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Competence-based view in place marketing

In this paper the authors introduce a specific application of competence marketing: a
model adapted for place-, regional-, settlement- and community marketing. This work is based
on previous research programs carried out for several years and practical experience. The
paper deals with competence-marketing view and by providing a detailed analysis of market-
based approaches, which seem to be in contradiction at first sight, introduces a competence-
based and regional marketing model.

Introduction

In the past few years marketing has becamnspecific tool of regional development and
settlement policy targeting at meeting the needs and satisfyingdégmmands of institutions,
companies and individuals working and acting in theerest of inhabitants and regions.
Marketing is a tool used fa@ynthesizing and coordination of development. Inhe form of
single image and aspect it introduces, places andramunicates a region and a settlemen
Thus, on the one hand, it provides a managerialfanctional approach, on the other hand, it
offers clear planning and operational managemestesy of tools.

The product of the regional and settlement marketig is the area and the place itselfTOpfer
1993.) e.i.. the conditions, values, facilities, expecenservices, products offered by it, in other
words everything that satisfies the demands andatee requirements of particular customers
and target groups (population, tourists, investposernments, universities, enterprises, etc.). As
it can be observed, the supply of a region or aeplavolves a wide choice of several concrete
products, services and values, which have two clenatic features (Garamhegyi 2000.): one
part (e.g. parts of infrastructure, roads, plottural conditions, mountains, rivers, schools,)etc.
belongs to the ‘public welfare’, the owner of whighthe community itself in its narrow and
broad sense (the representative of which is falamce the local government or the state); the
other part belongs to private owners. They are yrtsd and services offered by local
organizations, enterprises and individuals (e.gelsp swimming pools, machines, food and so
on).

That is the reason why marketing when related paréicular region appears in two forms. On
the one hand, it is a ‘traditional’ marketing uskmt achieving the objectives of specific
enterprises and non-profit organizations. On tieohand, it is @ublic marketing targeting the
development of a particular region, area and tigt becomes independent and assists ‘private-
marketing’ activities serving the interests of coumity objectives.

Community objectives of regional development aragsureas highest possible welfare for its
inhabitants (Meffert 1991)by effective promotion and ‘selling the product. iitself’ (which
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appears in complex and multilevel exchange prose$aees difficulties during development and
the interests of certain groups are vitally conedjrnto potential customers at particular special
market places. Thieasic appearanceof the place-product iés image the notion formed of it,
on the basis of which the decision making targetigs develop their relationship with it. The
regional and settlement marketing iscammunity type marketing, which developed its
activities in the interest of the community of thibole region and besides following the principle
of being competitively neutral it provides assistrto achieving greater success of target
enterprises, organizations, institutions and peysonhe content of marketing in this case also
depends on competition intensity arising betwegiores, peculiarities of the market and relation
field. Regional and settlement marketing is the promotionand communication of
exploration and realization of competitive strength comparative advantages and forces of
attraction in order to achieve multisided, economicand welfare objectives (Piskoti
etc.2002.).

The place-product is a product havihgerarchic structure, where the products of particular
territorial levels (country, region, county, smadigion, settlement) include products of lower
levels, but can not be considered their simple sungrap. Our marketing model is one of the
most characteristic appearances of the competdih cooperation duality. Thedopetition’
(Meffert 2000.) should operate as a live practiéeplaces, it means that counties should
cooperate in the interest of regions, but remaimpetitors when it comes to utilization of
resources and direct developments within the regidiere is no efficient place-marketing
without a proper combination of cooperation and getiion. Unreasonable competition must
not hinder cooperation. Representation of direigtrests can not be loosened in cooperation and
compromises. Consequently, the relationship betwearketing of particular place levels is
complex. Neither bottom-up nor top-down planning ba effective, but only a ‘specially-tuned’
and interactive method can lead to success.

Summarizing the above mentioned ideas it can bieneth thatthe region and settlement-
product is of dual nature. On the one hand, @ontains all functions tasks, qualities and values
offered by a region, a settlement and institutiomsthe form of products and services of
traditional enterprises. On the other hatte, product itself is the territory, place, regionand
settlement similar to a company name and the way it is a&gk® its particular market is based
on its previous performance. Tlmage is the important result of the reflection of tery
identity and a basic determining factor of its st (Madsen 1992.)

