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ABSTRACT

The analysis focuses on the functional connection between university marketing
and city marketing. Therefore, the main aim of the article is to reconstruct the model
of marketing cooperation of Poznar, Wroctaw and Krakéw and their biggest universi-
ties: the Adam Mickiewicz University, the Wroctaw University of Technology and the
Jagiellonian University. The use of three methods (case study, comparative analysis and
content analysis) as well as the authorial, five-element model allows one to measure the
level of the institutionalization of the cooperation. The choice of Poznari, Wroctaw and
Krakoéw is not accidental and results from the fact that the three cities are the leaders of
place marketing in Poland. On the other hand, the biggest universities of these cities are
some of the best and the most established in the country.
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INTRODUCTION

Cities compete on the market, as do profit-oriented enterprises. Therefore,
aiming at the satisfaction of citizens” needs, local authorities strive for the
interest of such entities which, due to possessed resources, can stimulate the
development of cities. The entities are not only national and foreign investors
(entrepreneurs) but also institutions at regional, central and international
level, tourists, current and potential citizens, students, etc. Due to the increas-
ing awareness of the role and importance of image, the entities become the
receivers of an offer prepared by local authorities and their subordinated
employees. Therefore, an offer prepared by a city takes into account various,
often different expectations. Universities more and more often are the offer’s
key element.

The analysis focuses on the functional connection between university mar-
keting and city marketing. Therefore, the main aim of the article is to recon-
struct the model of marketing cooperation of Poznari, Wroclaw and Krakéw
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and their biggest universities: the Adam Mickiewicz University, the Wroctaw
University of Technology and the Jagiellonian University. The use of the autho-
rial, five-element model will be used to measure the level of the institutionali-
zation of the cooperation. Moreover, it will show whether there is an area for a
further, deep cooperation or its level may be deemed satisfactory. The research
perspective adopted by the author has a theoretical and institutional character.
The used model facilitates the synthetic presentation of the fragment of the
reality in question, namely the marketing cooperation between the examined
cities and universities, which results from the nature of the model and cannot
be perceived as a mistake (cf. Glinkowska, 2010, p. 256).

The choice of Poznann, Wroctaw and Krakéw is not accidental and results
from the fact that the three cities are the leaders of place marketing in Poland
(Best Place, 2013, pp. 7-10). On the other hand, the biggest universities of these
cities are some of the best and the most established in the country. The author’s
intention is not, however, to present the extent and scale of the real (main-
tained in practice) cooperation between cities and universities. The author’s
intention is, therefore, to analyze only the chosen aspects of their marketing
activity resulting from the aim of the article, such as implemented strategic
documents, organizational structures responsible for marketing activity and
particular promotional activities.

Marketing is a sphere of cities” functioning which may combine, and very
often does, the marketing activity of many various entities, not only univer-
sities. Comprehensive literature shows that there may be entities conducting
sports or tourist activity (see: Lubowiecki-Vikuk, & Basiriska-Zych, 2011). Due
to the huge possibilities to influence the behavior of clients - recipients resulting
from using various communication channels, an important role may be, there-
fore, played by particular sports events or popular local sports teams (cf. Bodet,
2012; Theofilos, 2012). As Irving Rein and Ben Shields claim, the connection
between sports marketing and place marketing is, therefore, crucial and has a
great potential for application (see: Rein, & Shields, 2006; cf. Kozma, 2012).

Taking into account the aim of article, which is the model assessment of
the level of marketing institutionalization of the cooperation between the three
chosen cities and three chosen universities, it discusses primarily these connec-
tions, although it also refers to the chosen aspects of the marketing cooperation
between cities and sports units.

PAPER STRUCTURE AND METHODS

The article consists of two parts. The first, a theoretical one, presents the
review of the most important approaches to city marketing and the marketing
of universities. Moreover, it includes the author’s discussion of the importance
of using the models applied for the analyses of the complex social and eco-
nomic reality. It also presents the authorial, five-element model of the coop-
eration of cities and universities. The second part of the article presents the
results of the research devoted to the chosen aspects of marketing activities of,
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first, Poznan, Wroctaw and Krakéw and, second, the universities situated in
the area of the cities in question.

