in Poland through the use of particular promotion 

instruments. This paper analyses the use of:  promotion-targeted city institutions, particular instruments and forms 

of sales promotion, advertising and Public Relations as well as events. Furthermore the author presented 

conclusions regarding universality and selectivity of city promotion instruments that were used by the biggest 

cities in Poland. In the methodological section, the reader may find information on the general population covered 

by the research and the research questionnaire. The consecutive parts of the paper  include a detailed analysis of 

the use of key city promotion forms including advertising, Public Relations, events and sales promotion. In addition 

to that the research covered the use of promotion-oriented organizational units controlled by city’s local 

governments. The obtained results allow the author to show the most universal promotion tools used by the most 

important Polish cities. The promotion forms are analysed with references to the number of  target groups in order 

to reflect the universality or selectivity of particular promotion forms. All the presented contents allows to show 

promotion activities of the city as a common and thus necessary managerial activity of a contemporary city and 

an important element of urban development in the times of national and global competition between cities. The 

last section of the paper provides conclusions regarding main determinants of promotion activity of Poland’s 

biggest cities. 

This paper has been financed with the money granted by The Ministry of Science and Higher Education of the 

Republic of Poland to the Faculty of Management of the Cracow University of Economics for research executed 

by young researchers and participants of Ph.D. studies. 
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1 Introduction 
The practice of adapting promotion instruments and concepts to support the development of a 

given territory (country, region or city) is at least one and a half century old (Ward, 1998, pp. 

11-12, 21-22, 146; Brown, p. 179; Mazurek, 2006, pp. 34, 41-48), when countries and regions 
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were already attracting settlers and cities and regions were attracting investors. In this 

perspective Poland, along with other countries of Central Eastern Europe, seems an interesting 

case, as in the years 1939-1989 due to external historical factors the development of regions 

and cities was subjected to control from the central government and thus no bottom-up 

mechanisms facilitating local development could have emerged (Brańka, Coca-Stefaniak, 

Plichta, 2016, p. 135). This must be linked with the fact that competing is an integral part of the 

present-day global economy. The contemporary cities try to satisfy the needs of their present 

day residents, intend to attract new residents, and compete for students, investors and tourists. 

The majority of publications in the subject of city promotion takes a theoretical perspective and 

there is lack of comprehensive empirical research showing the use of promotion by authorities 

of the biggest cities in Poland. The purpose of this paper is to present empirical data on the 

forms and target groups of promotion of the biggest and most important cities in Poland. The 

obtained results reflect the importance of promotion activities in the development of Poland’s 

big cities. 

 

2 Theoretical framework of place promotion 
Place promotion is a term used originally within the concept of “place marketing” or “marketing 

places”. A definition of place marketing by Szromnik states that “place marketing is a 

philosophy of achieving the desired goals by territorial units while competing for scarce 

resources, based on the assumption that the appropriate client-partner orientation has a decisive 

influence on the results achieved” (Szromnik, 2012, p. 28). A more general definition states 

that “the challenge of place marketing is to strengthen the capacity of communities and regions 

to adapt to the changing marketplace, seize opportunities, and sustain their vitality” (Kotler, 

Haider, Rein, 1993, p. 18). According to a place marketing literature review made by  Brańka 

(Brańka, 2016, p. 57) only promotion is widely perceived as an important instrument of 

marketing influence available to the local (or regional) authorities. Promotion may be regarded  

as the “sum of actions initiated, executed or supported by the local government of the city, that 

are directed at collecting market information and at communicating and promoting local 

benefits offered to selected target market segments in order to influence their decisions in a way 

to guarantee the development of a given city” (Brańka, 2016, pp. 66-67). In the Polish literature 

on local and regional development (Kudłacz, 1999, pp. 112-121; Harańczyk, 2010, pp. 78-80; 

Wojciechowski, 2003, p. 193) the authors posit that place promotion instruments are of major 

importance to regional and local development and should be used more intensively.  

