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1. Introduction

Theimportanceofcitiesascentresofeconomic
development is increasing worldwide. This is
the reason skilful management is required
from city authorities, coupled with carefully
prepared marketing plans. When cautiously
tailored, place marketing isatool thatcanserve
city authorities to promote, and strengthen
their city’s position among other cities.

The aim of this paper is to assess whether
practices of shaping the intra-municipal
relations can be treated as a tool of territorial
marketing mix, and an attempt to introduce
it as a tool of communicating with the city’s
external audience is made. Intra-municipal
relations” role in Poznan’s place marketing
strategy is determined, the examples of the
city’s intra-municipal relations are recognised,
and an effort to evaluate their influence on the
city’s external audience is made.

2. Building of the intra-municipal relations
in territorial marketing

The term place marketing, also known
as territorial marketing, marketing of places,
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government marketing, regional marketing, and city-marketing (Szromnik 2011,
p. 19) pertains to all techniques and tools focused on building and developing
the attractiveness of a given region. Place marketing might be perceived
as a management approach that encloses a unique strategy created and
implemented via specific tools of territorial marketing mix (Amajid et al., 2017,
pp. 37-40), which are aimed at creating a city that meets its needs, and attracts
residents, and visitors (Szromnik 2016, p. 34).

The concept of territorial marketing is based on the condition that a place, just
as any other product can be marketed: that is, sold, bought, and promoted
(Kaminski 2011, pp. 5-6), and territorial marketing serves as a tool of manage-
ment and development of the city’s value. This is empowered by the promotion
of goods and services available in the city, and by work and other activities of the
people and enterprises operating therein (Gafurov et al., 2013, pp. 19-20).

In its recipient’s minds, place marketing is designed to create an exceptional
image of a territory, which should be perceived as different, and better than
other territories competing with it (Wyrwa 2015, p. 19). A city has limited
resources at its disposal to achieve this goal, which is why a carefully
designed strategy plays a key role in its success. Such a strategy aims at
selling a place by presenting it from its most appealing side and is manifested
through place marketing (Zbuchea 2014, p. 135). Cities use territorial
marketing to communicate with other cities, its own citizens, and businesses
operating therein, and inform them about the originality of the city. It
forms the views and opinions of the receivers of its message in a way that
is most convenient for the city (the sender) (Szromnik 2016, p. 35). Therefore,
territorial marketing is a form of communication between a city and its
external audience that becomes of a great significance. It enables authorities
to directly interact with the people in a less official, and therefore more
approachable manner.

While attempting to define intra-municipal relations’ role for territorial
marketing one should begin with the explanation of the concept of soft power -
coined by Joseph Nye (1990, pp. 1-2). Nye described it as the power of attraction
to one’s ideas, related to the way in which a country acts (Melissen 2005, pp.
115-116), to its foreign policy, its culture and political values (Allison 2008,
p. 102). Cities, just like countries, are more, or less affluent when it comes to
soft power resources, which are essential for increasing their competitiveness.
Building intra-municipal relations is a method to increase a city’s soft power
(Nakamura 2013, p. 2), and win the essential support of its outside audience
(Ross 2003, pp. 22-23). How the city is perceived from the outside is vital for
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its future success, so it should be ensured that external actors are well-aware
of what it offers and its potential. In intra-municipal relations, there are
non-governmental organisations, specialists, and private people involved,
which empower building and sustaining long term relationships (Snow 2010,
pp- 91-92).

Building of inter-municipal relations is a part of territorial marketing, aimed at
forming the external audience’s attitudes toward the city, which can be achieved
directly by influencing the visitors of a place, and indirectly by supervising
contacts between the internal, and the external audiences (figure 1). As aresult,
a specific image of a place is formed and created.