For the sake of the article, various but complementary research methods
will be used. Three methods will be dominant. The first one is a case study. It
is based on the multi-factor analysis of a particular, individual process or phe-
nomenon and enables one to draw conclusions which may be further applied
in the analysis of similar processes and phenomena. The second method is a
comparative one. Its cognitive value is crucial as it allows the author to deter-
mine and catalogue the similarities and differences between processes and
phenomena. The third method is content analysis of documents and materials,
among others.

CITY AND UNIVERSITY MARKETING

The marketing activity of cities, similar to universities, is a result of many
various but closely related factors (see: Glinka, 2015, p. 255). A key role is
played by the change of the classic concept of marketing developed for the
sake of the functioning of commercial entities. The marketing orientation of
the actions of public entities, whose aim is not to gain a measurable, economic
profit but to satisfy particular social needs, is therefore an effect of the deepen-
ing and expanding of a classic, narrow understanding. Due to the change in the
perception of the mechanisms of gaining resources (human, financial, organi-
zational) public entities, including cities and universities, prepare an offer tar-
geted at the various groups of clients - recipients.

The review of the literature shows that place marketing may be defined in
many ways. The focus on a client - a recipient seems to be an element which
links virtually all the presented approaches (see: O'Leary, & Iredal, 1979, p.
156; Van den Berg, & Braun, 1999, p. 993). For example, according to American
Marketing Association (AMA) (2016), place marketing is “designed to influ-
ence target audiences to behave in some positive manner with respect to the
products or services associated with a specific place”.

The dynamic development of studies concerning the use of the marketing
concept by cities, regions and countries intensifies the number of presented
approaches and, hence, definitions. As a result, the concentration on the pro-
motion aspect of place units loses in significance. Therefore, the chances and
limits related to the use of promotion-mix (advertising, personal selling, sale
promotion and public relations) are no longer the core of researchers” consid-
erations (cf. Gold, & Vard, 1995).

The change of the current view is accurately reflected by Philip Kotler's state-
ment that “places need to be doing what business have been doing for years:
strategic market planning” (Kotler, Haider, & Rein, 1993, p. 79). The strictly pro-
motional aspect of cities” activity gives way to an integrated approach which
emphasizes not only the role of strategic planning but also the perspective of
using marketing-mix: starting from 4P and 4L understandings ending with their
numerous, broadly-commented modifications (cf. Van den Berg, Klaasse, & Van
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der Meer, 1990; Paddison, 1993; Ashworth, & Voogd, 1994; Kotler, Asplund,
Rein, & Haider, 1999; Kotler, Hamlin, Rein, & Haider, 2002).

The contemporary analyses and elaborations more and more often focus on
a brand, which results in the rising popularity of the concept of place brand-
ing (cf. Hankinson, 2001; Kavaratzis, & Ashworth, 2005; Iversen, & Hem, 2008;
Kavaratzis, 2009; Govers, & Go, 2009; Dinnie, 2011). According to Seppo Ranisto
(2003, p. 50), its usefulness results from the fact that “place brands resemble
corporate umbrella brands and can benefit the value of a place’s image”. In
Erik Braun’s (2010, pp. 3-5) opinion, the importance of city branding increases
due to the high level of internal differentiation of cities, services and products
offered by them, as well as particular target groups.

According to Michalis Kavaratzis (2004, p. 66), the essence of the current
place marketing is reflected in the philosophy of integrated approach, with
branding as its obligatory element. Branding, based on the multi-channel pro-
cess of communication with target groups, allows one to strengthen the repu-
tation of a city and shape its positive image.

Figure 1 presents the dynamics of the development of place marketing con-
cept. The figure may be treated as a continnum between an old, one-direction
promotional activity and the contemporary, broad understanding of place
marketing.

Figure 1.
City marketing interpretations
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Source: the author’s own compilation based on: Braun, 2008, p. 44.

According to Erik Braun (2008, p. 43), city marketing “is the coordinated
use of marketing tools supported by a shared customer oriented philosophy,
for creating, communicating, delivering, and exchanging urban offerings that
have value for the city’s customers and the city’s community at large”. It seems
that the presented-above understanding, which corresponds to the definition
proposed by M. Kavaratzis, fully reflects the specificity of the contemporary
marketing activity of cities.

