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ABSTRACT

Relevance of the subject. In the 21st century, city brand development is
becoming more and more important, when a city (territory, state, geographical
area) becomes a kind of product that can be attractively “sold”. City' marketing,
originally viewed as a simple application of support measures for the city and
its attractions, has gradually evolved into marketing activities that focus not
only on marketing complex or market research, but also on the stakeholders’
participation in support of strategic goals.

Scientific literature (Pompe, 2017; Greenop et al., 2015; Kasapi, 2017,
Zenken et al., 2013; Shnittka et al., 2012; Hayden et al., 2012) explores city
brand based on different approaches: e.g., researchers often take an economic,
cultural approach to the city brand, but note that city brand is also analysed
from specialised aspects such as corporate identification, based on consumer
associations, in terms of personality, relationships, communication and social
interaction). A city brand integrates both objective and subjective (e.g., tax,
social, economic, legal, geographical, etc.), rational and emotional aspects (e.g.,
landscape, culture, language, population characteristics, personal preferences,
etc.). City brand development is interpreted as a change in a city brand resulting
from the interaction of various stakeholders. As we go deeper into city brand
development, it should be noted that the term development is appropriate in the
context of this dissertation, as it seeks to actualise qualitative change (close to the
international term evolution), not always interchangeable with the words growzh,
expansion or the like. Growth is more appropriate when it comes to quantitative
change, expansion. So, given the context, the English term development can
also be used in Lithuanian as vystymas.

It should be noted that city brand development involves a number of
stakeholders who have a common interest and / or express a certain position,
aspirations, goals and interests in city brand development. Stakeholders’
participation actualises the fact that different stakeholders (e.g. population,
entrepreneurs, city authorities, etc., with different motives and capabilities)
are involved in city brand development, different stakeholders interact because
there is no way to completely avoid communication or collaboration, as it
is conditioned by necessity, not desires. On the other hand, stakeholders’
participation (in general terms) is a limited choice, as there is no possibility
to choose who to collaborate with (i.e. to select favourable / acceptable

! In the present paper, the city is treated in a broad sense (together with its synonyms
locality and place).



stakeholders) and there is a need to maintain contacts with all stakeholders, and

it is especially difficult to reject those who are not wanted in the collaboration.

Thus, key aspects of stakeholders’ participation (abundance of stakeholders,

differences between stakeholders, constraints on stakeholder choice) require

that city brand development be considered as a change of city brand, inspired
by specific stakeholder interactions and based on a limited set of theoretical
preconditions.

Scientific problem and the level of research done. Scientific literature
deals with pluralism of theoretical approaches to stakeholders’ participation in
city brand development.

* In scientific literature, the concept of stakeholders’ participation is
discussed in various ways. The scientists discuss what a stakeholder is* and
what are its main features that can be identified. Stakeholders are recognised
as being particularly important in both the private and public sectors (Miller
etal.,2013; Weraas et al., 2014). Freeman (1984), the pioneer of this theory,
in his paper “Strategic Management: A Stakeholder Approach”, presents a
classic concept that seeks to justify the relationship between a company and
its external environment and the factors that determine it. As this theory
developed, the research started focusing on several directions, a) the aspects
of stakeholder’s strategic management (Bridoux, 2013; Harrison, Bosse,
2013; Crilly, Sloan, 2012; Fassin, 2012), b) the aspects of the impact of the
pressure on the stakeholder (Chen , Kacperczyk, Molina, 2012; Ayerbe et
al., 2012; Reimann et al., 2012), c) the aspects of stakeholder’s relationship
with corporate governance (Ayuso, Rodriguez, Castro, 2012), d) the aspects
of interaction between stakeholders and corporate social responsibility
(Mahon, Wartick, 2012) and other aspects. All existing classifications
can be relatively divided into stakeholder groupings: by the number of
attributes (Beach, 2009; Post et al., 2002; Henriques, Sadorsky, 1999); by
the impact of the stakeholder on organisations (e.g., Woo, Ladkin, 2012);
by the practical impact of the stakeholders (e.g. Reed et al., 2009). Such
diversity demonstrates the heterogeneity of stakeholder construct and the
need to discuss it in the context of public sector, identifying what is the
stakeholder involved in city brand development.

*  Inscientific literature, stakeholders’ participation is analysed both in terms
of economic areas (environmental protection, education or health, etc.) and
the scale and nature of the issues addressed (from strategic, common policy-

2 There are several terms used in Lithuanian: suinteresuotoji grupé, suinteresuotoji $alis,
suinteresuotieji veikéjai. In the present paper, having taken into consideration the recent
dissertations defended in the Scientific Field of Management (KTU) that focus on the
concept of stakeholders, the author chooses to use the term “stakeholder” (suinteresuotoji
Salis) in her work.



making to tactical and everyday issues). Attitudes towards participation are
based on different values, differ across sectors and over time (in scientific
literature, the term participation and related terms involvement and
engagement are used to define actions and states of participation), therefore,
it can be argued that there is no consensus on the contexts and boundaries
of the use of these concepts (Damkuviené et al., 2014). For example,
Vivek et al. (2012) note that participation can be seen as the antecedent
of involvement®. In scientific literature, participation is developed as the
realisation of synergies for positive change, not focusing on the material
benefit aspect, but focusing more on the well-being of city stakeholders.
Participation has transformed development practices where stakeholder
representatives are participants in projects that can be beneficial for them
and everyone at the same time. Scientific literature lacks insights analysing
stakeholders’ participation identifying specific stakeholders and their
interactions, naming the result - the direction of city product development.
*  City brand as a research object is discussed in various contexts: a) city brand
is discussed as a part of the concept of place branding when addressing
branding issues for specific locations or even regions, but mainly in both
demographic and geographic areas related to administrative, demographic,
ethnographic, geographic, social or economic distribution (Abbas et al.,
2015; Anton et al., 2014; Balakrishnan, Kerr, 2013; Berthon, 2012 et al.).
This is by far the most general concept of location branding, unrelated
to the type of location perception, and can be applied to cities as well as
individual neighbourhoods, states, populated areas of ethnographically
diverse populations, moreover, it analyses various aspects of brand
development. Research from recent years (e.g., Balakrishnan, Kerr, 2013;
Monteiro, 2016, etc.) develops a multidisciplinary approach to explain the
interaction between different stakeholders and city brand development and
agree that the city brand is a strategic resource of a city (area) that combines
politics and consumption; b) city brand is analysed in the context of city
branding, region branding, country branding and, in part, nation branding.
On the one hand, these concepts can be considered as distinct segments
of city brand development, as these concepts only differ at their territorial
level. On the other hand, in scientific literature, these theoretical discourses
are discussed as separate / relatively independent theoretical constructs,*

3 For example, P. Monteiro (2016) uses both terms in his research paper “Stakeholders’
Involvement in City Branding: The Participation and Identification of Porto Residents on
the Image of the City” (2016).

* see the analysis of concepts in the Lithuanian context structured and introduced by
J. Piliutyté back in 2005: geo marketing, place marketing, territorial marketing, regional
marketing, city (urban) marketing.



the concepts of country and nation brand are discussed separately®. Most
states were formed on the basis of nationality (Castels, 2006), while the
nation, according to the author, is a cultural community formed in the
minds and collective memory of people through shared history and political
projects. It is no coincidence that the scientific community, when it comes
to branding a sovereign, nationality-based group of people who live in a
particular area and have legitimacy, in its theoretical search mainly uses
the term national branding (Olins, 2003; Fan, 2006; Potter, 2009; Anholt,
2003, 2007, 2010), however, the nation more reflects a social entity, so the
term “nation branding” is more appropriate for describing the branding
processes of a group of people (Szondi, 2008). Meanwhile, other researchers
use another term - country branding (Kotler, Gertner, 2002; Papadopoulos,
Heslop, 2002; Florek, 2005). A country is usually associated with a
territorial dimension, with areas where a specific culture is “produced”,
so the term is more appropriate for describing a country’s brand in terms
of location (Szondi, 2008). The latter theoretical access is discussed in
detail in J. Lionikaité’s (2013) doctoral dissertation “Modelling of Internal
Country Branding”. The level of research done on the city brand as one of
the scientific aspects of the problem reveals different theoretical concepts
based on different insights and it is therefore necessary to refine the city
brand concept as a result of stakeholders’ participation.

e The research on the manifestation of stakeholders’ participation in
city brand development has so far been fragmented and cross-sectional:
exploring the involvement of city stakeholders in local development
(Lloyd-Jones and Rakodi, 2014; Wheeler and Beatley, 2014); analysing
youth involvement in community development and environmental
protection (Hart, 2013); exploring stakeholders’ involvement in city brand
development from the perspective of two post-industrial cities (Henninger
et al., 2016); exploring the role of citizens in the design and development of
city brands (Herezniak, 2016); exploring the aspirations of local authorities
to develop city branding and to pursue political goals related to economic
or spatial local development (Eshuis et al., 2014) etc.

In conclusion, scientific literature analyses stakeholders’ participation
in different activities, going deeper into the expectations or results of one or
another stakeholder, analysing the problem of city brand development when
discussing the concept of the city brand or identifying elements of the city

5 The term nation branding was first used by Anholt in the article “Nation-Brands of the
Twenty-First Century” published in Britain in 1998, which mentions possible strategies
for creating images of states and nations that have provoked both controversial reactions
and great interest (Weiner 2006). Later, the term was extended to place branding (Pop-
adopoulos 2004).



brand; however, it lacks systematic approach, modelling the preconditions for
stakeholder participation, the manifestation of participation, and identifying
directions of city brand development. Thus, the manifestation of stakeholders’
participation in city brand development is a relevant subject of research, both
theoretically and practically, and the present thesis is dedicated to its broader
analysis.

The scientific problem can be summarised as the following problematic
question: What is the manifestation of stakeholders’ participation in city brand
development in the Lithuanian context?

Clarifying questions:

*  What stakeholders (or their groups) are participating in city brand
development?

*  Participation of what kind of stakeholders’ (or groups of stakeholders) can
be identified in brand development?

*  What components of city brand development can be identified?

*  What elements of city branding and their characteristics can be identified in
city brand development?

The object of research is the stakeholders’ participation in city brand
development.

The subject of research is the manifestation of stakeholders’ participation
in a Lithuanian city’s brand development.

The aim of the dissertation is to present the conceptual model of
stakeholders’ participation in city brand development by theoretically and
empirically investigating the manifestation of stakeholders’ participation in city
brand development.

The objectives of the research:

1. To analyse stakeholders’ participation as an object of research, revealing
the abundance of stakeholders and the essence of the manifestation of
participation.

2. To identify the theoretical basis of city brand development by naming
the characteristics of city brand elements and components of city brand
development.

3. To provide a theoretical model of stakeholders’ participation in city brand
development by identifying theoretical preconditions of model building.

4. To substantiate the empirical research methodology for the research on the
manifestation of stakeholders’ participation in city brand development.

5. To identify the stakeholders participating in city brand development in the
Lithuanian context based on the results of empirical qualitative research.

6. To analyse the interaction between the manifestation of stakeholders’
participation and the development of city brand elements reflecting the
Lithuanian context.



7. To substantiate the concept of stakeholders’ participation in city brand
development by modelling the necessary assumptions, conditions, and
naming the results.

Statements carried out for defence:

1. The manifestation of stakeholders’ participation in city brand development
is based on summative systematic approach, which includes both the
reasoning for the manifestation of stakeholders’ participation and the
identification of different directions of city brand development.

2. Stakeholders’ participation in city brand development can be understood
through the combination of rational choice theory (as a definition of a
theoretical precondition for participation), interaction (as a discussion on
the identification and typology of abundance of participating stakeholders)
and the outcomes.

Limitations of dissertation research. The limitations of the dissertation
research are related to 1) a large number of stakeholders participating in city
brand development, which has led to the restriction to reject a quantitative
research approach (i.e. through surveys), but rather to go deeper into the scientific
problem through qualitative research approach and systematic approach to
document content analysis (i.e. to analyse strategic development plans, the guides
for city branding or graphic identity of all Lithuanian municipalities, as these
documents have been prepared and approved by stakeholders and can therefore
be considered as a result of joint action or consensus among stakeholders); 2)
moving away from studying the motives and expectations of individuals to
become a part of the stakeholder by following the notion that individuals (not
being part of one or the other stakeholder) have little opportunity to develop
city brands and stakeholders have the opportunity to participate in city brand
development in Lithuanian context.

