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Introduction

Era of globalization and time-space compressionifieadthe real market space into actually unlimited
space andntroduces intensive competition even into the ar@awhich it would not have been considered
several decades ago. A possible way how to dehlthis new situation, especially for transformingauntry,
is offered by marketing. Nowadays marketing caridietly be considered as a part of our everydaytdifsuch
an extent that even though not explicitly stated, abide imlicitly by its principles. It is not cddered as
a separate field of study but as a multicpectrahomological tool for managing situations in prizdife as well
as in professional life(ichovsky 2001, p. 4). Despite more than half awgnof the development of marketing
it still remains a challenge even for private comipa that are generally regarded as specialistsnfrketing
activities.

It is the competition spreading into other spheféehwman reality that has become a very important
impetus for applying marketing to places. Doubtlesgen places benefit from highly sophisticated kating
activities used in private sector.

New challenges brought about by place, have stararketing research integrating various marketing
approaches (e.g. Kotler et al. 1999) based not onlydeep knowledge of humanities, social sciences a
business, but also on understanding the complefitis product - place. Complexity of its naturepiobably
the reason why a wider consensus in such a fundahenestion as the definition of place marketirag mot
been achieved. This is the field where geographybeauseful because of the fact that place is aotbbject of
research and part of manner in which such resezcioe carried out (Matlayi Matlovicova 2006).

In comparison to corporate marketing, place mankgetias conceptual differences. In the past plases w

understood only as commodities although in redligy appear to be complex megaproducts used in nowse
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ways. Contemporary marketing effort is focused djusting the tools to the complex character of ptaas
megaproducts and does not consider place as ,mareynmodity. Place is viewed upon as a challenging
complex heterogeneous marketing object (e.g. Aa@R; Rainisto 2003; Kotler et al. 2002).

At present there are no doubts regarding the apjptepess of applying marketing to places. It is
generally accepted that places can be offered &gqtral efficiency as products. Paradoxically, thHerkack of
a unified conception and definition of place maikgt The reasons might be that this issue is theado of
a wide variety of researchers and also the ladewhinological unity, especially in general apptda of the
issue. We prefer the term place marketing and wwhaled it as;,conscious activity aiming at improving and
maintaining the position of a place in competittbrough relentless identification, modification asatisfaction
of needs of various segments connected with tloe pla

During social and economic tranformation of Sloydéces, this issue is still a novelty and therefoee
have decided to provide a modest contribution te tliscussion on possibilities and appropriatendss o

systematic application of marketing tools to places

Process of place marketing

Marketing process, in its broad complex nature, pases heterogeneous and interralated activities
reified in a marketing plan. A very common viewtisat ,planning ... resembles a ritual of calling rain.Has
no influence on the wheathet.(Quinn in Palatkova 2006, p. 173) since theaumding conditions change too
rapidly. Planning, however, represents an inevitable prooesensideration about what has happened, what is
happening and what may happen. It means setting@asanting the goals (Palatkova 2006, p.173).
Unique and non-repetitive nature of single pladesctly determines differentiations and frequernttes
not enable even precise chronology of single stafigdace marketing process. As a certain genextidia of
the so far successfully applied approaches, tHewolg division into stages can be offered (see Rein2002;
Janekovd, Vastikova 1999; Bernatova, iteva 2000; Pautkova 2005):
0.MOTIVATION - initial motivation, presentation of sion and synopsis of plan
1.ANALYSIS - situational analysis
2.DETERMINATION - formulating of the goals, settingdelaborating the marketing strategies
3.IMPLEMENTATION - realization, managing and auditinfmarketing strategy.

Within these stages there are a number of parti@lites that overlap, happen simultaneously; Eng
places can carry them out in different sequenceksifineeded they can apply or skip other activiti€his
variability’ results in complications when shown in diagramsl ahis eventually leads to different
interpretations (compare Paillova 2005, s 38; Bernatova, Mava 2000, s. 21; Ashworth, Voogd 1990, s.30;
Rumpel 2002, s. 77). The process can be describaditeratitive, having a feedback, cyclical andualty

never-ending (Béek?, p. 81). Its nature is represented in Figure 1.

2 Especially at lower stages, at operationalizatiow specification of clearly set methodological s=tpe.
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Spiral arrangement of single activities stressegytlicity and timelessness. Each cycle begink tie
analysis, ends with the realization and goes tHromgseries of planned stép3he first cycle, as a rule, is
experimental because its criteria of analysis drettion of synthesis towards marketing mix as vasltowards
the strategy result from estimates and prognosth wegard to other similar places and situationachE
following cycle is a qualitatively higher step ofarketing activities based on concrete outcomes der#ain
place and represents reiteration with regard tal#iermined goals based on feedback. In additi@momtinuous
specification timelessness of the model enables tise change completely or partially the strateggntation

even in the i-th cycle and thus adjust it to theketdemands.

Initial motivation

At the ITF (International Travel Fair) Slovakiatoum January 2007 Exhibition in Bratislava, the
representatives of towns and regions were inquéteout their involvement in marketing. Surprisinglliere
were relatively very few positive answér§he survey showed that there has not been arsidmable change
since 2003 when research on the use of marketivlg to the development of places and regions iv&dia
was carried out (Padkova 2005). As the author statesedional authorities rejected the idea of marketatg
various levels of communication, they were unirgi® in communicating about the issue and triedivert the

communication to e.g. national development progtdPaulickova 2005, p. 99, 92).

The above-mentioned examples clearly reveal the Ikl of awareness of marketing in terms of
offering opportunities and being an asset to plaités necessary to have an initiator for it toitmplemented in
place practice. The initiator must be able to padsuthe relevant place opinion leaders about tip@iitance of
marketing for the place in question and have therpaticipants-multiplicators in the suggested pssc The
initiator’s task is to arouse interest and motivdierelevant place authorities, i.e. the obligatorytipgrants of
the marketing process, so that they may acceptdheept of marketing as philosophy based on sutdegsal
achievement through meeting the customers’ demams effectively than their competitors. Regardihgir
decision-making competence at various levels, tegetvith the initiator they will create an informaitiatory
planning group which will design the synopsis of tharketing plan of place. In the resulting plackating
plan, the plan synopsis is the first part, the albed outline of outcomes. Its final part is ofrpary importance
because this is the only part actually read byntiagority of managers and investors to whom the etang
plans are submitted. Therefore, this section otmhie elaborated in such a manner that it shoutddace the
main points of the plan and persuasively informeudlits potential and likelihood of success (Cletee2004, p.
113, 115; Rumpel 2002, pp. 77-78).

% In the initial stage, i.e. at the very beginnithe tinitiatory plannig group introduces the marketiplan with preliminary
steps that may not fully correspond to the abovetimeed model and the current number of steps neagxtended or
reduced. The steps are determined by the charaatérpotential of the place and frequently, a numtifeactivities are
simultaneously in progress.

4 We did not consider as positive answers thoserégtirded marketing as an activity identical onlghapromotion.
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Figure 1: Model of place marketing process
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Due to the impact of participants-multiplicatole tinitiatory planning group is gradually transfean
into a planning group that should comprise all thlevant representatives of economic and socigkstsand
organizations (Rumpel 2002, p. 77). This stageuthes a number of meetings and discussion forunustires
in the creation of new relationships — networkilig.objective is to coordinate the activities aiget common
interests of stakeholders and thus affect the gufatsarketing. In order to eliminate conflict sitioms between
political rivals, economic competitors and somespaal enemies it is advisable to establish the pbst
mediator — an impartial and independent experhéndevelopment of places (Fussholler, Honert, Kemeisk
1995, in Rumpel 2002, p. 78). Owing to the complerf place marketing, the lack of experts in gdréreas is

quite common and it is usually solved be meansutdaurcing.

Motivation stage usually results in plan synophkit tis further elaborated and before the compledibn

the first cycle (before the proper realizationypecified and appropriately modifed into marketitan of place.