University marketing, similar to the activity of the place units competing at
the market, is a subject of interest of many researchers (cf. Cochran, & Dennis,
1983; Naudé, & Ivy, 1999; Hemsley-Brown, & Oplatka, 2006; Hammond,
Harmon, & Webster, 2007; Hayes, 2007). The review of comprehensive lite-
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rature shows that universities, like commercial units, focus on a client - a reci-
pient. By creating a positive, desirable image, they engage increasing organi-
zational and financial resources. Chris Chapleo (2010, p. 8). argues that “image
and reputation of some universities have been argued to be more important
factors than actual teaching quality”.

Similar as in the case of cities, marketing activity is characterized by the
integrated approach. Branding becomes its obligatory element. Gili S. Driori,
Guiseppe Delmestri and Achim Oberg (2013, pp. 142-143) claim that “the
reason to create a (recognizable and unique) brand is to establish a marketable
feature, and such a feature is necessary under conditions of intensifying com-
petition over resources (funding, renowned academics etc.) and consumers
(students)”.

Place and university marketing undoubtedly create two separate branches
of knowledge and, hence, are the subject of interest of researchers represen-
ting various research perspectives. However, taking into account a functional
aspect (planning and implementing marketing activities), they have a number
of common features.

COMPETING FOR TARGET GROUPS
- TOGETHER OR SEPARATELY?

The similar or the same (regarding students) target groups which acade-
mic and city authorities try to communicate with are an element which undo-
ubtedly justifies the question concerning the potential of city and university
cooperation.

Undoubtedly, potential and current students are the most important
recipients of the universities” marketing activities. Obviously, the com-
peting universities present their offer also to graduates, employers and
all the entities which can finance the higher education sector. However,
these are the students who, irrespective of the fact whether they func-
tion in the close surroundings of a university (the same city) or distant
one (come from other city, region, country), constitute the group whose
interest is particularly important for university authorities (Lewison, &
Hawes, 2007, p. 15).

The recipients of the cities’” marketing activities also belong to various
groups. Their number is the result of the decisions concerning to whom
local authorities want to present their offer. Contrary to universities, it is
difficult to determine the one dominant group of the recipients of the mar-
keting of such local government units. It is especially difficult in the case
of big cities , due to the fact that they expand and diversify their offer as
they fulfill various functions. Table 1 presents the three groups of recipients
whose needs and expectations are satisfied by an adequately prepared offer
of a city.
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Table 1.

Chosen target groups of city marketing

Receivers Expectations of a city offer

Students a place having at its disposal an education offer: creating

opportunities for gaining quality education but also finding
employment fitting the acquired education

Investors a place having at its disposal an investment offer: not only

(entrepreneurs) a relevant infrastructural background but also a well-quali-
fied, educated workforce

Citizens a place having at its disposal a comprehensive offer: cre-
ating favorable conditions for work, entertainment, as well
as education and upgrading qualifications

Source: the author’s own compilation.

As results from the above compilation, all the groups of receivers treat uni-
versities and, hence, the opportunity of education as the criterion of sine qua
non choice of a place, at first, to study, second, to invest and, third, to live. In
the case of potential and current students, the key role is played, obviously, by
a free access to higher education. Investors and entrepreneurs seek for well-
-educated, competent staff, while an element which attracts the attention of
current and future citizens is the great opportunity of upgrading their qualifi-
cations (cf. Lewison, & Hawes, 2007).

Table 2.

The benefits and restrictions of the marketing cooperation between cities and universities
Marketing

Benefits Restrictions

- gaining competitive - the lack of experiences (models) concerning
advantage over other cities/  the marketing cooperation between cities
universities and universities

- reciprocal strengthening/ - the necessity of the harmonization and coordi-

supplementing of the offers  nation of the actions conducted henceforth in dif-
targeted to the same groups  ferent time perspectives, with the use of various
of receivers marketing tools, within incongruent budgets
- reducing the costs of con- - the lack of stability of the balance of power in
ducted marketing activities  the local political arena

Source: the author’s own compilation.

As is emphasized by Justyna Adamczuk (2015, p. 196), the opportunity of
shaping an internally coherent, positive image of a city or university is the
main premise in favor of the bilateral marketing cooperation. Although many
restrictions (see: Table 2), the synergy of place marketing and university mar-
keting is therefore a desirable dimension of the development of the relations
between the authorities of cities and universities (cf. Domariski, 2011).
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MODELS AND THEIR USEFULNESS

The representatives of various scientific disciplines make an effort to create,
test and modify research models. The models, treated as the simplified repre-
sentations of a particular (existing or potential) part of reality, are used to
determine its chosen elements, crucial for the research aim.

