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Abstract: The concept of relationship on cross-border cooperation in sphere of culture has
been recognised as very important in global strategic documents of European Union for
more than a two decades. It is also increasingly reflected in the cultural polices of particular
states, and—very importantly—cultural managers who are responsible for shaping the
cultural offer in Euroregions are becoming more interested in this concept. Despite the
increasing attention being paid to this topic among both practitioners and theoreticians of
management, in none of these documents or other works can we find content that is directly
related to the Polish-Czech cross-border cultural services market. This gap was the direct
impulse for taking up research in this field. Based on in-depth interviews carried out with
fifty experts from the Polish and Czech side of the Euroregion Beskidy, the possibilities of
adapting the concept of relationship marketing in cultural organizations operating on the
Polish-Czech cross-border market for cultural services were recognized. The conducted
research shows that Polish and Czech managers of cultural institutions differ in terms of the
key instruments of the marketing mix. In their opinion they should have a primary
application at the stage of strengthening ties, connecting cultural organization with Polish
and Czech recipients of the cultural offer. According to Polish experts, the key instrument
for building relationships (strengthening ties) is marketing communication, whereas in the
opinion of Czech respondents these will be activities related to shaping the product.
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Introduction

Over the last ten years, on the Polish borderlands, including the Polish-Czech
border (in the Euroregion Beskidy), the intensification of actions co-financed by
the European Union and aimed at supporting cross-border cooperation in the field
of culture is noticeable (Kurowska-Pysz, 2015, 2016a, 2016b). They serve, among
others, the blurring of borders and divisions between border states or the shaping of
their new quality — they should become a place of meetings and not divisions. This
has led to the increase in supply of cultural services in the Euroregion Beskidy on
the market or changes in the behaviour of Polish and Czech recipients of the
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cultural offer and the separation of the common Polish-Czech cross-border market
for cultural services as a result of that (Petrakos, 1997). It is a very specific market
(for example due to the existing Polish-Czech animosities or historical divisions),
which has been very poorly recognized and described so far (Rusek and Kasperek,
2012). The market, where an increase in the number of cross-border cultural
events, carried out by Polish and Czech cultural entities within the framework of
projects co-financed from European Union funds (Wroblewski et al., 2018a) can be
observed over the last decade. Projects, whose main assumption is cross-border
manifestation, are distinguished by in the fact that the preparation and
implementation of the project must take place in the Polish-Czech partnership and
the recipient of cultural entities services, should not only be residents of the home
country, but also citizens of the neighbouring country (Kurowska-Pysz et al., 2018;
Wroblewski, 2015). This forced the managers of the culture organization on the
Polish and Czech side of the Euroregion Beskidy to constantly improve structures,
communications, procedures and marketing activities. Procedures, in line with the
concept of relationship marketing should be focused on building long-lasting
partnership ties with recipients of the cultural offer (Kurowska-Pysz, 2012;
Szczepanska-Woszczyna, 2015). However, this requires a careful and in depth look
at the process of building long-term relationships with clients from both the Polish
and Czech sides of the border. Therefore, the main goal of the research was to
determine the possibility of adapting the concept of relationship marketing in
cultural entities operating on the Polish-Czech ross-border market of cultural
services of the Euroregion Beskidy.

The Concept and Structure of the Polish-Czech Cross-Border Market of
Cultural Services

By attempting to define the Polish-Czech cross-border market of cultural services
for the purposes of this study, both the economic and geographical definitions of
the market were used (Mynarski, 2000, Chotkowski, 2013). In accordance with
these definitions, the cross-border market for cultural services will be defined as
the total exchange relations between providers of services that meet cultural needs
and buyers purchasing these services in the border regions of countries sharing a
common border (in this case Poland and the Czech Republic). In other words, it
will be a set of buyers (hidden, potential and active clients) and sellers (cultural
organizations), who carry out transactions regarding cultural services in areas along
the border of countries (border and cross-border regions) (Wréoblewski et al.,
2018b).

