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ABSTRACT

The constant competitiveness for the interest of entrepreneurs, tourists, students makes
that local government units put effort into creating their image. However, the limited
capital and organizational resources make that these units initiate multilateral promotion
actions. Preparing its offer they repeatedly use attractive place products.

The main aim of the article is to answer the question whether, if so in what ways, the
Milicz carp, treated as a place product, is used in the promotion of the Local Action Group
“Partnership for the Barycz Valley” created by the eight communes of Lower Silesia and
Wielkopolskie province. Especially while taking into account two elements: first, the pre-
mises of the official strategic documents adopted within “the Barycz Valley’, second, the
conducted in practice promotion actions. The use of two methods: content analysis and
comparative analysis allows to state that the Milicz carp, against the goals in the given
documents, plays a significant role in the promotion of the cooperating communes. Actions
in the field of public relations have the greatest importance. On the other hand, the actions
concerning the promotion of the Milicz carp do not accompany all the enterprises shaping
the image of ‘the Barycz Valley'.

Keywords: promotion, place marketing, place product, traditional product, carp,
Barycz Valley.

INTRODUCTION

Due to the competition for capital, services and people, local government units
more and more frequently put effort into creating their image. Therefore they
undertake promotion actions which, when properly planned and coordinated,
enable them to present their offer for the various groups of receivers. A place pro-
duct more and more often is becoming one of the offer’s elements.

The main aim of the article is to answer the question whether (if so, in what
ways) the Milicz carp, treated as a place product, is used in the promotion process
of the Local Action Group ‘Partnership for the Barycz Valley’ (‘the Barycz Valley’)
[pol.: “Partnerstwo dla Doliny Baryczy” (“Dolina Baryczy”)] created by the eight
communes of Lower Silesia province and Wielkopolskie province. Especially,
while taking into account two elements. First, the premises of the official strategic
documents adopted within ‘the Barycz Valley’, second, the real promotion actions,
undertaken in practice. The use of the two research methods: content analysis and
comparative analysis, allows to present the similarities and differences between
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the official (declared) and the actual (implemented in practice) degree of the use
of Milicz carp in the promotion of ‘the Barycz Valley’ communes. Moreover, it
enables to indicate these promotion instruments (advertising, sales promotion,
personal selling, public relations) which play the biggest role in this scope.

PLACE PRODUCT AND ITS DIFFERENT VARIETIES
IN THE PLACE MARKETING LITERATURE

The review of the literature shows that a place product may be defined in
various, often different ways (c.f. Hanna, & Rewley, 2008). Especially as it con-
stitutes a subject of interest of the representatives of various scientific disciplines
such as economists, specialists in the field of management and marketing, socio-
logists, culture experts, political scientists, administrative law attorneys etc.. The
difficulties associated with defining a place product are even bigger due to the
fact that everything that can be purchased, used or consumed and, hence, satisfies
the clients” needs and expectations is a product (Kotler, Armstrong, Saunders, &
Wong, 1994, p. 399). Gregory J. Ashworth and Hank Voogd indicate two key ele-
ments of place product: nuclear and contributory (1990, p. 66). Different levels of
place product are emphasised by Leo van den Berg, Erik Braun and Alexander H.
J. Otgaar (2002, p. 7). For the purposes of this article the author adopts the notion
that a place product is “a collection of utilities offered to the interested groups
of customers in return for payment fully or partly or free of charge” (Szromnik,
2007, p. 116). It is targeted at two groups of customers: internal receivers (citizens)
and external receivers (investors, tourists, visitors, students etc.) and is a defining
feature of a commune, district and province. Andrzej Szromnik distinguishes
several types of place products, i.a. a tourism product, an investment product, a
housing product, a social product, a retail and service product, educational and
cultural product, a market and exhibition product, a recreation and sports product
(1997, p. 41). According to A. Szromnik, they create a megaproduct in the form of
a comprehensive offer of a local government unit targeted at the two above-men-
tioned groups of receivers (2007, p. 155). Table 1 presents the structure of a tourist
products.

Tab. 1. Elements of tourism products.

Tangible elements Intangible elements
- infrastructure: roads, hotels, sports, cultural | - traditions, customs
and commercial facilities, - language
- services: transport, hotels, sport, culture, | - atmosphere
trade, health - attitude and qualifications of citizens

Source: Florek, & Augustyn 2011, p. 14.

As Table 1 illustrates, a tourist product is formed by the two types of elements:
tangible (hard) and intangible (soft). Andrzej Stasiak is an author of a similar divi-
sion. The first group consists of i.a. tourist attractions and catering services offered
by units operating in s commune, district or province. The second one comprises
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i.a. the weather and the current image (see: Stasiak, 2000, p. 166). In the case of
the attractive local government units, a tourist product undoubtedly stimulates
their development. Especially as it integrates in itself a range of various place pro-
ducts which attract tourists and, hence, increase the budget income of communes,
districts and provinces (Malek, 2003, p. 13; cf. Raszkowski, 2011). According to
Leszek Mazurkiewicz, the tourist product can be analyzed at two levels (2005, p.
83). The first is the micro level (when referring to a single recipient), the second
- macro (when it comes to offer directed to all groups of recipients). Magdalena
Zdon-Korzeniowska stresses that the shaping of the tourist product, including the
local tourist product, is a multi-step process (2009, p. 59).

