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Abstract: The purpose of the article is to indicate the importance of cultural factors in ma-
naging local governments. Marketing management is an important aspect in building future 
social resources of local governments. It is essential in the process of local governments’ 
competition on the market for goods enriching their resources. One of the aspects of ma-
nagement is taking care of local labour markets, which is connected with the presence of 
foreign employees. This aspect will be particularly important if the migration processes be-
come more intensive. Changes in the social structure make it necessary to consider the said 
determinant in the processes of satisfying the needs of residents and their development. 
Authorities guided by the interests of residents and familiar with problems that may arise as 
a result of failure to consider cultural aspects will be passive in the face of possible conflict 
situations that will affect integration processes and relations within the local community. In 
addition, they will not be aware of the potential benefits from the presence of new residents. 
The research was conducted using the method of analysis of the literature on the subject. 

Keywords: local government management, marketing management, region, cultural factors

Streszczenie: Celem artykułu jest wskazanie znaczenia czynników kulturowych w zarządzaniu 
samorządami. Ważnym aspektem w budowaniu przyszłych zasobów społecznych samorzą-
dów terytorialnych jest zarządzanie marketingowe. Jest ono niezbędne w procesie konkurowa-
nia samorządów na rynku o dobra wzbogacające ich zasoby. Jednym z aspektów zarządzania 
jest dbałość o lokalne rynki pracy, co wiąże się z obecnością pracowników z zagranicy. Ten 
aspekt będzie szczególnie ważny, jeśli procesy migracji staną się bardziej intensywne. Zmiany 
w strukturze społecznej wymagają uwzględnienia tej determinanty w procesach zaspokajania 
potrzeb mieszkańców i ich rozwoju. Władze kierujące się interesami mieszkańców i zaznajo-
mione z problemami, które mogą powstać w wyniku nieuwzględnienia aspektów kulturowych, 
będą pasywne w obliczu możliwych sytuacji konfliktowych, które wpłyną na procesy integracji 
i relacje w społeczności lokalnej. Ponadto nie będą świadome potencjalnych korzyści z obec-
ności nowych mieszkańców. Badania przeprowadzono metodą analizy literatury przedmiotu.

Słowa kluczowe: zarządzanie samorządami, zarządzanie marketingowe, region, czynniki kulturowe

Preface

The essence of the development of local governments is professional management 
whereby the authorities that satisfy the needs of residents should be guided by a sense 
of mission, and the resulting strategic objectives are determined by many factors of 
various importance. Both the professionalism of public authorities at the regional 
and local level, and thinking in the categories of strategic management and the use of 
its instruments require constant improvement. The fact that local governments have 
a strategic document, such as their development strategy, does not mean in practice 
that it is effectively implemented, updated on the basis of analysis of the municipality’s 
resources, its market attractiveness, and, what is particularly important, that it takes 
into account the participation of residents in programming and implementation of 
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this strategy. Strategies are generally prepared with a limited public consultation func-
tion, and strategy provisions, developed by external consultants, overlap with other 
strategies and there is no guarantee that they will be implemented. They lack an in-
depth feasibility analysis and a reliable assessment of local government resources.

The concept of “management” is assimilated with difficulty in public institu-
tions; its significance is associated rather with the sphere of the economy, and the 
manufacturing and service enterprises operating in it. In a large number of cases, 
the strategy is still considered a necessity, and a formal aspect, which in fact will not 
bring significant changes to the practice of local government operations.

Lack of understanding of the essence of local government management is asso-
ciated with the skills of public administration, and especially with the skills related 
to strategic management, i.e. understanding and the ability to translate strategic 
objectives into operational tasks, and as a result with problems with the accomplish-
ment of these tasks, monitoring their effects, modifying and analysing factors that 
are necessary to successfully implement the strategy. This issue is not an isolated 
case despite the fact that most local governments have their development strategies. 
A much smaller number of local governments have in place marketing strategies 
and these, if any, come down to documents describing promotional activities.

The level of citizens’ awareness of the importance of development strategies is 
another matter, as the people living in a  specific area are often not familiar with 
development strategies for this area. Strategic management in Polish conditions and 
the resulting values   for the development of local governments are still a deficit area. 
The same applies to the use of the potential of local and regional communities in 
this process. As a result of their lack of strategic thinking, local governments are not 
prepared for changes in the population structure, which are inevitable due to the 
effects of demographic processes and problems on local labour markets. 