Scientific novelty and theoretical significance of the dissertation research:
»  Theoretically based conceptual access to the manifestation of stakeholders’

participation in city brand development, substantiating both the criteria
for identifying stakeholders participating in city brand development and
city brand elements and their characteristics. The work contributes to the
development of research analysing the interaction between two theoretical
concepts (stakeholders’ participation and city brand development);

* A conceptual model of the manifestation of stakeholders’ participation
in city brand development has been developed highlighting the rational
dimension of participation and the interaction between the manifestation
of stakeholders’ participation and the development of city brand elements,
identifying theoretical assumptions, actualised practices and expected
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outcomes. This develops a systematic approach to the manifestation of
stakeholders’ participation in city brand development;

The research allows the manifestation of stakeholders’ participation in city
brand development to be analysed in a broader context (integrating strategic
planning, the manifestation of city brand elements). The present research
provides a more comprehensive interpretation of stakeholders’ participation
in city brand development, compares insights from the theoretical study and
the findings of the empirical research, and provides a reasonable basis for
further research.

Practical significance of the dissertation research:
Based on the results of the empirical research, a set of participating
stakeholders was identified (stakeholder map) and will thus contribute to a
better participation of different stakeholders in the development of the city
brand;
The city brand elements have been specified, providing key characteristics,
which will allow the stakeholders to identify more quickly the direction of
the city brand development;
The results of the empirical research are oriented towards the development
of Lithuanian city brands, providing recommendations for city brand
development;
The analysis of the manifestation of stakeholders’ participation in city
brand development can also serve as a basis for the development of new
tools through good city brand development practices.

Scientific approbation and dissemination of dissertation research results.

Research articles on the topic of the dissertation have been published in eight
scientific articles. Eight papers have been read at international scientific
conferences.

Publications:
Bivainieng, L., Tamositinas, T. (2019). Teoriniai ir empiriniai suinteresuotyjy
Saliy dalyvavimo raiskos miesto prekés zenklo vystymo veiklose aspektai.
Socialiniai tyrimai, 42 (1), 5-18.
Bivainiene, L., TamoSitnas, T. (2017). City Brand Management Strategy.
In Enterprise and Competitive Environment 2017 (conference proceedings
submitted for indexing to Web of Science database, p. 151-158). Mendel
University in Brno (Czech Republic).
Bivainiené, L., Tamositnas, T. (2016). City Marketing and City Brand:
Theoretical Contexts of the Conception. Journal Management and
Education, X1I, 63-78.
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Bivainiené, L. (2015). Socialiai atsakingas marketingas: teorinis diskursas.
In Socialiné atsakomybé verslo ir vieSajame sektoriuje. Red. S. Zitkiené,
Siauliy universiteto leidykla, 148-161.

Bivainiené, L. (2012). Brand Awareness: Theoretical and Practical Aspects.
Journal Management and Education, 8 (1), 153—158.

Bivainiené, L. (2011). Interpretation of Brand Concept and Functions:
Theoretical Approach. Socialiniai tyrimai / Social Research: mokslo darbai,
1(22), 5-13.

Bivainiené, L., Motieciaté, V. (2008). Prekés zenklo zinomumas: teoriniai
ir praktiniai aspektai. Ekonomika ir vadyba: aktualijos ir perspektyvos,
3(12), 48-56.

Bivainiené, L. (2007). The Role of Marketing Communication in Brand
Image Formation and Leading. Journal Management and Education, 3(1),
158-163.

Bivainiené, L. (2007). Brand Image Conceptualization: the Role of
Marketing Communication. In Ekonomika ir vadyba-2007 / Economics
and management-2007: Proceedings of the [12th] International Scientific
Conference [Electronic resource], 304-310, Kaunas University of
Technology.

Conference papers:

Bivainiené, L., TamoSitnas, T. (20-21 October 2019). Miesty prekiy
Zenkly vystymas Lietuvoje: kokybinio tyrimo rezultatai. Paper read at the
conference: Valstybés vizijos raida XXI amziuje: tautinis ir tarptautinis
kontekstas (12-0ji Jono Prano Aleksos tarptautiné moksliné konferencija)
, Siauliai, Lithuania.

Bivainiené, L., Tamositinas, T. (26 November 2018). Miesto prekés zenklo
elementai: Lietuvos kontekstas. Paper read at the conference: Rethinking
Regional Competitiveness: 18" International Multidisciplinary Scientific
Conference (Part of the programme “Global Siauliai” supported by Siauliai
City Municipality), Siauliai, Lithuania.

Bivainiené, L., TamoSitnas, T. (12-13 October 2017). Teorinés jzvalgos
apie suinteresuotyjy dalyvavimg miesto prekés Zenklo valdyme. Paper read
at the conference: Geras valdymas vietos savivaldoje: veiksmingumo ir
gerovés visuomengs link: 6-0ji tarptautiné moksliné-praktiné konferencija,
Siauliai, Lithuania.

Bivainiené, L., Tamositinas, T. (9-10 March 2017). City Brand Management
Strategy. Paper read at the conference: Enterprise and Competitive
Environment: 20" annual international conference, Mendel University in
Brno, Czech Republic.

Bivainiené, L., Tamositnas, T. (30 November 2017) Miesto prekés zenklo
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vystymas: suinteresuotyjy dalyvavimo galimybés ir dilemos. Paper read at
the conference: Regiono konkurencingumo kaitos tendencijos: 17-0ji E.
Galvanausko tarptautiné moksliné konferencija, Siauliai, Lithuania.

6. Bivainien¢, L., TamoSitinas, T. (23-24 June 2016). City Marketing and
City Brand: Theoretical Contexts of the Conception. Paper read at the
conference: Education, Science, Economics and Technologies (International
Conference), Prof. Dr. Assen Zlatarov universitete, Burgas, Bulgaria.

7. Bivainien¢, L. (13 May 2016). Miesto prekés Zenklas kaip vieSosios politikos
instrumentas. Paper read at the conference: ES ekonomikos, finansy ir
verslo procesai bei tendencijos, VDU, Kaunas, Lithuania.

8. Bivainiené, L. (24 November 2016). Miesto Zenklodaros strateginés
dimensijos. Paper read at the conference: Regiono konkurencingumo kaitos
tendencijos: 16-0ji E. Galvanausko tarptautiné moksliné konferencija,
Siauliai, Lithuania.

In the course of doctoral studies, methodological seminars of the doctoral
students were held every semester (between December 2015 and May 2019)
with detailed presentations and discussions on the results of the dissertation
research with the scientists and researchers of Siauliai University in the field of
management.

The structure of dissertation research. The dissertation consists of
introduction, three parts, conclusions, recommendations, references and
appendices. The volume of work without bibliography and appendixes is 170
pages. The dissertation contains 38 tables, 27 figures, 371 references and 5
appendixes.
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In the first part of the dissertation THEORETICAL ASPECTS OF
STAKEHOLDERS’ PARTICIPATION IN THE DEVELOPMENT OF
THE CITY BRAND analyses the theoretical aspects of the manifestation of
stakeholders’ participation in city brand development by specifying both the
manifestation of stakeholders’ participation and city brand development. Section
1.1 discusses stakeholders’ participation as the object of the research (the
content of stakeholder concept (definition), section 1.2 analyses the theoretical
foundations of city brand development (discussing city branding as a city
marketing tool, presenting different approaches to a city brand, going deeper
into the elements of a city brand and the concept of city brand development).
The first part is concluded with the theoretical preconditions for the concept of
stakeholders’ participation in city brand development.

Looking deeper into the manifestation of stakeholders’ participation in
city brand development, the number and variety of stakeholders involved are
defined in two ways: by identification criteria (commitment, representation,
affiliation, influence, proximity) and by type (internal / external, primary /
external, normative / functional / diffuse / consumer, regulatory / organisational
/ community / media, by power and interest). In this case, in response to the
clarifying question raised in the introduction of the research (What are the
stakeholders involved in city brand development), three groups of stakeholders
with unifying characteristics have been identified: demanding stakeholders (city
politicians, city population, city organisations, city entrepreneurs); dependent
stakeholders (tourists and investors); passive stakeholders (partner cities,
competitor cities, government, media).

Stakeholder grouping enables the manifestation of participation in this work
to be treated as a rationality-based practice chosen by the stakeholder (i.e., a
group of individuals representing the interests of a particular section of society
to influence the conduct of public policy). Rationality is seen as identifying
the best course of action to achieve goals in a context of limited resources,
and is therefore relevant because of its instrumental nature and prioritisation
of capabilities. Therefore, the expression of stakeholder involvement can be
interpreted as making strategic decisions about city brand development (by
actualising a long-term perspective and the aspect of strategic planning).

Stakeholders participating in city brand development should identify the
direction of city brand development they choose: the competitive direction
(where the city brand is developed as a tool of competitive advantage),
cooperative direction (where the city brand is seen as an instrument of
cooperative opportunity) or sustainable direction (where the city brand is an
instrument of sustainable, consistent development and seeks to reconcile the
different interests of different stakeholders).

There can be three basic questions of the theoretical concept of stakeholders’
participation in city brand development, which actualise the two theoretical

14



constructs examined in the thesis: stakeholders’ participation and city brand
development, the interaction of which is based on rationality-based approach
(when seeking results in specific areas of city brand development, etc.).

The first question, “What is the direction of city brand development?”
requires a clear definition of city brand development: a) will the city brand be
developed as an instrument of competitive advantage, b) will the city brand be
developed as an instrument of cooperation, (¢) or will the sustainable direction
of city brand development be chosen.

The second issue involves stakeholders’ participation, i.e. “What are the
stakeholders participating in the development of a city brand?” Creating the
stakeholder identification map based on criteria of commitment, representation,
affiliation, influence, proximity, and rational choice.

The third question “What city brand elements are being developed?” covers
the development of city brand elements: the groups of tangible, non-tangible
elements, and city brand elements illustrating achievements.

The analysis of the manifestation of stakeholders’ participation in city brand
development leads to the following generalised theoretical preconditions of the
manifestation of stakeholders’ participation in city brand development.

The starting point for the theoretical preconditions of the manifestation
of stakeholders’ participation in city brand development is the city and the
identification situation of the stakeholders involved.

The first precondition could be the identification of stakeholders (it is
recommended to create a kind of stakeholder map, to typify the stakeholders
into demanding, dependent and passive, where the manifestation of their
participation in city brand development can be identified).

The second precondition is the identification of city brand elements, where
it is recommended to list the characteristics of specific city brand elements.

The third precondition is rationality as an essential component of
development (based on action results and the ability to prioritise). The latter
assumes that different stakeholders have different expectations and interests and
are classified according to the criteria of commitment, representation, affiliation,
influence, proximity, power and interest, and the result depends on the goodwill
or interest of one stakeholder. In addition, stakeholders are restricted in their
freedom of action when, for example, they cannot avoid cooperating with other
stakeholders in pursuit of one or the other direction of city brand development.

The analysis of scientific literature and the theoretical preconditions made
it possible to develop a theoretical model of the manifestation of stakeholders’
participation in city branding, which has three main parts (DI, DII, DIII, each
with its own constituent parts, revealing the main aspects).

The first part of the model is the SOURCE (DI is the abbreviation in
the model). This section identifies two main sources of the manifestation of
stakeholders’ participation in city brand development: the stakeholders and the

15



city. Sub-section 1.1 identifies ten potential stakeholders that can participate in
city brand development (city business (a stakeholder that combines capital, work
and other economic resources to carry out a specific profit-making activity, i.e.
developing a business in the city); city politicians (a stakeholder that deals with
the organisation and continuous regulation of the life of people in the society,
i.e. managing the city, overseeing all aspects of city development (infrastructure,
services, etc., and developing the brand of the city); media (a stakeholder aimed
at providing information to the general public, it publishes / disseminates
information about the city, can be active both within and outside the city); city
population (a stakeholder that sees itself as permanent residents of the city, i.e.
who regularly use the urban infrastructure and services); city organisations (a
stakeholder representing various organisations, NGOs, public organisations, etc.
based in the city), partner cities (a stakeholder, cities that maintain / develop
multi directional cooperation with the city); the government (a stakeholder that
makes decisions at both national and international level that have an impact
on the city and its life), competitor cities (stakeholder cities competing for
the same population, investors, etc.); tourists (a stakeholder that might come
to the city for educational, professional, ethnic, cultural, recreational, health,
wellness, religious or special purposes); investors (a stakeholder that invests
in cash, tangible, intangible and financial assets, in accordance with the law,
for the purpose of generating profit (income), social performance (educational,
cultural, scientific, health, social and other areas) or to ensure the exercise of
state functions). The city in this model is a compact built-up residential area
with more than 3,000 inhabitants, more than 2/3 of which are employed in
industry, business, industrial and social infrastructure.