This product-duality determines two content weiglaints of marketing: on the one hand,

conscious and customer-based development of objetservice elements of the supply, on the
other hand a single image and communicative agtiftaboration of consistent theoretical and

management models of regional marketing leads ferin§ several professional opportunities.

On the basis of product peculiarities and commuoitfjectives the results achieved by schools of
marketing theories in the past few years alongsitdie their practical implementation should be

combined and further developed, on the other hasalwgion system which can play a dominant
role, can be professionally and logically justifesad implemented, should be developed.

1. Competence marketing



According to thecompetence-oriented marketing approachdeveloped from the so called
‘resource-based view’ an enterprise has to concentrate on inside ciramoss and
competencies (inside out) to be competitively sirand flexible. This is the reason why
competence marketing is considered to be a reainipoint and a real paradigm change as it
seems to interpret the essence of marketing, wittading into account the direct market needs
or answers given to the needs. The competence tiraglaiginates from the theories of Anglo-
Saxon micro-economy, according to which advantage®mpetition resulting from the special
resources, abilities and strength of a companyltresteturns above the average. (Penrose, 1959;
Chandler, 1962). The term competence means bengpetent (e.g.. in an assignment) or
having an ability (to do something). In the scierafemanagement this term is sometimes
misinterpreted. In marketing the concept of caliglbis taken into account, meaning types of
competencies a company has when it enters a mamnkledpproaches customers. Becker was the
first to call the conscious development of compeiesa marketing objective and considered the
company image to be a core competence (an alailfigctor ensuring advantage in competition.

Competence has two dimensions. The so called expericompetence is based on background
general experience and means the problem solviiigyadf a company, whereas the possible

competence is related to abilities on the basisvbich new problems are solved, and the

acceptance and demonstration of which are primaritpatter of image. Competence transfer
involves acquiring competencies in the interestugtomers and their utilization and realization

for customers. On the other hand, competence fénahsads to specific knowledge transfer

between a seller and a buyer. It is an esserdd@l ih achieving customer satisfaction and

development of custom-based process. The competeimeeed approach (as an inside-out

prospective type) and the market approach targetusgomers’ needs (the market-based view)
seem to be in contradiction with each other at,flosit only at first sight, as the inside features,
the abilities of an enterprise and their valuesrareer independent from the market conditions.
The core competence and its values can be detatrfrioim the customer side, meaning that due
to the core competence an enterprise is able tairacgonsiderable values in competition

comparison.

Considering marketing to be a resource-based view makes it possible to interpret important
interdependencies and relationships, as a market is nothing else but a solution method of a
bilateral resource-problem. (Freiling, 2001). A customer demand is a lackesaurces explored
in a subjective way, where the responsibility aiedler lies in satisfying the demand and meeting
the needs by utilizing his own resources and coemuits. Strategy-competence marketing
develops durable competitive advantages on the lbésinderstanding the market conditions and
exploration of core competence of an enterprisehiddéng uniqueness and distinguish ability
(the frame of which is made up by the concept ofpOrate Identity) as a corporate objective
depends on the prevailing atmosphere in competdiuh the intensity of competition. Buyers’
satisfaction appears as a result of a competenosfar.

Competence-marketing — compared with the traditioreaketing concepts - brings about certain
changes in priorities and weight shift in certaissignments. While traditional marketing,
focusing primarily on the near future, was tryimgcreate competition advantages, competence
marketing puts emphasis on integration of develognpmocesses in the past, the current
situation and future developmentlarketing is a constant devel opment and conscious utilization



of resources and competencies.

Emphasis should be laid not only on transactions,on the experience gained during them as
well. The task of marketing is not simply to takatpn transaction processes, but to utilize the
experience gained and use it in our own value icnregirocess. It is only natural that marketing
is used at different activity levels. The baswmelas created by the whole market and its selected
segments. Continuous observation is required ¢otity the level we are at and to decide
whether there is a possibility to open a more dtitra new market. Competence-based
marketing concerns market analysis, which requigeslevelopment of a comprehensive
Marketing- Intelligence system and harmonizes mtanesearch with modern knowledge
management. The Resource-Based View can not besegpo the Market-Based View, since
the inside-out types are also provided with masggtropriacy as described in the classical article
by Prahalad and Hamel (1990) in which customeresaod competitor differentiation are two
basic features of the core competence. The insitlewad the inside-in views are, actually, two
sides of the same coin, but they are thought tcenaakimportant content unity. (Backhaus 2001)
The task of marketing is to combine and integrasources in a specific way adjusting them to
market requirements. Competence-marketing appesredmethodology elaborated on the basis
of experience gained in the high-tech market andllsemd middle size enterprises, but it is
related to other special market areas, like se#tferand regional marketing. (Piskoti etc.2002).