A separate group of place products (tourist) is created by products of twofold
type. Their specificity is determined by the special method of production and sale.

Firstly, one may include in the group of place products the regional products
entered into the register of Protected Designations of Origin, Protected Geogra-
phical Indications or Traditional Specialities Guaranteed. The functioning of the
register, kept by the European Commission, is based on the resolution from 21
November 2012 (Journal of Laws L 343 from 14.12.2012). It contains 37 products
from Poland (MARD, 2015).

Secondly, a traditional product may also be deemed a place product. The act
from 17" December 2004 emphasises that ”its quality and defining features are the
result of using the traditional methods of production” (Journal of Laws. 2005, no.
10, item 68). In legislator’s opinion, it is not only an element of a region’s cultural
heritage but also a part of a local community’s identity. According to the data of
the Ministry of Agriculture and Rural Development, 44 traditional products are
produced in the area of Lower Silesia (see Table 2). The Milicz carp is one of the
products (the Milicz carp, 2015).
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Tab. 2. Traditional products from Lower Silesia.

Type of Number of Names of products
product products
milk 4 Zgorzelec cheese, Lomnica goat cheese, Kamienna Goéra blue cheese,
Sudety cottage cheese
meat 7 Zacisze roasted pig, marinated pork fat from Niemcza, home-
made pieces of meat from Niemcza, pork ham from Niemcza,
‘niemczanska’ sausage, ‘galicjariska’ sausage from Niemcza, Wotyni
delicacy from Niemcza
fish 3 Milicz carp, Klodzko trout, Klodzko smoked trout
vegetables 4 Sleza sour cabbage, Sleza sour cucumbers, Scinawa pickled
and fruits cucumbers, raspberry syrup from the Barycz Valley
bakery and |8 peasant bread from Rogowo Sobdckie, cake with crumble from
pastry Ziemia Klodzka, Gogolowice bread, bagles, home-made rye bread
from Pomocne, wheat-rye sourdough bread from Pomocne, honey
gingerbreads from Przemkéw, wheat-rye gingerbreads from
Olesnica
oilsand fats |1 traditonal butter
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honey 5 Dolina Baryczy polyfloral honey, Bory Dolnoslagskie heather honey,
Sudety polyfloral honey, Sudety buckwheat honey, lime honey
from Ziemia Zabkowicka

ready-made |6 Kruzewniki Black cabbage rolls, ‘Silesian sky” yeast rolls,, Keselica/

meals Kysielnica/Kysylycia soup, Chrzastawa potato and cheese pierogi,
Paté with rabbit and spinach, Spytkowo goose filled with pancakes

drinks 6 Silesian wine, ‘juha’ - dried fruit compote, Lwéwek Ksiazecy beer,
Lutynia apple juice, Trzebnica cider, Karkonosze liqueur

other 0 -

products

total 44 -

Source: MARD, 2015a.

According to the broad definition of Andrzej Szromnik (2007, p. 116) the Milicz
carp, included in the list of traditional products of Lower Silesia, is an example of
territorial product (and also tourist). The rest of this article will present the con-
ditions and ways of using the Milicz carp in the promotion of “the Barycz Valley’.

METHODS

For the purpose of the article two methods, specific for the research, conducted
by the representatives of social sciences, will be used. The first method is content
analysis (c.f. Lisowska-Magdziarz, 2004, p. 13). A crucial meaning is given to the
content analysis of source materials, especially the official (prepared, adopted and
implemented by local authorities) strategic documents. A particular attention is
paid to whether, and if so, to what extent the documents indicate the need to use
the Milicz carp in the promotion of ‘the Barycz Valley’. The content analysis also
refers to the concrete (practical) examples of the use of four promotion instru-
ments in the form of projects and promotional materials. However, the compa-
rative method allows to identify the similarities and differences in the scale and
range of the use of the components of promotion-mix: advertising, sales promo-
tion, personal selling and public relations (c.f. Penc, 1997, pp. 23-24).

THE MILICZ CARP AND THE BARYCZ VALLEY

The Milicz Ponds are not only a company, within Lower Silesia province as its
only shareholder since 16th November 2011, but they are also the picturesquely
situated complex of fish ponds (The Milicz Ponds, 2015). Together with the nature
reserve being a part of the Landscape Park ‘Barycz Valley” and Nature 2000 area,
the Milicz Ponds create the opportunity to farm the carp with the method of exten-
sive farming with the use of only natural resources. They are the biggest complex
of fish ponds in Europe in terms of the size of area (about 7 600 hectares, including
about 5 300 hectares of the natural reserve). The tradition of carp fishing in the
Barycz Valley dates back to the 12th century. Nowadays, in spite of farming stur-
geon, catfish, pike, grass carp, pike perch, Asian carp and crucian, carp is one of
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the fish entered into the register of traditional products (The Milicz Ponds, 2015a).
Using the Milicz carp in the promotion of the local government unit is not only
a task of Stawy Milickie S.A. “The Barycz Valley’, formed by the representatives
of social, economic and public sectors, conducts similar actions®. Especially as,
being a multilateral association (one of the 355 local action groups operating in
Poland), it creates a special opportunity to promote the engaged communes (see
Table 3). Also the attractiveness of ‘the Barycz Valley’ is important. Treated as a
place megaproduct (tourist megaproduct), it has the unique landscape and envi-
ronmental benefits in the scale of the entire country (Landscape Park, 2015).