 

Cities, especially the biggest ones, combine many functions, including i.a. residential, 

administrative, investment, tourist, academic, shopping and service offers. Therefore promotion 

may be directed to various target markets, including (Brańka, Coca-Stefaniak, Plichta, 2016, p. 

134): 

- Internal audience (e.g. residents, local entrepreneurs). 

- External audience (e.g. investors, tourists, shoppers and service users, potential residents). 

 

Furthermore more detailed target groups may be defined e.g. students, who are both using the 

academic, residential, as well as shopping and service “product” of the city and in the future 

may become permanent residents (Brańka, Orzeł, 2013). It is worth to mention that according 

to Florida’s creative capital concept (Florida, 2005, pp. 37, 39, 93) people with a university 

degree (referred to as “Talent”) are one of the three key development factors. 

 

A significant proportion of theoretical publications on place marketing and place promotion 

refers to instruments and forms of promotion. The diversity of city promotion goals and 

targeting communication activities at diverse “client” groups (with different expectations and 
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characteristics) often results in the need of using specific promotion instruments. There are 

many concepts depicting the structure of the place promotion system. A comparison of selected 

concepts (Morrison, 2013, p. 321; Kotler, Haider, Rein, 1993, pp. 151-155, 166; de Elizagarate, 

2008, pp. 161-168; Balderjahn, 2000, p. 140; Szromnik, 2012, pp. 85, 409; Florek, Augustyn, 

2011, pp. 21, 171) led the author (Brańka, 2016, p. 61) to indication of the five most important 

city promotion instruments, i.e.: 

1) Advertising.  

2) Public Relations (PR) including Publicity. 

3) Sales Promotion.  

4) Personal Selling and  

5) Events. 

 

Even though events are commonly included in PR, the author decided to separate them because 

of their ambiguous characteristics of both “product” and “promotion” and furthermore the 

expected extensive use of events for promotion purposes by city authorities. 

 

3 Promotion of big cities in Poland – research methodology 
The following sections of this paper have been prepared based on the work in Polish by the 

author (Brańka, 2016), where the reader may find additional details on the analysed matters. In 

order to collect comprehensive data on city promotion in Poland, the author of this paper 

conducted a research among the CEOs responsible for promotion activity of the biggest cities 

in Poland. The purpose of the research was to identify the scale and forms of promotion activity 

among the most important cities in Poland. The biggest cities were chosen as their promotion 

experiences are the longest and their organizational and financial resources and promotion 

potential are the biggest, compared to medium-sized and small cities. The author selected a 

general population of 59 cities for this research. The selected cities included: 

- All cities with a population of at least 100 thousand residents.  

- All cities that are regional centres according to the present-day administration system (all of 

them have a population of at least 100 thousand residents). 

- All cities that used to be regional centres in the former administration system, used before 

the year 1999 (the majority of them has a population of at least 100 thousand residents). 

 

This way the general population included all the most important cities in Poland in terms of 

population, administrative role, multifunctionality and organizational potential. 

 

The research was conducted among CEOs responsible for promotion activity that had been 

employed in the city offices of the 59 selected cities. In case of the 59 selected cities, the author 

identified the person responsible for managing the city promotion and contacted the person via 

telephone in order to explain the research objectives, introduce its organizers and invite the city 

representative to participate. In the next step the author has distributed the questionnaire via e-

mail directly to the city representatives eager to participate. In case of some cities it was 

necessary to reiterate the telephone contact and dispatch of the questionnaire in order to 

convince the city representatives to participate in the research.   
 

Finally representatives of 51 of the cities answered the questionnaire. It is crucial to underline 

that the response rate was more than 86%, what makes this study an exhaustive research, 

covering almost the whole selected general population. Therefore the obtained results show the 

overall view of city promotion among the biggest and most important cities in Poland. The data 

was collected in the year 2013 and statistical analyses have been conducted in the years 2013-

2014. 
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The research questionnaire consisted of two parts: non-financial and financial. The non-

financial part, which is the source of data for this paper, contained 9 questions with 130 

subquestions. The 9 questions referred to: perceived importance of particular target groups in 

socio-economic development of the city, perceived utility of promotion – based on previous 

promotion activities of the city, intensity of city promotion activities aimed at particular target 

markets, frequency of marketing research on particular target markets, main barriers for city 

promotion, frequency of promotion-aimed cooperation of the city with particular stakeholders, 

the use of particular promotion instruments (including advertising, PR, events), the use of 

specialised promotion-aimed organizational units within the city hall organizational chart, 

target groups for particular promotion instruments, results of the previous promotion activities. 