1. Thinking about the future

In this case, the concept of strategic management is a concept that can be found in 
many definitions which most often refer to common issues. Those activities that come 
down to formulating a vision of the development of the unit, defining its mission, which 
will be translated into objectives and actions, and further to indicating ways that are de-
fined as implemented operational plans, are characteristic of strategic management. The 
above activities require monitoring of the current actions, systematic assessment of the 
results and implementation of the strategy while being open to change. These activities 
should be accompanied by research processes serving a specific purpose1.

1  M. Zawicki, S. Mazura, J. Bober (ed.), Zarządzanie w samorządzie terytorialnym. Najlepsze praktyki 
[Management in local government. Best practice], Małopolska School of Public Administration of the 
Cracow University of Economics in Cracow, Kraków 2004, p. 13.
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An important aspect in building future social resources of local governments 
is another aspect of management, marketing management. It is necessary in the 
process of local governments competing on the market for goods that enrich their 
resources. The greater the strength of resources, the greater the chance for develop-
ment. According to the opinion presented by K. Jędrzejewski2, marketing manage-
ment is increasingly required in the practice of local government management. In 
the context of the above-mentioned strategic management, it is even less present in 
management processes in local governments. The concept of getting organised to 
face competition is pushed into the background in the face of everyday problems, 
especially that there is no awareness of its importance. Local governments should 
take into account the market aspect of their activities and understand that there is 
ongoing competition between various groups of interests. Weakness in terms of the 
required purchasing power potential is one of the most important factors that must 
be taken into account in local strategies in the current economic and social realities. 
The region attributes that are important in the process of competing are related to 
its position versus competitors that often seek to attract the same investors, tourists 
and, which is a new aspect in the Polish reality, future residents. 

In the development process, the region must be characterised by the ability to create, 
and provide its stakeholders with, diverse values satisfying them, in a much more effi-
cient manner compared to the competitors3. If marketing management is not included 
in the practice of local government management, no region, local government or mod-
ern municipality will operate effectively. The accomplishment of marketing objectives 
will depend on the understanding of its essence, organisation of human resources that 
will pursue them, skills to use knowledge, creativity and innovation capacity. It is neces-
sary to build a marketing strategy which differs from a promotion strategy by ensuring 
proper preparation of the local product and determining the possibilities of its sale. The 
next step is to prepare a promotion strategy that stands out from those of competitors. 
Thinking about the unique nature of the offer, the use of tools related to the implemen-
tation of the marketing concept, and most importantly, gathering human resources to 
implement it, can be the key to achieving market success4.

Marketing management of the region, resulting from regional policy, is a syn-
ergy between activities of local governments in a three-tier structure (municipality 

2  K. Jędrzejewski, Zarządzanie marketingowe jako czynnik rozwoju gminy [Marketing management as 
a factor of municipality development], “Kwartalnik Nauk o Przedsiębiorstwie” 2018, No 48(3), p. 83-95. 
3  D. Castenow, Nowy marketing w praktyce [New marketing in practice], PWE, Warszawa 1996; K. Ję-
drzejewski, Zarządzanie marketingowe jako czynnik rozwoju gminy [Marketing management as a fac-
tor of municipality development], “Kwartalnik Nauk o Przedsiębiorstwie” 2018, No 48(3), p. 83-95.
4  M. Bąk, Promocja gminy, miasta i  regionu w kontekście integracji europejskiej. Techniki przygoto-
wania materiałów promocyjnych i ofert inwestycyjnych. Zasady obsługi inwestorów [Promotion of the 
municipality, city and region in the context of European integration. Techniques for preparing pro-
motional materials and investment offers. Investor service principles], TWIGGER, Warszawa 2006;                    
K. Jędrzejewski, Zarządzanie marketingowe…, p. 83-95.
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level, county level, region level). Regional development is an obligation assigned to 
local government authorities, which should go in parallel with the development of 
residents in this area5. The factors affecting regional development include the cul-
tural features of its current and future residents. The latter may be an added value 
for the region or, in the event of incorrect management, a set of escalating problems.

2. Defining the region through cultural differences

Cultural differences, according to Denisa Jánošova6, referring to the authors 
quoted below, are an important factor in the process of regionalisation which 
should be adopted for thinking about regional development. The issue of cultural 
differences versus the concept of internationalisation of local government activities 
is mainly characterised, which refers to the management concepts discussed above, 
in the context of international marketing communication. In the literature on the 
subject, there are frequent references to the work of the Dutch sociologist Gerard 
Hendrik Hofstede7, who mainly deals with relations between national cultures.

