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of the Regional Science Association International
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19 — 23 August 2010 — Jonkoping, Sweden

Town marketing in the Czech and Slovak Republics: ast,

present state and future

Renata JEZKOVA

Abstract: The paper deals with town marketing in the Czecll &ovak Republics, a
relatively new approach to administration and depehent of municipalities and towns. The
first effort to apply it originated in the secondlhof 90-ies of 28 century. The first more
significant scientific works about town marketingglan to appear approximately in a half of
90-ties of 28 century. The main topic was the possibility to lgpiereign experience in
conditions of the Czech and Slovak towns. Thatmaisly searching possibilities of how to
apply the foreign experience (German, English arethBrlands). The most significant
problems which are connected with implementatiothefmarketing approaches in the Czech
and Slovak towns have been summarized on the balse published studies (see the review
of references), as well as the author’s own expeaecquired within her scientific-research
activities and consultancy. The paper is basedhmdampiric research of town marketing
implementation in all the Slovak towns (138) froiyear 2003; it shows some starting points
also from a similar research from a year 2010.dtrenents a future possible development of
town marketing in the Czech Republic and Slovakia.
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1. Beginnings of town marketing in the Czech and 8Vak Republics

In the Czech and Slovak Republics town marketing i®latively new approach to

administration and development of municipalitiesd aowns. The first effort to apply it



originated in the second half of 90-ies of"2@ntury. One of the significant impulses were
growing disparities between individual regions amgns as a result of economic and social
transformation, which were realized in the firsifhaf 90-ties of 20th century (massive

privatization, deregulation and liberalization).l&@ation of the municipalities, towns and

regions has caused an increasing interest in a tddocal and regional development and in
searching effective instruments of its support.

Other important impulse, which inspired implemeitatof town marketing was the
Public Administration Reform; the municipalities datowns in both countries obtained
significant self-governing functions within it. Raively small size and also a system of
finance the municipalities and towns (so calleddatdry tax rating), which is not motivating
enough, are limited factors of the municipalitiesid towns autonomous behaviour. The
municipalities and towns have only limited possil@s how to increase their tax revenues,
which they obtain mainly from centrally collectedxés. That is a reason why the
municipalities and towns have a big expectatiokRwfopean Union Structural Funds.

Approximately since 90-ties of 20 century in connection with the Public

Administration Reform, the effort to make it of eyher quality and implementation of ideas
of New Public Management in both countries, haveobe more intensive. Some towns (a
number of them have been relatively small) havwedtto implement innovative approaches,
which would lead to their quality and efficiencyrrase, e.g. ISO, benchmarking, CAF, BSC
and others.
Town marketing idea-holders in 90-ties of™26entury were most of all Czech or Slovak
branches of international consultancy companies@sBerman Group, DHV and others. For
example, the Czech branch Berman Group in yearS-1998 elaborated strategic marketing
plans for 10 Czech towns and also the first simdlaument in Slovakia for the town Trnava.

The first more significant scientific works abootMn or regional marketing began to
appear approximately in a half of 90-ties of‘Z@ntury. The main topic was the possibility to
apply foreign experience in conditions of the Czaold Slovak towns and regions. That was
mainly searching possibilities of how to apply floecign experience (German, English and
Netherlands). Several works also arised withinithernational projects solution. The most
significant Czech and Slovak works which have bedtten up to present are: L. J&Reva
& M. Vastikova (1999), M. Bernatova & A. WMava (1999, 2000), P. Rumpel (2001),
Malinovsky (2004), R. Paukova / Jezkova (2005, 2006), M#va (2006) and J.Jezek &
R.JeZkova (2007).



2. Town marketing between a theory and practice

Town marketing has become a “label” for variousfedé#nt concepts and ways of
expressions in communal practice. Many municipaditiand towns perform marketing
activities without realizing this fact or they inpeet this term in a different way. Moreover
there exist other spheres of public administratompetence in communal practice, which
are in a narrow relation with town marketing. Asm&examples we can mention strategic
town development, spatial planning or Public Reladi The similar methods, instruments and
organizational forms as in a case of town marketang often used in all the spheres
mentioned above (Jezek 2004, Jezek & Jezkova 2007).