With reference to the scales of the question: in case of one of the questions it was a nominal 

scale, in case of 8 questions it was an ordinal scale. The ordinal scales (including Likert scales) 

were designed in a way to reflect that the differences between each value were the same. In 

some cases this allowed the treatment of this scale as an interval scale. However this paper 

focuses only on descriptive statistics and nominal and ordinal scaling. 

 

The goal of this paper is to present the diversification of promotion activities executed by big 

cities in Poland through the use of particular promotion instruments. This paper analyses the 

use of:  promotion-targeted city institutions, particular instruments and forms of sales 

promotion, advertising and Public Relations as well as events. In case of sales promotion the 

paper focuses on the use of economic incentives to attract investors and foster entrepreneurship. 

Furthermore the author presented conclusions regarding universality and selectivity of city 

promotion instruments that were used by the biggest cities in Poland. In the last section the 

paper provides information on main determinants of city promotion based on statistical tests. 

The reason for the paper was the lack of publications regarding city promotion that would be 

based on exhaustive research covering all major cities in Poland.  

 

4 Promotion of big cities in Poland – findings from empirical research 
Promotion-oriented administrative units and personal selling 

The research mentioned in the preceding part of the paper covered many aspects of city 

promotion including i.a. target markets and promotion instruments, as well as promotion 

partners, financial aspects of promotion and determinants of promotion. In this paper, due to 

limited space, attention will be given to forms of promotion – including the usage and character 

(selective / universal) of particular instruments. 

 

Referring to the theoretical part of this paper the research study on big cities included forms 

and techniques that exemplified all five previously mentioned major groups of promotion 

instruments.  

First of all, cities may use certain institutions that are devoted to promotional activities, what 

may possibly lead to a more systematic and professional promotion. In practice, city authorities 

often create administrative units or dedicated positions for employees within organizational 

charts of city offices. The results of the research show that such administrative units and 

positions are widespread in Polish city offices. Among the 51 responding cities: 

- Press officers (offices) were used by 94% of the cities. 

- Entrepreneur service points were used in 88% of the cities. 

- Investor service offices were used in 86% of the cities. 

- Tourist information offices were used in 86% of the cities. 

It is interesting that both: the institution used universally to execute promotion targeted at 

different groups (in this case: press office / officer) and institutions targeting their promotional 
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effort selectively (towards local entrepreneurs, investors, individual tourists) occurred to be 

widespread in the Polish big cities.  

 

Furthermore the promotion CEOs reported that within the organizational charts of their city 

offices specific, dedicated, administrative units (e.g. departments) or dedicated positions are 

focused on selective promotion targeted at a specific “client” group. The following percentage 

of cities had a unit (or position) dedicated to promotion: 

- targeted at investors (in 82% of cities), 

- targeted at tourism, excluding business tourism (63% of cities), 

- targeted at business tourism (29% of cities). 

 

From this “institutional” point of view investors seem to be the most significant target market 

for promotion, while business tourists seem to be of much less importance (less than a third of 

cities), with the importance of remaining groups of tourists in between. It is necessary to 

underline that the majority of the promotion institutions mentioned above are examples of 

personal selling used in practice by cities towards various target groups (local entrepreneurs, 

potential investors, tourists and business tourism organizers). 

 

Sales promotion 

As, referring to the theoretical section of this paper, sales promotion was identified as one of 

the most frequently indicated place promotion instrument, certain forms of such city promotion 

activities have been included in the research. It occurred that cities use following forms of  

attracting investors to the city with the use of economic incentives: 

- Special Economic Zone (SEZ) (in Polish “SSE”), i.e. investment zones under central 

government regulations – offered in 90% of cities. 
- Investment zones under civic regulations – offered in 65% of cities. 