Shape Directly Influenced
intra-municipal influence by NGOs,
relations to - City's ? - specialists,

{0 directly influence dienc external 151121 and residents
City's internal audiences of the City
audiences

Figure 1. Creating the image of a city by building its intra-municipal relations

Soaurce: own elaboration

In this age of new technologies, the Internet, and social media, intra-municipal
relations” importance is increasing daily. Groups of people influenced by these
modes of communication network with others, create platforms with common
views, exchange ideas, and communicate their attitudes (Hayden et al., 2013,
pp. 1624-1627). These social phenomena are ready to be used by cities” authorities
to effectively communicate their message, as “it is not what is said that counts, it
is what is heard” (Ross 2003, p. 25).
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3. The main challenges that Poznan is facing in the context of intra-
governmental relations

Quality of life is becoming of key importance when evaluating a city’s
competitiveness (Morais et al., 2011, p. 188). A city’s quality of life may be
determined by such dimensions as its ecological environment, sustainable
available transport, the quality of public services and housing, and the diversity
of jobs offered (City of Poznan 2017, pp. 2-5). Increasing Poznan’s quality of life
has become a fundamental challenge for its city authorities, as 60.4% of the
population was content or very content with life in the city in 2015, which was
less than in the years 2011, and 2013 (63,9% and 65,6% respectively) (Czapinski,
Panek 2015, p. 201).

A major issue, which directly influences a city’s quality of life, and is steadily
gaining in importance, is ecology. Shaping of Poznan intra-municipal relations
should aim at spreading good practices observed in other cities where concepts
of being a green city, and ecological transport are gaining more attention.
Some of the ideas which have been put forth are of creating spaces destined
for growing vegetables (as in Andernach, Germany (Guinness, 2014), growing
orchards (there are fruits harvested in Berlin (von Hoffen and Sdumel 2014), and
founding green roof tops as in Vienna in Austria (Green roofs in Vienna, Austria
2015). Regarding the number of cars in the city, there are two major problems that
need to be dealt with: first is the traffic problem, and second, the total amount of
available parking spaces. There should also be more investment made for green
areas in the city, and increased promotion of citizen’s pro-ecological behaviour
(City of Poznan 2017, p. 20 and pp. 24-25).

Thanks to the growing availability of new technologies, it has become easier
for people to gain information, to network with each other, and the distance
between common citizens and the city government has become smaller. These
phenomena result in a growing eagerness (and possibility!) for people to
participate in creation of the city’s reality. Therefore, there is a need for city
authorities to make themselves accessible, to publicly involve residents in their
actions, and to make them feel their being heard is important. Another advantage
would be an increase of the quality of life in a city, as more institutions and
organizations would be involved in a dialogue aimed at providing new, better
solutions for the city. (PricewaterhouseCoopers 2005, pp. 3-5, 40-49, 64-65)

Due to the ageing of society, it is vital for cities to consider special needs of
people over fifty-five years old. Along with the phenomena of depopulation,
it is anticipated that there will be 20% less people living in Poznan in 2050
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(with those leaving mostly between the ages of thirty and thirty-nine years),
and it is expected there will be two times more people over sixty-five years
old. It is predicted there will also be two times less people in schools and of
university age. According to the demographic forecast for the years 2011-2035
prepared by the Main Statistical Office on the 11" July 2011, post-working-age
population is the only group in which population growth is expected (by 19%)
(Central Statistical Office 2011). As the society grows older (Poznan Statistical
Bulletin 2016; Poznan Statistical Bulletin 2017; Ross, 2003), there is a pressing need
to make the city more age-friendly, and to offer senior citizens a high quality of
life. Therefore, place marketing strategy should highlight the fact that Poznan
is a city where everybody has the same opportunities regardless of age. By
shaping the intra-municipal relations, the city should encourage older adults
to continue their professional activity, and develop entrepreneurial skills.
Due to the accessibility of new technologies, people of post-working-age can
connect with younger people, network with them, and share their experience.
Nevertheless, senior residents might be distrustful towards new technologies,
which is a barrier crucial to be overcome. Research proves that positive
attitudes toward Internet technologies constitute the most important predictor
of social well-being, and appears to be a significant predictor for psychological
well-being as well (Zambianchi, Carelli 2016, pp. 381-385). There is a broad
tield of opportunity for territorial marketing to increase the acceptance of new
technologies among senior citizens and therefore reduce the distance between
them and the younger generation who could benefit from their experience.
This can be accomplished, for example by education programs led by the local
communities” leaders.