A geographical understanding of the cross-border market for cultural services
indicates the territory, which is located on both sides of the borders, as a separate
area with similar conditions of purchase and sale (e.g. Euroregion Beskidy). The
classic (economic, systemic) understanding of the market reduces the definition of
the cross-border market of cultural services to the general exchange relations
between sellers, offering services that meet cultural needs, and buyers -
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representing demand for them. It contains both the subjective aspect (who

participates in the exchange process), as well as the subject one (what is the subject

of the exchange) (Mynarski, 2000).

The Polish-Czech cross-border market for cultural services should therefore be

treated as a system whose elements form a specific structure (Figure 1). This

system distinguishes:

— market entities that are sellers (cultural organizations) and buyers (hidden,
potential and active clients);

— market subjects, which are cultural services and aesthetic needs exposed on the
market, motives of using the services of cultural organization;

— relationships between entities and market subjects.
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Figure 1. Structure of the cross-border market for cultural services (Wroblewski et al.,
2018b)

The functioning of the Polish-Czech cross-border market of cultural services is
influenced by activities undertaken by national culture organizations and neighbour
countries, as well as buyers from both sides of the border who may act as a hidden
client. This means reporting undisclosed (anonymous) demand for cultural services
in the role of a potential customer, showing interest in the offer of the cultural
organization, and an active client - participant, using the services of cultural
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institutions (Kedzior, 2005; Sobocinska, 2008). In turn, cultural organizations
recognize the needs of buyers, and through appropriate educational activities they
also try to stimulate them, present, and submit an offer and then provide services
(Blatter and Clement, 2000).

Materials and Methods

Theoretically, the aim of the paper was to define the category of the Polish-Czech
cross-border market for cultural services, as well as to define the possibilities of
implementing relationship marketing in Polish and Czech cultural entities operating
in the Euroregion Beskidy.

In the empirical sphere, the goals were focused on such issues as:

— the diagnosis regarding the applicability of the concept of relationship
marketing and changes in its application by Polish and Czech cultural entities in
the context of the cross-border market for cultural services,

— identification of marketing activities of Polish and Czech cultural entities on the
cross-border market for culture services that are part of the concept of
relationship marketing,

— explaining the significance and weight of individual marketing mix instruments
used by Polish and Czech cultural entities in the process of strengthening ties
with clients (recipients of their offer) on both sides of the border.

In this paper, a research hypothesis was adopted according to which it is assumed
that: Polish and Czech managers and employees of cultural organizations from all
marketing mix instruments find product the most important factor in the process of
strengthening cultural links with Polish and Czech recipients of cultural offer on
the cross-border cultural services market in the Euroregion Beskidy. The product,
according to the assumptions of cross-border cooperation, should be tailored to the
needs of recipients on both sides of the border. In order to verify the adopted
research hypothesis for the purposes of the paper, interviews were conducted in the
form of individual in-depth interviews (IDI) with fifty experts - directors of cultural
institutions, creators, animators, heads of communes, officials, organizers of
cultural projects on the Polish-Czech border (twenty-five experts from the Polish
side and twenty-five experts from the Czech Euroregion Beskidy).

The questionnaire of the interview (in Polish and Czech) contained a total of

seventeen questions, of which nine were short projecting questions based on

associations and supplements, while the next eight questions were open-ended deep
questions, based additionally on the seven-point Likert scale.

Interviews were carried out from August to October 2018. The conducted research

was part of the project titled ‘Polish-Czech Academic Cooperation in Refining

Quality of Trans-border Science Research’ co-financed from the European

Regional Development Fund under the Interreg V-A Program Czech Republic-

Poland 2014-2020 and from the state budget through the Euroregion Beskidy.
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Results