Situation Analysis

“Before the fight in their headquarters the winnemnsider a large number of impacts.
Before the fight the losers in their headquarteasider a small number of impacts.
Consideration of a large number of impacts briagng victory.
Consideration of a small number of impacts brinlgsg defeat.
This is even more relevant when not considertrajla
When | view it that way, | can only see eithetary or defeat”.
(Sun’c, 8 century AD, Sun Pin 2005, p. 63; Smith 2000, p. 29).

A logical beginning of problem solving is ordingrilts anamnesis and thus with place marketing the
place is subject to in-depth analysis. Situationlysis should be complex and it should comprisettadt is
related to place. As has already been mention#tkipreceding part, reliability of the results o€k an analysis

is established by means of outsourcing, i.e. bgres experts, most frequently private companies.

a) Marketing information system

The essential points of every analysis are dataiafudmatior?. Due to cyclic character of marketing
management it is necessary not only to systembticallect marketing information but also to preser
analyze and pass it onto managers or other resgenstrsons. The need for a marketing informatiystesn
results from the necessity to provide relevantrimition in real time and relevant form (Janeckdlastikova
1999, pp. 25-38). It ought to comprise an analytinarketing system consisting of statistical praged and
models used for eliciting useful information fromsearch data. Analytical marketing system is comgpas
“statistic banks” and “banks of model&’ Data forming the marketing system in question lmamathered from

a number of sources:

® The extract has been taken from The Complete ANafwritten by one of best Chingsast masters of war tactics and
strategists. His ideas are utilized not only in modmilitary training but also marketing managemé®inith 2000, p. 29).

% Data — essential form of knowledge and it becomesningful in comparison with other data. Informatiercombination
of data (Janekova, Vastikova 1999, p. 26).

" Statistic bank contains statistical proceduresy(amultiple regression analysis) that assists inkimg conclusions of
gathered data (Clemente 2004, p. 7).

8 Bank of model is a set of interconnected variabdpsesenting a certain system or process (Clem20d, p. 7).
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- from software information systems (e.g. KORWIRRITHEM, OMIS, URBIS, ISOMI, ISFI, PTI), the so-
called permanent internal data;

- from processing of permanent internal data deséghfitr one use at the moment of need (e.g. anaysis
municipality financing), also referred to as int@rad hoc data;

- from secondary research, i.e. from internal souoéé¢le organization, from previous research stidie
carried out by the organization or from externalrses (secondary research also referred todesKtop*
research”;

- from primary research gathered from field reseddeimékova, Vastikova 1999, s. 26-29).

Practical outcome of marketing information systerplace profile processing (J&keva, Vastikova 1999,
s. 31). The most frequent way is the scheme ofepiiscription based on Hettner scheme of regiaxahibmy
(see Hettner 1932), which is extended by furthealym®es resulting from trinitary concept of place
(hermeneutical and critical analysis). With regaed marketing we focus on the place characteristiss
a product. Thus, its competitiveness, position ba market and its potential for further developmarg
considered. Apart from the so-called “hard” datasitherefore important to collect and analyze iinfation
regarding the perception of place. The sourcesisfibformation are subjective and hardly measeratata,

also known as “soft” data (e.g. image, qualityife, letc).

b) Identity, brand and image of place
Analysis of value and potential of a brand has mdgebecome a non-expendable part of marketing. For

many companies it is an important strategic asbeise lifespan may be longer than the product itskifdoubt
branding is inevitable even with regard to pladesform is most frequently a name, a phrase, a, giggymbol,
a picture, a musical composition, or a multimediabination of all the listed components (Kotlerymstrong
2004, p. 396). Applied to places it incorporategamal and non-material values of a place, expesgeand
promises for the client. As Mary Lewis puts iBrand is an aura of views and expectations surrangd
product (or service) and thus makes it relevant digdinctive. It exercises influence beyond purghysical
sphere and is a strong psychological eleth@mtwis 1991 in Smith 2000).

Such a broad understanding implies impossibilitymafasurement and evaluation of its successfulness.
Despite of this Young&Rubicam agency present exvaloaof brand according to two criteria: brand déiy
and brand caliber. Brand validity means a stroffiigidintiation of a place brand from competitiveriia while
taking into account the current relevant differatitin of place brand. It achieves a necessaryemaifilit is well

known in source markets where it is highly esteetmedlients (Kotler 2004, p. 85).

The understanding of brand cognition process gntdi of place is the essence of brand equity. Téere
several evaluation models of brand equity, for eglenthe Young&Rubicam agency introduces the BrasgeA
Valuator (BAV) model based on research of 200 taadsconsumers in 40 countries. BAV is based on four
crucial elements or pillars: differentiation, redexe, esteem and knowledge. Professor Aaker uaddssbrand
equity as a set of five categories of assets afdilities connected with a brand (the so-called éxak model).
The categores include brand loyalty, brand knowdeggrception of quality, connotations connecteith Wwiand

and other intellectual assets (e.g. patents, tnaads and distribution relations). From other med#ie
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following ones may be mentioned: Millward Brown'sabd power model - BRANDZ model, WPP’s model
based on BrandDynamics pyramid and Brand Resoridndel (Kotler, Kelller 2007, pp. 316-319).

Branding of a place is closely connected withitage and identity. Strategy of place identity fotiomg
brand policy and its reflection in the image arteiirelated elements and it is impossible to pescéhem
separately. A well-communicated place brand mehatpeople are aware of it and through brand thalem
certain associations with the place in questiore d@halysis and differentiation of brands and thmepact on the
final image is an important basis for the subsetjugarket segmentation and possible modificatiomehtity
as a set of place characteristics regarded as leetimay product. The brands and their image enabteonly to
identify places but they also reveal their percgigeality. It is important for places to defineafyze and then
communicate their image because if they do notsudfycient attention to this activity, a strongeibgect may
interfere — and that will not be branding but, de tontrary, labeling (Horvath 2006, p. 86), whinhy not
contribute to making a place more attractiv®ad perception of a place may devalue its imagkraay have
far-reaching consequences regarding its futureparity. These negative associations may also ereniith
the future investments and activities of compaaig$ may also have a damaging effect with regarditoerous
groups of visitors, and thus contribute to the detation and decline of place. On the contrarg, dievelopment
of brand may reverse the declining trend and mast stvitalizing processes (Trueman et al. 200Ramisto
2003, pp. 76-77).

Place identity results from planned activities witlplace marketing projects and unlike image it is
regared as an objective state of place perceptiois also considered as a sum of characteristieg t
differentiate one place from other ones. In addijtibrepresents an active part of marketing plagrand it can
be influenced. On the other hand, image as a re$uitarketing communications and also of coinciderns a
passive process. Aaker (2003, p. 60) comparesitgdatplace and claims thaPlace identity is like a place -
searched for in order to be perceived. Place idgns a unique set of associations denoting a plhet the
management wants to create or retain. Associatrepsesent what a place stands for amtiat it promises
through local institutions!

Place image unlike identityis a set of subjective opinions, ideas and fediragyoused by a place.
Every image represents a simplification of a largember of associations and partial information teld to
a place... image is more than a simple belief.is it personal perception of a place and can vaomnf one
person to another“(Kotler et al. 1999, pp. 160,1&btler et al. 2002, p. 229).

Based on preceding characteristics it is possibktdte that identity, brand and image are inteteel
elements of the product - place. The differencesranthem are frequently perceived merely intuivéligure
2 illustrates how place image may be affected thihqulace identity and place brand.