Although the term marketing in communal policy sghis often used, the term town
marketing has not been suitably and definitelyragdi yet. There has not been any uniform
definition of town marketing (see e.g. Grabow &@ig 1998, Pautkova 2003, Konken
2004). On the contrary we are witnesses of a furdsgpersion of this term. More often we
meet various “innovations” in communal practicdaeditown marketing and majority of them
are of an experimental character (various intiatiy®lot projects etc.). As they become more
and more popular, a disproportion between thealeteflection and practical applications
grows because of no existence of a complex thelotgwan marketing. Communal practice is
full of huge amount of various handbooks, manugigsdes with one common fact: they
handle marketing as the instrument very pragmé#gicaften without any critical reflection.
Still new and new approaches have been acceptédwviterifying the individual concepts
by theoretical discussions and further practical (dezek 2004).

Current communal (municipal) practice is charagtti by a great content
heterogenity of the term town marketing. Often \@a meet various different concepts, ways
of expression and different organizational modélsoan marketing in communal practice
(Jezek & Jezkova 2007, Patdbva 2005a, 2005b). Most of the towns agree o thsions.
Usually they present service orientation, slim pulaldministration or decentralization of
responsibilities for their funds. But they diffem marketing implementation into practice.
Every town goes its own individual way accordingt®traditions, relations between actors
etc. The same situation is in understanding thesraf town marketing as well as their
organizational forms or tasks of cooperation witizens and enterpreneurs (Public Private
Parntership) etc. (Weber 2000, P&kiiva 2003, Jezek & Jezkova 2007).



Many authors have tried to define and describeouvaritypes of town marketing and
their individual elements. Some definitions areluded e.g. in the article by R.Paikova
(2003) or in the newest Czech textbook of town ratiny (Jezek & JeZzkova 2007). The
general agreement exists only in the idea thatuaonaatic transfer of corporate marketing
to communal practice (town marketing) is too sirigdi, because there are big differences
between communal and corporate roles, goals aras avk their influence. Although the
economization in connection with the town developtrgrows and also does the orientation
to services, it is not possible to understand thentas the corporation. This statement is not
in any disagreement with communal practice wheis dften used the term “town engaged
in business”(see e.g. Hofman 1999). The only goess what all from corporate marketing
may be implemented into administration and devekmpnof towns.

3. Case studies from the Czech and Slovak Repuldic

3.1Interpretation of town marketing in communal practice. Case Study from the Czech

Republic

Representatives of West Bohemia towns consider toarketing mostly as a realization
and appraise of concrete marketing projects (90%)Rulic Relations (82%) (see Chart 1). If
we compare results of our research with a siméaearch done in Bavaria, we will find out
that West Bohemia towns understand the term towrketiag more pragmatically. On the
contrary, Bavarian towns understand twn marketimg a&omplex with its coordination role
(cooperation of actors). The marketing activitidstlte West Bohemia towns are mostly
oriented to the main target groups: citizens (74@gal enterpreneurs (69%) and visitors of
the town — tourists (65 %). Again, if we compare msults with those mentioned above from
the German research, it is clear that the Czechdawe more oriented into inside of the town
(they perform internal marketing) and the Bavariawns use their marketing instruments
most often in the relation with their competitoffiat is the reason why Bavarian or German
towns proclame the need of creation the cooperaisworks of the towns what has not been
an accepted task in the Czech Republic, yet (J&zZkk kova 2007).

' The empirical research of implementation of mariginto administration and developmet of towns w®scuted in 2003
in West Bohemia (Karlove Vary and PiizRegions). Totally 135 towns with more than 5 0Gzens were inquiried.



Chart 1: Significance of individual elements of town markgt Comparison of a situation in

West Bohemia and Bavaria (Germany). Ratio of ansvgein %.