In this context, one should also mention the work of Joseph A. De Vito8, who, 
due to intercultural differences, being the subject of his research, draws attention to 
the fact (which should be noted and accepted also in marketing) that in the cultural 
dimension we must identify not only intercultural specificity, but also differences 
within various cultures. In other words – any larger culture may consist of subcul-
tures formed by different ethnic groups that are represented in society. According 
to De Vito, these cultures live side by side in relative isolation, with no tendency to 
interact. This phenomenon should be considered by local government managers. In 
this approach, it is necessary to take intensified and well-thought-out actions aimed 
at making an effort to create conditions for building relations between environ-
ments of different cultures. Otherwise, the local community will demonstrate clear 
divisions which will not lead to building a homogeneous community, having com-
mon features, while maintaining diversity that is mutually respected. 

Some theorists call these subcultures “co-cultures”. In such case, the multicultural-
ism of the environment (region) will have a direct impact on the scope of social ine-
qualities in environments that have specific cultural features. G.H. Hofstede9 identifies 

5  A. Sekuła, Marketingowe zarządzanie regionem [Marketing regional management], [in:] J. Karwow-
ski (ed.), Marketing w  rozwoju regionu. Wybrane zagadnienia [Marketing in regional development. 
Selected issues], Szczecin University, Szczecin 2002.
6  D. Jánošová, Regional marketing from the view of selected factors, University of SS. Cyril and Methodius 
in Trnava, Trnava 2015 – part of the article is a selected fragment of the publication quoted in the footnote.
7  P. De Pelsmacher, M. Geuens, J. Van den Bergh, Marketing Communications, Grada Publishing, 
Prague 2003, p. 558.
8  J.A. DeVito, Basics of interpersonal communication, Grada Publishing, Prague 2001, p. 34.
9  P. De Pelsmacker, M. Geuens, J. Van den Bergh, Marketing Communications…, p. 551.
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three basic cultural dimensions that can explain some of the cultural differences be-
tween countries. Each of these cultural dimensions moves on a minimum-maximum 
axis, and thus between limit values. The first dimension is the relationship between 
individualism and collectivism, and the quoted author considers it to be the basic di-
mension of culture. Individualism focuses on personal objectives, while collectivism 
promotes participation and teamwork, and therefore group objectives. According to 
the author, individual cultures dominate in Europe and the United States of America, 
and collectivist cultures in Asia, Africa and Latin America. 

The second dimension is the relationship between low and high communica-
tion context. Low-context cultures place the main emphasis on words (concepts) 
in communication – such communication is accurate, open, without any ambigui-
ties; we can say that it is unambiguous, i.e. clear, formally expressed, detailed, un-
derstandable. In high-context cultures, words are only part of communication, and 
they are supplemented by non-verbal communication, the social dimension of com-
munication, meaning, knowledge of the communication partner, and so on. Such 
communication may be ambiguous, with hidden meanings, implied (contained in 
something or not expressed directly). This means that the greater the contextual 
distance between cultures, the more difficult the communication itself.

The third basic cultural dimension, according to G.H. Hofstede10, is the power 
distance. It represents the degree (scope) of importance of power; the degree of 
inequality between people is its equivalent. However, this is not a completely ac-
curate term, and we should rather talk about the degree of autonomy in making 
decisions. In cultures with a large power distance (Japan), only a few people have 
decision-making power while others implement decisions. In countries with a small 
(smaller) power distance (the author gives the example of Denmark and Austria), 
interaction between people is more free, based on more equal terms, and the con-
centration of power is in this case much smaller. Disregarding this cultural dimen-
sion can have a significant impact on the communication process, especially in the 
context of relaying messages between various cultures. In literature, these cultural 
dimensions are considered fundamental. 

Another cultural dimension that is associated with the quoted author is the per-
ception of masculinity and femininity in society. It means a measure of assertive-
ness, efficiency, success and competitiveness in the context of gender. The correla-
tion of individualism with masculine society, which significantly affects marketing 
communication (it presents mainly competitiveness, comparative advertising, pro-
motion of success), is characteristic of Anglo-American countries. In countries with 
a more feminine orientation, gender differences are more blurred. In these countries 
(the Netherlands, Sweden and Denmark) interpersonal relationships, peace and 

10  Ibidem, p. 553.
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harmony at home and at work are considered important. Consumer behaviour is 
characterised by the consensus of those interested (family members, partner, etc.)11. 