The first topic concerned the functioning of the Polish-Czech cross-border cultural
services market in the Beskidy Euroregion. Experts were asked if cultural
institutions should satisfy the cultural needs of recipients from both the Polish and
Czech sides of the Euroregion. The vast majority of respondents answered the
question in the affirmative (40 people). At the same time the experts, quite often
emphasized that the offer of local cultural institutions should be developed in the
first place for the inhabitants of a given commune, city or district in which this
institution functions - as this results from the mission of these institutions. In the
opinion of the respondents, however, this does not exclude the situation in which
the offer for recipients of the other (foreign) Euroregion website is additionally
prepared. Czech experts stated that Poles use the cultural offer, which is available
on the Czech side of the Euroregion Beskidy and vice versa (19 people). At the
same time, Polish respondents were definitely more restrained in this respect, most
often they avoided answering this question (16 people pointed to the answer ‘it is
difficult to say’). At the same time, they added that if such a situation takes place, it
usually happens during the occasion of Polish-Czech cross-border cultural projects.
All respondents were unanimous, however, that the Polish-Czech cross-border
market could and should develop even more, as the current cross-border
cooperation in the field of culture is usually of institutional nature, which in the
future should also be reflected in more frequent and intense ‘mixing’ of audiences
on both sides of the Euroregion. A summary of the answers obtained is presented
in Table 1.

Table 1. Polish-Czech cross-border market for cultural services in the opinion of the
experts surveyed

The cultural institution in Polish people use th?
. . cultural offer, which is .
w the Euroregion Beskidy available on the Czech The Polish-Czech cross-
}E should meet the cultural side of the Euroredion border market for
5 needs of recipients from . g cultural services in the
S : Beskidy, and the Czechs : .
0 both the Polish and the : Euroregion Beskidy can
= . use the offer that is
=) Czech side of the bl he Polish be developed further
Euroregion available on the olis
side of the Euroregion
Mean | Mode | Median | Mean | Mode | Median | Mean | Mode | Median
;;ee‘;:‘s 568 | 6 6 512 | ° aG”d 5 572 | 6 6
elj(%l;:]s 5.40 6 5 4.12 4 4 5.24 5 5
Total 5.54 6 6 4.62 4 4 5.48 6 6

*1 means ‘definitely not’, 2 — ‘no’, 3 — ‘rather not’, 4 — ‘hard to say’, 5 — ‘rather yes’, 6 — ‘yes’, 7 —
‘definitely yes’
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Another issue is the subject of research concerning mutual relations between
cultural institutions on the Polish and Czech side of the Euroregion Beskidy, as
well as relations between these institutions and the Polish and Czech recipients of
their offer. The experts were asked if cultural institutions were interested in the
needs of their recipients, their care and finally building relationships with them.
The vast majority of the respondents (49 people) answered ‘yes’ to this question
(the Likert scale indicated the answers ‘definitely yes’, ‘yes’ or ‘rather yes’). Only
one person gave a negative answer (‘probably not’). It is important to note, the
answers of Polish and Czech experts did not differ significantly. Polish
respondents, more frequently than Czech experts, gave the answer ‘definitely yes’.

The respondents, as confirmation of their choice, pointed to actions which in their
opinion are aimed at building good relations with clients. These activities are as
follows: keeping attendance statistics during organized cultural events, conducting
the recognition of cultural needs of recipients, providing reliable information about
the cultural institution and its offer, developing offers for various customer
segments, running a website, the presence of cultural organizations on social
networks, initiating new cultural projects, competitions for clients, educational
activities in schools, joint integration trips, organizing festivals, feasts and audience
meetings with artists. At the same time, the respondents admitted that these
activities are directed mainly at the inhabitant (recipient) of a given commune or
city in which the institution operates and very rarely go beyond its own (national -
Polish or Czech) side of the Euroregion Beskidy. The exceptions are cultural events
organized as part of Polish-Czech cultural projects which are financed by the
European Union through the Euroregion Beskidy.

Respondents answering the question additionally pointed to the need to build good
relations not only with the recipients of the cultural organization offer, but also
with other cultural institutions, sponsors, local authorities, artists or employees.
The experts also stated that cultural institutions are combined with strong, lasting
ties with recipients of the offer from their own (national) side of the Euroregion
Beskidy. Forty three experts gave such answers, which included 20 respondents
from the Polish side and 23 from the Czech. Justifying their opinion, they pointed
to: large attendance at organized cultural events, a growing number of book
borrowed from the library, a large number of visits of the official website of the
institution, a large number of likes on the posts or photos published on the official
social profile of the institution, high interest in organized competitions or meetings,
frequent expressions of fondness shown on the occasion of the anniversary
celebrations, and the growing number of volunteers who willingly joined the
organization of cultural events. Experts were also asked their opinion on the impact
of individual marketing mix instruments on shaping the relationship and on
strengthening the links of cultural institutions with the recipients of their own
(national) Euroregion side. The experts were asked to distribute 100 points between
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individual marketing instruments (product, price, distribution, promotion and
personnel). The results are presented in Figure 2.