West Bohemia Bavaria
1. Cooperation of actors 72 61
2. Service orientation 73 41
3. Target groups orientation 72 33
4. SWOT analysis 57 57
5. Development visions 61 55
6. Realization and apraise |&0 62
projects
7.0rganization an| 64 21
management
8. Promotion 50 50
9. Public Relations 82 28

References: West Bohemia (own findings 2003; n=1B&yaria (Weber 2000, n=128).

According to the results of interviews with the negentatives of West Bohemia towns 58%
of them had elaborated the development (markesitigjegy and 37% of interviewee thought
about it. Only 5 % of towns stated that they did mave any strategy and they did not need it.
Almost 2/3 of municipalities and towns ordereddtaboration through some external subject
and the rest (1/3) elaborated it by themselvesedtited from the structural interviews that
the most frequent subjects that took part in elatiog the marketing strategy were members
of the Board of Representatives of the Town or T&auncil, then experts from the Town
Office and citizens. The main difference betweerdbzand Bavarian or German practice is
in the fact that enterpreneurs, business assoagaiespecially among retailers), non-profit
organizations and the Church in Germany take partelaborating the strategy more
intensively. Although the situation in the CzechpRlglic in this sphere keeps improving,
engagement the enterpreneurs and non-profit orgmns into town marketing is still a
secondary task. Town marketing in conditions of@zech towns is more Town (City) Office
marketing.

Implementation of marketing into the town managenvess mainly the initiative of
the elected representatives of towns. This effas unitiated either by the meyor himself
(44%), someone from the Board or Council of thertqd4%) or other representative of the
public administration (30%). The rest of the irttid of town marketing played relatively
unimportant role (e.g. external consultants, regmegives of economic chambers,

enterpreneurs etc.). In German towns, as we hareadyl mentioned, various interest



associations of enterpreneurs and citizens playmibst significant role. If we simplify the
situation we can claim, that the very first imputdepplying marketing into administration of
German towns arised from retailers who ran thesiress in the centres of the towns (origin
of the term City marketing) and tried to find th@operation strategy to pass the competition
with hypermarkets.

According to our research the most marketing aativiare performed by the Town
(City) Office as a whole (61%), special departmehtheTown (City) Office (20%) (most
often it is the Town Development Department) or apgcialized organization established by
the town (7%). Only 5% of inquired towns statedtttf@e majority of their marketing
activities was performed by other subjects in therg territory either with a coordination
role of the Town Office or without it. The situation Germany (Bavaria) is quite different,
because institutions of town marketing often statsiole the towns” administration (office).
Most often they are associations, societies, catpors or Ltd.

Marketing activities of majority of West Bohemiawtos are managed by the meyor
(46%), town administration (23%) or secretary (11%)several towns these activities are
managed by a special group (7%), which was crefmtethis reason. There are also some
towns where marketing activities are not coordidatéot (12%).

Implementation of marketing into administration afel’elopment of towns is not an
easy task. It is the long — term period processrapanied by many problems and barriers.
The most frequent ones are: different understandingpwn marketing by various actors
(71%), lack of interest of the groups of actors%®and lack of funds in the starting phase
(60%). Next often mentioned problems are: low &piid hold a discussion and cooperation
between individual actors (54 %) and too dominamgiton of individual persons or group
interests (49%).

3.2 Case Study Slovakfa
Principles of marketing activities of towns and the provision (institutionalization)

The representatives of individual Slovak towns adersmarketing activities of towns:

economic development of towns; advertisement; toolme more visible; explaining the