- Science parks – offered in 59% of cities. 

- Other forms of investment zones – offered in 63% of cities. 

 

This results clearly show that investors are of exceptional importance as a promotion target 

group for the big city authorities in Poland, as almost all important Polish cities offer areas with 

SEZ incentives, and more than a half of the cities offer additional economic incentives within 

other forms of investment zones. 

 

Advertising and Public Relations 

Graph 1 depicts percentage of cities using a given form of advertising, PR and events targeted 

at all groups of recipients, both internal and external. Within advertising, all cities use the 

relatively simplest forms (gadgets, leaflets, folders and booklets). All cities but one (98%) used 

press ads, while TV ads and radio ads occurred to be only slightly less popular (96% and 94%). 

The least popular form of advertising were catalogs of offers, used in 37 cities (73%).  
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Graph 1. Percentage of cities using a given form of advertising, Public Relations and events

 
Source: (Brańka, 2016, p. 184), own elaboration based on own research, n=51 

 

Referring to forms and techniques of PR, all cities used web portals. The promotion use of web 

portals within the platform called the Public Information Bulletin is no surprise as the use of 

this platform is obligatory to provide public information to citizens. It is however important to 

underline that all big cities have a dedicated web portal used for city promotion aimed at 

different target groups. A recent study, of June 2015, including web portals of the 35 biggest 

Polish cities has shown that the city web-portals vary to a large extent, and i.e. only in case of 

37% of the cities it was possible to use a mobile version of the web page or download a mobile 

application (S. Brańka, 2015). On-line promotion was also popular (90% of the 51 cities) 

through the use of dedicated social media profiles (e.g. Facebook, Twitter or Youtube). More 

traditional city PR forms like cooperation with partner cities (96%) and participation in fairs 

(94%) are still slightly more widespread than social media profiles. Traditional newspapers and 
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magazines (paper versions) were however less popular (82%). The least popular PR forms were 

study tours for reporters (63%), participation in scientific / industrial symposia (or conferences) 

(69%) and sponsored texts (71%).  

 

Events 

The research results confirm that events are contemporarily one of the most significant 

promotion instruments. A financial analysis has revealed that expenditures on events are usually 

the most important or one of the most important positions in the promotional budget of big 

cities. In the research, four types of events have been included, dependent on the characteristics 

and target group of events. The most popular events were connected with culture and sports 

(96%) and entertainment (94%). Commercial events (targeted at attracting entrepreneurs and 

investors) have been slightly less popular (84%), but still used by more than 8 in 10 cities.  

 

Universal and selective characteristics of city promotion instruments 

It is possible to present the collected data according to the number of target groups for particular 

forms of promotion. Table 1 presents the mean and median number of target groups for 

particular advertising forms, PR techniques and event types. Both the mean and median reflect 

that the web portal (other than the Public Information Bulletin) is targeted at the most target 

groups (7 groups on average). The median value in this case (9) shows that at least half of the 

cities treat these web-portals as an universal form of promotion – offering communication to 

all possible nine target groups. The study covered nine most significant target groups, including: 

1) present residents, 2) potential residents, 3) foreign investors (from outside of the city), 4) 

domestic investors (from outside of the city), 5) local entrepreneurs (already present in the city), 

6) domestic tourists (excluding business tourists), 7) foreign tourists (excluding business 

tourists), 8) business tourists, 9) business tourism organizers. It is worth underlining that all 

three promotion forms listed top in table 1 have been used in all cities (graph 1). The potential 

reason for this is the universal characteristics of these promotion forms (possibility of directing 

it to various target groups) as well as their relatively low financial cost. The promotion forms 

with the lowest number of target groups were catalogs of offers, participation in symposia 

(conferences), study trips for reporters and entertainment events. 
 