The model presents place as a transmitter of irdiom via marketing communications (in the figure

represented by means of arrows). In practise, hewehe planned image is not always identical wita

® The movie Hostel may serve as an example of fapeli was shot by a young American director whaitaited to
Bratislava and its surroundings a negative rubbtiimp brand of shadgccentrics, weirdos, street gangs and even
groups of murderers. The movie was shot in Pragwe atithors had never visited Bratislava and they it mind the
fact that the mediated information about Bratislavas not reliable. Paradoxically, that was the fdeit was responsible
for a massive and actually inexpensive advertigiagpaign of otherwise an under-average movie — atettpense of
aggravated perception of not only Bratislava bugcalvhole Slovakidy potential clients who could watch the film but
did not have a chance to compare it with reality.
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outcome. Nowadays, when competitiveness betweaeplbecomes stronger, forming an image is regaaded

an artistic skill and, therefore it is entrusted gpecialists. The final image is intentionally, baiso

unintetionally, affected by factors that in the uiig are illustrated as the surroundings of the eplaill

transmitted information goes through competitivel @emmunication noise that modifies it. Thus, tisathe

main reason why consistent and systematic imaggsesare needed.

Figure 2

Model of place image formation through place idgngind place brand
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(Source: author)

PLACE
SURROUNDINGS

comunication
noise

IMAGE
individual
perception of place

% _-» comunication
e . noise

The most wide-spread tool for research on currladepimage is a semantic diferential that enaldes t

reveal the deviations of current image from theirddsimage. This method is based on the public gution

survey based on a representative sample of resptsnedad on an optimised set of criteria suggesyethém.

The final image is then determined on the averdgeesults and deviations from average. In casenudlls

deviations we speak of an unambiguous image amgjposite case of a diffused image. Even thoughay m

appear natural that the efforts will be directedidnds unambiguity, in reality, that it is not thase. A lot of

places prefer a diffused image (Kotler 2001, pp-548). Diversity of opinions and place perceptioayrenable

places to prefer differentiated or undifferentiasegmentation strategy to concentrated strategy.

There are also other methods of measuring and auasduimage that can be applied; see e.g. Stefko

(2003, pp. 79-93), who in addition to semantic afiéhtial introduces multifactorial meth8d method of

Parasuranam’s multidimensional analytical fhamd familiarity-favorability measurement. In order obtain

pertinent results it is important to applys,many methods of image measuring as possibéentbine them and

make the application most objectiy&tefko 2003, p.79).

°The results of survey are given numerical valugesging the value of image in a competitive envitent (Stefko 2003, p.

87).

"t is based on questionnaires as data sources ostarctured interviewing. The outcome can be a sétvofdimensional
grafs of place positions according to varioesaluated features. This method enables the asabfsplace position in
relation to competitors by means of consideringtiphpairs of qualities (Stefko et al. eds. 2008s p88-90).
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c¢) Analysis of a place competitiveness

,The pace of change is so rapid that the abilioy dhange has become a competitive advantage*
(Richard Love, Hewlet-Packard, in Kotler 2004, 8).1The quotation implies that the currathtnamics of
development puts enormous pressure on places argl fthices them to study their surroundings almost
continuously and thus to identify their current gratential competitors. The probability of achigyisuccess
depends not only on the fact whether the busines® fcorresponds with the market demands, butaisihe
fact whether its strength will be greater thencitsnpetitors” strength. It is insufficient merelylie able to do
something. The most successful places are ablanodnd retain a sustainable consumer value (Kaéed, p.
90). Once a place becomes successful, it usualpsghinking about improving its position in thenk&t. Such
competitive myopia results in ignoring latent cottipes and may eventually cause decline and deday o
place. Theodore Levitt has expressed it as follg¥ighinking is an intellectual response to a preih, then
absence of a problem results in absence of thifiKindKermally 2006, p. 30).

To analyze a place competitiveness means to coniipaith other places on a pertinent market. If we
consider the core nature of the place as a prodad,rule with a high degree of heterogenity,pasteived by
aclients as a segregated complex of services mfndsiructure, but as a whole, then the anlysiplate
competitiveness ought to be viewed upon rather set af partial analyses of subproducts, whicmdtudes.
Kotler (2001, p. 227) recommends to follow the cefitprs” target market share, awareness of thenttaid
popularity. With regard to the above-mentioned dadt is almost imposible to quantify the marketrgh of
place. It might be possible by averaging positiohsingle place subproducts, the information vadfiesuch
an indicator, however, is rather ambiguous. In prdeassess thefficiency of processes in different places
global rates okfficiency may be applied. Their advantage is tet that theymeasure efficiency globally and
consider both inputs and outputs. Their disadvantag the other hand, is the fact that they cap balapplied
to those products whose input/output vector is tjfiable'®. Kotler’s suggestions can be successfully apptied
parts of the megaproduct, e.g. to tourist prodimtestment product, residential product, socialdpia,
educational and cultural product, etc. Kotler fertltlaims that along with the awareness and poipulaf
companies their market share increases and thirgptiofitability rises. Thus, regarding a placeypiroving the
place image contributes to its rate of developnientfo its competitiveness.

Monitoring and analyzing other places is pertineot only in relation to potential risk presented by
competitors and thus threat to their position, dsb due to inspiration by the best — in orderyad resemble
them and even surpass them. This method of “cot#tiom with the best practice” (balance certaircplagainst
another or other better places) is referred to eschmarking. This is akind of barometer of place
evaluating the efficiency of the exploitation ofipé resources while ensuring quality and valuetHerclient
(Palatkova 2005, p. 110). The goal of benchmarlsrtg study the best practices and try to surgass t(Kotler
2001, p. 228). Frequently, in literature and prctoo, rejection of benchmaring is explained bysiderably

different initial conditions for each case. Its hpgtion, however, does not mean copying exacthydmarching

2Data envelopment analysis within global rates ofhtécal effectivity, is based on thapplication of mathematical
programing and enables to calculate the relativéeaivity of all evaluated places with regard to gdumers of
guantifiable goods. It identifes the most effectinés in a place as well as its potential for impement. This technique
has preferred in counting the technical effectiigcause, since it can take into account transftion of several inputs
into several outputs, it is non-parametric and tllegs not require the prices of inputs and it ismecessary to define the
type of producer’s behaviour in advance (maxim#breof profit or minimalization of costs) (Fandz006).
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for some practices that are better than the onesenTo put in one of Motorola manager’s wortise, farther
from our company we find an excellent companyb#iter for us. We are searching for those that darsome
things in an outstanding manner but they need raiur competitor§Kotler 2001, p. 228).

The whole process of benchmarking application @aaexpressed by the following steps:
determination of the target subproduct and idexaifon of variables that will be observed,;
finding the best places;
evaluation of performance in the area in question;
identification and analysis of differences in aitkds and methods;

optimization and modification of suitable activifiand methods to the conditions of the place;

o gk 0w NP

implementation of projected measures and monitasirtheir effectivity
(modified according to Kotlera 2001, p. 228).

Apart from revealing the strong and weak pointshef competitors it is also important to investigate
whether the competitors duly perceive them. Soraeqd may for example come to believe that theidyeb
fully reflects their customers” (inhabitants’, investotsurists’, etc.) needs even though in realityirthe
persuasion is not based on the results of markstingey but on their false idea based on inaccuredduation
of certain signaf$. Thus, the fact that a rival place follows faldeds may, in accordance with Kotler (2001, p.
228), be regarded as a competitive advantage.

The outcome of competition analysis need not it be strengthening the market position of a
place and weakening of competitors. Regarding plac#laboration exploiting through competitive adteeges
of a place is quite common (Bernatovajgaa 2000, p. 28).

Similarly as in preceding parts, it is necessarsttess the need for establishing information sydteat
ought to be regularly updated with information mefjag the competitive places, i.e. it ought to pdev
information with respect to competitive placesawgies, goals, as well as their strong and weaktgol he
analysis ought to assist places in making prognafsfature activities, of procedures and responidgestinent
competitors and, subsequently, in adjusting thein goals and strategies in order to minimize theeikal

competitive threat.

d) SWOT analysis

After collecting and analyzing soft and hard dadaaerning the current place profile and marketing
situation the SWOT analysis follows. It is regardesl the fundamental essential tool of situationlysisa
intended for designing the strategy and developrpeograms and it has been investigated and analyred
detail in literature. It may also be regarded assis implying answers to the questions: what ttion of the
place is and where it is heading for in future (Nkadva, Jangkova 1999). Along with the increasing
heterogenity of place as a marketing product, tieeeeneed for partial SWOT analyses (for eachlsinarket),
which are in the summary of the analytical sectignthetized in the form of complex SWOT analysis.