Tab. 3. Strategic documents programming the process of the promotion of ‘the
Barycz Valley’ communes.

Commune Province Document programming promotion actions

Cieszkow Lower Silesia | Development Strategy of Cieszkéw Commune updated for the
years 2009-2015

Krosnice Lower Silesia | Development Strategy of Krosnice Commune

Milicz Lower Silesia | Development Strategy of Milicz Commune

Przygodzice | Wielkopolskie |Development Strategy of Przygodzice Commune until 2012

Odolanéw Wielkopolskie | Development Strategy of Odolanéw Commune and Town for the
years 2012 - 2015

Sosnie Wielkopolskie | Social and Economic Development Strategy of Sosnie Commune

Twardogéra |Lower Silesia | Development Strategy of Twardogéra Town and Commune for
the years 2014-2020

Zmigrod Lower Silesia | Development Strategy of Zmigréd Commune for the years 2015-
2020

Source: official websites of the eight communes: Cieszkow 2015, Krosnice 2015, Milicz 2015, Przygo-
dzice 2015, Odolanéw 2015, Sosnie 2015, Twardogoéra 2015, Zmigrod 2015.

Table 3 presents the strategic documents which, to various extents, define the
aims and directions of the promotion process of the eight cooperating communes:
Cieszkoéw, Krosnice, Milicz, Przygodzice, Odolanéw, Sosnie, Twardogora, Zmi-
grod. As results from the compilation, none of the communes have a specialist,
autonomous strategic document (marketing strategy or promotion strategy). All the
documents presented in Table 3 have a general developmental character. It does
not change the fact that all of the local government units in question emphasise the
importance of the promotion action conducted within ‘the Barycz Valley’. However,
the analysis of their content allows to state that they do not define the goals, direc-
tions, receivers of the promotion actions but also used instruments. A detailed ana-
lysis of their content is not the aim of this article due to the fact that these documents
specify the ways and mechanisms for the use of Milicz carp in the promotion of
communes. Such analysis, presented later in this article, is applied to special docu-
ments (as a result of the cooperation of ‘the Barycz Valley’ communes).

52 Local action group ‘Partnership for the Barycz Valley’ (pol. “Partnerstwo dla Doliny Baryczy”)
is an association. Its full name is: Association Local Action Group and Local Fishery Group
"Partnership for the Barycz Valley (pol. Stowarzyszenie Lokalna Grupa Dziatania i Lokalna Grupa
Rybacka ,, Partnerstwo dla Doliny Baryczy”).
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PROMOTION-MIX

The conviction that there is a need to create an image more and more frequ-
ently force local authorities to plan promotion actions. Especially as the image
described by the qualities, which according to citizens a local government unit
has, distinguishes them from other competing units (see Kotler, Heider, & Rein,
1993, p. 141). Although the literature provides a wide range of definitions, for the
sake of the article one adopts that promotion is a process of communication with
the surrounding: internal and external receivers (Florek, & Augustyn 2011, p. 19).
Its main aim is not only to inform about the existence of a commune, district and
province and to persuade about their attractiveness and successes (see: Barczak,
1999, p. 45) but also to influence the decisions and action of receivers, so that they
are favourable for the development of a local community. In this sense, promotion
is a factor of the developmental importance (c.f. Zalejski, 2014, p. 500). Therefore
promotion aims at persuading receivers to purchase particular place products.

The promotion instruments of local government units are described in the pro-
motion-mix which comprises: advertising, sales promotion, personal selling and
public relations. In the case of the first two instruments the communication of a
commune, district and province with the surrounding is indirect and one-sided.
In contrast, personal selling and public relations enable the exchange (flow) of
information between a sender and receivers. In this sense, they change the dyna-
mics of the relations between the subject (the representative of local authorities,
an official) responsible for the promotion of a local government unit and citizens,
tourists, students, investors etc.. Each of the instruments allows to achieve diffe-
rent goals (c.f. Glinka, 2014, p. 447). Special meaning is given to public relations.
According to the American Association of Public Relations, the aim of the fourth
promotional instrument is to establish or maintain a positive, desirable contacts
with the recipients (Davis, 2007, p. 20). The activities in the field of public relations
aim at gaining positive opinions and impressions of these recipients who are cur-
rently the interest of local authorities or may be in the future.

‘THE BARYCZ VALLEY' IN THE PROMOTION OF CIESZKOW,
KROSNICE, MILICZ, PRZYGODZICE, ODOLANOW, SOSNIE,
TWARDOGORA, ZMIGROD COMMUNES

One general aim of the functioning of ‘the Barycz Valley’ is the promotion of
cultural and natural heritage in the region. For the achievement of this goal, the
tourist and natural qualities, as well as the “local services and products’ should be
exploited (Statute, 2013). The directions and forms of the promotion actions held
by Cieszkéw, Krosnice, Milicz, Przygodzice, Odolanéw, Sos$nie, Twardogoéra,
Zmigréd communes are described in a set of strategic documents. Among them
the Local Strategy of Development of the Barycz Valley 2009-2015, referred to as
the Strategy of Development, (Local Strategy, 2009) plays the most significant role.
The two other documents, elaborated and enacted formerly in 2008, namely the
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Promotion Plan of Tourist Offer in the Barycz Valley for the years 2008-2015 (Pro-
motion Plan, 2008) and Marketing Strategy of a Local Brand in the Barycz Valley
for the years 2008-2015 (Marketing Strategy, 2008), are also important.