Table 1. Mean and median of the number of different target groups to whom a given form of advertising, 

Public Relations and events have been directed  

Form of advertising, PR, events Mean Median 

Web Portal other than the Public Information Bulletin 7,16 9 

Leaflets, folders, booklets 6,49 7 

Gadgets 6,29 7 

Press ads 5,88 6 

Books, albums 5,35 5 

Participation in fairs 5,14 6 

On-line advertising 4,82 5 

Web portal within the Public Information Bulletin 4,59 4 

TV ads 4,57 4 

Cultural events 4,55 4 

Profiles in social media 4,37 4 

Radio ads 4,20 4 

Cooperation with partner cities 4,14 3 

Outdoor 3,98 3 

Sports events   3,82 4 
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Form of advertising, PR, events Mean Median 

Commercial events 3,82 3 

City newspaper  / magazine issued by city office 3,43 2 

Sponsored texts 3,43 3 

Entertainment events 3,12 2 

Organizing study tours for reporters 3,08 2 

Participation in symposia (conferences)  / scientific or industrial/ 3,04 3 

Catalogs of offers 2,98 3 

Source: (Brańka, 2016, p. 186), own elaboration based on own research, n=51, the maximum number of target 

groups = 9. 

 

In order to summarize, the mentioned empirical findings have been depicted in table 2 as a 

matrix including both the usage (i.e. what percentage of cities uses a given promotion form) 

and universal or selective characteristics of a given promotion form (i.e. to how many different 

target groups is this promotion form directed). The table includes not only advertising forms, 

PR forms and events but also organizational institutions (institutional dimension of promotion) 

and investment zones (sales promotion). The promotion forms have been categorised according 

to: 

 How widespread is the usage (most common usage means at least 80% of cities uses the 

particular form of promotion). 

 How many target group does the particular promotion form have in a given city (larger 

number of target groups and thus more universal use means the median value is at least 5 target 

groups).  
 

Table 2. Selected instruments and city organizational units used in promotion of big cities according to 

usage and universality 
 Number of different target groups 

Smaller 

(selective use) 

Larger 

(universal use) 

Usage  

Less 

common 

Investment zone – under civic regulations 

(SP) 

Other form of investment zones (SP) 

Organizational unit (or employee’s 

position) dedicated to tourism (OU) 

Organizational unit (or employee’s 

position) dedicated to business tourism 

(OU) 

Organizing study tours for reporters (PR) 

Participation in symposia (conferences)  / 

scientific or industrial/ (PR) 

Sponsored texts (PR) 

Catalogs of offers (A) 

 

Most 

common 

Entrepreneur service point (OU)  

Investor service office (OU) 

Tourist information (OU) 

Special Economic Zone (SEZ) /in Polish 

SSE/ - under central government 

regulation (SP) 

Organizational unit (or employee’s 

position) dedicated to investors (OU) 

Web portal within the Public Information 

Bulletin (PR) 

TV ads (A) 

Profiles in social media (PR) 

Radio ads (A) 

Press officer (OU) 

Web Portal other than the Public 

Information Bulletin (PR) 

Leaflets, folders, booklets (A) 

Gadgets (A) 

Press ads (A) 

Books, albums (A) 

Participation in fairs (PR) 

On-line advertising (A) 
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 Number of different target groups 

Smaller 

(selective use) 

Larger 

(universal use) 

Cooperation with partner cities (PR) 

Outdoor (A) 

Cultural events (E) 

Sports events  (E) 

Commercial events (E) 

Entertainment events (E) 

City newspaper  / magazine/  issued by city 

office (PR) 

Source: (Brańka, 2016, p. 187), own elaboration based on own research, n=51 

SP – Sales promotion, OU -  organizational unit or employee’s position, E – Events, A – advertising, PR – PR 

activities 
 

The most interesting implication of the presented diagnosis is the fact that all promotion forms 

that occurred to be universal (directed towards a larger number of different target groups) were 

used by the majority of the cities. While, there were no universal forms of promotion that would 

be used only by a limited number of cities. The explanation for this may be that the universal 

forms are used by the majority of the cities as they enable communication with various target 

groups while the category of selective promotion forms that are less common (upper left section 

of the matrix) reflects situations when promotion towards particular target groups (investment 

from specific industries, business tourism) is extensive only in some, multifunctional, cities.   