The process may be described in three stepsfdarie Vastikova 1999):

1. delimitation of a place

¥For example if attendance to the local swimming piealines, it does not necessarily mean that ttigipare uniterested
in that kind of service — the reason may be in wramgpagement of that service. This situation mayseguently be
exploited by a rival place in such a manner thaimilar swimming pool is built with such a managen@rgervice that
will fully meet the clients” demands, and, evenyudlé successful.
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2. analysis of internal factorsstrengths and weaknesses of place
* natural environment conditions
e demography
e economy
« infrastructure
e business enviroment
3. analysis of external factors of place — opportesitind threats
* microenvironment
* macroenvironment.

In case a place is a territorial and administratini it is necessary to carry out the analysis SVAl30
with regard to its organization and qualificatiohits administration. Analysis of the place proféed chief
factors is helpful with regard to defining the @nt situation (including strengths and weaknesggsortunities
and threats), and retrospective view of the plaeeebpment, which is vital for subsequent prognadists
future development (Jatleova, Vastikova 1999).

The importance of the marketing information systembvious at creating the SWOT analysis concept.
In this context it is necessary to follow the pladevelopment trends for consequent identificatidn o
opportunities and threats. Marketing opportunitiaa be evaluated in terms of place attractivenmsdability
of success and threats with regard to their impogand probability of occurrence.

With regard to designing the SWOT analysis it isessary to take into consideration the relative
importance of single features in relation to thefigoal. Bernatova and Yavéa (2000, pp. 26, 27) claim that
a certain feature may become both a strong pothieameak point (e.g. occurrence of a protected eaes may
be considered a strength for tourism, howeverttferexpansion of limestone mining or for completiramsport
infrastructure it may be a weakness). In principfe, strategy of further place development may &set on
strengths if these cannot be eliminated by thosekmesses or threats which may either be potentially
eliminated or at least reducible.
€) segmentation

Due to fierce place competition places are obligedransfer from undifferentiated marketing to the
concentrated marketing based on divergent markettrefegy (referred to as STP strategy), i.e onketar
segmentation. This means that a place identifigoitant market segments, makes decisions, chobsss that
are most suitable and applies various marketingagmhes to each of them (Koudelka 2005). Concexrat
marketing has three interconnected stages: segmentitargeting — positioning (Figure '3)(Dziekaiski,
Kozielski 2006, p. 165; Koudelka 2005, pp.11-12{lK02001, p. 255).

There are three interrelated treatments of mad@ientation: segmentation as a state, as a stiategy
also as a process. Segmentation as a state resravanket diversity with regard to differentiaticof
consumers. Market is evaluated according to thebeuraf existing segments, with regard to homogewiitin
case of very high segmentation, with regard torfragted market. Segmentation can widely be vieweshup

also as a strategy based on market segmentatitinisioase its content is identical with conceetlanarketing.

1 In this stage of place marketing cycle both aredytand conceptual activity overlap. Thereforeargeting and
positioning will be dealt with in the following part.
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After all, segmentation is most frequently undesst@s a process in terms of recognizing market satgrin
which case we try to reveal the substantial difieess among place users, customers of a placehén wbrds,
the aim of segmentation is to recognize the reaketssegments from which further strategic decisitaking
results (Koudelka 2005, p. 15).

Figure 3

Concentrated marketing

|
SEGMENTATION  map  TARGETING  map  POSITIONING
! ! |
ASSESSMENT OF ATTRACTIVENESS INVENTORY OF PRODUCT
DELIMITATION: OF THE MARKET OF UNCOVERED SEGMENTS ADVANTAGES
INVOLVEMENT OF MAJOR SELECTION OF TARGET SEGMENT DECISION ABOUT THE IDEA
CRITERIA | TARGET SEGMENTS OF REQUIRED POSITION

ANALYZING DIFFERENTIATION

UNCOVERING OF SEGMENTS OF POSITION
DEVELOPMENT OF SEGMENT
BROEIE DESIGNING THE DIFFERENTIATION

(Source: adapted according to Koudelka 2005, p.Kidtjer 2001, p. 255;Dziekaski, Kozielski 2006, p. 165; Morrison 1995
in Palatkova 2006, p. 107)

Kotler (2004, s. 333) claims that there is no wafimanner of market segmentation. Workers in
marketing are frequently obliged to try various reegtation methods, either as single methods omitous
combinations with one another so that they may firedbest overview of market structure. In casplaées the
complexity of segmentation increases in proport@mheterogenity of the product. Therefore, it ihea difficult
to find a universally applicable system of criteriehe most frequently occurring classification iterdature
assorts criteria into three essential groups: gdmgrdemographic, psychographic or behaviorakdat (Kotler
2004; Palatkova 2006; BlaZzkova 2005; Misiura 20B6ret, Stavkova 2003). Koudelka (2005) divides the

segmentation criteria in the following manner (&a4):
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Table 4

Segmentation criteria.

DELIMITING SEGMENTATION CRITERIA DESCRIPTIVE SEGMENTATION CRITERIA

CAUSAL OTILIZATION TRADITIONAL NON TRADITIONAL
DELIMITING e SEGMENTATION (PSYCHOGRAPHIC)
CRITERIA VARIABLES DESCRIPTIVE VARIABLES

- REASONS FOR USE - USER STATUS - DEMOGRAPHIC - SOCIAL STATUS
- EXPECTED VALUE - RATE OF USE - ETNOGRAPHIC - LIFE STYLE
- PERCEIVED VALUE - FAITHFULLNESS - PHYSIOGRAPHIC - PERSONALITY

- OPPORTUNITIES - DIFFUSION PROCESS - GEOGRAPHIC
- ATTITUDES - DECISION CONTINUUM
- MANNER OF USE

(Source: elaborated according to Koudelka 2005, p. 33 - 105)

A more detailed characteristic of the criteria ¢@nfound in: Koudelka (2005), Kotler (1999, 2001,
2002, 2004)Dad’o et al. (2006), Misiura (2006); Palatkova (200Blazkova (2005), Foret, Stavkova (2003),
Dziekaaski, Kozielski (2006). Classification of the aboweentioned criteria should be regarded as prelinginar
since the groups both traditional and non-tradéla@omplement and overlap one another. This ciaasiin has
resulted from the development of segmentation m®c€he so-called traditional criteria were thatfiio be
applied in segmentation, they, however, gradualhded to include into similar categories even bffgrently
performing groups. Therefore, approximately sin€@0s new, non-traditional approaches of the sadall
psycographic segmentation have been applied (Kkad$05, s. 61).

In order for the segmentation to be effective eseiment ought to fulfill certain criteria (also $mi
2000, p. 31; Kotler, Armstrong 2004, p. 35dado et al. 2006, p. 238), it ought be: quantifiabtize
and profiles of single segments ought to be mea)astable, predictable, observable, sufficiertig,
approachable (possibility for application of spégigargeted communications and distribution chasrand
isolation from other segments), identifiable (cqutoal differentiation and diversity of responsesdiffierent
marketing mixes and programs), controllable (thmrght to be a real chance for a place to servaioestngle
segments).

According to Koudelka (2005) in practice segmentatian be approached intuitively or systematically

(Figure 5)._Intuitive approachesults from long-term experience and involvemanthe market in question.