The Strategy of Development underlines the attractive localisation of coope-
rating communes in the natural habitat. The document describes the general aim
as preparing “a coherent tourist offer, based on the exploitation of natural and
cultural resources in the region”. The authors of the document point out that one
condition for its proper implementation is “the promotion of the tourist and land-
scape values and the tourist offer in ‘the Barycz Valley’ (Development Strategy,
2013, p. 39).

The second evaluated document, similarly to the Strategy of Development,
presumes the realisation of three general goals. All the three goals stipulate the
directions of actions and do not refer directly to the promotion of ‘the Barycz
Valley” (Promotion Plan, 2008, p. 42).

Third and the last analysed document provides also the defined goals in the
communication with the surroundings. Apart from “building the recognition of
the Barycz Valley as a tourist destination”, it emphasises the importance of the
promotion actions targeted at creating local products and a local brand (Marke-
ting Strategy, 2008, p. 30). In contradiction to the Strategy of Development and
Promotion Plan, Marketing Strategy presents the defined schedule of the creation
of ‘the Barycz Valley’ brand. It takes into account target groups (internal receivers:
citizens, service providers, producers, authorities and local administration; and
external receivers: families, individual tourists, business tourists, disabled and
senior people), as well as a keyword, logo and particular promotion actions.

Although the main aims of the three analysed documents differ, the premises
formulated by their authors point at the necessity to use all the components of the
promotion-mix (see Table 4).
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Tab. 4. The promotion action of ‘the Barycz Valley’ according to strategic
documents.

Strategic Development Strategy Promotion Plan Marketing Strategy
document
Promotion
instrument
Advertising | YES: YES: YES:
- promotion materials - promotion materials - promotion materials
(leaflets, maps, gadgets, - promotion film (set)
guides) - tourist guidebook, - press and radio
- promotion campaigns brochure advertisement
- TV advertisement - multimedia - promotion film
- advertisement in specialist | presentation
publications
Sales YES: YES: YES:
promotion - system of promotion - tourist sets - certificates,
and tourist attendance - tourist regional card - POS (point of Sale)
monitoring (regional card) |- lotteries materials
- counselling and training
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Personal YES: YES: NO
selling - training for the services - training for guides
sector, catering and - promotion bureau
producers (the unit for action
coordination)
- advisory body for
promotion actions
Public YES: YES: YES:
relations - website - website - website
- tourist information points, |- tourist information - tourist information
- thematic publications points (tourist points
- open-air events, information centre) - sponsored
- traditional occupation and |- thematic and specialist | publications
craft workshops publications - events
- national and international |- newsletter - fairs and exhibitions
fairs - so-called press sets - newsletter
- social networks - press conferences
- studio visits
- visual identification
system (including
labelling public places

Source: compilation on the basis of: Local Strategy 2009, Promotion Plan 2008, Marketing Strategy
2008.

The analysis of Table 4 enables one to claim that a communication process of
‘the Barycz Valley” with the surrounding is to be based on the relatively rich range
of promotion means (c.f. Glinka, 2014a, pp. 509-510). Advertising and public rela-
tions should be emphasised.

THE MILICZ CARP IN THE PROCESS OF THE BARYCZ VALLEY
PROMOTION

The documents defining the aims, directions and ways of implementing pro-
motion actions in ‘the Barycz Valley” point out the necessary exploitation of place
products, including the Milicz carp, at various stage and scope.

The Strategy of Development emphasises the diversity of place products in
‘the Barycz Valley’ (describing it as ‘local services and products’). This document
presumes the creation of “the Barycz Valley brand’, covering the services and pro-
ducts offered at the territory of the eight communes and labelled with the certifi-
cate ‘the Barycz Valley Recommends’ (pol. “Dolina Baryczy poleca”). Among those
the carp is discerned. What is important, it points out the possible use of this tra-
ditional product in the communication with the surrounding only once. This is
‘Carp Days’ (pol. ,,Dni Karpia”) open-air event and it is treated as the means of
public relations (Development Strategy, 2013, pp. 38, 59-60, 66).

The Promotion Plan, similarly to the Strategy of Development, emphasises the
importance of carp farming as “a general motive and recognisable specific point
in the landscape of the communes located nearby Barycz”. It also presumes the
cyclic use of local products and events. Among them the decisive role is played
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by ‘Carp Days’” which are the only proposal for the use of the Milicz carp in the
communication of the eight communes with the surrounding (Promotion Plan,
2008, pp. 42, 44, 66, 70, 86)

Marketing Strategy also emphasises the importance of regional products in the
promotion of ‘the Barycz Valley’, including the carp. Similarly to the two other docu-
ments, it provides certain solutions for its use in the undertaken promotion actions
in a very limited scope. It presumes the organisation of open-air events, including
‘Carp Days” which are regarded as an event of the greatest importance (Marketing
Strategy, 2008, pp. 43, 55, 63). Among open-air activities, the promotion of the carp
in supermarkets is discerned (in cooperation with Stawy Milickie S.A.)>.

Table 5 presents the real (current) extent of the Milicz carp use in the commu-
nication of ‘the Barycz Valley” with the surrounding area. This table presents the
division into four components of the promotion-mix and relevant resources. It
includes the promotion actions undertaken in 2015, so in the last year of exisitng
of all three examed strategies. The assimilation of such time censorship is justified
that the last year is a kind of conclusion of the planned promotion actions.