The above challenges are important markers for achieving the type of quality of
life the city’s residents desire, and therefore key indicators of the city’s prosperity.
It is highly important for city administrators to consider residents’ satisfaction
with their city, as positive reactions can lead to word-of-mouth communications
with their acquaintances outside the city. Taecharungroj (2016, pp. 343) describes
this social advocacy as a behaviour, which shapes the intra-municipal relations:
When a city’s residents act as its ambassadors, the encounters between them and other
potential customers of the city can become important touch points that promote the city.
There are many possible forms of city ambassador behaviours, such as online, offline,
direct and indirect communications. Residents can recommend the city to their friends or
relatives during their visits or through social media. Street vendors and local businesses
can say good things about the city to international tourists. Foreign expatriates who re-
side in the city might encourage their companies to invest more in that city.
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City authorities should do their best to keep the residents” satisfaction, and
the city’s quality of life on a high level, as this is proven to positively influence
city ambassadorship behaviour (Taecharungroj 2016, p. 1 and pp. 343-346).
Such unofficial communication strengthens more formal communications from
the city (Kavaratzis 2004, p. 69), and has the potential to fill any gaps left by
a city’s formal communications via their promotional message (Taecharungroj
2016, p. 343). Taecharungroj (2016, p. 344) also distinguishes city citizenship
behaviours that are positively affected by resident satisfaction, and affect
a city’s marketing settings. Citizenship behaviours occur when residents
actively wish to make their city a better place by helping other people, or
participating in city events. By assisting people who exhibit such behaviour,
properly shaped intra-municipal relations may assure them that values held
by the city are in line with their own, and that their needs, lifestyles, and
feelings are being taken into consideration when creating services and public
spaces. If they believe this, they are likely to share their positive opinions with
external actors, therefore making territorial marketing practices successful in
influencing external audiences which is necessary to fulfil the city’s marketing
strategy. Territorial marketing allows city managers to communicate directly
with people by emphasising unofficial means of communication such as those
with influence and social media, to create an image of a city that cares for
them. However, it must be remembered that any information aired by a city
must be consistent with the city’s actual state of affairs as “credibility is the sine
qua non of (...) communication” (Ross 2003, p. 24).

4. Intra-municipal relations of Poznan to increase its competitiveness by
making it a better place to live

Each challenge that Poznan now faces should be met by the city’s place
marketing practices. To face the challenge of ageing of the society, its role is to
create the image of an age-friendly city; when dealing with ecological factors
- an image of an eco-friendly place should be created; as far as participation
issues, an image should be presented of a city where everyone is listened to and
citizens have the possibility to make an impact on the city’s development. In fact,
each of these aspects contribute to the overall quality of life in a city.

Poznan is well known for its International Fair, where an exchange of
knowledge and ideas takes place between the citizens of Poznan, and visitors
coming from all parts of Poland, as well as abroad. On one hand, the Poznan
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International Fair presents a central hub for information and innovation, on the
other, it gives the city the possibility to promote its image in the visitors” minds.
Developing a good perception of the city’s regular fairs helps certify the city’s
efforts to promote the idea of Poznan being an ideal place to live and visit.

4.1. Ageing of the society

“Viva Seniorzy!” is a fair focused on the quality of life of senior citizens
surrounding three main factors: activity, health, and prophylaxis. The fair’s
last edition took place on 12-13 May 2017, and was organised in a cooperation
between the city of Poznan, and the Poznan International Fair (Dlaczego warto?
2018). During the event, visitors had the possibility to learn about: health, work,
education, travels, sport, beauty and lifestyle, passions, new technologies and
media, and law and finance. Each of these areas was carefully designed to meet
the needs of people over 50 years old.