Segmentation appears to take place obviously amktdmes implicitly on the level of subconscious.eTh
decision with regard to suitable orientation, hoamevs conscious. Apart from “marketing intuitioalso “test
marketing” is frequently used in practice and iatteegments are revealed on the basis of triakamad. This
method may be useful in exploring imprecisionségraentation and in increasing its effectivity. litsits are
given by foundations and frameworks since only ¢hfactors are considered that have been capturexuby

experience and intuition. In this case systemaifir@achmay reveal even further existing potential souiaies

differentiations of the market. Deductive or induetmethod may be applied. Deductive segmentatidrased

on the systematic approach to segmentation metbfoathers. Its advantage is based on relativgdidréinding
of reliable criteria but at the same time it depsiws of the chance of gaining competitive advantda higher

degree based on the capability of a better and mféeetive approach to the market in question. teadjy, the
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aspect is responsible for indicating involvementoofe’s own effort for identification of relevant rkat

segments. Thus, with the inductive segmentatimtimiting variables are selected and confronteith w

descriptive variables and relations between thenitedg criteria are observed. Within this framewdhere are

two possible ways: a priori and post hoc (or paéstdr A priori segmentatiormeans that a variable set in

advance will decide about ranking among segmemtatariables. The extent to which the consumersdiff

from one another will determine their allegianceatoertain segment, i.e. the nature of the segmemiestion

is known in advance. In post hoc segmentaitiéd not possible to restrict the segmentatiovecage. Therefore,
systematic evaluation of importance of relation®agall segmentation variables is necessary. Thebeuand
orientation of segments result from the analysselaon acquired segmentation data. In both segtiwrgat is

possible to proceed forward or backward. With fadva@egmentatiorthe segmentation is exclusively or

predominantly based on the criteria regarding tlation of consumers to the given category of alpct In

backward segmentatisegments are revealed on the basis of descripditiables and further checked whether

they are internally homogenous (based on Koudedkéb P
Figure 5

Essential approaches to market segmentation
PROCESS OF MARKET SEGMENTAETION

INTUITIVE SYSTEMATIC

APPROACH APPROACH
METHOD EXPERIENCE DEDUCTIVE INDUCTIVE
TRIAL AND ERROR SEGMENTATION | SEGMENTATION
A PRIORI -
HOC

(source: Koudelka 2005, p. 109, 115)

Formulating goals and designing marketing strategie

A victorius army must know how to a achieve victngl then can start fighting.

A defeated army first starst fighting and then Béi& a manner how to achieve victory....

A good leader first takes a position, in which hemot be defeated,

But, at the same time he makes sure he will nat thésopportunity to achieve victory.
Sun-c’, 6 cent. AD. (Sun-c’, Sun Pin 2p0%6, 77).

As the above-given citation indicates, as earlynaéth century AD it was known that formulating,
setting the goals and planning strategy are theopidition of every success. Unfortunately, even aays in
the modern, advanced society it is not uncommon #tr@tegic thinking is absent. Contemporary global

environment requires from places a clearly setowisand direction if they want to be successful inighly
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competitive environment (Mallya 2007, p. 16). Acessful strategy will result from a detailed andtsgnatic

analysis that will respond the two fundamental tjoas: where is the place situated®dhow did it get there?
The following comparison of the whole spectrum afadand information will reveal the trends thaté&w be

taken into account in setting the marketing godle Bssence of the conception and strategic stagd be

summarized in the two questionghere does the place want to get in futua@@how can it be achieved?

The complexity and ambiguity of the product of agal determines the possible differentiations in the
arrangement of single activities within the mankgtprocess. Segmentation that is sometimes a canppart
of conception stage may be given for illustratidypart from analytic activities also conception sittes are
incorporated in it. The chief factor shifting itegition in the marketing process towards conceptidevel is
a wider approach to the treatment of its natura agategy based on market segmentation. We airedco
accept the view according to which it is an anabjtprocess that is fundamental in STP strategytlaefore it

has been classified into the preceding stage ofytbke.

a) targeting

While market segmentation relative to its creatloyn a place itself appears to be a potentially
outsourcing activity, targeting and positioninguigg a participative-creative approach. The essehtargeting
is in the decision of a place regarding which umred segments are to be aimed at, i.e. which unedve
segments will become the target of the next mangegiffort. The process itself consists of an ew#unaand
selection stage.

According to Kotler (2004) the evaluation of markegments potential is in all probability affected
three market factors: by the size of a segmentitargtowth, by the structural attractiveness oégmsent, by the
sources and targets of a place. Koudelka (2005)tpa@iut that it is proper to clarify the evaluaticniteria of
suitability and attractiveness for marketing begrjprior to the selection process itself. The resiltthe
evaluation stage is a clear vision of suitable ateptial target segments of a market place. Thecseh is in
fact a decision about how many segments are gairgettargeted; it is a decision about the numbethef
segments a place wishes to service. In other wadtrds,a process of selection of an appropriatatsty of
segmentation. Basically, three alternatives areilabla: concentrated, differentiated, and undifferentiated
market segmentation strategies (Fig. 6).

The undifferentiated market segment strategy orsnmaarketing mean the decision of a place to aim
unanimously at all segments, at the whole marke¢. differences in the segments are here ignoreglaice is
entering the market with undifferentiated offer aignto appeal to the largest possible potentialugrof
customers. Practically, it means a strong conagatr of a place intended at creating a positivagen This
kind of segmentation strategy with total marketrapph often involves competitiveness problems #ad is
the reason why it is being criticized nowadayssIhot as much capable of adjusting an offer toekisting
segment differentiations as the differentiated amhcentrated market segmentation strategies are. Th
differentiated segment strategy is aimed at sevarget segments to which an offer is adaptedli#advantage
is comparatively high costs spent on differentatéwns of a product. The development of differesatrketing
programs for individual segments requires speciatketing research, a prognosis, and analyses ams pb
ensure their communications support. For this nedke concentrated strategy that is aimed at olexted

segment or a micro segment is often preferred. Alal if a place has at disposal a limited nunifesources
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then it is more reasonable to target achievingfficnt market volume in one or several marketrsegts than
to concentrate all effort upon achieving a smabirghin a large market. The concentrated markesngni
outstanding way how small places (according to lloglir size and sources) can remain competitiva laitger
and wealthier places and can achieve a stabilgéigosT his strategy is not, however, without riskschange of
a segment or entering the target market by a moweegul and wealthier competitor may become a obl
Appropriate diversification of different market segnts seems to be a kind of solution (accordingdter

2004, p. 352-356; Ashwort, Voogh 1990, p. 48-50).

The selection of an appropriate segment strateggribs on many factors, primarily on the financial
sources a place has at its disposal. The decisaking process is often influenced by arguments aldat
should be targeted as well as by complexity to fam$wers to the questioh®w? and why? Brainstorming,
mediation, and moderation, etc. are methods that assist in achieving the best possible solutiod an
consensus. In the introduction to this chapter wénd targeting as a kind of participative-creatpmcess,
therefore, when making a final decision, it is viteat the real needs of target groups be takemantount. In
this stage ntegration and harmonization of pagtells take place. They result in shaping a genyeaatteptable
vision of development of a place. Rumpel (2002)inetathat a vision as an indicative framework for a
development policy of a place should not be geramdlfull of empty phrases but concrete and unaedstble.
He adds that it is necessary to realize that tk@wimay come true only when the goals of the vedl
participants are fulfilled. It is vital to reachethmutual coincidence of needs of the demandingy p
characteristic feature is their effort to satisfeit differentiated requirements) and the offerpagty, on the
other hand, who attempts to maximize their prdfitsthe case of private entrepreneurs) or to mazeéntheir
benefits (in the case of the public sector) (Run2@€2, p. 80).

Figure 6

Segment strategies for market covering
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(modified according to Ashwort, Voogd 1990, p.49tlét Armstrong 2004)

b) positioning

Having identified a suitable target market it ic@gsary to ‘announce' one’s position to the market.
The process by which the final attributes of a reagkoduct are identified by its target market, ihee position
which a product occupies in its consumers’ mindisting to the positions of competitive productsdefined as
positioning (Kotler, Armstrong 2004, p. 359)means that positioning does not reflect the regberties of a
product of a place, it mirrors how the productésqeived by its consumers. In Morrison’s view (Mson 1995
in Palatkova 2006, p. 106) positioning isWhat you are able to do with the consumer’'s mihdén the
positioning process a place explores how its prbdsicperceived in relation to the perceptions oé th
competitors’ products of the same category. Muttiginsional scaling seems to be here an effectiveuaatll
tool. Its output is a “positioning map” that dispdaproduct similarities and differences. It shote telation of a
product to competitive products or to the ideBlbdo a kol. 2006, p. 241)A place then uses the gained
information for identifying its current market ptisn and for making decision how to proceed: whethekeep
the continuum level or to make a change.