Product 55,8
Price
Place Czech experts
. m Polish experts
Promotion 28,0
People
0,0 10,0 20,0 30,0 40,0 50,0 60,0

Figure 2. The impact of marketing mix instruments on strengthening the links of
cultural institutions with the inhabitants of their own (national) Euroregion Beskidy

The answers obtained from Czech experts show that it is a product (cultural offer)
of a cultural entity - its further development, modification in order to better match
the needs of recipients that plays a key role in strengthening the links of cultural
institutions with recipients of their own (national) Euroregion side. Interestingly,
Polish experts have recognized that it is not a product, but better marketing
communication which is important for strengthening ties. Polish experts stated that
the product offered by their cultural institutions is well suited to the needs of
recipients from the Polish Euroregion and does not require significant changes or
modifications, but it is necessary to use more advanced based promotion
instruments, such as social media and modern technologies.

Table 2. Relations in the Polish-Czech cross-border market for cultural services in the
opinion of the experts surveyed

S The cultural institution

w The cultural institution Thhe |nst|tut|(_)n of .Cﬁltﬁre has strong ties with the
® builds good relations as stron_g ties with the inhabitants (local
2 with the recipients inhabitants (local community) of the other
8 (potential recipFi)ents) of comrr_]unity) .Of the own (foreign P)Il_ or CZ) side
5 the cultural offer (national) side of the of the Euroregion
> Euroregion Beskidy Beskidyg

Mean | Mode | Median | Mean | Mode | Median | Mean | Mode | Median
Czech | 596 | g 6 |58 | 6 6 | 424 | 4 4
experts
Polish 1 595 | 7 6 | 560 | 7 6 |32 | 3 3
experts
Total 5.95 6 6 5.74 6 6 3.72 4 4

*1 means ‘definitely not’, 2 — ‘no’, 3 — ‘rather not’, 4 — ‘hard to say’, 5 — ‘rather yes’, 6 — ‘yes’, 7 —

‘definitely yes’

The vast majority of surveyed experts from the Polish side of the Euroregion
Beskidy (17 people) recognized that Polish cultural institutions are not bound by
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strong ties with recipients from the Czech side of the Euroregion. It was pointed
out that Czech recipients visit Polish cultural institutions usually on the occasion of
joint Polish-Czech cross-border projects possibly when there are world-famous
artists or artist groups in these institutions — but that is very rare. The surveyed
experts additionally emphasized that although their cultural institutions do not have
permanent ties with clients from the other side of the border, cooperation between
Polish and Czech cultural institutions is already very common, and these
institutions are combined by strong and friendly relations. A summary of the
answers obtained is presented in Table 2.

In the opinion of experts (Polish and Czech combined), cultural institutions
wishing to strengthen ties with the recipients from the other side of the border
should first focus on the product, which in their opinion, in its current shape, is not
well suited to the needs of residents from the neighbouring country (e.g. libraries
do not have book collections in Polish and Czech, cinemas display films only in
one language version - no subtitles in the other language). This instrument
(product) obtained the highest number of points (33.7). However, this time, Polish
experts, unlike the Czech experts, decided that this promotion should play a key
role in the process of strengthening ties with clients from the other side of the
Euroregion Beskidy area. In their opinion, in order to strengthen ties with the
recipients on the other side of the border, it is first necessary to reach those
recipients with properly prepared information about the cultural offer that is
available in the neighbouring country. The offer, in the opinion of Polish experts
may be in its current shape equally, and maybe even more attractive than that of the
one available abroad. Similarly to the previous practice, the experts were asked to
split 100 points between individual marketing mix instruments (product, price,
distribution, promotion and staff). The results are presented in Figure 3.