The second part of the model is the MANIFESTATION OF
STAKEHOLDERS’ PARTICIPATION (DII is abbreviation in the model).
This part of the model highlights the stakeholders’ participation and the
development of a city brand. In the theoretical model, the manifestation of
stakeholders’ participation is based on the identification of the stakeholder
identification criteria (commitment, representation, affiliation, influence,
proximity). Both stakeholder identification criteria and the forms of participation
are key aspects of stakeholders’ participation in city brand development (see
Sections 1.1 and 1.2 of the present paper). The second part of the model ends
with the identification of a set of city brand elements and city brand development.
As we go deeper into the concept of a city brand, it should be noted that the city
brand consists of three groups of city brand elements (tangible, non-tangible
elements and elements illustrating achievements). Each city brand element has
its own characteristics (tangible city brand elements, including location and
infrastructure and public services, non-tangible city brand elements, including
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city life and people. There are two elements illustrating the achievements
of the city: Potential, Status and Position). The specification of city brand
development identifies the following components: vision, target audience and
communication. The second part of the model is summarized by identifying the
goals of stakeholders’ participation, i.e. city development, reconciliation of the
interests, city brand development.

The third part of the model is RESULTS (abbreviated in the model as
DIII). Based on the analysis of theoretical literature, three expected outcomes
can be identified: the “identification map” of the stakeholders participating
in city brand development (identifying stakeholders involved in city brand
development and their characteristics), consolidating the direction of city brand
development (how and where the direction of city brand development is defined
by stakeholders) and reinforcement (consolidation) of the characteristics of city
brand elements by identifying which city brand elements are enhanced by the
stakeholders.

It is noteworthy that there is a direct relationship between all three parts of
the model (where from the initial source situation through the expression of
stakeholders’ participation (the second part of the model) the result is sought (the
third part of the model), which is marked by arrows. However, each individual
segment of the model from each part (e.g., stakeholder identification criteria,
stakeholder engagement forms, city branding concept, city brand development)
is of a reciprocal nature (marked in the model by reciprocal arrows) where one
segment can influence another ( for example, where the purpose of stakeholder
involvement is that “city development” may be only through the forms of
participation mentioned, etc.).

The model has a feedback loop that allows you to go back to the beginning
and start after the results are evaluated: the stakeholders, the city, further isolated
stakeholders, forms of participation, and so on. The proposed theoretical model
of the manifestation of stakeholders’ participation in city branding forms the
basis of the theoretical concept.
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The second part of this paper THE METHODOLOGY FOR THE
REASEARCH ON THE MANIFESTATION OF THE STAKEHOLDERS’
PARTICIPATION IN CITY BRAND DEVELOPMENT is dedicated to
the methodology and the methods of the empirical research. It defines the
preconditions for methodological empirical analysis and provides the method of
the research on stakeholders’ participation in city brand development, presents
the course of the research and identifies the procedures. The empirical research
is based on qualitative methodology, which seeks to delve into the problem
question raised in the thesis on the basis of a Aolistic approach to the object of
research, when the phenomenon is perceived as an integral complex concept.
It is emphasised that the totality of the analysed phenomenon is more than the
sum of the individual details when it comes to understanding the essence and
describing the concept of the manifestation of the stakeholders’ participation in
city brand development.

In conclusion, the empirical research on stakeholders’ participation in city
brand development is constructed using different approaches, increasingly using
case studies to identify the elements of city brand and their content.

When planning the empirical research, the following empirical research
methodology was defined:

1) Case Study: after an initial review of the situation, it was found that eight
Lithuanian cities have prepared and approved guides for the use of graphic
identity / city branding. These publications present the main elements of the
city brand, their visual and textual expression. The latter publications are
aimed at all interested parties located, operating or planning their activities
in a specific geographical area.

2)  Document content analysis (strategic development plans of all Lithuanian
municipalities were selected for analysis (N = 60; hereinafter referred to
as SPP). This document covers a longer period (more than 3 years), it is
dedicated to the environmental, social and economic development in the
municipality and is prepared taking into account the state and regional
level spatial and strategic planning documents as well as the municipal
spatial planning documents. SPP analyses aspects of the manifestation
of stakeholders’ participation in city brand development, investigates
components of city brand development

3) Expert interviews: designed to explore professional attitudes about
stakeholders’ participation in city brand development. When planning the
interview it was taken into account that the participants of the research
will not have (much) time for prior analysis of the questions (two potential
informants from 15 asked to send the questions via e-mail beforehand, so
that they could read them and prepare for the interview), therefore, we tried
to formulate concise, specific, highly targeted questions.
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The third part of the dissertation analyses the results of the empirical
research: it presents the case analysis of Lithuanian city brands, identifies city
brand elements, and presents the analysis of expert approach to stakeholders’
participation in city brand development. The concept of stakeholders’
participation in city brand development is presented.

The results of the empirical research show that the stakeholders participating
in city brand development in Lithuania follow the usual business brand
development practice where they rely on the brand manager / graphic identity
manager in city brand development. Cities have quite different graphical solutions.
In the cases analysed, the name of the city is emphasised and clearly legible,
while the dominant colours are blue and green. Going deeper into the brands of
Lithuanian cities, it can be noticed that two terms are used synonymously: the
logo and the brand, without making any significant difference in the content.
The results of the empirical research showed that the situation of the use of the
heraldic sign is unclear and the visual solutions presented have little connection
with the municipal emblems.

The results of the empirical research allowed to distinguish two of the three
directions (competitive, cooperative and sustainable) of city brand development
identified in the theoretical part of the work:

1. The competitive development of the city brand, where a city brand is
essentially seen as a tool of competitive advantage. The stakeholders clearly
identify the desired competitive advantage to be built in the development
of a city brand, for instance, an exclusive resort in the region, etc. It is
noteworthy that the stakeholders identify competition not only for tourists
but also for investors, i.e. regulatory stakeholders compete for dependent
stakeholders.

2. The results of the empirical research allowed to distinguish the second -
sustainable direction of city brand development, which aims to assess
the needs of future generations, strive to balance all existing / identifiable
interests and ensure the priority of public (community) interest. In this
case, the analysis of the component Vision of the city brand development
reveals that the goal is “prosperity, progress, well-developed infrastructure,
favourable conditions, and other things for the community, families, etc.” It
can be argued that this trend is becoming increasingly popular as more and
more cities are seeking sustainable city brand development.

It can be concluded that the analysed cases of Lithuanian cities illustrate the
competition between the cities as city brands are becoming increasingly popular,
but different city brand elements are highlighted (with particular emphasis on
the local element from the structure of city brand element). The case study
substantiated three of the five reasons for the development of a city brand
listed in the theoretical part of the paper: tourism (as one of the main activities
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ensuring continuous income), people (i.e. the main way cities can actively
present themselves), in addition, they are the best carriers of a communicative
message, culture and heritage (i.e. the basis of city’s exclusivity).

A significant result of the empirical research is the fact that in the cases
analysed two of the three directions of city brand development were identified:
competitive and sustainable directions. In none of the cases analysed does the
cooperative direction of city brand development is further developed.

To sum up the SPP analysis performed as the manifest analysis of the
documents, it is possible to present the refined elements of the city brand and
their characteristics (see Figure 18). First of all, based on a survey of § city brand
managers, visual and communicative characteristics of the brand are added to
the elements of the city brand (shown in green in the Figure), which can be
detailed using the brand concept, typical communication layouts, visualisation
of the logo, etc. The latter characteristic is attributed to the city brand rather than
one specific element, as this characteristic can include all elements, as well as
only two or three, etc.

The empirical research has shown that the documents prepared by the
stakeholders have all six elements distinguished in the theoretical part (location,
infrastructure and public services, people, city life, status and position, potential),
but after the empirical research the characteristics of each city branding element
can be specified (for example, the city brand element Location is detailed
by eight characteristics (the empirical research allowed the addition of four
characteristics: general, ethnographic, that of the occupied area and size, and that
of the points of interest). The other elements of the city brand (Infrastructure
and Public Services, People, Status and Position, Potential, City Life) have the
same characteristics as in the theoretical part of the thesis.

To sum up the experts’ views on the current manifestation of stakeholders’
participation in city brand development, three relevant aspects can be identified:
identifying the key stakeholder, mapping a common stakeholder, and actualising
the significance of stakeholders’ participation.

To sum up the experts’ views, it can be pointed out that they distinguish the
tangible elements of the city brand (location, infrastructure or public services),
but they also point out that the non-tangible elements of the city brand must
be much more important for the development (i.e. people (characteristics of
the main features of the city population, characteristics of the city language,
characteristics of the famous people of the city), the element of city life
(characteristics of the cultural and sports activities).

The structure of the revised model is similar to the presented theoretical
model, which consists of three parts (DI — Source, DIl — Manifestation of
Stakeholders’ Participation, DIII — Results), but the second and the third parts of
the model were revised according to the results of the empirical research.
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The first part of the revised model is the Source (DI) and it consists of two
essential sources: the city and the stakeholders.

The second part of the model reflecting the manifestation of stakeholders’
participation covers both stakeholders’ participation (when it is recommended
to maintain the five criteria for stakeholder identification: commitment,
representation, affiliation, influence, closeness) and city brand development
where two dimensions are identified (the structure of city brand elements and
the components of city brand development). This part of the model clarifies the
need to identify the key stakeholder coordinating city brand development — city
politicians. The latter stakeholder is distinguished based on the results of the
empirical research, expert interviews in particular.

Based on the results of the empirical research, it is proposed to divide the
stakeholders participating in city brand development into five groups:

1. The stakeholder coordinating city brand development — city politicians.
This stakeholder has a clear ground for city brand development, its
participation is decisive in nature, i.e. it has the power to make the necessary
decisions for the development of a city brand,

2. Demanding stakeholders are three stakeholders: city population, city
organisations, and city entrepreneurs. These stakeholders have, by
definition, a ground for the participation in city brand development, but their
participation is based on the dependence of the stakeholder coordinating city
brand development (when the main stakeholder participates / implements
various decision making processes on city brand development);

3. Dependent stakeholders are investors and tourists as they depend on the
goodwill of other stakeholders. The participation is informative in nature
when transmitting information) (highlighted in light blue in the model);

4. Passive stakeholders are partner cities and competitor cities. Passive
stakeholders have the power to influence the development of a city
brand, but their interests are expressed only on occasion or in specific
circumstances. The participation is advisory in nature, when the access to
city brand development is limited due to demanding stakeholders;

5.  Monitoring stakeholders are the media and the Government. Both the
Government and the media exploit power (for example, the Government has
the finances at its disposal, which can fundamentally change the direction of
city brand development).
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CONCLUSIONS

The analysis of the theoretical aspects of manifestation of stakeholders’

participation in city brand development and the empirical study lead to the
following conclusions:

1.

The analysis of conceptual approaches to stakeholders’ participation
revealing the richness and essence of stakeholders’ participation
suggests that the concept of stakeholder, although introduced a longer
time ago and used more widely in business practice, is becoming more
relevant in the public sector or in public policy actions. The analysis of
the stakeholder concept has shown that their rather extensive list of
criteria for classification / typology (by commitment, by representation,
by affiliation, by influence, by proximity) should be complemented by a
description of the mode of participation (directly vs. indirectly) demanding,
dependent, dangerous, etc.). The analysis of scientific literature allowed
the identification of ten potential stakeholders participating in city brand
development (city business, city politicians, media, city population, city
organisations, partner cities, competitor cities, government, tourists and
investors). The analysis of scientific literature has revealed that the concept
of participation is ambiguous: participation is treated as an activity, as a
process, as a behaviour, as a mindset, and so on. Stakeholders’ participation
in city brand development is based on rational choice theory, as it makes it
possible to evaluate prioritisation, to consider limited resources and other
important aspects.

The analysis of scientific literature has allowed to classify stakeholders
participating in city brand development according to the nature of their
participation and distinguish between three groups: demanding stakeholders
(politicians, population, city organisations, business), dependent (tourists
and investors) and passive stakeholders (partner cities, competitor cities,
the Government, media).

Having identified city brand elements and their characteristics, it can
be said that scholars have various interpretations of what constitutes a city
brand. In general, the concept of a city brand can be interpreted from a
conceptual point of view (city brand as a cognitive construct, city brand as
a means of differentiation, and city brand as identity) and from a functional
point of view (city brand as the axis of the community, city brand as the
added value, city brand as a personality). A city brand is interpreted as a
more complex construct than a business brand because it is more complex to
develop. The analysis of scientific literature allowed modifying / extending
the city brand elements by presenting their main characteristics. Six city
brand elements have been distinguished including tangible, non-tangible
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elements, and elements illustrating achievements. There are two tangible
city brand elements: location and infrastructure, and public services. These
elements are defined by six characteristics. The intangible city brand
elements are also defined by six characteristics, and most characteristics (as
many as eight) are from the city brand elements illustrating achievements.
Each of the city brand elements is defined by different characteristics, the
interaction or combination of which is a city brand.