Tab. 5. The Milicz carp in the promotion action of ‘the Barycz Valley’.

Promotion Promotion means
instrument

Advertising - promotion film

- promotion materials, i.e. maps, guidebooks, folders, information materials,
brochures, banners, posters, leaflets

- press advertisement

Sales promotion | competitions

Personal selling knowledge and competences of officials
Public relations - events (open-air events)
- websites
- thematic and specialised publications
- newsletters

- social media (official profiles)

- national and international fairs

- publications, sponsored materials in the press and television with local and
regional reach

Source: the author’s own compilation.

According to Table 5, the Milicz carp, treated as a traditional product, fits the
promotion actions of ‘the Barycz Valley’. This is proved by the exploitation of
the two components of promotion-mix, namely advertising and public relations.
In the case of sales promotion and personal sales the number of actions is defi-
nietly smaller. An example can be the organization of competition (Facebook
2015b). However, the analysis of the table content requires some restrictions. The
table presents only those promotion actions which, first, result from the premises
described in the previously mentioned strategic documents, second, result from
the cooperation of the eight communes within the ‘the Barycz Valley’, third, corre-
spond directly to the carp being a part of the promotion offer.

53 In Marketing Strategy one mentions PZB Stawy Milickie.
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According to the analysis of advertising materials, the Milicz carp is an impor-
tant element in the message addressed to the wide range of receivers. Both, the
film (presented i.e. at official Carp Days website), and countless promotion mate-
rials, emphasise the values of this traditional product in various ways and scope.
Especially while taking into account the materials which are elaborated according
to the aims of Promotion Plan and Marketing Strategy. They include i.a.: the map
‘On the way of the brand products and services of the Barycz Valley’ (pol. , Szla-
kiem markowych produktow i ustug Doliny Baryczy”) and the folder * The highest
quality of the Barycz Valley’ (pol. ,, Najwyzsza jakos¢ Doliny Baryczy”). There is no
lack of especially prepared key-rings, pens, leash, notebooks, handouts, etc. In the
case of the press advertisement, the carp is used in order to promote the given
open-air events organised by ‘the Barycz Valley” (Facebook, 2015a).

As Table 5 presents, the mostly exploited promotion actions are public rela-
tions. According to the premises of all three strategic documents, several websi-
tes are functioning with success and open-air events are organised. Thematic and
specialised publications also exist. In the case of the first promotion instrument,
each website from overall six contains some basic information about the Milicz
carp®. Namely, two of them are worth mentioning: the first website is dedicated to
‘Carp Days’ (Carp Days 2015) and second one is dedicated to the genuine brands
and services in ‘the Barycz Valley’ (The Barycz Valley Recommends 2015). In the
case of the first website, the Milicz carp appears as a graphic element, in the logo
and promotion materials of the event. Moreover, it fits the schedule of the activi-
ties comprising the event. The website presenting the products and services from
the Barycz Valley emphasises, in contrast, not only the Milicz carp’s qualities but
also provides information concerning the place of fishing and consumption. In
the case of open-air events, an important role is played by the stipulated above
and organised annually ‘Carp Days” (Carp Days 2015)®. The rank of this event
is defined by the participation of all “the Barycz Valley’” communes in its organi-
sation, and a part of prepared attractions is presented outside the region, i.e. in
Wroctaw. Also exhibits and varnishing days are important, as they present the
carp as a regional and traditional product. The example is i.e. Photographic Exhi-
bition for the Barycz Valley (pol. Wernisaz Fotografii Doliny Baryczy) (Carp Days,
2015a). Thematic and specialised publications, addressed generally to the external
receiver, also underline the important values of the Milicz carp (The Barycz Valley
Recommends, 2015a).

The only registered traditional product of the fishery of ‘the Barycz Valley’ is
also the element of promotion in social media. Their importance is conditioned
by the fact that they enable the free exchange of remarks and opinions and allow

54 The websites: http:/ /nasza.barycz.pl/; http:/ /dnikarpia.barycz.pl/; www.dbpoleca.barycz.pl;
www.dzialaj.barycz.pl; www.aktywni.barycz.pl; www.barycz.pl.

55 ‘Carp Days’ are not the only event which promotes the Milicz carp. Other promoting events are:
Run of the Carp, Carp Grilling Championship, Fish One’s Fill - fish supper, Fishery Competition,
The Golden Carp - biking and picnic, fishery competition for “Golden Carp” trophy, Carp an
Forest Festival “the Carp in Forest”, ”Big Fish”- family recreation event, Open Day at ponds, the
Milicz Carp Day. However, ‘the Barycz Valley’ is not an organiser of above-mentioned events.
That is why they cannot be the subject of the analysis.
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one to shape the content in the form of various texts, pictures, messages (audio
and video). Social media include i.e. social networks (Machura, 2012, p. 483). The
example is the activity at official profiles at Facebook social media profiles: ‘the
Barycz Valley’ (Facebook, 2015) and “Carp Days’ (Facebook 2015a). Public relation
activities include also the administration of a newsletter (see Carp Days, 2015).
The case is similar to the cyclic participation in fairs where carp is the principal ele-
ment in “the Barycz Valley” promotion, i.e. at International Tourism Trade Show in
Wroctaw (MTT Wroctaw) and at Tourism Trade Relaxation in Toruni. They play
the same role in the articles and sponsored materials which are present in press
and television and influence the perception of ‘the Barycz Valley” and its offer.
However, in this case the domination is taken by a broadcasting via local and
regional media, e.g. local TV stations (Carp Days, 2015b).