According to Russell L. Ackoff (1969, p. 142), “the simplicity of the models
(...) results from the fact that they take into account only the properties (...)
which are relevant in a particular case”. They intentionally emphasize only
the chosen features and, at the same time, intentionally ignore the ones which
could reveal the inadequacy of an analysis. As they do not meet the require-
ment of isomorphism, they constitute only a general, formal image of a pro-
blem (Neal, & Shone, 1982, p. 122).

The models are more and more often applied in the analyses of social and
economic reality which is complicated, not only multi-subject and multi-dimen-
sional but also subject to ongoing transformations. Therefore, the representatives
of social sciences (such as sociology, political science, public policy, European
studies, international relations), economics and management make an attempt
to construe the models. As Andrzej Jabloriski (2010, p. 9) emphasizes, the aim of
using the models is to “show the real nature of a phenomenon in question which
constitutes a research subject analyzed from various theoretical perspectives”.

The compilation and comparison of, on the one hand, the marketing of
Poznan, Wroctaw and Krakéw and, on the other hand, the marketing of the
biggest universities functioning within the administrative borders of those
cities requires adopting some simplifications. Assuming that both cities and
universities conduct intensive marketing activities targeted at the same groups
of recipients, one may adopt that they fit into a cooperation model. The pre-
sented below proposal of an analytic model has a fully authorial character.
Therefore, it needs to be discussed in detail.

The main criterion which allows one to define a cooperation model is the
criterion of the institutionalization of the contacts developed between cities
(local authorities) and universities (academic authorities).

The specific criteria allow determining if:

1. at strategic level:

a) the documents adopted by local authorities include universities in the
marketing activities of cities,

b) the documents adopted by academic authorities include cities in the mar-
keting activities of universities,

c) the documents adopted both by local authorities and academic authori-
ties program marketing activities;

2. at operational level:

d) are there any entities (the organizational units of municipalities or uni-
versities) which coordinate common marketing activities,

e) are there any common marketing activities.

The fulfillment of all the five criteria allows one to state that the cooperation
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model has a fully institutionalized (formalized) character. In turn, the failure in
tulfilling any of the criteria is the evidence of its non-institutionalized character
(see: Figure 2).

Figure 2.
The model of the institutionalization of marketing cooperation.

0/5 5/5
lack full

\ 4

institutionalization

Source: the author’s own compilation.

The above model, although it is the author’s proposal, is not, obviously,
the only one possible approach to the cooperation developed between a city
and universities. In this sense, it has an authorial character and may be tre-
ated as a proposal to create the particular theoretical framework for bilateral
cooperation.

POZNAN, WROCEAW, KRAKOW - ACADEMIC CITIES

Undoubtedly, Poznari, Wroctaw and Krakow are academic cities. As results
from Table 3, each of the cities creates an opportunity to study at more than
twenty universities. There are not only public universities but also private and
Catholic ones.

Table 3.
The universities of Poznar, Wroctaw and Krakéw
City The including The biggest univer-
number sity (in terms of the
of uni- number of students)
versities public private Catholic
universities universities university
Poznan 24 8 16 - Adam Mickiewicz
University
Wroclaw 25 9 15 1 Wroctaw University
of Technology
Krakéw 21 10 9 2 Jagiellonian
University
TOTAL 70 27 40 3 -

Source: the author’s compilation on the basis of: WybierzStudia, 2016, GUS, 2013, p. 29.
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The biggest universities of Poznari, Wroctaw and Krakéw are: the Adam
Mickiewicz University, the Wroctaw University of Technology and the Jagiel-
lonian University with the number of students: 43422, 33530 and 41818, respec-
tively (UAM, 2016; PWr, 2016; U], 2016).