The modelling of the manifestation of stakeholders’ participation in
city brand development was based on rational choice theory and valid
theoretical preconditions (covering three key points: identification of
stakeholders and city brand elements; rationality as an essential component
of development and city brand development directions (competitive, co-
operational and sustainable). The proposed model involves an interaction
between the manifestation of stakeholders’ participation and city brand
development.

The methodology of empirical research for the manifestation of stakeholders’
participation in city brand development was substantiated and adapted to
the Lithuanian case, but could in principle be used in post-Soviet countries
where city brand development is intensive. The methodology used in the
thesis is based on qualitative approach, which allows going deeper into
the case situation. This methodology of the empirical research allows to
delve into the chosen case and combine different methods of the empirical
research (manifest analysis of the content of documents, interviews).
Based on the results of the empirical qualitative research, the interaction
between the manifestation of stakeholders’ participation and the development
of city brand elements reflecting the Lithuanian context was analysed.
Complex empirical research has revealed that demanding stakeholders
(city politicians, city business, city population, city organisations) focus
their manifestation of participation mainly on the tangible city brand
elements (location and infrastructure and public services) and their eight
characteristics; that dependent stakeholders (investors and tourists) focus
their manifestation on the tangible city brand elements (people and city
life); passive stakeholders associate the manifestation of participation
with the elements of the city brand illustrating achievements (status and
position, potential). Stakeholders participating in city brand development
were identified. The developed stakeholder map allows a clear view of
the whole of the stakeholders, rather than individual stakeholders. The
results of the empirical research reveal that the most difficult aspect is the
identification of the direction of city brand development. The manifest
analysis of the documents shows that stakeholders clearly identify the
competitive direction of city brand development (clearly identifying
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competitors both in Lithuania and abroad) and the sustainable direction of
city brand development where all stakeholders’ expectations and needs are
met. However, the co-operational direction of city brand development is
not mentioned, although it would allow for the consolidation of resources
(both human and financial). Meanwhile, the experts emphasise that the
competitive direction of city brand development is probably the most
important. This is illustrated by a case study where cities clearly define
one of the key components of city brand development in their documents
(both SPP and brand guides): the vision. However, much less attention
is paid to other components of city brand development (target audience,
communication, etc.).

Based on the theoretical and empirical research, the concept of stakeholders’
participation in city brand development is modelled, modelling the necessary
assumptions that include the city, stakeholder identification criteria, and
conditions (grouping stakeholders into demanding, dependent and passive
stakeholders, and city branding elements grouped into tangible (place and
infrastructure and public services), intangible (people and city life), and
elements illustrating achievements (status and position, potential).
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REZIUME

Temos aktualumas. XXI amziuje vis didesn¢ svarba jgyja miesto prekés
Zenklo (angl. city brand) vystymas (angl. development), kai miestas (teritorija,
valstybé, geografiné vietove) tampa savotisku produktu, kurj galima patraukliai
»parduoti®. Miesto! marketingas (angl. city marketing) i§ pradziy buvo traktuo-
jamas kaip paprastas miesto ir jo traukos objekty rémimo priemoniy taikymas,
taciau palaipsniui iSaugo j marketingo veiklas, kuriose ne tik daug démesio ski-
riama marketingo komplekso sudarymui ar rinkos tyrimams, bet ir suinteresuo-
tyjy Saliy (angl. stakeholder) dalyvavimui siekiant strateginiy tiksly.

Mokslingje literatiroje (Pompe, 2017; Greenop ir kt., 2015; Kasapi, 2017,
Zenker ir kt., 2013; Shnittka ir kt., 2012; Hayden ir kt., 2012) gilinamasi | mies-
to prekés zenkla remiantis skirtingomis prieigomis: pvz., daznai mokslininkai
prekés zenkla aptaria ekonominiu, kult@riniu aspektais, taciau nevengiama
analizuoti ir specializuotais pjuviais. Miesto prekés zenklas savyje integruoja
skirtingus aspektus: objektyvius ir subjektyvius (pvz., mokesciy, socialinés ir
iikio politikos, teisinio reguliavimo ir kt.), racionalius ir emocinius (pvz., kras-
tovaizdis, kultiira, kalba, miesto gyventojy biidingi bruozai ir kt.). Miesto pre-
kés zenklo vystymas aiSkinamas kaip miesto prekés zenklo kaita, kuria salygoja
ivairiy suinteresuotyjy $aliy veikla. Gilinantis j miesto prekés zenklo vystyma,
pazymétina, kad terminas vystymas yra tinkamas Sio disertacinio darbo konteks-
te, kai siekiama aktualizuoti kokybinius pokycCius (terminas vystymas artimas
terminui evoliucija), ir ne visada keistinas zodziais plétra, raida ar pan. Plétra
labiau tinka tais atvejais, kai kalbama apie kiekybinius pokycius, plétimg(si).
Taigi, atsizvelgiant j konteksta terminas angl. development lietuviskai gali biiti
teikiamas ir kaip vystymas.

Pazymétina, kad miesto prekés zenklo vystyme dalyvauja nemazai suinte-
resuotyjy Saliy (angl. stakeholder), kurios turi bendraji interesa ir/ ar iSreisSkia
tam tikrg pozicija, siekius, tikslus ir interesus miesto prekés zenklo vystyme.
Suinteresuotyjy Saliy dalyvavimas aktualizuoja tai, kad miesto prekés zenklo
vystyme dalyvauja skirtingos suinteresuotosios Salys (pvz., gyventojai, versli-
ninkai, miesto valdzia ir kt., turintys skirtingus motyvus ir skirtingas galimy-
bes); skirtingos suinteresuotosios Salys saveikauja, nes néra galimybés visiskai
iSvengti bitino bendravimo ar bendradarbiavimo, suinteresuotyjy Saliy dalyva-
vimas (bendraja prasme) yra apribotas palankiy partneriy pasirinkimu, nes néra
galimybiy pasirinkti su kuo bendradarbiauti (t.y. pasirinkti palankiy / priimtiny
suinteresuotyjy Saliy) ir yra biitina palaikyti rySius su visomis suinteresuotosio-
mis Salimis, o ypac sudétinga atsisakyti ty, su kuriais bendradarbiauti nenorima.

! Miestas Siame darbe traktuojamas placiaja prasme (kartu su sinonimais vieta, vietove).
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Pagrindiniai suinteresuotyjy $aliy dalyvavimo aspektai (suinteresuotyjy Saliy
gausa, suinteresuotyjy Saliy tarpusavio skirtumai, suinteresuotyjy $aliy pasirin-
kimo ribojimai) salygoja, kad miesto prekés zenklo vystyma butina aptarti kaip
miesto prekeés Zenklo kaita, kuri yra inspiruojama konkreciy suinteresuotyjy Sa-
liy veiklos ir grindziama riboto pasirinkimo teorinémis prielaidomis.
Moksliné problema ir jos iStyrimo lygis. Mokslingje literatroje pastebi-
mas skirtingy teoriniy prieigy, susijusiy su suinteresuotyjy Saliy dalyvavimo
raiska miesto prekés Zenklo vystyme, moksliniy pozitiriy daugiaspektiskumas:
*  Suinteresuotyjy Saliy dalyvavimo konceptas mokslinéje literatiiroje ap-
tariamas jvairiai. Mokslininkai diskutuoja, kas yra suinteresuotoji Salis®
ir kokius jos pagrindinius bruozus galima jvardyti. Pripazjstama, kad suin-
teresuotosios Salys yra ypac svarbios tiek privaciame, tiek viesajame sek-
toriuose (Miller ir kt., 2013; Weeraas ir kt., 2014). Suinteresuotyjy Saliy
teorijos pradininkas Freemanas (1984) savo darbe ,,Strateginis valdymas:
suinteresuotyjy Saliy pozitris* pateiké klasiking koncepcija, kuria sie-
ké pagristi kompanijos ir jos iSorinés aplinkos sarysj bei ji nulemiancius
veiksnius. Plétojant Sig teorija, pradéta koncentruotis j mokslinius tyrimus
Siomis kryptimis: a) strateginio suinteresuotyjy $aliy valdymo aspektai
(Bridoux, 2013; Harrison, Bosse, 2013; Crilly, Sloan, 2012; Fassin, 2012),
b) suinteresuotyjy Saliy spaudimo poveikio aspektus (Chen, Kacperczyk,
Molina, 2012; Ayerbe ir kt., 2012; Reimann ir kt., 2012a, 2012b), ¢) suin-
teresuotyjy Saliy santykio su korporatyviniu valdymu analizé (Ayuso, Ro-
driguez, Castro, 2012), d) suinteresuotyjy $aliy ir jmoniy socialinés atsako-
mybés sasajos aptarimas (Mahon, Wartick, 2012 ir kt.), e) suinteresuotyjy
Saliy identifikavimo ir organizacijos reputacijos jtaka suinteresuotyjy Saliy
pasitikéjimui organizacija aptaré M. Matuleviciené (2018). Moksliniai ty-
rimai taip pat aktualizavo suinteresuotyjy Saliy identifikavimo aspekta, kai
suinteresuotosios Salys skirstomos: pagal pozymiy skai¢iy (Beach, 2009;
Post ir kt., 2002; Henriques, Sadorsky, 1999); pagal suinteresuotyjy Saliy
poveikj organizacijoms (pvz., Woo, Ladkin, 2012); pagal praktinj suinte-
resuotyjy Saliy poveikj (pvz., Reed ir kt., 2009). Analizuojamo koncepto
ivairové rodo, koks nevienareik§mis yra suinteresuotyjy Saliy konstruk-
tas ir butina ji aptarti vieSojo sektoriaus kontekste, identifikuojant, kas
yra suinteresuotoji Salis, dalyvaujanti miesto prekés Zenklo vystyme.

e Suinteresuotyjy Saliy dalyvavimas mokslinéje literatiiroje analizuojamas
tiek vertinant pagal Tikio sritis (pvz., aplinkosauga, $vietimas ar sveikatos
apsauga ir kt.), tiek pagal sprendziamy klausimy mastg ir pobtdj (nuo stra-

2 Lietuviy kalboje vartojami net keli terminai: suinteresuotoji grupé, suinteresuotoji $alis,
suinteresuotieji veikéjai. Siame darbe, jvertinus pastaruoju laikotarpiu vadybos mokslo
srityje apgintas disertacijas, kuriose gilinamasi j suinteresuotyjy saliy koncepcija, darbo
autor¢ pasirinko darbe naudoti terming ,,suinteresuotoji salis”.
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teginiy, bendros politikos formavimo iki taktiniy bei kasdieniy). Moksli-
ninky pozitiriai | dalyvavimg (angl. participation) yra pagrijsti skirtingomis
vertybémis, skiriasi sektoriuose ir laike (mokslinéje literatiiroje dalyva-
vimo veiksmams ir blisenoms apibrézti vartojamos sgvokos participation
(angly k.) ir jai giminingos involvement, engagement (angly k.), todél ga-
lima teigti, kad bendro sutarimo dél minéty sagvoky vartotojimo konteksty
ir riby néra (Damkuviené ir kt., 2014). Pvz., Vivek at el. (2012) pazymi,
kad dalyvavimg galima laikyti jsitraukimo antecedentu®. Mokslinéje lite-
ratiroje dalyvavimas analizuojamas kaip sqveikos realizavimas siekiant
pozityvaus pokycio neakcentuojant materialinés naudos aspekto, labiau
orientuojantis j miesto suinteresuotyjy Saliy gerove. Dalyvavimas trans-
formavo vystymo praktika, kai suinteresuotosios Salies atstovai yra pro-
jekty, kurie gali duoti naudos jiems, o kartu ir bendrai visiems, dalyviai.
Mokslinéje literatiiroje stokojama jzvalgy, kuriose analizuojamas suinte-
resuotyjy Saliy dalyvavimas miesto prekés Zenklo vystymo kontekste, kai
siekiama identifikuoti konkrecias dalyvaujancias suinteresuotgsias Salis.

