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MODERN BRAND-ASSET BUILT BY MARKETING

1. Introduction

Strong competition between local and regional authorities makes that it is increasingly difficult to stand out and to reach the
desired audience of marketing communication. In the battle for tourists or investors the most significant are courage, ingenuity
and originality. However, the same form of promotion stops to be effective, unless the core of the campaign is strongly related
to the identity of the area, which in turn determines the basic value of its brand. Each area while developing its strategy should
use the strongest symbols, reflecting its identity. Those in the beginning should be well defined and consistently promote.
Building a brand strategy in such a way, significantly increases their chances of achieving a complete success.

Modermn economy together with the individualization of customer needs forces suppliers to deeper exploration of
the unique characteristics of the sales. This situation is caused not only by the participation of enterprises, but also by
participation of cities and regions. The development of the regions increasingly requires such an approach. Commonly
used important concepts and schemas from different parts of the world in the long run become inefficient. Freedom of
choice is one of the most important achievements of society. The core element is its diversity!.

Global society has become mobile. This allows the regions to implement the policy which involves unique people.
This is the basis of building long-lasting relationships, both personal and commercial.

Marketing of the region is a series of activities aimed not only at tourists and visitors, but above all at residents. A
common coherent image of promotion of the region outside is only one of the elements. Very important is also shaping
commitment to the region, local identity, pride and positive image among its residents.
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DRAWING 1. QUADRANGLE OF LOCAL AND TERRITORIAL MARKETING
Source: Developed by author

The local government units activity in terms of competitiveness, imposes them the use ofavailable tools that
increase the attractiveness of investment and tourism in the region. In order to meet the needs of the economic growth
of the region and its inhabitants, the authorities must seck new investors, tourists and residents. Potential investors
and tourists, in its decision where to place investment or spend holidays, in a natural way compare the advantages and
disadvantages of the regions. Using different sources of information make their decisions about the region®.

2. The purpose of the activities (promotion process, marketing process)

The process of development and implementation of the brand strategy of the region should be oriented on the
achievement of measurable results. Main objectives of this process arel) building a strong identity of inhabitants of
the region, as a dynamic, attractive to life and rest, 2) positioning the region as an attractive in the consciousness of
clients 3) creating an image of the region as a place worth to invest and live in andto visit 4) supporting the authorities
while trying to develop business infrastructure and strengthening self-esteem inhabitants.

! Vermeulen M., Florian B. Mommaas H., Speaks M., van Synghel K.; City Branding. Image Building & Building Images,
NaiUitgevers Publishers, Rotterdam 2002, s.20.
2 Por. http://www.morzeprzygody.eu/wp-content/uploads/2012/05/Strategia-marki.pdf (10.11.2012)
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