SUMMARY

‘The Barycz Valley’ is a special form of local government promotion. It for-
mulates the mechanism of multi-sector cooperation (social, economic and public
bodies) and enables the communication with the surrounding area at the level
not available for independently promoted communes. The mechanism, based on
the achievement of goals provided in the three strategic documents, enables the
active exploitation of regional products, including the Milicz carp. Especially as it
is additionally authorised by the commune strategies of development.

As results from the Strategy of Development, Promotion Plan and Marketing
Strategy, the Milicz carp is not a dominant element in the currently held promo-
tion actions. Obviously, the documents assume the exploitation of this traditional
product, but to a very limited extent. The example can be the organisation of open-
-air events, i.e. “Carp Days’. The comparison of real (current) promotion actions in
‘the Barycz Valley” with the premises from the analysed documents enables one to
draw several basic conclusions.

First of all, the Milicz carp, against the goals in the given documents, plays
a significant role in the promotion of the cooperating communes. According to
Table 5, the exploitation of this product in advertisement and public relations,
both, is clearly visible. Due to the number of promotion actions (events, websites,
thematic and specialised publications, social media, newsletters, participation in
fairs, articles and sponsoring materials), public relation actions should be espe-
cially emphasised. Secondly, the organisation of open-air events, mainly ‘Carp
Days’, is consistent with the strategic documents and is implemented in practical
and operable manner. This event plays a very significant role, as its preparation
demands the operation of a dedicated website, elaboration of promotion materials
and issuing the advertisement in press. Third, in the case of sales promotion and
personal selling, which are important instruments of promotion according to the
premises in strategic documents, the reference to the Milicz carp as a traditional
product is missing (except for the personal competences of the officials in the eight
communes). The source for such state of affairs cannot be directly stipulated, and
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the activity of cooperating communes, or its lack, cannot be the source. On the
other hand, the case of the carp used in unplanned manner can be provided, i.e.
running the above mentioned Facebook profiles.

The Milicz carp, treated as a widely known traditional product, creates an
opportunity for the promotion of the communes cooperating within “the Barycz
Valley’. Especially while taking into account all the jointly conducted actions. The
compilation of the data from Table 4 and Table 5 illustrates, however, that the
actions concerning the promotion of the Milicz carp do not accompany all the
enterprises shaping the image of ‘the Barycz Valley’, which may be an impulse for
the initiatives realised in the future.

REFERENCES

Ashworth, G. J., & Voogd H. (1990). Selling the City. Marketing Approaches in the Public Sector Urban
Planning. London: Belha ven Press.

Barczak, B. (1999). Marketing w zarzqdzaniu gming [Marketing in Commune Governance].

Samorzad Terytorialny, 11 [Local Government, 11]. 37-46.

Berg, L. van den, Braun, E., & Otgaar, A. H. J. (2002). Sports and City Marketing in European Cities. Hamp-
shire: Ashgate Publishing Ltd.

Carp Days (2015). Oficjalna strona Dni Karpia [Official websites of Carp Days Karpia]. Retrieved August
28, 2015, http:/ / dnikarpia.barycz.pl/.

Carp Days (2015a). Wernisaz fotografii Dolina Baryczy [Varnishing day of the Barycz Valley photo-
graphs]. Retrieved August 28, 2015, http:/ / dnikarpia.barycz.pl /events/view/52.

Carp Days (2015b). Wytyczne [Guidlines]. Retrieved August 28, 2015, http:/ /dnikarpia.barycz.pl/
events/view /130.

Cieszkow (2015). Oficjalna strona gminy Cieszkow [Official website of Cieszkéw Commune]. Retrieved
August 28, 2015, www.bip.cieszkow.pl.

Davis, A. (2007). Public relations. Warszawa: Polskie Wydawnictwo Ekonomiczne.

Glinka, K. (2014). Zarzadzanie komunikacja marketingowa jednostki samorzadu terytorialnego w
warunkach sytuacji kryzysowej [Manging the marketing communication of local government unit
in the crisis]. Prace Naukowe Watbrzyskiej Wyzszej Szkoty Zarzqdzania i Przedsiebiorczosci, 30 [Scientific
Works of Walbrzych Graduate School of Management and Entrepreneurship]. 437-452.

Glinka, K. (2014a). Zarzadzanie wizerunkiem duzego miasta na przykiadzie Walbrzycha [The mana-
gement of the big city image. The case of Watbrzych]. Ogrody Nauk i Sztuk, 4 [Gardens of Sciences
and Arts, 4].505-515.

Hanna, S., & Rewley, J. (2008). An analysis of terminology use in place branding. Place Branding and
Public Diplomacy, 4. 61-75.

Journal of Laws (2005, no. 10, item 6). Ustawa z dnia 17 grudnia 2004 r. o rejestracji i ochronie nazw i
oznaczen produktow rolnych i Srodkéw spozywcezych oraz o produktach tradycyjnych [Act from 17% 2004
concerning the registration of the Protected Designations of Origin, Protected Geographical Indi-
cations or Traditional Specialities Guaranteed].