e Miesto prekés zenklas kaip tyrimo objektas aptariamas jvairiuose konteks-
tuose: a) miesto prekés zenklas aptariamas kaip vietovés prekés Zenklo
koncepcijos dalis (angl. place branding), kai nagrinéjami konkreciy vie-
toviy ar net regiony prekés zenklo klausimai, taciau labiausiai domimasi
tiek demografiniu, tiek geografiniu pagrindu susiformavusiais teritoriniais
objektais, susijusiais su administraciniu, demografiniu, etnografiniu, geo-
grafiniu, socialiniu ar ekonominiu skirstymu (Abbas ir kt., 2015; Anton ir
kt., 2014; Balakrishnan, Kerr, 2013; Berthon, 2012 ir kt.). Tai bene ben-
driausia vietoviy prekés zenkly ypatumus nagringjanti koncepcija, nesu-
saistyta su vietovés suvokimo tipu, tad gali biti taikoma tiek miestams,
tiek atskiriems jo rajonams, tiek valstybéms, tiek etnografiniu poziiiriu
besiskirian¢iy gyventojy grupiy apgyvendintoms teritorijoms, tiek geo-
grafiskai susiformavusiems teritoriniams objektams, be to, §i koncepcija
analizuoja jvairius prekés zenklo vystymo aspektus. Pastaryjy mety moks-
lininky tyrimuose (pvz., Balakrishnan, Kerr, 2013; Monteiro, 2016 ir kt.)
plétojamas daugiadisciplininis pozidris, kai siekiama paaiskinti jvairiy
suinteresuotyjy Saliy ir miesto prekés zenklo vystymo saveikg ir sutaria-
ma, kad miesto prekés zenklas yra strateginis miesto (ar teritorijos) iste-
klius, kuris sujungia politikg ir vartojimg, b) miesto prekés zenklas yra
analizuojamas miesto (angl. city branding), regiono (angl. region bran-
ding), Salies (angl. country branding) ir, i§ dalies, tautos (angl. nation
branding) zenklodaros kontekste. Viena vertus, paminétuosius konceptus

3 P. Monteiro (2016) savo moksliniame darbe vartoja abi sagvokas ,,Stakeholders’ invol-
vement in City Branding: the participation and identification of Porto residents on the
image of the city” (2016).
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galima laikyti atskirais miesto prekés zenklo vystymo segmentais, nes
Sios sampratos skiriasi tik savo teritoriniu lygmeniu. Kita vertus, moks-
lingje literattiroje, Sie teoriniai diskursai aptariami kaip atskiri / sglyginai
savarankiSki teoriniai konstruktai* — atskirai diskutuojama dél Salies bei
tautos® prekés zenklo sampraty. Dauguma valstybiy formavosi tautiskumo
pagrindu (Castels, 2006), o tauta, anot mokslininko, yra kultiriné bendruo-
mené, susiformavusi zmoniy protuose bei kolektyvinéje atmintyje bendros
istorijos ir politiniy projekty déka. Mokslininkai teoriniuose ieSkojimuo-
se vartoja ir tautos zenklodaros (angl. nation branding) savoka aptarda-
mi suverenios, tautiniu pagrindu susiformavusios, tam tikroje teritorijoje
gyvenancios ir legitimuma turin€ios zmoniy grupés atvejus (Olins, 2003;
Fan, 2006; Potter, 2009; Anholt, 2003, 2007, 2010), vis délto, tauta labiau
atspindi socialinj darinj, todél pripazjstama, kad terminas ,,tautos Zenklo-
dara“ labiau tinkamas apibtdinti Zzmoniy grupés prekés zenkla (Szondi,
2008). Tuo tarpu kiti tyrinétojai naudoja kitg — Salies Zenklodaros (angl.
country branding) terming (Kotler, Gertner, 2002; Papadopoulos, Heslop,
2002; Florek, 2005). Salis daZniausiai siejama su teritoriniu aspektu, vie-
tovémis, kuriose ,,gaminama“ specifiné¢ kultlra, taigi, terminas labiau
tinka apibaidinti valstybiy prekés zenklg vietovés prasme (Szondi, 2008).
Pastaroji teoriné prieiga iSsamiai aptarta J.Lionikaités (2013) daktaro di-
sertacijoje ,,Valstybés vidinés Zenklodaros modeliavimas®. Sio mokslinés
problemos aspekto istyrimo daugiadimensiskumas atskleidzia skirtingus
teorinius miesto prekés Zenklo konceptus.

Suinteresuotyjy Saliy dalyvavimo raiSka miesto prekés Zenklo vystyme
moksliniuose tyrimuose iki Siol atspindéta fragmentiskai ir skirtingais
pjtviais: gilinamasi | miesto suinteresuotyjy $aliy jsitraukima j vietos vys-
tyma (Lloyd-Jones, Rakodi, 2014; Wheeler and Beatley, 2014); analizuo-
jamas jaunimo jtraukimas j bendruomeniy vystyma ir aplinkosauga (Hart,
2013); nagrinéjamas suinteresuotyjy Saliy dalyvavimas miesto prekés zen-
klo vystyme dviejy postindustriniy miesty perspektyvoje (Henninger ir

4 J. Piliutyté (2005) susistemintg ir pateiktg savoky analiz¢ lietuviskame kontekste: geo-
grafinis marketingas (angl. geo marketing), vietovés marketingas (angl. place marke-
ting), teritorijos marketingas (angl. territorial marketing), regiono (regioninis) marke-
tingas (angl. regional marketing), miesto (urbanistinis) marketingas (angl. city/urban
marketing).

5 Tautos Zenklodaros (ang. nation branding) terminas pirma kartg panaudotas S. Anholt
D. Britanijoje 1998 publikuotame straipsnyje ,,Nation-Brands of the Twenty-First Cen-
tury® (liet. Tautos — prekés zenklai dvideSimt pirmajame amziuje), kuriame paminétos
galimos strategijos kuriant valstybiy ir tauty jvaizdzius. Minétos strategijos sukélé tiek
kontraversiskas reakcijas, tiek didziulj susidoméjima. Mokslinés diskusijos iSplétojo Sal-
ies ir vietos zenklodara (Papadopuolos, 2004).
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kt., 2016); nagrinéjamas pilie¢iy vaidmuo kuriant ir vystant miesty prekiy
zenklus (Herezniak, 2016); tiriamas vietos valdzios siekis vystyti miesto
prekeés zenkla ir siekti politiniy tiksly, susijusiy su ekonominiu ar erdviniu
vietos vystymusi (Eshuis ir kt., 2014) ir kt.

Apibendrinant galima teigti, kad mokslinéje literatiiroje yra analizuoja-
mas suinteresuotyjy Saliy dalyvavimas skirtingose veiklose, gilinantis j vienos
ar kitos suinteresuotosios Salies liikescius ar dalyvavimo rezultatus, analizuo-
jama miesto prekés Zenklo vystymo problematika, kai aptariama miesto pre-
kés Zenklo samprata ar identifikuojami miesto prekés Zenklo elementai, taciau
stokojama sisteminio poZiiirio, modeliuojant suinteresuotyjy Saliy dalyvavi-
mui biitinas prielaidas, dalyvavimo raiSkq ir laukiamg rezultatq. Taigi, suinte-
resuotyjy Saliy dalyvavimo raiSka miesto prekés Zenklo vystyme yra aktualus
tyrimy objektas tiek teoriniu, tiek ir praktiniu poZiuriais, jo platesnei analizei
ir skiriamas Sis disertacinis darbas.

Moksliné problema gali biiti apibendrinta tokiu probleminiu klausimu: ko-
kia suinteresuotyjy Saliy dalyvavimo raiska miesto prekés zenklo vystyme?

Patikslinantys klausimai:

»  Kokios suinteresuotosios $alys (ar jy grupés) dalyvauja miesto prekés zen-
klo vystyme?

»  Kokj suinteresuotyjy $aliy (ar jy grupiy) dalyvavimo pobuidj galima identi-
fikuoti prekés zenklo vystyme?

»  Kokius miesto prekés zenklo vystymo komponentus galima identifikuoti?

»  Kokius miesto prekés zenklo elementus ir jy charakteristikas galima iden-
tifikuoti miesto prekés zenklo vystyme?

Tyrimo objektas — suinteresuotyjy $aliy dalyvavimas miesto prekés zenklo
vystyme.

Tyrimo dalykas — suinteresuotyjy Saliy dalyvavimo raiska Lietuvos miesto
prekiy zenklo vystyme.

Disertacijos tikslas — teoriskai ir empiriskai iStyrus suinteresuotyjy Saliy
dalyvavimo miesto prekés zenklo vystyme raiska, pateikti suinteresuotyjy Saliy
dalyvavimo raiskos miesto prekés zenklo vystyme koncpetualy model;.

Disertacijos uzdaviniai:

1. ISanalizuoti suinteresuotyjy Saliy dalyvavima kaip moksliniy tyrimy objek-
ta atskleidziant suinteresuotyjy Saliy gausa ir dalyvavimo raiskos esme.

2. Identifikuoti miesto prekés zenklo vystymo teorinius pagrindus, jvardijant
miesto prekés zenklo elementy charakteristikas ir miesto prekés Zenklo
vystymo komponentus.

3. Ivardijus teorines modelio formavimo prielaidas, pateikti teorinj suintere-
suotyjy Saliy dalyvavimo raiskos miesto prekés zenklo vystyme model;.

4. Pagrjsti suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés zenklo vys-
tyme empirinio tyrimo metodologija.
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5. Remiantis empirinio kokybinio tyrimo rezultatais identifikuoti suinteresuo-
tasias Salis, dalyvaujancias miesto prekés zenklo vystyme, Lietuvos kon-
tekste.

6. Istirti suinteresuotyjy Saliy dalyvavimo raiskos ir miesto prekés vystymo
sasajas, atspindincias Lietuvos konteksta.

7. Parengti konceptualy suinteresuotyjy $aliy dalyvavimo raiskos miesto pre-
kés vystyme modelj, kuriame atspindétos biitinos prielaidos, salygos ir re-
zultaty jvardijimas.

Ginamieji teiginiai:

1. Suinteresuotyjy Saliy dalyvavimo raiska miesto prekés zenklo vystyme
grindziama apibendrinamaja sistemine prieiga, kuri apima tiek suinteresuo-
tyjy Saliy dalyvavimo raiskos argumentacija, tiek skirtingy miesto prekeés
zenklo vystymo krypciy identifikavima.

2. Suinteresuotyjy Saliy dalyvavimas miesto prekés zenklo vystyme gali baiti
pazinus derinant racionalaus pasirinkimo teorija (kaip teorinés dalyvavimo
prielaidos jvardijimas), raiSkos pobiidj (a) suinteresuotyjy $aliy gausos at-
pazinimo ir tipologizavimo aptarimas, b) miesto prekés zenklo elementy ir
miesto prekés zenklo komponenty identifikavimas) ir rezultatus.

Disertacinio tyrimo apribojimai. Disertacinio tyrimo apribojimai yra susije¢
su 1) didele suinteresuotyjy Saliy gausa, dalyvaujancia miesto prekés zenklo
vystyme, ir [émusia sprendima atsisakyti kiekybinés tyrimo prieigos (t.y. vyk-
dant apklausa). Mokslinés problemos analizei buvo pasirinkta kokybiné tyrimo
prieiga, suteikianti galimybes tirti sistemiskai suinteresuotyjy Saliy dalyvavimo
raiska miesto prekés zenklo vystyme, atliekant dokumenty turinio analize (t.y.
analizuoti visy Lietuvos savivaldybiy strateginius plétros planus, miesty prekiy
zenkly ar grafinio identiteto vadovus, nes minétuosius dokumentus parengia ir
tvirtina suinteresuotosios $alys, todél juos galima laikyti kaip suinteresuotyjy
Saliy bendros veiklos ar bendro sutarimo rezultata); 2) atsiribojama nuo pavie-
niy asmeny tapimo suinteresuotosios Salies dalimi motyvy ir lukes¢iy tyrimo,
nes vadovaujamasi nuostata, kad pavieniai asmenys (nebiidami vienos ar ki-
tos suinteresuotosios $alies dalimi) turi nedaug galimybiy vystyti miesto prekeés
zenklus, o suinteresuotosios Salys turi platesnes galimybes dalyvauti miesto pre-
kés zenklo vystyme Lietuvos kontekste.

Disertacinio tyrimo mokslinis naujumas ir teorinis reik§mingumas:

»  teoriSkai pagrjsta suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés
zenklo vystyme prieiga, aktualizuojanti tiek suinteresuotyjy saliy, dalyvau-
janciy miesto prekés zenklo vystyme, identifikavimo kriterijus, tieck miesto
prekeés Zenklo elementus ir jy charakteristikas. Darbas jnesa indélj j moks-
liniy tyrimy, analizuojanciy dviejy teoriniy koncepty (suinteresuotyjy $aliy
dalyvavimo ir miesto prekés zenklo vystymo) plétra;
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parengtas konceptualus suinteresuotyjy Saliy dalyvavimo raiskos miesto
prekés zenklo vystyme modelis, kuriame jvardytos teorinés prielaidos,
aktualizuotos salygos ir laukiamas rezultatas. Taip plétojamas sisteminis
pozitiris | suinteresuotyjy $aliy dalyvavimo raiska miesto prekés zenklo
vystyme;

tyrimas leidzia suinteresuotyjy $aliy dalyvavimo raiska miesto prekés zen-
klo vystyme analizuoti platesniame kontekste (j miesto prekés zenklo vys-
tymga gilinantis ne tik kaip j savivaldybés strateginio planavimo dalj, bet ir
1 suinteresuotyjy Saliy dalyvavimo aspektus). Toks tyrimas leidzia pateikti
iSsamesne suinteresuotyjy $aliy dalyvavimo miesto prekés zenklo vystyme
interpretacija, palyginti teorinés studijos jzvalgas bei empirinio tyrimo ra-
dinius ir pagrjstai nustatyti tolesniy tyrimy kryptis.