Product 44,8
Price
Place Czech experts
Promotion 272 m Polish experts
People

22,8
0,0 50 100 150 200 250 300 350 400 450 50,0

Figure 3. The influence of marketing mix instruments on strengthening the bonds of
cultural institutions with the inhabitants of the other (foreign) side of the Euroregion
Beskidy

Discussion

The new reality, in which after joining the European Union and then Schengen
zone, both Poland and the Czech Republic found themselves significantly changed
the functioning of the cultural institutions of the Polish-Czech border (there was,
among others, the possibility of obtaining additional funds from European Union
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programs supporting cross-border cooperation) (Wréblewski et al., 2018a). The

policy of the European Union in this sphere clearly indicates that cultural

organizations wanting to ensure faster development should undertake activities for
the so-called ‘blurring of borders’. Solutions should be undertaken aimed at
broadly understood cross-border cooperation (Kurowska-Pysz, 2016a, 2016b).

Thus, they should shape long-term relations with both Polish and Czech recipients

of the cultural offer. In order to make it possible, however, a revision is needed,

followed by a correction of the marketing concept adopted by cultural institutions.

This is confirmed, among others, by the research conducted by Castanho et al.

(2017a, 2017b), Dominguez et al. (2015) in Spain and Portugal and by the authors

of the study in the Cieszyn Silesia Euroregion. The residents of Cieszyn and Czech

Cieszyn, also show that it is not enough to apply only the traditional marketing

concept to attract the cultural offer from both the Polish and Czech borderland

(Wroblewski, 2017). It was necessary to reach for solutions that would better meet

the needs of the demand side of the cross-border market for cultural services. A

solution, in this regard may be taking actions in the area of relationship marketing.

The adoption of this concept enables a modern look at the nature of mutual

interactions and relationships between the organization of culture and various

entities from its surrounding (Sobocinska, 2015, 2017). It is based on the
assumption of the possibility and necessity of maintaining direct contacts between
the seller and the buyer. As part of this concept, it is emphasized that in market
activities direct contacts constitute important conditions for success and are
considered as a long-term process for building permanent links with various market

participants (Lis and Szczepanska-Woszczyna, 2015; Mitrega, 2005).

When designing activities in the field of relationship marketing, managers of

cultural entities of the Beskidy Euroregion should remember that they are

continuous and do not end when the potential client from Poland or the Czech

Republic is invited to use the offer of cultural institutions. They go beyond a single

transaction and are cyclical. This means that the Polish or Czech cultural entities

operating on the cross-border market for cultural services and the recipients of its
offer are going through the next recurring stages. If the course of a given duration
of the relationship is undisturbed, the exchange partners start a new cycle (Furtak,

2003). Going through successive cycles is a condition for continuing the

relationship. In this process, two main phases should be distinguished: the initial

phase - the creation of ties (ends when the potential client is persuaded to take

advantage of the cultural offer), and the proper phase - strengthening ties (has a

closed cycle and can last for a longer period) (Fonfara, 2001).

— generally speaking, the initial phase of the relational marketing process in
cultural entities of the Euroregion Beskidy will be the same as the marketing
process in the classical approach. It is very important to properly identify the
target audience of the cultural offer from both Polish and Czech sides while in
this phase. This is why it is necessary to segment them. According to the
experts, the key idea behind the initial phase (as well as the entire relational
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marketing process) is the idea of value (benefits). Separated segments (segment)
of clients should be offered a specific value, which is more than just usability.
The value is determined not only by what service the customer receives, but
also the method of receiving this service (quality of the interaction process and
dialogue with the client) (Brown, Haynes, 2008). The result of the exchange of
material and intangible values is customer satisfaction, their trust and
attachment to the service provider. In the opinion of the experts surveyed,
Polish and Czech cultural institutions offer products that are valuable to the
recipients of their own (national) borderland. Unfortunately, according to the
experts, the offer still lacks products that would be equally valuable to
recipients from both the Polish and the Czech side of the border. In addition,
experts pointed to barriers that lower the quality of the interaction process and
dialogue with the recipient on the other side of the border. According to the
respondents, these barriers include:

— language barrier - ignorance or poor knowledge of the neighbouring country’s
language is an important barrier in communicating content on the other side of
the border, as well as full acceptance of the offer of some of the neighbouring
country’s cultural institutions (e.g. theatre, cinema or library),

— lack of information about the offer available on the other side of the border,

— websites of cultural institutions of the Polish-Czech borderland are very often
only available in national language version, they are not translated into the
language of the neighbouring country,

— lack of a cross-border inter-city communication network covering the area of
the Polish-Czech borderland or even just the Euroregion Beskidy,

— insufficient cultural products in the offer of cultural institutions, which would
be equally attractive to both Polish and Czech recipients. It should be
remembered that even a very popular Polish theatre actor, who is known in
Poland to a wide audience, will very often be completely anonymous to the
Czech public.