Table 4.
The programming of the marketing activities of Poznar, Wroctaw and Krakéw
City Strategic document Specialized strategic
document

Poznai - Development Strategy for the City of - Promotion Strategy of
Poznan up to 2013. Update in 2013 Poznan Brand
Wroclaw - Strategy - Wroctaw in the perspective lack
of 2020 plus
- The Tourist Program of Wroclaw
Krakéw - Development Strategy of Krakow lack
- Tourism Development Strategy in
Krakéw for 2014-2020

Source: the author’s own compilation on the basis of: Poznan, 2016, Wroctaw, 2016; Krakéw, 2016.
As of 18th of March 2016.

Table 5.
Universities in the marketing of Poznan, Wroctaw and Krakow according to strategic
documents

City Vision of a city and assumptions
Poznarn - ‘Strong academic centre with European dimension’
- ‘Poznan has a huge academic and scientific potential; it is an
ideal place for young and ambitious people’
- ‘Poznan is a city of occupational chances for the professionals;
it is a city of attractive employers and expansively developing
business - it is a strong centre of economy based on knowledge’
Wroctaw - “Domestic and foreign promotion of Wroclaw as an attractive
study destination’
- ‘Striving for the creation of a European research centre’
Krakéw - ‘Krakow (...) the centre of a modern economy based on the
scientific and cultural potential’

Source: the author’s own compilation on the basis of: Poznan, 2016, Wroctaw, 2016; Krakéw, 2016.
As of 18th of March 2016.

According to the report “TOP promotion of Polish cities, districts and region
2013’ (Pol. “TOP promogji polskich miast, powiatéw iregionéw 2013") , Poznat,
Wroctaw and Krakéw are the leaders of place marketing in Poland (Best Place,
2013, pp. 7-10). It does not depend on whether the conducted actions result
from the specialized strategic documents (strategies or marketing plans) pre-
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pared and adopted by local authorities or not. Table 4 shows that only one city,
Poznan, has such a document at its disposal.

Students, investors (entrepreneurs) and citizens are the receivers of the
marketing activities conducted by all three cities. Therefore, an opportunity
to study and upgrade qualifications is an important element of an offer tar-
geted at them. As it is presented in the compilation presented below, the
official strategic documents of Poznari, Wroctaw and Krakéw indicate that
it is necessary to conduct the marketing activities which use the education
potential of local universities. It is visible in the visions of cities formulated
by local authorities.

THE BIGGEST UNIVERSITIES
OF POZNAN, WROCEAW AND KRAKOW

The universities, like the cities, also program their activities. As shown in
Table 6 each of the universities in question - the Adam Mickiewicz University,
the Wroctaw University of Technology, the Jagiellonian University, has a stra-
tegic document.

As seen below, the universities delineate their vision of development in
relation to the immediate surroundings, which are Poznan, Wroctaw and
Krakéw. According to the first document, the Adam Mickiewicz University
is ‘an integral part of the city’. The Development Strategy for Wroctaw Uni-
versity of the Technology indicates for the location of the university ‘in the
centre of one of the most attractive cities in Europe’. The Jagiellonian Univer-
sity wants to be perceived as not only ,an attractive place to study’, but also “to
trigger creativity and realize aspirations’. Its realization can only take place in
cooperation with the city.

Table 6.
City in the future vision of the Adam Mickiewicz University, the Wroctaw University
of Technology, the Jagiellonian University according to strategic documents.

University Strategic document The vision of the university
Adam Mickiewicz - Strategy of Adam - “The university is an inte-
University Mickiewicz University  gral part of the city, which
Development for 2009- makes the academic Poznani
2019. Amendment outstanding against Poland’.
Wroctaw - Strategy of Wroctaw - “University located in the
University of University of Techno-  centre of one of the most
Technology logy Development attractive cities in Europe’
Jagiellonian - Strategy of Jagiellonian - “An attractive place to
University University Develop- study, trigger creativity and
ment for 2014-2020 realize aspirations’

Source: the author’s own compilation on the basis of: UAM, 2013; PWr, 2013; U], 2014.
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CITIES AND UNIVERSITIES
- TOWARDS REAL COOPERATION?

A key role in the practical implementation of marketing activities is played
by specialized entities that are able not only to organize properly the actions
but also coordinate them. Especially when considering the actions conduc-
ted within the multilateral cooperation. The efficient and effective marketing
cooperation cannot therefore include only the strategic level (i.e. developing
long-term strategic documents). An important role is played by the operatio-
nal level at which partial, short-term decisions are made and concrete projects
and initiatives are agreed. In the case of cities and universities, relevant orga-
nizational units are the entities that implement the assumptions of strategic
documents.