The basic feature of a product of a place thatrdetes its specific market position is differentat
Differentiation gives a clear answer why a consusfeuld choose this place’s offer; why it is bettean the
offerings of all other rival places. According toybts (1996 iDad’o, et. 2006, p. 245) the differentiation can be

authentic or non-authentic. The authentic diffeéegitn is based on the parameters of a product (subptodisc

advantage is an unambiguous interpretation of #w®ults, subsequently facilitates decision making. |
disadvantages are frequent inaccuraard incompleteness of a list of product propertieeugh which the

product is perceived by individual clients. The ramrthentic differentiations based on the evaluation of

a product as a total unit. The evaluation is basethe image, the form of an offer, the price, aadous other
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components of the marketing mix. The advantagdisfapproach is that the evaluation in the attalsdlection
process is free from subjectivity. A possible distire of these properties according to which tleglyet of a
place is assessed by its target customer groupsbeayme a problem. Moreover, a situational aspethe
criteria selection and criteria perception processanot be excluded (a newspaper article, etreit

Morrison (1995 in Palatkova 2006, p. 106) analy#fesl product positioning process and divided it itite

following five Ds:

- ,documentingy identifying product advantages;

- ,decidind, decision about the image a place wishes to ergaminds of its potential customers;

-  differentiatingd, the analysis of differentiation of a positiorative to the position of competitive products;

- ,desigri, own design of product differentiation, the maikg mix design;

- ,delivering’, promise fulfilling.

In the positioning process a place has also tadéeibout the extent of differentiation: whethebtild
a product profile on its most dominating attribaeto focus on its several attributes. The uniqueketing
proposition (UMP) supports the first alternativedasuggests that it is necessary to find a uniqug @fa
marketing yourself. It has to be more memorablstesyatic and structured than everyone else’s, &djyein
these days when the market is highly oversaturatéd information and thus becomes nontransparent.
However, if several places focus on the same praattribute it is crucial then to exploit the sedaalternative,
i.e. to focus on several attributes of a producit{g, Armstrong 2004, p. 362-363; Palatkova 2G04,08).

In order to make the differentiation meaningful, i# necessary that the product attribute (a
characteristic feature or difference which exprestiee differentiation of a product of a place) méwt
following requirements:

- product value -extra value the product brings to the marketpléwmsy the product creates value for the
customer;

- product distinctiveness- it should not be offered by competitors (if yégn only to limited extent);

- product uniqueness it should be better than the other products efshme kind on the market; it should
prevail the standard; it should lokfferent from those of your competitors’;

- required value- a customer wants a product, perceives it; thdyrt is targeted at him;

- credibility — built on facts;

- product distinctiveness easily seen and communicated,;

- inimitability — competitors cannot imitate it;

- productavailability and affordability— it should be commonly available to a customer;

- product profitability or from public sector’s view the capability of Raizing profit.

(Modified according tdad’o et. 2006, p. 245 and Kotler, Armstrong 2004,68)3

The above mentioned indicates several possibleoappes to positioning of placghich may be
mutually combined (Seaton, Bennett 1996, p.114%xitjpming in relation to the target market, to prior
quality, to the form of a product, and to competiti

In spite of the fact that there is a lot of litena reporting on the issue, positioning has begreat
challenge for places. Individual places constaatigmpt to differentiate their products from thasfetheir
competitors’ and offer more and more new servigesirantees, special bonuses, etc. in order tochtmare

clients and to better satisfy their growing demardprecise positioning strategy does not seenetsufficient
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nowadays; it has also to be effectively promotelde Tundamental task in the process of marketinatesyy
design and its implementation (besides certainespwnding aspects in the marketing strategy desigrimage

creation which have already been mentioned) iptbduction of the appropriate marketing mix.

c¢) concept of marketing mix

The decisive step in the marketing process is tineept of a marketing strategy and an implememtatio
plan. The marketing strategy of a place is to l#eustood as a complex of partial strategies thetipely define
operational policies and procedures for achievimg éstablished goals. The marketing mix is a cdaoe¢p
skeleton of general marketing. It is based on thecept of four P’s, i.eProduct Price, Place, Promotion
These four marketing mix elements were suggestedhbyCanadian professor Jerome McCadrttat the
beginning of the 1960s (Kotler 2004, p.112). Intesmf its popularity it did not appear to be getigrand
unanimously accepted. It was criticized for being simple and slightly out of date. The four P’sdebhas
become a ‘straitjacket’. The criticism resultedexpanding the number of P’s and creating 5 P°'®'s6 7 P’s
and more P’s models. In consequence, it has catlsedmprovement of marketing mix applicability.
Lautenborn (1990 in Kotler 2004, p. 114) noticetbther drawback of the 4P’s marketing mix. Accogdio
him it was created primarily from the seller's vigmint without thinking of the customer. In his oin it
should be more buyer-oriented. Therefore he addedcastomer’s C to each seller’'s BustomerValuewas
added toProduct Cost to the Customewas added toPrice, Conveniencewas added to Place, and
Communicationsto Promotion The four McCarthy's elements, however, providma@dt infinite variety of
interblending. The individual variables of the Miaxe considered to be internal variables (they nisy be a
mixture of them). We can influence them as wellngke decisions about them (despite the fact thaanse
simultaneously affected by our customers, compstiémd other uninfluenced factors) (Smith 200%B)p.The
‘XxP’ concept is called the Mix because all its campnts become effective and functional only in gually
optimal combination. They lose their effectiveneafien they are not rightly interlinked. They are
complementary; they support each other when beipgopriately ‘blended’ (Bernatova, Yava 2000).

In the case of placeis is necessary to alter the four P’s model (seg7i The four fundamental
marketing toolgproduct®, price, place’ andpromotionwere expanded by two othePeoplé® and Process
Mutual combinations of these variables offer anlessl number of combinations that may be modified an

adapted to the individual needs of each partiquice.

15 Prior to him the term ‘marketing mix’ was coineg frofessor Neil H. Borden in 1948 who understoaakian sample
range of harmoniously interconnected activitiesedied at affecting the buyer. He used an examptal# dough where
a change of one ingredient, for instance sugar, atdirst improve the taste of the cake but a répadncrease of a sugar
dose may lead to spoiling the whole cake. He irgdntd emphasize the essence of the Mix, i.e. segrébr mutual
optimal proportions and relations. The 4 P’s modeis for the first time proposed by McCarthy at thgibeing of the
sixties of the 2D century (Foret 2006, p. 167).

16 Some authors (Palatkova 2006, Morrison 1995, Kdlgd4) considePacking to be a separate factor. In our view it is a
kind of a product that is why we present it withifaator Product.

17 palatkové (2006) consideRlitics andPublic opinion to be individual factors of the matikg mix. We consider them to
be part of the processes through which a place nifagteachieving established marketing objectives.

18 Some autors (Jadkova, Vastikova 1999, Palatkovad 2006, Morison 19€&)sider Partnership to be a separate
marketing mix factor. But as we understand it, @gnidation is directly dependent on the factor —@eolt could be
viewed upon aa certain qualitative aspect of relationships besw@eople who represent e.g. private companiesjgubl
organizations, various associations etc. In a pi; however, under special circumstances, it tsimevitablynecessary
for Mix.
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Figure7
The marketing mix of a place
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1. We realize that determining and characterizingacelas a marketingroductis an extensive and
complex issue that would deserve more space amutiatt. Here we focus only on a few selected aiteb.