Once the potential recipient decides to benefit from the cultural offer (accepts the

value offered by the Polish or Czech cultural subject), the transition to the right

phase of the relational marketing process takes place - a link is established between
the cultural subject and the offer recipient (Vrontis and Yhrassou, 2007). Satisfying
contacts between the cultural institution and the recipients of the cultural offer
builds their trust, while attachment to the institution and gradually climbing to the
top along the ‘ladder of loyalty’ (from the disloyal recipient to the unique, real
recipient) increases. However, maintaining the relationship by re-offering the
recipients with values is an indispensable condition for deepening the relationship

(Anderson, 2008). In the opinion of the experts surveyed, Polish and Czech cultural

entities wanting to strengthen their ties with their clients invite them to special

clubs of supporters, offer them special discounts on selected products from their
cultural offer, send personalized information magazines via the Internet

(newsletter), which recipients can use information from about the cultural
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institution itself or its offer. In addition, invitations to specific cultural events are
sent by mail to the most faithful and loyal clients.

Despite the many activities of cultural organizations aimed at strengthening ties
with clients, there are often situations of rejection of value on the Polish-Czech
cross-border market for cultural services. Thus, the link between the cultural entity
and the offer recipient is weakened or interrupted, in particular with the offer
recipient from the other side of the border. Therefore, it is important to constantly
monitor the course of the relationship marketing process, even if the cross-border
projects are being carried out. In this respect, monitoring of the so-called critical
moments, such as the rejection by Polish or Czech recipients of the values offered
by the institution's culture after the completion of the project is important.

Conclusion

It would be too simplistic to think that the concept of relationship marketing can be
blindly used on the cross-border market for cultural services with regard to clients
from both the Polish and the Czech side, without any modifications. The in-depth
individual interviews carried out in the Euroregion Beskidy region show that Polish
and Czech managers of cultural institutions differ, for example, in the key
instruments of the marketing mix. In their opinion, they should be of primary use at
the stage of strengthening ties that combine cultural organization with Polish and
Czech recipients of its offer. According to Polish experts, the key instrument for
building relationships (strengthening ties) is promotion, in the opinion of Czech
respondents it will not be promotion but product. Therefore, the hypothesis that the
Polish and Czech managers of cultural organizations from all marketing mix
instruments attribute the greatest importance to the product in the process of
strengthening the links of cultural entities with Polish and Czech recipients of the
cultural offer on the cross-border market of cultural services is not confirmed.
Therefore, the market should balance the views on the cultural offer, including
claims that it should be modified and adapted to the needs of the recipient from the
neighbouring country, and the views that the cultural offer should be addressed
primarily to residents of their own (national) Euroregion side and the recipient
from the other side of the border should be obtained only through properly
conducted promotional activities.

In this place, it must be also indicated that the obtained results of the interviews,
due to the sampling method applied (in the interview, non-random sampling
methods were used—targeted selection), provides knowledge about only the Polish
and Czech experts opinions (supply side of cross-border market). In the future,
guantitative research is planned on a large sample of Polish and Czech clients of
the cross-border market of cultural services (demand side of cross border market).

412



POLISH JOURNAL OF MANAGEMENT STUDIES 2018

Wroblewski L., Dacko-Pikiewicz Z., Kasik J., Chytilova L. Vol.18 No.2

References

Anderson C., 2008, The Long Tail: Why the Future is Selling Less of More, New York,
Hachette Books.

Blatter J., Clement N., 2000, Il Introduction to the Volume: Cross-Border cooperation
in Europe: Historical development, institutionalization, and contrasts with North
America, “Journal of Borderlands Studies”, 15.