Journal of Laws (L 343 from 14.12.2012). Rozporzqdzenie Parlamentu Europejskiego i Rady (UE) nr 1151/2012
z dnia 21 listopada 2012 r. w sprawie systemow jakosci produktéw rolnych i Srodkow spozywczych [The
regulation of the European Parliament (EU) no 1151/from 21st November 2012 concerning the
systems of agricultural products and foodstuffs” quality].

Facebook (2015). Oficjalny profil Doliny Baryczy na Facebooku [Official profile of ‘the Barycz Valley” at
Facebook]. Retrieved August 28, 2015, www .facebook.com/ dolina.baryczy.

Facebook (2015a). Oficjalny profil Dni Karpia w Dolinie Baryczy [Official profile of Carp Days in the
Barycz Valley]. Retrieved August 28, 2015, www.facebook. com/ dnikarpia.

Facebook (2015b). Oficjlany profil konkurs Kolorowo Karpiowo [Official profile of Kolorowo Karpiowo
competition]. Retrieved August 28, 2015, https:/ / pl-pl.facebook.com/events/1464548110502723/ .

Florek, M., & Augustyn, A. (2011). Strategia promocji jednostek samorzqdu terytorialnego - zasady i proce-



Journal of Education Culture and Society No. 2_2015 423

dury [The Strategy of Local Government Units Promotion - Rules and Procedures]. Warszawa:
Europejski Instytut Marketingu Miejsc.

Kotler, P., Armstrong, G., Saunders J., & Wong, V. (1994). Marketing. Warszawa: Gebethner&Ska.

Kotler, P., Heider, D. H., & Rein, I. (1993). Marketing Places - Attracting Investments, Industry and Tourism
to Cities, States and Nations, New York: The Free Press.

Krosnice (2015). Oficjalna strona gminy Krosnice [Official website of Krosnice Commune]. Retrieved
August 28, 2015, http:/ /biuletyn.krosnice.pl/.

Landscape Park (2015). Park Krajobrazowy Dolina Baryczy [Landscape Park the Barycz Valley]. Retrieved
August 28, 2015, http://www.dzpk.pl/pl/parki-krajobrazowe/87-park-krajobrazowy-dolina-
baryczy.html.

Lisowska-Magdziarz, M. (2004). Analiza zawartosci mediéw [Analysis of the media content]. Krakow:
Uniwersytet Jagielloriski.

Local Strategy (2009). Lokalna Strategia Rozwoju Doliny Baryczy 2009-2015 [The Local Strategy of the
Barycz Valley Development 2009-2015]. Retrieved August 28, 2015, http://nasza.barycz.pl/
index_lgd.php?dzial=5&kat=16&art.=8&limit=0.

Machura, P. (2012). Media spoleczne w procesie komunikacji marketingowej [Social Media in the
Process of Marketing Communication], Zarzqdzanie i Finanse, 1 [Management and Finances, 1].
481-489.

Matek, J. (2003). Turystyka kulturowa jako czynnik rozwoju lokalnego [Culture Tourism as a Local
Development Factor], Prace i Studia Geograficzne, 32 [Geographic Works and Studies, 32]. 13-34.
MARD (2015). Ministerstwo Rolnictwa i Rozwoju Wsi. Produkty zarejestrowane jako Chronione Nazwy
Pochodzenia, Chronione Oznaczenia Geograficzne oraz Gwarantowane Tradycyjne Specjalnosci [The Mini-
stry of Agriculture and Rural Development. The products registered as Protected Designations
of Origin, Protected Geographical Indications or Traditional Specialities Guaranteed]. Retrieved
August 28, 2015, http:/ /www.minrol.gov.pl/ pol/Jakosc-zywnosci/Produkty-regionalne-itrady-
cyjne/Produkty-zarejestrowane-jako-Chronione-Nazwy-Pochodzenia-Chronione-Oznaczenia-

Geograficzne -oraz-Gwarantowane-Tradycyjne-Specjalnosci/.

MARD (2015a). Ministerstwo Rolnictwa i Rozwoju Wsi. Lista produktéw tradycyjnych wedtug wojewodztw
[The Ministry of Agriculture and Rural Development. The list of traditional products according
to provinces]. Retrieved August 28, 2015, http://www.minrol.gov.pl/pol/Jakosc-zywnosci/
Produkty-regionalne-itradycyjne/ Lista-produktow-tradycyjnych/.

Marketing Strategy (2008). Strategia marketingowa marki lokalnej dla Doliny Baryczy na lata 2008-2015
[Marketing Strategy of a local brand for the Barycz Valley for the years 2008-2015]. Retrieved
August 28, 2015, http://nasza.barycz.pl/imgekoprojekty/file/strategie/Strategia % 20marketin-
gowa %20 dla%20marki%20lokalnej%20pdf.pdf.

Mazurkiewicz, L. (2005). Produkt turystyczny w ujeciu marketingu terytorialnego [Tourist product
in the frame of territorial marketing]. In: E. Pientko$ (ed.), Konkurencyjnos¢ produktu turystycznego
[Competitiveness of tourist product] (pp. 83-90). Warszawa: Wyzsza Szkota Ekonomii.

Milicz (2015). Oficjalna strona gminy Milicz [Official website of Milicz Commune]. Retrieved August 28,
2015, www.bip.milicz.pl.