On the pages to follow we shall introduce a spewiatiel of competence marketing used in
regional and town community marketing and developedhe basis of the results of over ten
empirical, and prime studies and thirty expert vgaatkd projects.

2. Competence-marketing for regions and settlements
2.1. Competence types, core competencies

The competitiveness of a region or a settlement biaally lies in its qualities, how effectively

it can utilize competencies in various fields ensurg steady development of supplyOur
research proves that the starting point of placeld@ment can be nothing else but development
carried out on the basis of its own competenciesdmsely adjusting itself to it even if it badly
needs to involve substantial outside resourcesns€yuently, in order to formulate the concept
of marketing and develop its strategy the applkcatf a ‘resource/competence-based view’ is
suitable. The essence of the applied competeasdrithe fact that the image-based customer
side can be conquer on the basis of the supplyhef region and settlement and their
communicative abilities.

The termcompetencemeans abilities and professional skills embodrethe target region and
settlement, which, on the one hand, are ‘inbortured and human conditions, and on the other
hand results achieved by people representing tigettaegion or settlement and putting in their
own efforts in the fields of economy, culture ardesce. The market supply of cities and
settlements, its realization and examination canntaele on the basis of their environment,
abilities and competencies and greatly depend effeitilities offered by the settlements.
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Figure 1. Regional and settlement marketing as theeffect mechanism of competence
marketing (Piskoti etc.2002, p. 42)

When evaluating supply of a region or settlemerg, must consider the character of natural
environment (quality of soil, tourist attractiorexistence of raw materials, etc.); the component
of human potential, qualification of the work foreeethodological and view bias, the number of
the people living there and their lifestyles; peoplanaging the place and region, the professional
training, attitude and methodological approachhef staff in offices; the previous structure of the
economy, the standard of the infrastructure, faediensuring organic development and cultural
factors, historic and traditional values. Besidégst basic competenciesthe functional
competenciednclude capabilities involved in activities and\dee-forms (healthcare, education,
transport, courts) of the place. Determination cofe competenciesensures the strategic
advantages of the area. Such core competencescaedicinal water, a unique natural resource
(lake, cave, waterfall, etc.), cultural traditioms the basis of which several core products can be
developed.

City and region-products are unique products whah not be physically moved, or taken away ,
a service-product like an administration in thendwall, which can not always be shown, as they
are prepared and ‘sold’ only after ‘shopping dexisi are made(Kozma 2002)Actually, a



place-product buyer does not buy a traditional prodict, but a belief in success and results
strengthened on the basis of competenciesHe believes and knows the capabilities and
competencies of the target region and settlemand, target aspect, meaning that he evaluates
core competencies. Such core products like spas;esitres and industrial parks are built on
supply and communication core competencies antbfosved by entrepreneurial or community
products. Thus, thidoes not always mean direct, settlement—owned, exdon capacity or
communication, but other activities of organisatiols and institutions operating in the region
and city. This means work force employed by an enterprigerating in the city, a safari-park
founded by an organisation, an investment conferdmetd by the chamber, that is a product in
promotion of which the managers of the city andalaggovernment are involved indirectly and
provide indirect support (e.g. tax incentives, caimination services, etc.)

Consequently, theplace-product’ is the competence imagshaped by the evaluated supply and
communicative abilities and purchased on the bafsés picture, knowledge and attitude created
about the region and settlement — the life styk possibilities of management of its resources.
This image, i.e. the community marketing activibaping it has a great impact on the buyers’
purchasing willingness and decision making proeesknaturally, performing different activities
in different stages. As the interpretation of trelitional marketing mix is not directly related
only to target entrepreneurial and organisationatketing levels built on core competencies, the
following marketing tool system has been develogkxielopment of community supply on the
basis of core competencies and communication mmmaeily image-shaping and sales
promotion elements. Besides the activities of #ikess and the supplier’s sides, the descriptive
characteristics determining the behaviour of thgelb's side are also very important. In our case
customer knowledgecan not be neglected either, for in many casissnot simply the matter of
an ordinary purchase and sale, but a long-stand@lgtionship, for instance in case of
investment, wher¢he person of the buyer is essentidor the settlement, as his behaviour,
fairness or on the contrary his autotelic behavivag a considerable impact on the life and
development of the settlemen{Prébald 1995)