Brown D., Hayes N., 2008, Influencer Marketing. Who Really Influences Your
Clients?, Oxford, Burlington, Elsevier.

Castanho R.A., Loures L., Cabezas J., Fernandez-Pozo L., 2017a, Cross-Border
Cooperation (CBC) in Southern Europe—An lIberian Case Study. The Eurocity
Elvas-Badajoz, Sustainability, 9.

Castanho R.A., Vulevic A., Fernandez J., Pozo L., Loures L., Gomez J., 2017b,
Accessibility and connectivity — Movement between Cities, as a Critical Factor to
Achieve Success on Cross-Border Cooperation (CBC) Projects. A European
Analysis, Sustainable Cities and Society, 32.

Chotkowski J., 2013, Rynek jako podstawowa instytucja gospodarki — pojecie,
struktury, efektywnosé, Zeszyty Naukowe SGGW w Warszawie, 101.

Dominguez J.A., De Noronha T., Vaz E., 2015, Sustainability in the trans-border
regions? the case of Andalusia—Algarve, “International Journal Global
Environment”, 14.

Fonfara K., 2001, Marketing partnerski wspéiczesng orientacjg rynkowq firmy,
Poznah, Akademia Ekonomiczna w Poznaniu.

Furtak R., 2005, Marketing partnerski na rynku ustug, Warszawa, PWE.

Kedzior Z. (Ed.), 2005, Badania rynku, metody, zastosowania, Warszawa, PWE.

Kurowska-Pysz J., 2012, Miejsce wiedzy w rozwoju innowacyjnych firm — szanse i
bariery wspétpracy osrodkéw akademickich i przedsigbiorstw, Studia ekonomiczne
regionu todzkiego — formy i1 uwarunkowania wspolpracy we wspodlczesnej
gospodarce, Polskie Towarzystwo Ekonomiczne Oddziat w Lodzi.

Kurowska-Pysz J., 2015, The Circumstances of Knowledge Transfer within the Scope
of the Cross-Border Czech-Polish Projects 2014-2020, Forum Scientiae
Oeconomia, 3.

Kurowska-Pysz J., 2016a, Partnership Management in Polish-Czech Micro-Projects
in Euroregion Beskidy, Karvina, Economic Policy in the European Union Member
Countries, Silesian University.

Kurowska-Pysz J., 2016b, Opportunities for Cross-Border Entrepreneurship
Development in a Cluster Model Exemplified by the Polish—Czech Border Region,
Sustainability, 8.

Kurowska-Pysz J., Castanho R.A., Naranjo Gomez JM., 2018, Cross-border
cooperation—The barriers analysis and the recommendations, “Polish Journal of
Management Studies”, 17.

Lis M., Szczepanska-Woszczyna K., 2015, Managing customer relations: The use of
CRM system by services company, Proceedings of the 11th International Conference
on Strategic Management and Its Support by Information Systems 2015, SMSIS.

Mitrgga M., 2005, Marketing relacji, Warszawa, Wydawnictwo CeDeWu.

413



2018 POLISH JOURNAL OF MANAGEMENT STUDIES

Vol.18 No.2 Wroblewski L., Dacko-Pikiewicz Z., KasSik J., Chytilova L.

Mynarski S., 2000, Analiza rynku. Makromechanizmy, Krakow, Wydawnictwo
Akademii Ekonomicznej w Krakowie.

Petrakos G.C., 1997, The Regional Structure of Albania, Bulgaria and Greece
Implications for Cross-Border Cooperation and Development, European Urban and
Regional Studies, 4.

Rusek H., Kasperek A., 2012, Sympatie i antypatie polsko-czeskie w swietle badarn nad
antagonizmem i pojednaniem polsko-czeskim na Slgsku Cieszynskim, [In] A.
Kasperek (Ed.), Pogranicze — Sgsiedztwo — Stereotypy. Przypadek polsko-czeskich
relacji wraz z francusko-niemieckim case study, Cieszyn—Katowice, Polska
Akademia Nauk Oddzial w Katowicach—Stowarzyszenie Rozwoju i Wspolpracy
Regionalnej ,,0lza”.