2 The empirical research, executed from Februapl 2003, was oriented to identification of a coete marketing and
communicational instruments enforcement in condgiof Slovak Towns. A sample in inquiry examinatieas created by
all the towns in the Slovak Republic, totally 138reiurn of questionnaires by mail was 51,45 %. Cousetly we widened
the data collection also to structured interviewthweads of marketing departments or those degatsof town (city)
offices, which were in charge of this responsipilit



activities of the towns to their citizens, entermers, tourists; provision of town
competitiveness in comparison with others; raisedéufrom grants and subsidy schemes of
the European Union to solve problems the towns. fAtlethe interviewees agreed with the
necessity to enforce marketing activities in caodg of their towns. The most important
reasons why to enforce marketing principles in dmts of the towns according to
interviewees are: economic development (100%),doudevelopment (58,3%), investment
flows (54,2%), fulfil of citizens needs (41,6%) afdally other reasons (8,33%): increasing
of employment (50%), strenghten of communicatiotwieen a citizen and a municipality and
increasing of credibility of municipalities (50%Hjccording to the representatives of the
municipalities, initiator of the marketing actie8 of the municipalities should be citizens
themselves who want to improve their lives, thempleyees of the municipalities who should
be motivators to attract certain target groupghé&town; they should be creative within their
work e.g. in event marketing. They realize incrdademand for provision of cultural and
leisure time activities for the town cititizens.

There is no institutionalized form of marketing BI3 of Slovak towns. The
predominant reason of no existence of the insbinaiized form of marketing activities
(63,8%) is lack of finance, then lack of professilsn(29,8%), other reasons (23,4%) and a
non-existent need (8,5%). The most often otheromsmasvhy marketing activities are not
institutionalized are: the organizational structdaes not contain a post which would deal
with marketing (45,4%); lack of sympathy from respible people (9%); authorities of a
town do not deal with a need of town marketing (9%a) small towns the apparatus is
insufficient and only a meyor is competent to dedgh marketing (9%); lack of staff (9%);
although the form of marketing is not institutiamal, it is exercised in practice through
department of media activities and civic affairgo{9

Only one town — Bratislava — has had its own mamgedlepartment defined within its
organizational structure, Department of Communacatand Marketing (the office of the
meyor of the Capital Bratislava is in charge of lit)vas established after communal election
in December 2002 from a previous Press Departnidowadays we have noticed a need to
establish marketing departments also in other Kltmans.

The marketing activities in the Slovak towns arefggened by Town (City) Offices
and their Town Development Departments, within eltural and Sport Departments,
Departments of Building and Environment, Propertydministration and Services
Departments. Usually the advertising and promotamtivities are included into main

activities of Architecture and Spatial Planning Bements. The meyors” offices are usually



responsible for promotion of cultural and sportrégein the towns. Organizational — Legal
Department publishes municipal press. External iPuBklations Department is mainly
oriented to publicity as well as Department of Medictivities and Civic Affairs, which
concentrates on applying Public Relations. It is umtusual that the meyor” s office with its
departments and individual departments as PressarDegnt, International Affairs
Department, Promotion Department, Sponsorship Deyest is in charge of marketing
activities (mainly on the Public Relations levehome of them are performed also within
Economic Development Department. Marketing acegitof the towns are realized also by
Information Centres, City Cultural and Informati@entres, Information Systems and City

Cultural Centres.

Practical experience of implementation of town markting into practice

On the base of the structural interviews with tepresentatives of individual towns we can
make out that marketing has not been establishaa asstrument of a complex development
planning of majority of the Slovak towns, yet. Acdimg to the interviewees™ answers,
marketing is the instrument which has not been wmbrding to any plan, only in some
spheres (most often in tourism), but they have quoisidered it the complex development
instrument from their existing practice. Marketiragtivities have not been planned,
coordinated and their conscious need has alway® agnwith some problem in the town.
Almost all the Slovak towns finance their marketegfivities through their budgets, where
there is more often “promotion” item and as a can@ntary source they use special -
purpose enterprise funds. 40% of towns are expegtkin finance the marketing activities
also through a partnership with some investor. 6@f%he towns have had experience in
engage external experts to solve the towns problgnest often they have been Regional
Development Agencies). Cooperation with citizens @wecessed very critically. Although the
municipal representatives publish most of the ntargeproblems of their towns (e.g. via
Internet), most often the citizens are only criiesl impartial observers who are not willing

to engage to comment proceedings.