Two main circles of categories are to be examineainely factors and competencies
determining the customer’s decision making behaviay which in case of persons and
organisations have considerable diversity, althotigly have some common features as well
(persons give priority to psychological, culturdemographical and social factors, whereas in
case of organisations they are supplemented byrésatharacteristic to target organisation and
environment (size, structure, culture, etc.) pnatess and characteristic features of a buyer’s
decision making behaviour that means content differences in the stages #smeats of
decision making processes, methods, decision mattimgnsion and criteria of information
collection, comparison and evaluation. Models ostomer, purchase and decision making
behaviour can be applied to a region or a settléraenndividual, family and organisational
levels. These characteristics determine the way ‘tuyers’ and partners build up their
evaluation structure and expectation-systemand the way they position and evaluate the
supply, appearance and image of the target regidrciies in it. If the outcome of the decision
is positive,the customer’s and consumer’s satisfaction and disatent can be measured and
taken advantage of after sales, as there are feledbexperience, complaints and
acknowledgement, which affect and modify the pogractivities of both the ‘seller’ and the
buyer. This is the way in which the process beownplete after feedback.



The competence image always gives a subjectivergicbut its relationship to objective facts,
image factors and real performance does mattere rmbst important index of the success of
marketing work is the degree of its positiveness how close the objective situation, the fact
and the subjective work are to each other. Consdimage shaping can be done in three stages.
Firstly, the actual conditions have to be lookedta opinion of potential customers, their ideas
and expectations have to be found out and comphes® of competitors in rival regions and
settlements. Secondly, the supply and the prodtctof the city have to be improved and
developed in the way the ‘buyers’ expect and bdediht from the ones offered in the
competitor-city. With the change of objective paeters the position of the city improves.
According to marketing basic rules positioning bhashandle duality — the customer and its
competitor — together and always take them into acwnt. Thirdly, using effective
communication activities the target group has to be made familiar with peeformance,
strengths, advantages, facilities and opportundfebe city, that means shaping a single identity
which after being reflected and known will resultal positive subjective image.

If there is a big difference between the objectaxds and the subjective image at the expense of
the latter, thecommunication performance is bad and unable to identify the actual strengths and
performance. The case when the subjective judgeim&etter than the objective performance is
also extremely dangerous, as sooner or later ittwih out when the settlement-product is used,
causing disappointment and disillusionment in cmglis and resulting in a negative image being
shaped of it, which can hardly be changdé.the objective state of affairs is worse than the
possibilities offered by the conditions, the performance supply of the city and the region hasto be
improved first. All this ‘buyer-seller’ mechanism happens in thedium determining narrower-
wider environment conditions and market tendenciesin a reciprocal action and determination
between the wider and more extended system apdriti€ipants.

2.2. The process of marketing planning

Place marketing as community marketing can be ss@aleonly if built on conscious evaluation
and analysis, an activity determining objectived atrategiesThe effectiveness of marketing
activity increases if by using its content and toslit can lay a foundation on the results of
marketing activities of larger geographical and teritorial units . If a county, a region and a
country operate a conscious marketing and commumicdR activity, it can be used for
implementation of settlement marketing, for example information flow, distribution of
publications, harmonization of content of messagesl organisation of common events.
Naturally the positive impact can have a backwdfetcg too. The settlement activists shape and
determine the elements of country-marketing and #féciency. Their own strategy planning
should not be independent from the related regnmhsettlement planning.

The marketing activity of a place does not belongndy to the tasks of the (local) government
concerned The marketing effectiveness system includasious activities of the target
institutions and scientific, professional, social d civil organisations (Rechnitzer 1998)
Independent institutional work can supplement amamnpte each other.Coordination and
harmonization of particular tools and activities (which does happen in practice) is of great
importance so that their effects should not nelagagéach other. Coordination belongs to the
responsibilities of the local government or an argation assigned by it or cooperating with it
and its objective is to bring in line target adie$ after thorough and conscious consideration



providing synergy effects. The need for coordmatiunderlines the consciousness of marketing
activity and the necessity of strategic considematiDefining place marketing as community
marketing does not mean that it is not closely related witlofipbased entrepreneurial
marketing or participants involved in it.. Moreoy@roviding indirect support and guidance to
autonomous and market participants is of the utingsortance.
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Figure 2. Process of strategic planning and realitimn of place marketing. (Piskoti etc.2002, p.
53)