Poznan provides its senior citizens with institutions such as the City Senior
Council (Miejska Rada Senioréw), initiated by the City Board in 2007, which
ensures senior citizens the opportunity to influence their community, as well as
other specific issues related to the oldest generation. Another institution created
in 2009 (Poznan City Council 2009) by the initiative of the City Senior Council,
and the City of Poznan, is the Centre of Senior Initiatives (Centrum Inicjatyw
Senioralnych), which is a city administration unit, one of the first of its kind
in Poland. The Centre provides the opportunity for senior to meet and gain
inspiration from their knowledge and experience, as well as to support them
in increasing their quality of life and help them to live actively and participate
in the city life. The Centre encourages seniors to get out of their homes, and
enjoy their lives by providing them with the “Information Point 60+” - a space
designed to offer people over 60 years old information about possible initiatives.

Poznan is also one of three cities participating in the international program,
Age-Friendly Cities (Lehmann, 2017). There are plenty of other initiatives
available aimed at making the lives of senior citizens better, information about
which is available on the Internet (e.g. mrs.poznan.pl), in local Culture Centres
(e.g. Jezyckie Centrum Kultury), through various foundations (e.g. Fundacja
TESPIS scena na pietrze), festivals (e.g. theatrical festival KONTEKSTY), and
during fairs.

Poznan VIVA Senior is the first program in Poland offering the elderly a free
taxi service if they need to get to a doctor, or go to a town council; as well as the
possibility to order a book from a library, or help if they are in need of a handy-
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man service (Frydryszek 2017). Another initiative is an educational platform for
senior citizens run by the Poznan Supercomputer - Network Centre - a Moodle
platform: ‘Poznan e-senior’ (‘Poznanski e-senior’). The program provides plenty
of educational materials accessible for those authorised to do so by the Poznan
Senior Council, and Universities of the Third Age (Szkutnik 2017). Another
advantage coming from the ‘Poznan e-senior’ programme is preventing cyber
exclusion of senior citizens, and therefore increasing their possibilities of
participating in life of their society.

4.2. Ecology

Ecology is a great challenge faced by Poznan’s modern territorial marketing
practices. On the twenty-sixth of September 2017, a new Programme of
Environment Protection for the City of Poznan for years 2017-2020 with a perspective
to 2024 (“Program ochrony srodowiska dla miasta Poznania na lata 2017-2020
z perspektywa do 2024 roku») was accepted by the Poznan City Council. The
content of the document was submitted for local social consultancy, which has
become a practice frequently used by the city of Poznan. Another example was
acitizen’s consultancy effort concerning the Anti-smog resolution that took place
between the thirteenth of September, and the forth of October 2017, and which
gave the residents the possibility to participate in creating the city’s reality.
Poznan International Fairs are one of the city’s most influential events, during
which the city has a possibility to present itself as being eco-friendly and sustain-
able. Pol-Eco System is one of the biggest, and most important events of this type
in Poland, and in fact in all Middle-East Europe. Pol-Eco System is especially
useful for shaping the intra-municipal relations, as it is open to a wide audience,
and aims at reaching local residents. The fair gave Poznan the possibility to prove
its concern about the condition of the natural environment to its own citizens, as
well as visitors from other parts of Europe.