Use of promotion instruments in conditions of towns

The most often used promotion instruments in Slaeakns are: Public Relations (66,7%),
advertisement (54,2%), sales promotion and direatketing (equally 12,5%) and finally

personal sales (4,2%). However, during our persuisitis of competent representatives of

individual towns we met the fact that the repreaves of about 70 % of the towns were not



absolutely sure about the content (definition) ofme terms. Although many promotion
instruments were already stated in questionaryreality they were not used or the
interviewees understood their means incorrectlyotAer problem the interviewees had with
giving examples of use of personal sales and dimecketing in conditions of the towns. The
most intensive need they expressed in use of Pi#iations what has been reflected in

implementation of new standards into work process¢entration on a “customer”).

4. Summarization of problems with town marketing in the Czech and

Slovak Republics

In the next subchapter there are summarized thé sigpcant problems which are connected
with implementation of the marketing approachethisn Czech and Slovak towns. The paper
summarizes published studies (see the review efestes), as well as both authors” own

experience acquired within their scientific-resdaactivities and consultancy.

Different interpretation of the term town marketing

In many towns there does not exist a uniform opindd what town marketing means. In
everyday use marketing means most of all promadiosh communication. Problems with its
definition, unclearness and various associatiomsmieced wih this term often complicate its
practical implementation. Some of the towns trystdve these problems in their own way;
they do not use the controversary term “town mamg&t but they substitute it by a less
fashionable interpretation as “local partnership*apoperative town development”, what, on

the other hand, complicate expert discussions kadsaresearch.

Insufficient goal orientation of town marketing

The absent goal orientation or unclear definitibriosvn marketing goals introduce a similar

problem. Usually, both problems occure togethee ptoblem is, that participated actors do
not set in advance the real goals they want toeaehaind also a way (method) how to achieve
them. The marketing goals of the town are veryroftet too widely or too generally (as e.g.

sustainable town development or the competitivenjowso this way the participated actors

can imagine various things. Conflicts can usualkkgur as far as a specification of the

concrete measures comes.



Lack of funds

Lack of funds is usualy a cardinal problem with @hithe other problems are narrowly
connected. The problem is not only a general |dckinds determined for town marketing,
but also a ratio of funds between public and pevséctors. In both countries marketing
activities of towns are mainly the local self-gaweent’s matter or public budgets matter.
Enterpreneurs take part in theese activities onlgdse of projects which can bring them
concrete benefits. There are only a few such exasnMajority of towns do not have further
imagination how to finance their planned marketegivities in future. Many towns to
finance their marketing activities try to attraoiree private entities. The experience of some
towns shows that, on one hand, the enterprenewsinderested in taking part in the
marketing goals formulation process, but on thesiotiand, they are not always willing to
take part financially in its realization. Howevar,last few years up to now we have been the
eye witnesses of many interesting projects baseddutntic-Private Partnerships (PPP). These

are the cases of technical infastructure, espgciall

Insufficiences in spheres of leadership and orgaration of the marketing process
(human resource task)

From a process point of view town marketing is gy\&@gnificant task of the human resource
quality. Town marketing requires marketing managepsofessionals. Generally, we can say
that there are not such professionals in both cmsior those who do marketing often do not
have a capacity to do it fully. In many towns mairkg is done by employees who do not
have it in their main responsibilities. Marketingtigities are mainly done by officials —
employees of town development departments, depatsm@& culture, or town promotion
departments, who are “the closest” to town markgetiBo, positions, responsibilities and
working conditions of the Czech or Slovak town neditkg managers are not comparable
with the foreign ones (British, but also GermameTmarketing managers often do not have
appropriate conditions for their work. They aredag under byreaucracy and they put a low
responsibility at a dispose. The current situatgoat least partly solved by a wave of young

professionally competent people who want to “marsageething”.