 

5 The determinants of city promotion diversification 
Along with identification of city promotion diversification the author’s goal was to identify the 

determinants influencing promotion activity of big cities. In this respect the 51 participating 

cities have been divided into subcategories according to:  

- The size of the city (two groups: cities with less than 175 000 inhabitants and the biggest 

cities i.e. those with 175 000 inhabitants or more). 

- Developed academic function of the city (based on ratio of students per 1000 inhabitants; 

two groups: more academic cities and less academic cities). 

- Developed tourism function of the city (based on a modified Charvat’s index of the intensity 

of tourist traffic; two groups: cities with the best developed tourism function and cities with the 

least developed tourism function). 

- Administrative status of the city as the seat of regional authorities.  

 

In order to achieve the above mentioned goal the data collected during the research has been 

analysed to find eventual significant differences in distribution of responses among cities from 

both subcategories in consecutive groups mentioned above. The author used probability value 

(p-value) and assumed that statistically significant differences require p=0,005 or smaller. The 

author used chi-squared test for qualitative data and Mann-Whitney test for quantitative data. 

Based on all observed statistically significant differences it may be concluded that all of the 

above mentioned determinants influence the promotion activity of cities. The biggest of the 

analysed big cities (with population of at least 175 000), in comparison with the smaller of the 

researched cities, had: 

- stronger international orientation (i.a. higher diversification of promotion instruments 

towards foreign investors; higher frequency of customer research among domestic and foreign 

investors;  higher frequency of promotional cooperation with Polish diplomatic entities located 

outside of Poland), 
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- stronger business tourism promotion (i.a. higher intensity of promotion activities targeted at 

BTO’s  Business Tourism Organizers; separate organizational units or workplaces dedicated 

at promotion of business tourism), 

- higher total expenditures for promotion (reltive to total city expenditures), 

- lower relative expenditures for promotion via radio and gadgets. 

 

The cities with the best developed academic function, while compared to cities with the least 

developed academic function: 

- reflected higher intensity of promotion towards students, 

- offered Technological Parks more frequently. 

 

The cities with the best developed tourism functions, while compared to cities with the least 

developed tourism functions had a much stronger tourism orientation, reflected by higher 

diversification of promotion instruments towards national and foreign students; higher 

frequency of customer research among tourists; more frequent perception of tourists as 

important target for city promotion. Furthermore the tourism cities used events for promotion 

purposes more often than the cities with the least developed tourism function.  

 

6 Conclusion 

This paper offers an outlook on promotion forms used in practice by Poland’s biggest cities. 

The advantage of the paper is that the research covered almost all the biggest and most 

important cities in Poland and thus allows to see actual composition of promotion forms used 

in practice in this general population. The promotion forms used by cities in practice have been 

categorized according to theoretical requirements, thus allowing to see the most widespread 

forms. The analyses of the promotion forms included not only advertising and PR but also 

promotion-aimed institutional means commonly used by local governments in Poland. 

Furthermore specific forms of economic incentives offered to investors were included in the 

analyses to reflect one of the key promotion-mix instruments of Sales Promotion. Moreover the 

analyses allowed to present the promotion forms with reference to their universality and 

selectivity. The advertising forms used by the vast majority of cities and directed at many 

different target markets included: leaflets, folders and booklets, gadgets, press ads, as well as 

books and albums. The most universal and widespread forms of PR included: Web Portals 

(other than the Public Information Bulletin), and participation in fairs. It occurred to be a 

justified decision to analyse events as a separate (i.e. non-PR) promotion form, as various events 

(cultural, sports, commercial and entertainment) have been commonly used in the cities. The 

widespread use of promotion in the analysed cities, the variety of promotion forms and target 

groups allow to confirm that promotion is in practice an indispensable instrument of city 

management and thus urban development. 
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