The strategy design is closely connected Witicking(packet creation). It is a kind of the product rfox
offering mix) commonly for aunified price. In Slovakia the creation of offer packetshecoming more and
more popular. It is primarily connected with attiag investors’ or tourists’ attention. Packets arspecific
kind of a product that is a result of the partidfers mix or subproducts. They create new marketing
opportunities for addressing a wider market. Packeiay also contain programming — a programme
specification of packets. It demonstrates certgireading out of a product (mainly in the area afrigm) in
terms of interrelation and combination of a widega of services oriented at clients’ needs by meadns
specialized activities, programs, or events. Sppeactiviies may take place independently withbeing
included in the packet (Palatkova 2006, p. 134)reHi¢ is necessary to remark that implication tossa
occurrencemay become a problem. Under the pressure of inogeasompetition places (similarly to
commercial companies) are forced to the individazion of packets. It is not exceptional nowadaysnein
Slovakia that the effort of places directed atiggte particular investor leads to pre-negotiatidhsesults in
the interactive creation of a packet which is ta&tbto a concrete potential client with limits opkce being
respected. Tourist packets may well serve as aoldgaching’ tourists how to utilize certain sex@s (usually

offered as some “extra services”). Mostly thesetheeservices which the places have not succeeddukir
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introducing for a longer time or the services whinhy be used as an effective means in out-of-sgasoods.
If this is the case then partnerships of diffeqganticipating subjects are inevitable.

2. Price can be defined as a sum of financial means nege&sagetting a product. It represents a value
attribute of individual components of a productarketing of a place by which the individual atiitibs of a
place are assessed. It reflects the quality ofptleelucts on offer and the conditions of a placeriiBmva,
Vanova 2000, p. 34). The marketing approach in theepecreation process requires that customer’s opsremd
views be taken into account. In this sense thetiore®f price is a tool of marketing communicationigh a
customer. According to Foret (2006, p. 192-193%hibuld reflect: needfulness or usefulness of a yod
product value (quality, services, brand, etc), pmdavailability, financial capability of a customepricing
strategy of competitors, own marketing strategyl aracro-social importance of a product. Some prigasot
be directly affected by a place. A place, howeperssesses a number of possibilities and toolst$andirect
regulation.

3. Place expresses the environment where a product is lulisérdl; it signals certain quality level of a
product to a client. Here we mean first of all agible environment that is characterized by a cempmuf
attributes of a natural and anthropogenic charaofem place. We mean itghysical evidencd and its
localization within a wider context (availabilitinfrastructure level, character of natural enviremt etc.). Its
global appearance is adapted to the character marketing product that is being built by a placeheif
generating its physical elements it is vital toetalto account its potential effect on the futulecp assessment
from the viewpoint of its intangible attributes buas the atmosphere of the place and the compléeebhgs
the place evokes in customers, i.e. the imageptdee.

4. Even an extraordinarily well prepared offering slo®t guarantee that the target customer will be
addressed, that the customer will get the full mgesand understand it. Therefore it is importaat filaces
provide clear and comprehensible information oretsal attributes and benefits of their offeringhis process
of continuous marketing communications is conceiagé core of the whole marketing. However, ther@so
a view that marketing communications in its broasiemse expresses all marketing activities. In {hgosite,
extreme view its meaning is restricted onlyPimmotion mostly in the form of advertising with its persiee
accent (Foret 2006, p. 216-220). It has possildylted from the wrong translation of the wgnmotioninto
Slovak

Successful marketing communication lies in stimintatand retaining the public’s permanent interest
and attention. According to Foret (2006, p. 22@) kky task of the process is to find answers tddhewing
eight answers: who is the message directed ;@2?what do we want to announce®. what impression do we
want to make?4. how much money do we intend to spend on the velvelet? 5. through what channels do we
want to deliver the message®. what reactions do we expect from the recipie@tow will we control and
supervise the whole eventthd 8.how do we find out what we have achieved?

These are the following most frequently used tamhstituents of the communications mpublic
relations (PR (communications with the publigdvertising salespromotion andpersonalcommunications
The function of public relations is to build, ediab and develop positive attitude towards the jpuffforet
2006, p. 228, 275-293). The advantage of the ®wdkiability to reach a large audience at relifilew costs

19 Smith (2000) introduceBhysical evidence as an individual constituent @f mhix. In the case of marketing of a place it
may be understood as a set of properties detergithiea environment.
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(Bernatova, Vaova 2000, p. 36).

Advertisingis any paid®, extensive, non-personal presentation of a produservice on offer in mass
media in order to inform, persuade and remindfdten and frequency has to be subjected to the tigesc
With regard to frequency three categories of adsiag are distinguished: continuous advertising, eegular -
placed in equal periods during a year, pulsing gibireg with different placing length (increasing @ecreasing
tendency) and finally, impaetdvertisingthat is placed in shorter scattered periods but high intensity (Foret
2006, p.237-254).

Sales promotiouses short-term but effective stimuli directed etivating and speeding up sales and
consumption. In the case of a place this tool is frequently utilized as its application relatesimha to
commercial activities of a place connected witleshl our view it can find application in short#ietravelling
in motivating tourists to visit a place, for instanby the following slogan:We provide free parking on every
third visit of our centre!.

Personal sellingis based on a direct contact with one or seveotértial clients (for instance an
investor, citizens). Its advantage is undoubtedbyareffective communication between partners, imatedess
of the contact enabling an instant feedback. Isadirantage is a limited radius of action in congmariwith
advertising (Foret 2006, p. 269-273).

5. Human agenPeopleis considered to be a fundamental marketing eleniéatother thing can
replace intelligence, innovative human abilitiesddaheir aptitude to be assertivdMallya 2007). On the other
hand a grandest plan may come to nought becaugeagle. It is therefore important that this factdr
marketing mix lead to harmony in the goal-fulfilirprocess. In relation to product and place we digite
them into three groups: staff, customers and pegtne

With regard to the extent and frequency of conteith customers we distinguish the following staff
groups:

- contact staffwho have frequent contacts with customers and d@ to be well-trained and motivated to
solve problems,

- modifiersdo not take part directly in marketing activitieat from time to time they communicate with
customers (receptionists, information desk st&ffrstaries, etc.) and

- influencerssimilarly to modifiers’ occasionally communicatgth customers but they take an active part in
production of marketing strategy of a municipaltutiiey are mainly municipal authorities who negtgtiwith a
potential investor, etc.

The staff also holds the isolated staff such asimidtration staff, computer specialists (e.g. nettmmanagers),
maintenance workers, etc. who have a supporting. rbhe relations between them (primarily betwegm to
managers and “backstage staff’) have a criticalachpn the quality of the services provided (d&oea,
Vastikova 1999, p. 104-106).

Customers of a place are not only users of servimgs also their promoters and information
disseminators. Accordingly, working on a produah@ept a place should take into consideration usaisavior
as well as all the motivations and preferences lwiatfect their behavior. A set of needs of the d¢éed

customers should be transformed into a set of gépeoperties. It is fundamental to remember tbatdrtain

20 Recently more and more new methods aimed at démgeadvertising and commercial costs at the mininamat free
products promotion. As an example guerrilla mam@tr buzzmarketing can serve (Hughes 2006).
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extent every customer participates in the commtioiea process by disseminating information. Custsnage
verbal walking advertisers who deliver their expade with a product to other potential clients €Jkova,
Vastikova 1999, p. 107-108).

The third group of people in the marketing prociesthe group of partnersPartnerships or in the
conditions of self-governing territorie®ublic-Private Partnershipsteflect a certain level of quality of the
relations between the public and private sectorg broader sense of the word partnerships maynderstood
as relations within the public or commercial spbeséa place. (The issue is discussed in detdstiran 2006;
Rumpel 2002; Bernatova, Yava 2000; Jarikova, Vastikova 1999, Patliova 2005; Rainisto 2003; Florek
2006; Rumpel 2006; Szromnik 2006; Palatkova 2006.)

6. A distribution processmeans the designing of an exact procedure of ptgowviding. Customers
perceive not only a particular product but also Wy the product is offered to them. Jémva a VaStikova
(1999, p. 111-2) classify the processes accordirtfpe intensity of contact with a customer intavsees with
high, low, and middle contact also including meeliedntacts.