Asshownin Table7, all the cities in question created the organizational units
which are responsible for the implemented marketing activities. In Poznan it is
the President’s Office, in Wroctaw - the Office of City Promotion and Tourism,
and in Krakéw - the Department of Promotion and Tourism. Although the
names of the organizational units indicate chosen aspects of marketing activity
(e.g. promotion) or target groups (in case of Wroctaw and Krakéw tourists are
strongly emphasized), in reality they coordinate the integrated activities targe-
ted at all groups, including students, among others.

Table 7.
City marketing and university marketing - operational level
City (university)/ Unit of municipal Unit of An example of a
organizational council university common marke-
unit ting activities
Poznan - Office of the President - Department - promotional

(Adam Mickie- - City Development of Promotion campaign ‘Study
wicz Univeristy) Department (program and Marketing in Poznart
Academic and Scien-
tific Poznar’)

Wroctaw - Office of City Promo- - Department - information
(Wroclaw tion and Tourism of Market- book
University of - Office for University  ing and
Technology) Cooperation Promotion

(Wroclaw Academic

Center)
Krakow - Department of Pro- - Department - consortium
(Jagiellonian motion and Tourism  of Promo- ‘Study in
University) tion and Krakow’

Information

Source: the author’s own compilation on the basis of: Poznan, 2016a; Wroctaw, 2016a; Krakow,
2016a.; UAM, 2016a; PWr, 2016a; UJ, 2016a.
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Related tasks are being implemented by the organizational units of the uni-
versities. Within the structure framework of the Adam Mickiewicz University
there is the Department of Promotion and Marketing, the Wroctaw University
of Technology - the Department of Marketing and Promotion, and the Jagiel-
lonian University - the Department of Promotion and Information.

As seen above, the cooperation between a city and university results in
specific marketing (or promotional) activities. They include the projects and
initiatives involving the variety of organizational and financial resources. The
examples are: the issuing of an information book (as is the case of Wroctaw),
the organization of promotional campaigns (Poznar) or the creation of consor-
tium whose task is to create a positive, desired offer of both the city and the
university (Krakow).

The analysis of the above compilation shows that although both the cities
and the universities have the organizational units that are responsible for con-
ducting, also in the form of co-operation, marketing activities, the local author-
ities of two out of the three cities decided to create additional, specialized enti-
ties, focused on the development of relations with the academic environment.
In the case of the national leader of place marketing, the tasks of this entity are
executed by the City Development Department. On the other hand, in the case
of Wroclaw it is the Wroctaw Academic Centre.

CONCLUSION

Due to the competition for human, financial and organizational resources,
the public entities, which are not oriented at gaining a measurable, economic
profit, conduct marketing activities. Therefore, both cities and universities,
treated as such entities, strive for the interest of many groups of receivers. They
make an effort to prepare an attractive marketing offer which is capable of sat-
isfying the receivers’ needs and expectations.

The students (both potential and current) are the group whose interest is
especially important for local and academic authorities and, hence, they try to
attract students” attention. It is therefore an impulse to maintaining the market-
ing cooperation of cities and universities which can be developed on a different
scale and to various extents.

The compilation and comparison of the chosen aspects of the marketing
activity of Poznan, Wroctaw and Krakéw and their biggest universities: the
Adam Mickiewicz University, the Wroctaw University of Technology and the
Jagiellonian University show that the cooperation between a city and univer-
sities exists. What is more, it allows one to positively verify the cooperation
model presented by the author in the previous part of the article. It is justified
by the data included in Table 8.

The criteria presented above show that the cooperation of cities and
universities fulfils four out of five criteria (4/5). Firstly, Poznan, Wroclaw
and Krakow have at their disposal the official strategic documents which
emphasize the role of universities in the preparation of a marketing offer
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by local authorities. Secondly, the agreed, adopted and implemented offi-
cial strategic documents of the Adam Mickiewicz University, the Wroctaw
University of Technology and the Jagiellonian University place market-
ing activities of the university in broader surroundings created by cities.
Thirdly and fourthly, both local and academic authorities decided upon
the creation of organizational units which are responsible for conducting
common marketing activities. The various enterprises targeting the poten-
tial and current students of Poznani,, Wroctaw and Krakéw universities are
the signs of cooperation.