Odolanéw (2015). Oficjalna strona miasta i gminy Odolanéw [Official website of Odolanéw Commune
and Town]. Retrieved August 28, 2015, www.odolanow.pl.

Penc, J. (1997). Leksykon biznesu [Lexicon of business]. Warszawa: Placet.

Promotion Plan (2008). Plan promocji oferty turystycznej dla Doliny Baryczy na lata 2008-2015 [Promotion
plan of tourist offer for the Barycz Valley for the years 2008-2015]. Retrieved August 28, 2015,
http:/ /nasza.barycz.pl/imgekoprojekty/file/  strategie/Plan%20Promocji%200ferty %20Tury-
stycznej%20pdf.pdf.

Przygodzice (2015). Oficjalna strona gminy Przygodzice [Official website of Przygodzice Commune].
Retrieved August 28, 2015, www.przygodzice.pl.

Raszkowski, A. (2011). Markowe produkty turystyczne na przykladzie Szklarskiej Poreby [Brand
Tourist Products on the Example of Szklarska Poreba]. In: G. Rosa, A. Smalec (eds.), Marketing
przysztosci. Trendy. Strategie. Instrumenty. Wybrane aspekty marketingu terytorialnego [Marketing of
the Future. Trends. Strategies. Instruments. Chosen Aspects of Place Marketing] (pp. 143-154).
Szczecin: Wydawnictwo Naukowe Uniwersytetu Szczeciniskiego.

Sosnie (2015). Oficjalna strona gminy Sosnie [Official website of Sosnie Commune]. Retrieved August 28,
2015, www.sosnie.pl.



424 Local cultures and societies

Stasiak, A. (2000). Muzeum jako produkt turystyczny [Museum as a Tourist Product]. In: A. Szwichten-
berg, E. Dziegie¢ (eds.), Przemyst turystyczny [Tourism Industry] (pp.165-182). Koszalin: Wydaw-
nictwo Politechniki Koszalifiskiej.

Statute (2013). Statut Stowarzyszenia Lokalna Grupa Dziatania i Lokalna Grupa Rybacka , Partnerstwo dla
Doliny Baryczy” z 23 czerwca 2013 r. [The Statute of Association of the Local Action Group and Local
Fishery Group “Partnership for the Barycz Valley” from 23™ June 2013]. Retrieved August 28, 2015,
http:/ /nasza.barycz.pl/index _lgd.php?dzial=3&kat=32.

Szromnik, A. (1997). Marketing terytorialny - geneza, rynki docelowe i podmioty oddzialtywania
[Place Marketing - Beginning, Target Markets and Subject Influence]. In: T. Domarski (ed.), Mar-
keting terytorialny - strategiczne wyzwania dla miast i regionow [Place Marketing - Strategic Challenges
for Cities and Regions] (p. 36). L6dZ: Wydawnictwo Uniwersytetu L.odzkiego.

Szromnik, A. (2007). Marketing terytorialny. Miasto i region na rynku [Place Marketing. City and Region
at the Market]. Warszawa: Wolter Kulwers.

The Barycz Valley Recommends (2015). Oficjalna strona internetowa markowych produktow i ustug Doliny
Baryczy [Official website of the brand products and services of the Barycz Valley]. Retrieved
August 28, 2015, http:/ /dbpoleca.barycz.pl/.

The Barycz Valley Recommends (2015a). “Dolina Baryczy ze smakiem” ["The Barycz Valley tastefully’].
Retrieved August 28, 2015, http:/ /www.dbpoleca.barycz.pl/ publications/view /2# scroll-to.
The Milicz Carp (2015). Ministerstwo Rolnictwa i Rozwoju Wsi. Karp milicki [The Ministry of Agriculture
and Rural Development. The Milicz carp]. Retrieved August 28, 2015, http:/ /www.minrol.gov.
pl/pol/Jakosc-zywnosci/ Produkty-regionalne-i-tradycyjne ~ /Lista-produktow-tradycyjnych/

woj.-dolnoslaskie/Karp-milicki.

The Milicz Ponds (2015). Stawy Milickie S.A.. O firmie [Milicz Ponds S.A.. About the company]. Retrieved
August 28, 2015, http:/ /www.spolka.stawymilickie.pl/.

The Milicz Ponds (2015a). Kraina niezwyktosci [The Land of peculiarities]. Retrieved August 28, 2015,
www krainaniezwyklosci.pl.

Twardogora (2015). Oficjalna strona miasta i gminy Twarodgora [Official website of Twardogéra Town
and Commune]. Retrieved August 28, 2015, http:/ /pl.twardogora.pl/.

Zajelski, ]. (2014). Strategia promocji jako czynnik rozwoju gospodarczego (przyklad Bialegostoku)
[Promotion strategy as a factor of economic development (case study of Biatystok)]. Przedsigbior-
cz0s¢ 1 Zarzqdzanie, 8 [Entrepreneurship and Management, 8]. 499-513.

Zdon-Korzewniowska, M. (2009). Jak ksztattowac lokalne produkty turystyczne? Teoria i praktyka [How
to shape local tourist products? Theory and practice]. Krakéw: Wydawnictwo Uniwersytetu
Jagielloniskiego.

Zmigréd (2015). Oficjalna strona gminy Zmigréd [Official website of Zmigrod Commune]. Retrieved
August 28, 2015, http:/ /zmigréd.ibip.wroc.pl/.