Cultural values mean a set of general concepts of the society regarding the prop-
er behaviour and thinking of its members. They are divided into customs, manners 
and conventions. The concept of custom usually refers to the basic behaviour of an 
individual in a given environment that is passed down from one generation to the 
next. As for the open cultures mentioned above, they are considered to be cultures 
with clearly defined rules that everyone knows and respects. The rules of hidden 
cultures are rather hidden from uninterested observers and refer mainly to unwrit-
ten rules and relations in the family and society. Based on these findings (although 
it can be assumed that the economic maturity of the country or part of its terri-
tory also played a significant role), the quoted authors define the following cultural 
groups in western Europe12:

•	 group 1: Great Britain, Ireland,
•	 group 2: central and northern France, southern Belgium, central and west-

ern Germany and Luxembourg,
•	 group 3: Spain, Portugal,
•	 group 4: southern Germany, northern Italy, south-eastern France, Austria,
•	 group 5: Greece, southern Italy,
•	 group 6: Denmark, northern Germany, the Netherlands, northern Belgium, 

Switzerland, Iceland, Sweden, Norway, Finland.
An important observation regarding the globalisation process is that, while mar-

kets are changing under the influence of economic globalisation, consumer values   
usually remain relatively stable in the context of specific cultures. New technological 
processes have similar effects. While new technology, especially in communication, 
helps create the so-called global culture, various nations try to act in such a way as to 
preserve their individual identity. In addition, it should be taken into account that 
the marketing success of a company is affected not only by the cultural differences 
of the consumer, but also by the cultural differences of the author of the marketing 
communication. It means that positions of other people are assessed in the context 
of their own cultural values. In theoretical literature, these phenomena are some-
times termed the self-reference criterion (SRC)13.

11  J. Vysekalová, Consumer psychology. How customers shop, Grada Publishing, Prague 2004, p. 92.
12  The problem with this publication is that when referring to Europe, the authors refer only to the 
countries mentioned. It deals with the division of the territory of Europe along a north-south axis. The 
division of Europe along an east-west axis was used before the unification of Europe only in a political 
context. In the context of the specification of cultural differences, a comprehensive study of European 
countries undergoing transformation has never been conducted to date. However, some studies show 
that the values of people in Central Europe are getting closer to the values of people living in Western 
Europe; in terms of fear, however, fear of unemployment and reluctance to corruption dominate. See 
for example EVS – 2008 European Values Study on the website: www.sasd.sav.sk.
13  P. De Pelsmacker, M. Geuens J. Van den Bergh, Marketing Communications…, p. 545.
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Determining regional (and cultural) differences is used not only to define a spe-
cific region. It is necessary to include these conditions in the development strategy, 
which should be adapted to the specificity of the region – the more accurate the in-
formation about a specific area and its inhabitants, the more successful the strategy-
based action. It is usually not enough to just specify the target group in terms of 
socio-demographic characteristics, as a number of other “hidden” factors also affect 
consumer behaviour. 

3. Communication in the region, taking into account 
the impact of cultural differences

Theoretical literature related to communication in the region, with a broader 
consideration of the impact of cultural differences on the marketing communica-
tion itself, usually refers in this context to the marketing mix (product, price, place 
– distribution, communication – support), where the so-called communication mix 
which is the combination of elements of advertising, sales promotion, public rela-
tions and personal sales is its most visible part. Among the various elements of the 
above-mentioned communication mix methods, one can consider specific instru-
ments in these areas that effectively meet the objective of communication in the 
marketing plan of the company. Adaptation of the theories developed on the basis 
of regional strategies, whose origin is associated with the economic market, allows 
for including them in the deliberations. Direct adaptation should be considered for 
the terminology used: customer, consumer and stakeholder. 

The development of the marketing mix, as part of the chosen method, should be 
preceded by asking two basic questions – what is the goal and who do we want to refer 
to? In the case of SWOT analysis of the target group, we usually ask additional questions:

1. What does the stakeholder/customer already know, how does he/she per-
ceive and to what extent does he/she trust our territorial product?

2. What does he/she already know, how does he/she perceive and to what ex-
tent does he/she believe in competition?

3. How can we describe/identify the marketing mix target group?
The classification of target groups in the communication mix is   derived from the 

initial phases of the completed marketing audit – customer audit, which is part of 
the market audit. At the beginning a basic question should be asked: are we refer-
ring to the customer or consumer? The difference between these two target groups 
was very simply explained by M. McDonald and H. Wilson14 – “a consumer is the 
end user of our territorial product. Customers are the people or organisations that 

14  M. McDonald, H. Wilson, Marketing plan. Preparation and successful implementation, Albatros 
Media, Brno 2012, p. 281.
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buy directly from us.” In marketing communication, in addition to classifying con-
sumers according to basic socio-demographic characteristics, consumers can also 
be divided according to the characteristics of their consumer behaviour. This clas-
sification is termed segmentation. M. McDonald and H. Wilson divide consumers 
into the following groups:

1. innovators – these are extraordinary people who like to be different, and are 
interested in novelties,

2. opinion leaders – rich and educated people who feel appropriately privi-
leged and independent in their actions and opinions, thus becoming a role model 
for others,

3. ordinary consumers, pragmatists (early majority) – they admire the opin-
ion leaders and follow them (which is not quite consistent with the concept of prag-
matic behaviour - authors’ note),

4. ordinary consumers, conservatives (late majority) – a group of consumers 
for whom the price of goods or services is an important factor,

5. late customers – a group of consumers who are interested in products and 
services only after their widespread and long-term dissemination, with their price 
falling to a minimum.