Praktiné disertacinio tyrimo reikimeé:
remiantis empirinio tyrimo rezultatais, identifikuota dalyvaujanciy suin-
teresuotyjy Saliy visuma (suinteresuotyjy Saliy zemélapis), todél tai leis
skirtingoms suinteresuotosioms Salims dalyvauti miesto prekés zenklo
vystyme;
detalizuoti miesto prekés Zenklo elementai, pateikiant pagrindines charak-
teristikas, ir tai leis suinteresuotosioms $alis operatyviau identifikuoti mies-
to prekés zenklo elementy struktiirg ir vystymo Kkryptis;
pateiktos praktinés Lietuvos miesty prekiy zenkly vystymo rekomendaci-
jos, pagristos Siuolaikinémis mokslininky jzvalgomis ir empiriniais tyri-
mais;
parengta suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés zenklo
vystymo analizé gali tapti pagrindu ir naujy miesty prekiy zenkly vysty-
mo priemoniy plétrai, pasitelkiant gergsias miesto prekés zenklo vystymo
praktikas.

Disertacinio tyrimo rezultaty moksliné aprobacija ir sklaida. Paskelbti as-

tuoni moksliniai straipsniai disertacijos tematika, perskaityti astuoni pranesimai
tarptautinése mokslinése konferencijose.

1.
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daromi i§samiis pranesimai ir diskutuojama apie disertacinio tyrimo rezultatus
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Disertacinio tyrimo struktiira. Disertacija sudaro jvadas, trys dalys, iSvados,
rekomendacijos, literatliros sarasas bei priedai. Darbo apimtis be literatliros
sgraSo, ir priedy — 170 psl. Disertacijoje pateikiama 38 lentelés, 27 paveikslai,
371 literatiiros Saltinis.
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I dalyje TEORINIAI SUINTERESUOTUJU SALIU DALYVAVIMO
RAISKOS MIESTO PREKES ZENKLO VYSTYME ASPEKTAI analizuo-
jami teoriniai suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés zenklo
vystyme aspektai, detalizuojant tiek suinteresuotyjy Saliy dalyvavimo raiska,
tieck miesto prekés zenklo vystyma. 1.1 darbo poskyryje aptariamas suintere-
suotyjy Saliy dalyvavimas kaip moksliniy tyrimy objektas (suinteresuotyjy $aliy
savokos turinys (apibréztis), gilinamasi | dalyvavimo teorijas ir racionalaus
dalyvavimo teoring prieiga), 1.2 poskyryje analizuojami miesto prekés zenklo
vystymo teoriniai pagrindai (aptariamas miesto prekés Zenklas kaip miesto
marketingo instrumentas, pateikiami skirtingi pozitiriai j miesto prekés zenkla,
gilinamasi | miesto prekés zenklo elementus ir miesto prekés zenklo vystymo
koncepcija). Pirmoji darbo dalis baigiama teorinémis suinteresuotyjy Saliy
dalyvavimo raiSkos miesto prekés zenklo vystyme koncepcijos prielaidomis.

Gilinantis | suinteresuotyjy Saliy dalyvavimo raiskg miesto prekés Zenk-
lo vystyme galima jvardyti, kad dalyvaujanciy suinteresuotyjy Saliy skaicius
ir jvairumas yra apibréziamas dvejopai: pagal identifikavimo kriterijus (pagal
isipareigojimus, atstovavima, priklausomybe, itaka, artimumg) ir pagal tipus
(vidinés / iSorinés, pirminés / iSorinés, normatyvinés / funkcinés / difuzinés /
vartotojy, reguliuojancios / organizacinés / bendruomenés / ziniasklaidos, pa-
gal galig ir susidoméjima). Siuo atveju, atsakant j darbo jvade iskelta moks-
linés problemos patikslinantj klausima (kokios suinteresuotosios Salys daly-
vauja miesto prekés zenklo vystyme), buvo isskirtos trys suinteresuotyjy Saliy
grupés, turincios vienijancius pozymius: reikalaujancios suinteresuotosios Salys
(miesto politikai, miesto gyventojai, miesto organizacijos, miesto verslininkai);
priklausomos suinteresuotosios Salys (turistai ir investuotojai); pasyvios suin-
teresuotosios Salys (miestai-partneriai, miestai-konkurentai, Vyriausybé¢, zini-
asklaida).

Suinteresuotyjy Saliy grupavimas jgalina dalyvavimo raiska Siame darbe
traktuoti kaip racionalumu pagrista praktinés veiklos buda, kurj pasirenka suin-
teresuotoji Salis (t.y. individy grupé, atstovaujanti tam tikros visuomenés dalies
interesams, kad paveikty vieSosios politikos vyksmg). Racionalumas yra traktu-
ojamas kaip geriausio veiksmy varianty nustatymas siekiant tiksly riboty istek-
liy salygomis, todél yra aktualus dél savo instrumentinés prigimties ir galimy-
biy prioritetizavimo. Todél suinteresuotyjy Saliy dalyvavimo raiska gali bati
aiSkinama kaip strateginiy spendimy dél miesto prekés zenklo vystymo priémi-
mas (aktualizuojant ilgalaike perspektyva ir strateginio planavimo aspekta).

Suinteresuotosios Salys, dalyvaujancios miesto prekés zenklo vystyme, turéty
jvardyti, kokia miesto prekés zenklo vystymo kryptj renkasi: konkurencing (kai
miesto prekés zenklas yra vystomas kaip konkurencinio pranasumo jrankis), ko-
operavimosi (kai miesto prekés Zzenklas yra traktuojamas kaip kooperavimosi
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galimybiy instrumentas) ar tvarig (kai miesto prekés zenklas yra tolydaus, nuo-
seklaus vystymo instrumentas ir sickiama derinti skirtingus skirtingy suintere-
suotyjy Saliy interesus).

Galima pateikti tris bazinius suinteresuotyjy Saliy dalyvavimo miesto prekés
zenklo vystyme teorinés koncepcijos klausimus, aktualizuojancius du dar-
be nagriné¢jamus teorinius konstruktus: suinteresuotyjy dalyvavimg ir miesto
prekeés zenklo vystyma, kuriy saveika grindziama racionalumo prieiga (kai siek-
iama rezultaty konkreciose miesto prekés Zenklo vystymo srityse ir pan.).

Pirmasis klausimas ,,kokia miesto prekés zenklo vystymo kryptis?* rei-
kalauja aiSkaus jvardijimo: a) ar miesto prekés zenklas bus vystomas kaip
konkurencinio pranasumo instrumentas, b) ar miesto prekés zenklas bus vysty-
mas kaip kooperavimosi instrumentas, c) ar bus renkamasi tvari miesto prekeés
zenklo vystymo kryptis.

Antrasis klausimas apima suinteresuotyjy Saliy dalyvavima, t.y. ,.kokios
suinteresuotosios Salys dalyvauja miesto prekés zenklo vystyme?“ Suintere-
suotyjy Saliy identifikacinio zemélapio sudarymas grindziamas jsipareigojimo,
atstovavimo, priklausomybés, jtakos, artimumo, racionalaus pasirinkimo
kriterijais.

Treciasis klausimas ,,kokie miesto prekés zenklo elementai yra vystomi?
apima miesto prekés Zenklo elementy vystymg: ap¢iuopiamy, neapciuopiamy,
pasiekimus iliustruojanciy miesto prekés zenklo elementy grupes.

Analizuojant suinteresuotyjy Saliy dalyvavimo raiska miesto prekés zenklo
vystyme galima pateikti tokias apibendrintas suinteresuotyjy Saliy dalyvavimo
raiskos miesto prekés zenklo vystyme teorines prielaidas. Teoriniy prielaidy su-
interesuotyjy Saliy dalyvavimo raiSkos miesto prekés Zenklo vystyme iSeities
pozicija yra miestas ir dalyvaujanciy suinteresuotyjy Saliy identifikavimo situ-
acija.

Kaip pirmgq prielaidg galima jvardyti suinteresuotyjy Saliy identifikavimg
(rekomenduojama sudaryti vad. suinteresuotyjy Saliy zemélapj, suinteresuota-
sias Salis tipologizuoti j reikalaujancias, priklausomas ar pasyvias ir taip galima
identifikuoti jy dalyvavimo miesto prekés zenklo vystyme raiska).

Antroji prielaida yra miesto prekés Zenklo elementy identifikavimas, kai
rekomenduojama jvardyti konkreciy miesto prekés zenklo elementy charakte-
ristikas.

Trecioji prielaida yra racionalumas kaip esminis vystymo komponentas
(kai vadovaujamasi veiksmo rezultatais ir prioritetizavimo galimybe). Pasta-
roji prielaida aktualizuoja, kad jvairios suinteresuotosios Salys turi skirtingus
lukescius bei interesus ir yra klasifikuojamos pagal jsipareigojimy, atstovavimo,
priklausomybés, jtakos, artimumo, galios ir susidoméjimo kriterijus, todél nuo
vieny suinteresuotyjy Saliy geranoriSkumo ar interesy priklauso rezultatas. Be
to, suinteresuotosios Salys yra apribotos veikimo laisve, kai pvz., sickdamos
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vienokios ar kitokios miesto prekés zenklo vystymo krypties, negali i§vengti
bendradarbiavimo su kitomis suinteresuotosiomis $alimis.

Mokslinés literatiiros analizé, jvardytos teorinés prielaidos jgalino parengti
teorinj suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés zenklo modelj,
kuriame yra trys pagrindinés dalys (DI, DII, DIII, kiekviena jy modelyje turi
savo dedamasias, atskleidziancias pagrindinius aspektus).

Pirmoji modelio dalis yra ISTAKOS (DI — santrumpa modelyje). Sioje
dalyje jvardyti du pagrindiniai suinteresuotyjy $aliy dalyvavimo raiskos mies-
to prekés zenklo vystyme iStaky Saltiniai: suinteresuotosios Salys ir miestas.
1.1 darbo poskyryje jvardyta desimt potencialiy suinteresuotyjy Saliy, galin¢iy
dalyvauti miesto prekés zenklo vystyme (miesto verslininkai (suinteresuotoji
Salis, kuri, sujungia kapitalg, darba ir kitus ekonominius iSteklius tam tikrai
pelno siekianciai veiklai vykdyti, t.y. plétoja versla mieste); miesto politikai
(suinteresuotoji Salis, kuri uzsiima bendro Zzmoniy gyvenimo visuomenéje or-
ganizavimo ir nuolatinio reguliavimo veikla, t.y. valdo miesta, kuruoja visus
miesto vystymo aspektus (infrastruktiira, paslaugomis ir kt., taip pat vysto mies-
to prekés zenkla); ziniasklaida (suinteresuotoji Salis, kurios tikslas — pateikti
informacija placiajai visuomenei, publikuoja / skelbia informacijg apie miesta,
gali biti tiek veikianti mieste, tiek uz jo riby); miesto gyventojai (suinteresuotoji
Salis, kuri save laiko nuolatiniais miesto gyventojais, t.y. nuolat besinaudojanti
miesto infrastruktiira, paslaugomis); miesto organizacijos (suinteresuotoji $alis,
atstovaujanti jvairias organizacijas NVO, VS] ir pan. veikiancias mieste), mies-
tai-partneriai (suinteresuotoji $alis, miestai, kurie palaiko / plétoja jvairiakryptj
bendradarbiavima su miestu); vyriausybé (suinteresuotoji Salis, kuri priima tiek
nacionalinio, tiek tarptautinio lygmens sprendimus, turin¢ius reikS§me miestui ir
jo gyvavimui), miestai-konkurentai (suinteresuotoji Salis, miestai, kurie konku-
ruoja dél ty paciy gyventojy, investuotojy ir kt.); turistai (suinteresuotoji $alis,
kuri gali atvykti ] miesta pazintiniais, profesiniais dalykiniais, etniniais, kultfiri-
niais, rekreaciniais, sveikatinimo, sveikatingumo, religiniais ar specialiais tiks-
lais); investuotojai (suinteresuotoji $alis, kuri piniginémis 1éSomis ir jstatymais
bei kitais teisés aktais nustatyta tvarka jvertintu materialiuoju, nematerialiuoju ir
finansiniu turtu investuoja siekiant i§ investavimo objekto gauti pelno (pajamy),
socialinj rezultata (Svietimo, kultliros, mokslo, sveikatos ir socialinés apsaugos
bei kitose panasiose srityse) arba uztikrinti valstybés funkcijy jgyvendinima).
Miestas §iame modelyje yra kompaktiskai uZstatytos gyvenamosios vietoveés,
turinCios daugiau kaip 3 tukst. gyventojy, kuriy daugiau kaip 2/3 dirbanciyjy
dirba pramonéje, verslo bei gamybingés ir socialinés infrastruktiiros srityse.