Participation of actors and their motivation
Decision making about marketing strategies andeptsjis generally accepted more as a role
of a local self-government than as a matter ofiraflortant actors from public and private

sectors. Various forms of participation are stibbna a result of the by-chance-effort than the
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purposeful participation, which would follow theem that it is possible to achieve a
maximum use of local sources and so developmetigirparticipation of all important actors
from public, as well as from private sectors.

Some sociological researches stress that in baihtges, in comparison with West
democracies, there is a relatively weakly develop#idenship participation and the civil
society in general (see e.g. Z. Mansfeldova — Aauga 2005). According to our opinion, the
insufficient motivation and engagement of citizbéase been caused by these facts: (1) during
totality autonomous and creative activities andagiegnent of citizens was not required, and
(2) the citizens feel to be “bored with politicsdaa policy” (corruption, lobby, bribery). Some
authors (as e.g. J. ¥ernik) mention that individualizm, which was praoiad especially in
the begining of 90-ties of #0century and market-oriented economy developmenhtaled
have led recently to the fact that people try tisBamore their individual material needs and
the “right time” for their more intensive public gagement “has not come, yet” (J.0éenik —

P. Matju 1999).

Surprisingly low is the citizens’effort to boosethown ideas ad interests connected
with development issues of the municipalities anans. As we mentioned above, generally
the people with visions and leadership competefleaslers) who would be able and willing
to lead other members of the local or regional comity absent. More intensive
participation of the citizens we meet only conndatéth a solution of the problems which are
closely related to them and they are personalrasted in their solution. That is the reason
why direct participation of the citizens in locahcaregional projects or town marketing
projects has stayed very low.

The question of insufficient citizens” participatim decision making processes is also
connected with permanent distrust of a part oftali élite as for the civil society and

participation or the direct democracy itself.

Insufficiently developed Public — Private Partnersip

The municipalities and towns in both countries haad quite little experience of a
realization of common projects with a private sectaithin so called Public-Private
Partnership. The fact, that creation of the primerbas not been successful has its deep roots
and it is influenced by many factors, not only a&tféhat legal regulations had limited
“mixture” of public and private sources. Accordittysome authors this problem is conneced
with the permanent general distrust in private gmeneurship and enterpreneurs, what we

have met in the Czech Republic since the beginoirgggonomic and social transformation.
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Although some sociologic researches from last ybaxe shown that acceptation of
the enterpreneurs has changed in a positive wayath that e.g. local enterpreneurs have not
been engaged in development processes is sbiremon practice. A lot of measures for the
local economic development support has been reblizghout any consultations with
enterprise public. The problem is also on a sideewferpreneurs. The enterprise self-
government is weekly developed in both countriess@netimes it is quite difficult to obtain
a representative opinion from enterpreneurs witlsaging it like the opinion of the narrow
group of enerperneurs (lobby). A membership ingbenomic boards is not obligatory and
they associate only some few percentage of thepmretesurs, and there is only a few number
of other enterprise associations and they do omlydd activities.

It is necessary to understand the creation of Hrénerships between the public and
private sectors as a long time process. The fostigexamples are some cooperative projects
mainly in the technical infrastructure sphere (wastansfer, revitalization of towns’

brownfields etc.).

Insufficient use of experts and knowledge

A lot of discussions about town marketing have bewganized without any
engagement of experts or expert knowledge. The mm@sous problem is that the towns
voluntarily resign on a possibility to “learn frothe best solutions”. In practice we can meet
some cases, that the towns desparately solve pmsblehich have been already solved in
other town. In such a case when the town marketiogess is realized too separately and its
representatives try to go their own way, there éaiager of “inattentiveness” in case of good
and innovative ideas.

The local development’s weakness is also an imsefi ability to cummulate
knowledge. The main reason is personal, as wekhra®rganizational volatility and also
generally insufficient partnership which would le#aal effective change and spread of
knowledge and experience.