Certainly, there are also other attempts to divide consumers into different types. 
Czech psychologist J. Vysekalová deals with the psychology of advertising and iden-
tifies the following approaches to creating typology:

1. constitutional typology – focused on the body build of an individual, based 
on the relationship between the body build and temperament, for example, pyknic 
types (stocky and obese), athletic, dysplastic (with developmental disorders), lepto-
somic (asthenic);

2. typology in accordance with the temperament features of scale stability – 
instability and introversion – extraversion, for example melancholic, phlegmatic, 
choleric, optimistic;

3. typology based on the study of personal characteristics;
4. typology based on the study of the dimension of kindness and leadership;
5. typology based on lifestyle analysis;
6. typology directly related to consumer behaviour;
7. combined typologies, for example lifestyle, consumer behaviour and per-

sonality traits typology15.
There is a whole range of customer segmentation typologies. We can list some 

of them as an example. Karl Gretz and Steven Drozdeck focused on exploring the 
dimensions of customer friendliness and leadership, dividing customers into the 
following types – sociable, bureaucratic, dictatorial and efficient; Margaret Woods 

15  J. Vysekalová, Consumer psychology…, p. 217.
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divides customers according to their consumer behaviour into the following types 
– usually determined, rational, price-oriented, impulsive, emotional, unstable, new. 
Dušan Němeček refers to a  typology that combines personality traits and life at-
titudes, which affects the attitude to using offers. This typology identifies the fol-
lowing types – ecological customers, visionary customers, hedonistic customers 
and imaginative customers. Customer segmentation according to Living Standard 
Measures (LSM) identifies them by favouring brands, media habits, and consumer 
behaviour. Segmentation according to Shopper typology divides customers into in-
fluential, demanding, mobile pragmatists, careful conservatives, economical, loyal 
housewives and undemanding phlegmatic types. The STEM/MARK typology takes 
into account the combination of consumer habits and lifestyle and divides custom-
ers into mature, believers, successful, productive employees, seeking, practising, ex-
ecutors and fighters. Typology according to the LS 2000 lifestyle divides customers 
into consistent, who include loving and rejecting, and inconsistent, who include 
lukewarm and cautious customers. According to GfK Prague consumer typology, 
there are generous, economical, vain, economical, chasing and indifferent consum-
ers. Roper ASW Europe identifies creative, hedonistic, trusting, hard-working, reli-
gious and altruistic consumers16.

It is evident from the review that opinions on the nature of consumer segmen-
tation vary. However, despite the differences in approaches, each typology has one 
thing in common – it primarily focuses on the consumer’s reaction to the offer ad-
dressed to them. It can be said that only lifestyle-based typologies apply to a greater 
extent to socio-psychological relations resulting from regional affiliation. Knowl-
edge of the above theories is important both in sending messages to residents of 
a specific local area, and to potential buyers of local products. In the former con-
text, it should be emphasized that products reaching the customer/stakeholder are 
formed in the activities of public service organizations. In the latter context, the 
distribution and promotion process for the product formed is programmed in the 
process of marketing communication, taking into account the above relations and 
characteristics of the recipients of the offers. The knowledge of characteristics of 
recipients that are also determined by cultural identity is the key to effective action. 

Conclusion

The methods for managing local governments should take into account many 
determinants. They should be based on strategic thinking from which operational 
plans must emerge. In the management process, such factors as the participation of 
residents and their civic activity building local government resources are particular-

16  Ibidem, p. 216-232.
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ly important. In multicultural environments, the operating methods must take into 
account differences whose identification requires specific competences. Although 
the regional government communication with the public is not a typical marketing 
communication, it results in decisions and its customers/stakeholders include resi-
dents and organisations operating in the region.

Regional development should be programmed to make the inhabitants of the 
region open. However, some of them may be characterised by closed society behav-
iour. This requires different and well-thought-out communication, and also creat-
ing a framework for communication between culturally different social groups. 

Marketing management should support regional development by organising 
foreign investment acquisition processes. This leads to increasing the resource po-
tential. However, it also leads to the presence of foreign employees with different 
cultural characteristics. Their number will increase systematically. They will be the 
future inhabitants of the regions. Hence, it is necessary to understand their culture. 
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