Antroji modelio dalis yra SUINTERESUOTUJU SALIU DALYVA-
VIMO RAISKA (DII — santrumpa modelyje). Sioje modelio dalyje yra
iSrySkinamas suinteresuotyjy Saliy dalyvavimas ir miesto prekés Zenklo vysty-
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mas. Teoriniame modelyje suinteresuotyjy Saliy dalyvavimo raiSka grindziama
suinteresuotyjy Saliy identifikavimo kriterijy (jsipareigojimai, atstovavimas,
priklausomybe, jtaka, artimumas) ir suinteresuotyjy Saliy dalyvavimo formy
ivardijimu (bendra veikla, kontrole, atsakomyb¢). Tiek suinteresuotuojy Saliy
identifikavimo kriterijai, tiek dalyvavimo formos yra pagrindiniai suinteresuoty-
ju Saliy dalyvavimo miesto prekés zenklo vystyme aspektai (zr. 1.1. ir 1.2 darbo
poskyrius). Antroji modelio dalis baigiama miesto prekés Zenklo elementy rin-
kinio ir miesto prekés Zenklo vystymo jvardijimu. Detalizuojant miesto prekés
zenklo koncepcija paminétina, kad miesto prekés zenkla sudaro trys grupés
miesto prekés zenko elementy (apciuopiami, neapciuopiami ir pasiekimus ili-
ustruojantys). Kiekvienas miesto prekés zenklo elementas turi savo charakter-
istikas (apCiuopiami miesto prekeés zenklo elementai, kuriems priskiriama vieta
ir infrastruktiira ir vieSosios paslaugos, neap¢iuopiami miesto prekés zenklo
elementai, kuriems priskiriami miesto gyvenimas ir zmonés. Miesto pasieki-
mus iliustruojantys elementai yra du — Potencialas, Statusas ir pozicija). Miesto
prekés zenklo vystymo detalizacijoje jvardijami komponentai — vizija, tiksliné
auditorija ir komunikacija. Antroji modelio dalis apibendrinama suinteresuoty-
ju Saliy dalyvavimo tiksly jvardijimu, t.y. miesto vystymas, interesy derinimas,
miesto prekés zenklo vystymas.

Trecioji modelio dalis yra REZULTATAI (modelyje sutrumpinta —
DIII). Remiantis teorinés literatliros analize galima jvardyti tris laukiamus
rezultatus: suinteresuotyjy Saliy, dalyvaujanciy miesto prekés zenklo vystyme,
,, identifikacinis Zemélapis* (kai jvardijamos suinteresuotosios Salys, dalyvau-
jancios miesto prekés zenklo vystyme ir pateikiamos jy charakteristikos), miesto
prekeés Zenklo vystymo krypties jtvirtinimas (kaip ir kur nusakoma, kokia miesto
prekés zenklo vystymo kryptj renkasi suinteresuotosios Salys) ir miesto prekés
Zenklo elementy charakteristiky sustiprinimas (konsolidavimas), kai jvardija-
ma, kokius suinteresuotosios Salys miesto prekés zenklo elementus stiprina.

Pazymeétina, kad tarp visy trijy modelio daliy yra tiesioginiai rySiai (kai i
pradings istaky situacijos per suinteresuotyjy dalyvavimo raiskg (antroji mode-
lio dalis) siekiama rezultato (tre€ioji modelio dalis), kurie pazymeéti rodyklémis.
Taciau kiekvienas atskiras modelio segmentas i§ kiekvienos dalies (pvz., su-
interesuotyjy Saliy identifikavimo kriterijai, suinteresuotyjy Saliy dalyvavimo
formos, miesto prekés zenklo koncepcija, miesto prekés Zenklo vystymas) yra
abipusio pobiidzio (modelyje pazyméta abipusémis rodyklémis), kai vienas se-
gmentas gali daryti jtakg kitam (pvz., kai dél suinteresuotyjy Saliy dalyvavimo
tikslo ,,miesto vystymas‘ gali biti biitina tik vien i$ jvardyty dalyvavimo formy
ir pan.).

Modelyje pazymétas griztamasis rysys, kuris leidzia, jvertinus rezultatus
grizti | pradzia.
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Antroji darbo dalis SUINTERESUOTUJU SALIU DALYVAVIMO
RAISKOS MIESTO PREKES ZENKLO VYSTYME TYRIMO METO-
DOLOGIJA skirta empirinio tyrimo metodologijai ir metodikai. Joje apibréz-
tos metodologinés empirinés analizés prielaidos ir numatyti metodinés suintere-
suotyjy dalyvavimo miesto prekés zenklo vystyme tyrimo metodai, pristatyta
tyrimo eiga ir jvardytos procediiros. Empirinis tyrimas remiasi kokybine metod-
ologija (angl. qualitative methodology), kai i iskelta darbe probleminj klausima
siekiama gilintis remiantis holistiniu poziiiriu i tiriama objekta, kai tiriamas
reiskinys suvokiamas kaip vientisa sudétinga koncepcija. Pabréziama, kad tir-
iamo reiSkinio visuma yra daugiau negu atskiry detaliy suma kai sickiama su-
prasti esme ir apibtidinti suinteresuotyjy Saliy dalyvavimo miesto prekés zenklo
vystyme raiskos koncepcija.

Apibendrinant galima teigti, kad suinteresuotyjy Saliy dalyvavimo raiskos
miesto prekiy zenklo vystyme empiriniai tyrimai konstruojami remiantis skirtin-
gomis prieigomis, vis dazniau pasirenkant atvejo analizg, siekiant identifikuoti
suinteresuotgsias Salis, dalyvaujancias miesto prekés zenklo vystyme, miesto
prekés zenklo elementus ir jy turinj.

1. Atvejo studija — atlikus pirming situacijos apzvalga, buvo konstatuota, kad
aStuoni Lietuvos miestai turi parengtus, patvirtintus grafinio identiteto /
miesto prekés zenklo naudojimo vadovus (informacinius leidinius). Atvejo
tyrimo tikslas — istirti, kokinose dokumentuose ir kokie jvardijami miesto
prekeés zenklo vystymo komponentai. Minétuose leidiniuose pristatomi pa-
grindiniai miesto prekés Zenklo elementai, jy vizualiné ir tekstiné raiska.
Pastarieji leidiniai yra skirti visoms suinteresuotosioms Salims, esancioms,
veikiancios ar planuojancioms savo veiklg konkrecioje geografinéje terito-
rijoje (trumpa Lietuvos miesty prekiy zZenkly situacija yra pateikta 8 priede);

2. Dokumenty turinio analizé (pasirinkti analizei visy Lietuvos savivaldy-
biy strateginiai plétros planai (N=60, toliau darbe trumpinama — SPP). Sis
dokumentas yra ilgesnio laikotarpio (daugiau kaip 3 mety), skirtas aplinkos,
socialinei ir ekonominei raidai savivaldybés teritorijoje numatyti ir yra ren-
giamias atsizvelgiant j valstybés ir regioninio lygmens teritorijy ir strate-
ginio planavimo dokumentus, taip pat | savivaldybés teritorijy planavimo
dokumentus, jo rengime dalyvauja suinteresuotosios Salys. SPP analizuo-
jami suinteresuotyjy $aliy dalyvavimo raiSkos miesto prekés zenklo vys-
tyme aspektai, tiriami miesto prekés zenklo vystymo komponentai miesto
prekés zenkly kontekste (analizuojamy dokumenty sarasas pateiktas 9 prie-
de ir Saltiniy sarase). Dokumenty turinio analizés tikslai: /) identifikuoti
suinteresuotgsias Salis, dalyvaujancias miesto prekés zenklo vystyme, 2)
identifikuoti miesto prekés Zenklo elementus ir jy vystymo kryptis Lietuvos
savivaldybiy strateginiuose planuose.

3. Eksperty interviu skirtas istirti specialisty nuostatas apie suinteresuotyjy
saliy dalyvavimg miesto prekés Zenklo vystyme (klausimy kryptis: kokios
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suinteresuotosios Salys dalyvauja miesto prekés zenklo vystyme, kokios
suinteresuotosios Salys turéty dalyvauti miesto prekés zenklo vystyme; kas
yra miesto prekés Zenklas, kokie miesto prekés zenklo elementai aktua-
lizuoti ir kt.). Organizuojant interviu jvertinta, kad tyrimo dalyviai neturés
(daug) laiko i8ankstinei klausimy analizei (du potencialiis informantai i§ 15
paprasé i§ anksto atsiysti klausimus el. pastu, kad galéty su jais susipazinti
ir pasiruosti interviu), todél stengtasi formuluoti glaustus, konkrecius, labai
kryptingus klausimus.

Tretiojoje disertacijos dalyje SUINTERESUOTUJU SALIU DALY VA-
VIMO RAISKA MIESTO PREKES ZENKLO VYSTYME: EMPIRINIO
TYRIMO REZULTATAI IR KONCEPTUALIOJO MODELIO SUDA-
RYMAS analizuojami empirinio tyrimo rezultatai: pateikiama Lietuvos miesty
prekiy zenkly atvejy analizé, identifikuojami miesto prekés Zenklo elementai,
pateikiama eksperty nuostaty analizé apie suinteresuotyjy Saliy dalyvavima
miesto prekés zenklo vystyme. Empirinio atvejo tyrimo rezultatai rodo, kad
Lietuvoje miesto prekes Zenklo vystyme dalyvaujancios suinteresuotosios Salys
taiko jprastg verslo prekiy zenkly vystymo praktikg, kai miesto prekés zenklo
vystyme remiasi prekés zenklo vadovu / grafinio identiteto vadovu. Miestai turi
pakankamai skirtingus grafinius sprendimus. Analizuotuose atvejuose akcentu-
ojamas bei aiskiai jskaitomas miesto pavadinimas, o spalvine prasme domin-
uoja mélyna, zalia spalvos. Gilinantis j Lietuvos miesty prekés zenklus, galima
pastebéti, kad sinonimiskai vartojamos dvi sgvokos: logotipas ir prekés Zen-
klas, nedarant tarp jy reikSmingy turinio skirtumo. Empirinio tyrimo rezultatai
parodé, kad neaiski heraldinio Zenklo panaudojimo situacija, pateikti vizualiniai
sprendimai turi mazai sgsajy su savivaldybiy herbais.

Atvejo empirinio tyrimo rezultatai leido i$skirti dvi i$ teorinéje darbo jvar-
dyty trijy (konkurencing, kooperatyvi ir tvari) miesto prekés Zenklo vystymo
krypciy:

1) konkurenciné miesto prekés Zenklo vystymo kryptis, kai miesto prekés
zenklas i§ esmés yra traktuojamas kaip konkurencinio pranasumo jrankis.
Suinteresuotosios Salys aiskiai jvardija siekiama konkurencinj pranasuma,
konstruojamg miesto prekés zenklo vystyme, pvz., i$skirtinis kurortas regi-
one ir pan. Pastebétina, kad suinteresuotosios Salys konkurencija identifi-
kuoja ne tik dél turisty, bet ir dél investuotojy, t.y. reguliuojancios suintere-
suotosios Salys konkuruoja dél priklausomy suinteresuotyjy saliy.

2) Empirinio tyrimo rezultatai leido i$skirti antrg — tvarios miesto prekés Zen-
klo vystymo kryptj, kai siekiama jvertinti ateinanciy karty poreikius, sten-
giamasi suderinti visus Siuo metu egzistuojancius / atpazjstamus interesus ir
uztikrinti vie$ojo (bendruomeninio) intereso prioriteta. Siuo atveju miesto
prekés zenklo vystymo komponento Vizija analizé atskleidzia, kad siekiama
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Hklestéjimo, pazangos, i$vystytos infrastruktiros, palankiy salygy ir pan.
dalyky, skirty bendruomenei, Seimai ir kt.“ Galima teigti, kad $i kryptis
yra populiaresné, nes tvarios miesto prekés zenklo vystymo siekia daugiau
miesty.