Table 8.

The model of marketing cooperation between universities and cities

Criterion Poznan  Wroctaw Krakéw
1. City strategies 1/1 1/1 1/1

2. University strategies 1/1 1/1 1/1

3. Common (city and university) strategies 0/1 0/1 0/1

4. Organizational units (of city; university) (1/1,1/1) (1/1,1/1) (1/1,1/1)
5. Common marketing activities 1/1 1/1 1/1

Total: 4/5 4/5 4/5

Source: the author’s own compilation.

As results from Table 8, one out of four criteria is not fulfilled at all. In other
words, none of the examined cities has a strategic marketing document which
is prepared in cooperation with the university defines the objectives and direc-
tions of the common activities. Independently, these activities are conducted in
practice. The examined cooperation model cannot be therefore named as fully
institutionalized. Therefore, it may be stated that there is a further area for the
development of bilateral marketing cooperation.

However, there is one, additional element which has a key importance
for the verification of the model, namely, the specialized organizational units
of municipalities which are responsible for the complex organization of the
cooperation between a city and universities. The units (in bold and underlined
in Table 8) coordinate the development of contacts in many areas, including
marketing. Their inclusion in the structure of municipalities may mean that
the cities, due to the possessed human, financial and organizational resources,
dominate, in a way, the course and scope of marketing cooperation. The con-
clusion, however, requires further, in-depth research conducted in a broader
scale and using other research methods.

Obviously, universities are not the only entities which may cooperate with
cities by conducting marketing activity. The potential of developing bilateral
marketing cooperation lies in e.g. football clubs which, functioning in the area
of cities, aim at the same target groups as cities. The possibilities to cooperate
result also from the huge potential of clubs to create the identity and image of
place (Shobe, 2006, p. 262).
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In case of Poznan, Wroctaw and Krakéw, the key role is played by football
clubs: Lech Poznan, Slask Wroctaw and Cracovia, respectively. It is due to the
huge popularity of football in Poland, both, when it comes to people actively
playing football and belonging to clubs, as well as persons following football
matches and cheering chosen teams on (GUS, 2012). Although all of the three
clubs take part in the football matches of the Polish first league (Ekstraklasa,
2016), in their case the institutionalization of marketing cooperation is just partial.

Table 9.

The model of marketing cooperation between universities and football clubs

Criterion Poznan  Wroctaw Krakéw
1. City strategies 1/1 1/1 1/1

2. Football club strategies 0/1 0/1 0/1

3. Common (city and football club) strategies 0/1 0/1 0/1

4. Organizational units (of city; football club) (1/1,0/1) (1/1,0/1) (1/1,0/1)
5. Common marketing activities 1/1 1/1 1/1

Total: 2/5 2/5 2/5

Source: the author’s own compilation.

The official city strategies suggest, as a matter of fact, that sport constitutes
an element of creating the image of Poznan, Wroctaw and Krakéw (Poznan,
2016; Wroctaw, 2016; Krakéw 2016). What is more, there are organizational
units in the city municipalities being responsible for the commonly imple-
mented marketing activities. However, the institutionalization of the market-
ing cooperation between cities and football clubs embraces fully barely two
criteria (2/5). Therefore, as compared to universities, the level is much lower.

The comparison of Poznar,, Wroctaw and Krakéw and their biggest univer-
sities allows one to claim that marketing cooperation, in the form of a model,
proceeds in different ways. All of the three cities and universities create not
only formal and legal (strategic documents) but also organizational (units in
the structure of municipalities and universities) basis for the development of
bilateral contacts. Despite the lack of common strategic documents, the cities
and universities conduct common marketing activities.

Obviously, the solutions adopted within the existing city and university
strategies are not detailed and sufficient. Although city strategies emphasize
the role of universities and vice versa, the lack of detailed integrated definition
of common goals, target groups and, hence, commonly used marketing tools,
points to the insufficient level of the institutionalization of cooperation.

The proposed model certainly simplifies the fragment of reality in question,
in this case the marketing cooperation of cities and universities, which results
from its nature. The use of this model in the analysis of other cases (cities which
are not the leaders of place marketing and universities which are not the best in
the country) creates an opportunity of its verification but also, further possible
modification and elaboration.
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