A clear definition of marketing strategy and toolscan be done only on the basis of complex
research and data (Kotler-Haider-Rein 1993.) As Figure 2 shows, thst step is the analysis
of the outside (macro) environment (social, ecompmcological, technological, regulatory-legal
stipulation system). The specific feature of thiestors is that the strategy under elaboration and
its tools can not have a direct impact on themeyl$hould be looked at as an environment and a
stipulation system, some of which promote stratdgyelopment and offer possibilities, whereas
others make it difficult and constitute threats. Kioow these factors is important as our
knowledge and pursuance of changes provides a foasis to be prepared, take the opportunity
and avert the danger. Moreover these factors geosi wider basis for strategy development,
makes it more flexible, often makes it possibléntmlve additional resources. Then it improves
forecasting of legislative and governmental deasiand thus opens opportunities for exerting
influence on them and developing conscious lobbwatyvities. Plus national and international
trends can be predicted, which significantly deteemthe efficient allocation of our own
resources.

The examination of direct market fields includegefimportant areas regarding their content:
value-, image-, target group-, competitor- and actity audits. The values, environment,



supply competence and weakness of the region dtiensent have to be taken into account first
so that the position elements and factors can terrdamed(VALUE AUDIT) . While conducting
this survey a special attention has to be paidatoiral values, properties of the area, capital,
standard of the infrastructure and supply and tgualf workforce as they are determining
resources and make up the competence backgrouhne.adsessment of economic performance
of the area with its entrepreneurial map, producstructure, input-output relationship system,
inside consumer structure, profitability and effiety evaluation also belongs to fundamental
investigations.— Secondly, on the basis of objectifactual data, after gathering information
about the settlement it is essential to find outtwbubjective picture and image have been
developed about it by its own inhabitants and detdarget groups (IMAGE AUDIT). The
analysis of these results and findings of primagearch, opinions that might differ from factual
data, lack of information reflect the current sbhorhings and weaknesses of communication
work. Within the economic image there are investimg site images, cooperation and market
demand images. (Nemes 2000.). The expectationslgloslated to image assessments include
the ones raised by particular target groups, ‘custs’ to regions, counties, settlements and
cities. The circle of customers is many-sided atsd elvaluation encompassesrrent and
potential customers, the determining features of thir ‘shopping behaviour’ and decision
making processesTARGET GROUP/CUSTOMER AUDIT). The important targgbups are
local inhabitants, potential immigrants, touristel avisitors, local entrepreneurs and institutions,
potential investors and cooperating partners, Igogernments and their offices and institutions,
government, authorities and public offices, pdditiand social organisations, other professional
organisations and associations. While conductaligassessment and assessment done by others
the factual data obtained has to be analyzed angppa®d with those of potential competitors,
thus, secondary and primary researchedaabe combined with competitor analysigproviding
basis for application of benchmarking technique®MPETITOR AUDIT). Last but not least,
the content, tools and methodologfymarketing activity have to be evaluatedand compiled so
that by using marketing audit tools contextual,amigational personnel conditions and directions
of marketing development activity can be define€TAVITY AUDIT).

By means of analysis and on the basis of defpesitions and forecasting objectivesof the
region and settlement can be formulated. piary objective, as we have already mentioned
above, is to ensure theelfare, improve standard of life in its economiccommunity, cultural

and ecological aspects.The expectations raised by people living in thgeamarea, settlement
and regions are to be met. The most important elesnare development of infrastructure to
ensure operation of the area, e.g. transport (reéld, water access, car driving in the city,
parking facilities, special lanes for cyclists, \8of housing problems, public utilities, etc.);
maintaining services promoting non-material cowodiéi of life style (for instance the
development of education, research, cultural symibndard of commercial endowment, etc.);
promotion of service character of offices, localvgmment and its offices; providing the
inhabitants and population with reliable and caesisinformation about the strategic issues and
operations; and direct involvement of the poputatio regional and city policy and decision
making processes and expression of their views. fabirs of people’s quality of life living
there, as residents, as visitors or potential imamts are equally important, because on the one
hand, they promote the local patriotism of thoseng in this area, encourage them to play an
active role in the development of the settlement lb& ready to do something in its interest; on
the other hand, they attract tourists and orgasiaéprofessional events to the city; and they may
contribute to the promotion of an increase in inmaign — especially after achieving some



success in gaining general objectives.