The processes of distribution of a place as wellohdndividual subjects of a place and their
surroundings (we mean all private companies amdsfirpublic organizations or concrete citizens,)edce
affected by political decisionsPglitics‘is one of the most important factors having a sgrampact on place
functioning. We think that nowadays it applies aller the world. It often happens that the achievig
particular goals is dependent on “political willhat is the reason why a plan of different lobbyawivities
often becomes part of the marketing mix. Lobbyiag e conducted at two levels: internal and extefirtee
internal level (conditioned at least by the existef self-governess of a place) represents pelitiside a
place, i.e. affecting concrete decisions of the igipal authorities, etc. The external level incladsfecting
political decisions outside a place, for exampletigh lobbying regional authorities, the Nationau@cil or
the European Parliament.

Politics is closely connected with thublic optiorf. Public option is one of the most effective tools
used for influencing the political direction as et the targeting of marketing activities. Theatiein a place —
the public opinion has a bidirectional implicatioh. provides a place with space for its formationda
development through a wide range of marketing comaations tools and urges a place to continuoushfy
the correctness and justness of marketing oriematiowever, at the same time it gives potentiants (or
competitors) space for the formation of the publiinion, for example for affecting the generaltatie of the
citizens to mining restoration or localization afdvy industry, etc. In fact, it is a process aation of place

image (already discussed in the part 1 b).

d) budget and alternative strategies

The result of the concept stage of the marketimggss is an ideal set of partial goals and stiedeg
which have to be transformed into their final forritsoften happens that a place cannot use thetheirform
that appears to be the best one. The limiting fastthe budget. It is possible that after desigrtime budget a
place has to create alternative strategies, iledper versions of the ideal”. After being optirsadl, it is

necessary to work out an inspection schedule.
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e) designing a marketing plan

Based on the documents and conclusions of thequre\parts of the marketing process, after working
out an inspection flow chart and designing the letidge may start to devise a marketing plan. Undadsbly,
its character will depend on the character (fifstlbon the degree of heterogeneity) and the rafgearketing
goals. The marketing plan design requires to batedeas a document consisting of partial plansnidividual

target areas. The main parts that a marketinggilanld contain are presented in Table 1.

Table 1
Structure of a marketing plan of a place

- PURPOSE AND BRIEF CONCLUSION OF MAIN OBJECTIVES OF A MARKETING PLAN

INTROBUEHON - MARKETING PLAN CONTENTS

- PROFILE OF A PLACE

CURRENT MARKETING SITUATION - SITUATIONAL ANALYSIS

- WEAK AND STRONG POINTS OF A PLACE, OPPORTUNITIES AND POTENTIAL THREATS

SHEE LSS - MARKET SEGMENTATION

- DETERMINING MAIN GOALS, TARGETING

ARRS BN EESKS - DEFINING MAIN TASKS

- DESIGNING THE MARKETING PHILOSOPHY, POSITIONING

BA T STRATEGIES - PARTIAL STRATEGIES, MARKETING MIX

- THE WAY OF PLAN IMPLEMENTATION

R - DEAD-LINES AND APPOINTING RESPONSIBLE PERSONS

- PROJECTION OF PROFITS AND LOSSES

BUDCEL - EXPECTED EARNINGS AND EXPENDITURES

- MONITORING PROCEDURE AND EVALUATION OF IMPLEMENTATION

INSPECTION SCHEDULE - PRECISE DEFINING OF INSPECTION ACTIVITIES

- ELABORATING INSPECTION ACTIVITIES DETERMINING A WAY OF ASSESSMENT,
SELECTION OF MILESTONES

- DETERMINING A WAY OF REACTION TO UNPREDICTABLE CIRCUMSTANCES

- APENDIXES, SUPPLEMENTARY
- APPROVAL AND ENGAGEMENT OF THE PEOPLE INVOLVED

CONCLUSION

(source: modified according to Kotler, Armstron@02, p.109-110)

Implementation control and inspection of marketirgirategy

We often do not realize the distinction between fiiilowing two expressions: ‘implementation of a
plan’ and ‘a plan of implementation’. Many timesgple‘s dislike of change as well as their negasittidude
towards marketing projects are observed in praci@signing an implementation plan does not guarits
performance and success. In order to achieve sudcesnecessary to identify with the plan. Weesgwith
Mallya (2007) who claims that marketing strategyf@enance necessitates a far greater deal of ersrdyime
than its conceptualization. While its conceptudi@arequires ‘creative chaos’ but its performahes a need
of discipline and ability to plan, stimulate angetvise.

Successful implementation calls for an interplag@feral elements constituting a complex mechanism
in which stopping, impeding or slowing down onetlidm may affect the operation of a whole procesgu(E
8).
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Figure 8

Process of strategy implementation

(source: modiified according to Mallya 2007, p. 1&btler, Armstrong 2004, p. 113)

“Panta rhei” or “everything flows; nothing stands still or as Mallya (2007) claimse” have to
remember that the only certain thing is that thex@o certainty” It continuously makes us observe, analyze,
and reevaluate marketing strategies or adapt cals do the real needs and afterwards modify a niadckelan
to the current trends and market needs. And scmaga again we move in an endlegsral and thus step by

step we repeatedly carry out a marketing process.

Conclusion
The present paper is an attempt to contribute adyming a theoretical basis ftire marketing process
of a placeThe marketing process in its complex form incorpesaa set of heterogeneous interrelated activities
materialized into a marketing plan. The uniquenasd unrepeatabilityof the essence of individual places
directly determine certain differentiations and mdimes do not enable precise chronology of theviddal
stages of the marketing process of a place.
Its division into the following stages
stage 0: motivation (initial motivation, a planafprocess),
stage 1. analysis (situational analysis),
stage 2: determination (goals defining and mankgesirategy determining), and
stage 3: implementation (realization, control, anditing of the marketing strategy),
provides certain generalization of these procediv@shave already been successfully used. Wittérd stages
a number of partial activities take place. Theygtste, overlap, occur simultaneously, and indigldolaces
may select their order and combinations (as welhdd or leave out some of them) in accordance thith
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current needs. The whole process may be denotegitastive, feedback-like, cyclic and practicadigdless.
The contemporary place-marketing approach is builtinderstanding of general principles of placefioming
that are applicable to the whole variety of itscsfie forms. It utilizes all available informaticatbout a place. In
our circumstances it is a new - and if applied jgelg and appropriately — then also an extremefgctize tool

for the development of different-sized places.
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PROCES MARKETINGU MIESTA — TEORETICKE ASPEKTY REALI ZACIE

Zhrnutie

Predkladana praca je prispevkom ku koncipovaniuetgtkej bazy procesu marketingu mieshdarketingovy
proces, v jeho komplexnej podobe, inkorporuje kempieterogénnych na seba nadvéazujlcicimosti, zhmotnenych v
podobe marketingového plandedingnos’ a neopakovafimos’ podstaty konkrétnych miest, priamo determinujé ist
diferenciacie a mnohokrat neuniode ani presnd chronolégiu jednotlivych faz procesarketingu miesta. Istou
generalizaciou doposiaispeSne aplikovanych postupov by mohltjddyo rozdelenie do nasledujlcich faz:

0. motivacia (vstupna motivacia, plan procesu),

1. analyza (situéna analyza),

2. koncepcia(koncipovanie ¢@ a stanovenie marketingovej stratégie) a

3. implementacia (realizacia, riadenie a kontrolanketingovej stratégie).
V ramci tychto etap prebieha cely rad parcialnyaimnosti, ktoré sa prelinaji, prebiehaju simultarnjgdnotlivé miesta ich
moZu vykonavav roznom poradi a pdd potreby doplri o dalSie, ¢i niektoré vynechia Cely proces vSak mozno ozZiiaza
reiterativny, spatnovazbovy, cyklicky a praktickkartiaci. Predmetnylanok postupne charakterizuje zmienené fazy ako aj

jednotlivé parcialne procesy v nich obsiahnuté.
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