Sobocinska M., 2008, Zachowania nabywcow na rynku dobr i ustug kultury,
Warszawa, PWE.

Sobocinska M., 2015, Uwarunkowania i perspektywy rozwoju orientacji rynkowej w
podmiotach sfery kultury, Wroctaw, Wydawnictwo Uniwersytetu Ekonomicznego
we Wroclawiu.

Sobocinska M., 2017, Changes in the approach to marketing and in the scope of its
application in cultural institutions in Poland, Cultural Management: Science and
Education, 1(1).

Szczepanska-Woszczyna K., 2015, Responsible leadership contribution to human
resource management-a study of csr-hr interface, Procedia Economics and Finance,
34.

Vrontis D., Yhrassou A., 2007, A new conceptual framework for business-consumer
relationship, Marketing Intelligence & Planning, 25(7).

Wréblewski L., 2015, Websites of Polish cultural and educational organizations in the
Czech Republic-Analysis and evaluation, Forum Scientiae Oeconomia, 3.

Wroéblewski L., 2017b, Application of marketing in cultural organizations: The case of

the Polish Cultural and Educational Union in the Czech Republic, Cultural

Management: Science and Education, 1.

Wroblewski L., Dziadzia B., Dacko-Pikiewicz Z., 2018b, Sustainable Management of
the Offer of Cultural Institutions in the Cross-Border Market for Cultural
Services—Barriers and Conditions, Sustainability, 10.

Wréblewski L., Kurowska-Pysz J., Dacko-Pkiewicz Z., 2018a, Polish-Czech micro-
projects as a tool for shaping consumer behaviour on the cross-border market for
cultural services, [In:] K.S. Soliman (Ed.), Innovation Management and Education
Excellence through Vision 2020, Milan, Proceedings of the 31st International
Business Information Management Association Conference, International Business
Information Management Association: Milan.

BUDOWANIE ZWIAZKU MIEDZY ORGANIZACJAMI KULTURALNYMI A
KLIENTAMI NA RYNKU TRANSGRANICZNYM

Streszczenie: Koncepcja relacji w zakresie wspolpracy transgranicznej w dziedzinie
kultury zostala uznana za bardzo wazng w globalnych dokumentach strategicznych
Unii Europejskiej od ponad dwoch dekad. Coraz cz¢éciej znajduje to odzwierciedlenie
w polityce kulturalnej poszczegélnych panstw i - co bardzo wazne - menedzerowie
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kultury odpowiedzialni za ksztaltowanie oferty kulturalnej w euroregionach sg coraz
bardziej zainteresowani tg koncepcja. Pomimo coraz wigkszej uwagi po§wiecanej temu
zagadnieniu zarowno wsrod praktykow, jak i teoretykow zarzadzania, w zadnym z tych
dokumentéw i innych prac nie znajdziemy tresci bezposrednio zwigzanych
z transgranicznym polsko-czeskim rynkiem ustug kulturalnych. Luka ta byla
bezposrednim impulsem do podjecia badan w tej dziedzinie. W oparciu o poglgbione
wywiady przeprowadzone z 50 ekspertami z polskiej i czeskiej strony Euroregionu
Beskidy, mozliwosci adaptacji koncepcji marketingu relacji w dzialajacych
organizacjach kulturalnych na polsko-czeskim transgranicznym rynku ushug
kulturalnych zostaly uznane. Przeprowadzone badania pokazuja, ze polscy i czescy
menedzerowie instytucji kultury réznig si¢ pod wzgledem kluczowych instrumentéw
marketingu mix. Ich zdaniem powinny one mie¢ podstawowe zastosowanie na etapie
wzmacniania wiezi, taczac organizacj¢ kulturalng z polskimi i czeskimi odbiorcami
oferty kulturalnej. Wedlug polskich ekspertow kluczowym narzedziem budowania
relacji (wzmacniania wiezi) jest komunikacja marketingowa, natomiast zdaniem
czeskich respondentéw bedg to dziatania zwigzane z ksztalttowaniem produktu.

Stowa kluczowe: marketing relacji, organizacje kulturalne, Kklienci, rynek
transgraniczny, Euroregion Beskidy.
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