On the basis of the primary and dominant objectitles so-calledsecondary objectives
promoting implementation may be developed, out diiclv the increase of the economic
performance such as intensification of competitiveness andaetitveness is of utmost
importance. This process is a tool of marketingneaasic development and is involved in
formulating the economy development concept andrifigs; providing indirect assistance to
operational conditions of local enterprises, offgradministrative, intermediary and information
services, developing collective trade, supportimgstltant and safeguarding activities, etc.;
providing rational support to new enterprises alah{g targeting immigration such as offering
infrastructure, sites, tax incentives, economidedipatic activities, etc.

In order to implement and realiserelevant and attainable objective systemastrategy frame
has to be elaborated, whichdsstomer-based (during segmentation it focuses on expectations of
target groups)competition-based (it targets the environment and strategy effoftsanpetitive
regions and citieshehaviour based (it clearly defines the relationship, behaviowlesttowards
the market and environment participants) éoal-based (it provides a frame to an appropriate
state, a ‘selection principle’ from marketing todts harmonize the selection and to avoid the
centrifugal marketing policy). The strategy profiie be built on the basis @&n integrated
marketing strategical approach and the strategy programs representing it cledefyne the
appropriate tools and the condition system requmetheir implementation. The RSM-strategies
provide a basis for the development of sophistecdat®l combinations ensuring gaining the
objectives. The RTM strategies provide basis foe thevelopment of sophisticated tool
combinations based on supply development and igesgncept ensuring gaining the objectives.
(Torocsik 1995)

Supply mix
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County identity and image

On the basis of elaboration of several strategied strategy programs we suggest the
elaboration of the realisation strategywhich is nothing, but the definition of organisetal,
personnel and financial stipulation system and rola prices realisation processes (time and
task plans) ensuring implementation of strategmppsals. While being involved in the above
mentioned planning and implementation we must oaigdt about getting feedback and providing
control during the processes. If there is a laCkformation on the basis of which objectives
must be set, it has to be supplemented before igiagleds made and additional information
collection and analysis have to be done in ordeavoid setting faulty objectives. A similar
course of action has to be followed in case of oginto conflict with strategies and their
contents and ways of implementation while choosigtools and setting the objectives of the
strategies.

The two pillars ofregional and city marketing are inside and outside views. Similar to business
sphere the successful market-based and outsideetimgrkis possible only ifthe inside
marketing battle is won’. In the operation of a profit-based company,dasnarketing means
implementation of a marketing approach and takimgstomer and market-based approach with
the help of which marketers can develop inside @inating and integrating activities whether in
the case of R&D, production, finance or fundindheTmarketing of a county or region can not be
successful without winning capital and activistsrkuog there. Aselection of target groups
and a differentiated approach to them constitute the county marketing basis. [&/hi
introducing the possibilities of segmentation apglging target marketing tools special attention
has to be paid to peculiarities, namely the faat #everal target groups (especially the irfside
but the outside ones as well) can act as mark#tersselves of the target region and city. These
peculiarities on the one hand make the developwfesdtmmunity marketing management easier,
but on the other, they make it more difficult.

Such elements of the marketing management andlémmipg process asontrol, evaluation

and operation of an effective feedback systewf activities, achieved effects and results can no
be neglected. One part of the results can be velgtieasily measured, because with the
appearance of outside investors the local entreprenexpand their capacities, there is an
increase in the number of tourists visiting thecplamore and more people settle down in there
and all these factors appear in the statistical,dahich can be measured later. The changes that
can not be measured should be evaluated by condusiirveys, collecting direct feedbacks and
providing chances for opinion polls. The elabamatiof controlling and managing systems
involving the above mentioned factors also makea part of a complex marketing project.

The theoretical concepts and strategic managemenegses of place marketing introduced in
this work does not only mean the adaptation of ohéhe theoretical schools of marketing
practice, but provides proper basis to people wealin implementation of practical marketing
activity. The practice-based concept is provedheypractical implementation of several project
works alongside with the place and city marketinggpams carried out under the supervision of
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the author in various parts of the country. Thecpcal experience prove not only the fact that it
can be applied, but calls the attentions of itsemurs to the need of its further elaboration,
introduction of new aspects and the fact thasides the dominant concept the practical
implementation builds on the combination of markethg approachesas well, as it is generally
shown in the first part of this study.
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