In pratice we can often meet a sceptical attitwdmmovations and new concepts. On
the other hand, municipalities and towns oftenunoritically follow some fashionable waves
(trends), so called “herd effect” (all of them wantattract foreign investors, foreign tourists,
build cycle routes, swimming-pools etc.). These attitudes both often make acceptation of
a realistic development vision impossible, and alsalistic use of the best practices and

theoretical knowledge and experience. It is coretkutith the knowledge, that the local self-
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government representatives are ofen not able ta skf-critical reflexion and they consider

the scientific and applied researches only of @&didhsignificance.

Unclear definition of town marketing towards the oter roles of the town administration

In fact, it is a definition of town marketing towaduch spheres: town development
(srategic planning), business environment suppautjsm or Public Relations. The problems
often arise when the towns, except for town mankgetiry to implement also e.g. Local
Agenda 21 or other development concepts (TQM, Bi8J. d he round-table discussions may
lead to different final results how to develop tben, what, finally may decrease a credibility
of the municipal policy.

A big problem of the Czech and Slovak towns is tmarketing does not fulfil a
coordination role. The organizational tasks of tawarketing are not considered important.

In fact, there are not any subjects or mechanisihwiiould contribute to this coordination.

Problems with implementation and evaluation of marleting activities

One of the weaknesses of the marketing procedseisnsufficient evaluation. The
most often reason why the evaluation mechanisrma faithat the responsible people from the
town administration are overloaded, competencesnateclearly determined, there are not
enough possibilities of sanctions, criterions fog tesult control absent and the goals are not
clearly set.

According to our opinion, the insufficient engageinef individual actors in the
marketing process (especially in cases of enter@ml civil sectors) weakens a feeling of a
need to realize the regular evaluation of accegtedegies and projects. The evaluation as an
instrument of strategic management and also anumsint of learning almost has not been
realized in conditions of both countries. This facbften called as “undeveloped evaluation

culture”.
Conclusion

The Czech towns as well as the Slovak ones haveadiatively good experience of
marketing. First of all they positively accessed fact that the long-term period process has

been started and it will still continue. The maghgicant impact from applying marketing is

improving communication between various groups @@ of the town development, e.g.
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between the town, its citizens and enterpreneulsadso improving communication between
officials and those who have been elected. Alsodbwecrete realized projects were very
positively accessed. The least satisfaction (alfhoa ratio of those who were satisfied was
higher than those nonsatisfied) was expressedsa of a weak motivation of the citizens as
for the town development process. The municipateggntatives did not succeed in creation
of project groups and they did not always do thst lse creation of the commisions and
working groups and their engagement in the towreldgpment process. The performance of
some measures has been the problem task.

If we try to evaluate a current situation in towanketing sphere, we can mention, that
boh countries are situated in a similar situatidmclv was sold by their neighbours — e.g.
Germany or Austria approximately 10 years ago.

On a base of up to present experience we can #tatethere has not been any
generally accepted neither theoretical, nor practioncept of town marketing solution. Even
more, as we have mentioned above, more often we ansbarpening of this term. Every
town has to find its own concept and at the same,tioff course, they should learn from
those who are the best in this field. In both caestthere are many towns like these.

A success of town marketing, its strategy and oressshould be ensured mainly by
the acceptance of as wide actors range as posEildagement of a wide spectrum of actors
is necessary do do from a very beginnig — fromuisons about the stategies, goals and
measures. All the activities must be transparedt@ven (for other subjects and ideas) and
individual projects must be evaluated from a poinew of their benefits and realization.

The goal orientation and a detail elaboration efitidividual marketing goals should
not absent. The goals should be set hierarchiéadly general main goals, partial thematic
goals to concrete project goals. The orientationth® target groups to which the suitable
marketing mix should be adapted, is an absolutegsgty.

Although the towns in both cuntries do more andenoiarketing activities, it is not
clear, what activities primarily should be done,ondhould do them or who should be their
organizers, what kind of organizational and legaihtfs should town marketing have etc. Our
long-term researches show that they are mainlylifdigy some rare exceptions) coincidental
and uncoordinated activities. If they are organizedn integrated way, usually it is only in
some directions (see for example industrial zoneketmg, Public Relations etc.), but not
completely.
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