To update residents about the current ecological initiatives in the city, Poznan
publishes the Ecological Poznan Bulletin. In the latest (13™) edition (Publication
on 01.11.2017) there was information about the Programme of Environment
Protection, a bicycle rally alongside the Bogdanka river, and the 6™ edition
of the Ecodriving for the safety Poznan action. By overseeing this latest project
the city aims at building and supporting its eco-friendly image by increasing
the proportion of sustainable transport in the city (Ecodriving bezpiecznego
Poznania 2017). Another attempt to make transport in the city eco-friendlier
is by offering the Poznan City Bike service. The number of bicycle stations
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is constantly increasing, which itself confirms the city’s sustainability efforts.
What is more, there is a system of bicycle paths in Poznan, and a map of them
published by the Administration of Municipal Roads (Zarzad Drég Miejskich),
which facilitates the everyday enjoyment of bicycles. To encourage people to
use bicycles, there are various bicycle-focused events organised in Poznan, one
of which is a Bicycle Rally following the Strzeszynek Lake which is aimed at
young riders of primary school age, and is connected with educational sub-
events related to ecology issues. On one hand, the city reaches children, on
the other it has a possibility to meet their parents, which makes these kinds of
events widely popular and influential.

Another area of ecology that needs to be considered by Poznan’s marketing
strategy, are sustainable energy sources. There are several intensified actions
aimed at providing pro-ecological initiatives, processes and technologies,
which convey the need for increasing the percentage of renewable energy
utilised by the city. A significant territorial marketing practice focusing on
this topic was organised for the first time in 2016, called Poznan Energy Day
(Poznanskie Dzierr Energii) that focuses on increasing the local community’s
energy awareness in terms of rational and economical energy management,
improvement of energy effectiveness, and usage of renewable energy sources.
The event appears as a part of an EU initiative - the international Sustainable
Energy Week conference. This event included an art contest for upper and
primary schoolsin Poznan, as well as an organized educational picnic for whole
families. Since the event has a Facebook profile, it is possible to directly reach
many people which contributes to its success in attracting a broad audience of
participants, and helps influence their awareness of how important it is to use
energy in a sustainable manner.

5. Conclusions

The significance of intra-municipal relations in the city is gaining more
importance with the development of technological solutions and an emphasis
on social media, and increasing its availability among senior citizens as well.
Nowadays, it is not only an opportunity for the city’s authorities to directly
reach and influence their residents, but has become the official’s duty. Citizens
expect the city to communicate with them directly, they want to be informed,
and to participate in the life of the city. Therefore, intra-municipal relations
should be taken into careful consideration when creating the city’s marketing
strategy.
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There are different approaches to the process of shaping the intra-municipal
relations in the City of Poznan, and can target different groups of city residents.
What is more, besides being effective, the practices of building the intra-
municipal relations are relatively more affordable for the city, as they are cheaper
than traditional campaigns. This becomes more visible when one considers
Poznan’s expenses on promotion dropped from 3,5 billion polish zloty in 2016 to
3,4 billion zloty in 2017 (Stepowski, 2017) following an emphasis placed on jobs
for those involved in social influence and a number of specific actions taken on
the Internet.

Naturally, there are shortcomings of practices of building the intra-municipal
relations for the city of Poznan. First, even though they are more available, they
do not reach all citizens, as do some traditional campaign methods. Oftentimes
it is required for the targeted audience to actively search for the information
they seek. Furthermore, due to the still existing problem of cyber exclusion of
senior citizens it is rarely possible to reach them through the Internet. Therefore,
non-traditional channels of communication like local influencers, and local
community centres should be used more effectively, to acquire more residents in
groups of their influence.

Summary

Shaping of the intra-municipal relations in the contemporary lo-
cal government on the city of Poznan example

The main objective of this article is to evaluate the significance
of forming the intra-municipal relations in relation to place
marketing, based on the example of the Polish city of Poznan.
Different conceptions of place marketing, and intra-municipal
relations are defined, their mutual correlation aimed towards
increasing a city’s value is explained, and intra-municipal
relations are illustrated. Poznan was chosen due to the
preparatory cooperation which took place between the city, and
its citizens. It is explained how Poznan’s authorities incorporate
practices of shaping the intra-municipal relations as a place
marketing practice, for facing the city’s important challenges
such as: ageing of the society, ecological issues, the need for
public participation, as well as the importance of maintaining
a high quality of life for its citizens. The conclusion is drawn,
that such marketing efforts for dealing with these issues do in
fact have the joint goal of increasing the quality of life of all the
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