Apibendrinant galima teigti, kad analizuojami Lietuvos miesty atvejai ilius-
truoja miesty tarpusavio konkuravimg, kai miesty prekiy Zenklai populiaréja,
taciau isskiriami skirtingi miesto prekés Zenklo elementai (ypac pabréziamas
vietos elementas is miesto prekeés zenklo elementy sarangos). Atvejo tyrimas pa-
grinde tris is penkiy teorinéje darbo dalyje jvardyty miesto prekés Zenklo vys-
tymo priezasciy. turizmas (kaip viena is pagrindiniy veikly, uztikrinanti nuo-
latines pajamas), zmonés (t.y. pagrindinis biidas, kuriuo miestai gali aktyviai
save pristatyti), be to jie yra geriausi komunikacinés Zinutés neséjai, kultiira ir
paveldas (t.y. miesty isskirtinumo pagrindas).

Kaip reiksmingg empirinio tyrimo rezultatq galima jvardyti tai, kad ana-
lizuotuose atvejuose identifikuotos dvi is trijy miesto prekés Zenklo vystymo
krypciy: konkurencijos ir tvari. Nei viename analizuotame atvejyje neplétojama
kooperatyvi miesto prekés Zenklo vystymo kryptis.

Apibendrinant manifestinés dokumenty analizés biidu atlikta SPP analize,
galima pateikti patikslintus miesto prekés Zenklo elementus ir jy charakteris-
tikas. Pirmiausia, remiantis atliktu 8 miesto prekés zenklo vadovy tyrimu prie
miesto prekés zenklo elementy jtrauktos prekés zenklo vizualiné-komunikaci-
né charakteristika (pav. pazyméta Zalsva spalva), kuri gali bati detalizuojama
pacia prekés zenklo koncepcija, tipiniais komunikacijos maketais, logotipo vi-
zualizacija ir pan. Pastaroji charakteristika priskirta miesto prekés zenklui, o ne
vienam, kuriam nors elementui, nes $i charakteristika gali apimti visus elemen-
tus, gali tik du ar tris ir pan.

Empirinis tyrimas parodé, kad suinteresuotyjy Saliy parengtuose dokumen-
tuose yra visi Sesi teorinéje darbo dalyje iSskirti elementai (vieta, infrastruktiira
ir vieSosios paslaugos, Zmonés, miesto gyvenimas, statusas ir pozicija, poten-
cialas), taciau po empirinio tyrimo galima patikslinti kiekvieno miesto prekés
zenklo elemento charakteristikas (paveiksle pazyméta pajuodintu Sriftu), pvz.,
miesto prekés zenklo elementa Vieta detalizuoja aStuonios charakteristikos (em-
pirinis tyrimas leido papildyti keturiomis charakteristikomis — bendroji, etno-
grafiné, uzimamo ploto ir dydzio, lankytiny objekty charakteristikomis). Kity
miesto prekés zenklo elementy (Infrastruktiira ir vieSosios paslaugos, Zmonés,
Statusas ir pozicija, Potencialas, Miesto gyvenimas) charakteristikos yra tokios
pacios kaip ir teoringje darbo dalyje.

Apibendrinant eksperty nuostatas apie esama suinteresuotyjy saliy dalyvavi-
mo raiska miesto prekés zenklo vystyme galima jvardyti tris aktualius aspektus:
svarbiausios suinteresuotosios $alies jvardijimas, bendro suinteresuotyjy Saliy
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zemélapio sudarymas ir suinteresuotyjy Saliy dalyvavimo reikSmés aktualiza-
vimas.

Apibendrinant eksperty nuostatas galima pazyméti, kad jie iSskiria ap¢iuo-
piamus miesto prekés Zenklo elementus (vieta, infrastruktiirg ar vie$gsias pas-
laugas), taip pat pazymi, kad gerokai svarbesni miesto prekés zenklo vystyme
turéty buti neapCiuopiami miesto prekés zenklo elementai (t.y., Zmonés (miesto
gyventojy pagrindiniy bruozy charakteristika, miesto kalbos charakteristika,
miesto Zymiy zmoniy charakteristika), miesto gyvenimo elementas (kulttirinés
veiklos ir sportinés veiklos charakteristikos).

Darbo pabaigoje pateikiamas patikslintas suinteresuotyjy Saliy dalyvavimo
raiSkos miesto prekés Zenklo modelis.

Patikslinto modelio struktiira yra artima pateiktam teoriniam modeliui, kuris
sudarytas i§ trijy daliy (DI — I$takos, DII — Suinteresuotyjy $aliy dalyvavimo
raiSka, DIIT — Rezultatai), taiau remiantis empirinio tyrimo rezultatais tikslintos
antroji ir trec¢ioji modelio dalys.

Patikslinto modelio pirmoji dalis yra IStakos (DI) ir tai yra du esminiai Salti-
niai: miestas ir suinteresuotosios Salys.

Antroji modelio dalis, atspindinti suinteresuotyjy Saliy dalyvavimo raiskos
aspekta, apima tiek suinteresuotyjy Saliy dalyvavimg (kai sitiloma islaikyti su-
interesuotyjy Saliy identifikavimo penkis kriterijus — jsipareigojimas, atstova-
vimas, priklausomybg, jtaka, artimumas) ir miesto prekés zenklo vystyma, kai
identifikuojami du aspektai (miesto prekés zenklo elementy sgranga ir miesto
prekeés zenklo vystymo komponentus). Sioje modelio dalyje patikslinta, kad bi-
tina jvardyti svarbiausiaja miesto prekés zenklo vystyma koordinuojancig suin-
teresuotaja Salj — miesto politikai. Pastarosios suinteresuotosios Salies i$skyri-
mas grindziamas empirinio tyrimo rezultatais, ypac¢ eksperty interviu.

Remiantis empirinio tyrimo rezultatais suinteresuotasias Salis dalyvaujan-

Cias miesto prekés zenklo vystyme, sitiloma skirstyti j penkias grupes:

1) miesto prekés zenklo vystyma koordinuojanti suinteresuotoji Salis — mie-
sto politikai. Si suinteresuotoji $alis turi aisky pagrinda miesto prekés Zen-
klo vystymui, jos dalyvavimas yra sprendziamojo pobiidzio, t.y. turi galia
priimti biitinus sprendimus dél miesto prekés zenklo vystymo;

2) reikalaujancios suinteresuotosios Salys yra trys suinteresuotosios Salys —
miesto  gyventojai, miesto organizacijos, miesto verslas. Sios suintere-
suotosios Salys i§ esmés dalyvavimui miesto prekés zenklo vystyme turi
pagrinda, taciau jy dalyvavimas yra pagrjstas priklausomybe nuo miesto
prekés zenklo vystyma koordinuojancios suinteresuotosios Salies (kai
pagrindiné suinteresuotoji Salis dalyvauja / jgyvendina jvairius sprendimo
priémimo procesus dél miesto prekés zenklo vystymo);
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3)

4)

3)

Priklausomos suinteresuotosios Salys yra investuotojai ir turistai, nes jos
priklauso nuo kity suinteresuotyjy Saliy geranoriSkumo. Dalyvavimo po-
bidis yra informatyvus, kai perduodama informacija) (modelyje pazyméta
melsva spalva);

Pasyvios suinteresuotosios Salys yra miestai-partneriai, miestai-konku-
rentai. Pasyvios suinteresuotosios Salys turi galig paveikti miesto prekés
zenklo vystyma, bet jy interesai iSreiSkiami tik pasitaikius progai ar su-
siklos¢ius konkrecioms aplinkybéms. Dalyvavimo pobiidis yra konsulta-
cinio pobiidzio, kai galimybés dalyvauti miesto prekés zenklo vystyme yra
ribotos dél reikalaujanciyjy suinteresuotyjy Saliy;

Stebincios suinteresuotosios Salys yra ziniasklaida ir Vyriausybé. Tiek vy-
riausybe, tiek ziniasklaida operuoja galia (vyriausybé pvz., disponuoja fin-
ansais, kurie i§ esmés gali pakeisti miesto prekés zenklo vystymo kryptj).

Suinteresuotyjy Saliy
identifikavimo kriterijai:
« Isiparcigojimai —
«  Astovavimas
 Priklausomybé
o Jtaka
Artimumas

REZULTATAI (DIII)

| MIESTO PREKES ZENKLO
| VYSTYMO PRIEZASTYS (DI) |

*

griztamasis rysys

Racionalaus dalyvavimo
argumentacija: P
*  Racionalumo instrumentiné
prigimtis
«  Racionalumas kaip
prioritetizavimo galimybé

SUINTERESUOTYJY SALIY
DALVVA{/‘lMo RAISKA (DII)

Miesto prekés Zenklo elementy |
saranga (MZPE 1, MZPE 2, MZPE
3, MZPE 4, MZPE 5, MZPE 6)

Miesto prekés Zenklo vystymo
komponentai:

o Vizja

*  komunikacija

-«

Miesto prekés
L, Zenklo vystymo
Krypties

< ivardijimas:

« Konkurencijos
o Tvari

 SUINTERESUOTUJY
SALIY, DALYVAU-
JANCIU MIESTO PREKES
ZENKLO VYSTYME,
IDENTIFIKACINIS
LZEMELAPIS"

|

o MIESTO PREKES
ZENKLO VYSTYMO
KRYPTIES PAGRINDI-
MAS IR [TVIRTINIMAS

!

. MIESTO PREKES
ZENKLO ELEMENTY
CHARAKTERISTIKY
SUSTIPRINIMAS
(KONSOLIDAVIMAS)

grjztamasis ry3ys

Pav. Suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés zenklo
vystyme patikslintas modelis
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ISVADOS

ISanalizavus suinteresuotyjy Saliy dalyvavimo raiskos miesto prekés Zenklo

vystyme Lietuvos atveju teorinius aspektus ir atlikus empirinj tyrima sufor-
muluotos tokios iSvados:

1.

ISanalizavus konceptualiuosius pozilirius | suinteresuotyjy Saliy dalyvavi-
ma, atskleidZiant suinteresuotyjy Saliy gausg ir dalyvavimo raiskos esme,
galima teigti, kad suinteresuotosios Salies sgvoka, nors ir gerokai seniau
ir pla¢iau naudojama verslo praktikoje, vieSajame sektoriuje ar vie$osios
politikos veiksmuose, tampa vis aktualesné. Suinteresuotosios Salies sgvo-
kos analizé parodé, kad ganétinai gausus jy klasifikavimo / tipologizavimo
kriterijy sarasas (pagal jsipareigojima, pagal atstovavima, pagal priklau-
somybe, pagal jtaka, pagal artimumag) turéty biiti papildytas dalyvavimo
btdo jvardijimu (tiesiogiai vs netiesiogiai) ir dalyvavimo raiskos aktyvumo
jvertinimu (pasyvus, reikalaujantis, ir kt.). Mokslinés literatiiros analizé
leido i$skirti deSimt potencialiy suinteresuotyjy Saliy, dalyvaujanc¢iy mies-
to prekés zenklo vystyme (miesto verslininkai (suinteresuotoji $alis, kuri,
sujungia kapitala, darbg ir kitus ekonominius iSteklius tam tikrai pelno sie-
kianciai veiklai vykdyti, t.y. plétoja versla mieste); miesto politikai (suin-
teresuotoji Salis, kuri uzsiima bendro Zmoniy gyvenimo visuomenéje orga-
nizavimo ir nuolatinio reguliavimo veikla, t.y. valdo miesta, kuruoja visus
miesto vystymo aspektus (infrastruktiira, paslaugomis ir kt., taip pat vysto
miesto prekés zenkla); ziniasklaida (suinteresuotoji Salis, kurios tikslas —
pateikti informacija placiajai visuomenei, publikuoja / skelbia informacija
apie miesta, gali bti tick veikianti mieste, tiek uz jo riby); miesto gyven-
tojai (suinteresuotoji Salis, kuri save laiko nuolatiniais miesto gyventojais,
t.y. nuolat besinaudojanti miesto infrastruktiira, paslaugomis); miesto or-
ganizacijos (suinteresuotoji Salis, atstovaujanti jvairias organizacijas NVO,
V3] ir pan. veikianCias mieste), miestai-partneriai (suinteresuotoji Salis,
miestai, kurie palaiko / plétoja jvairiakryptj bendradarbiavimg su miestu);
Vyriausybé (suinteresuotoji Salis, kuri priima tiek nacionalinio, tiek tarp-
tautinio lygmens sprendimus, turin¢ius reik§me miestui ir jo gyvavimui),
miestai-konkurentai (suinteresuotoji Salis, miestai, kurie konkuruoja dél ty
paciy gyventojy, investuotojy ir kt.); turistai (suinteresuotoji Salis, kuri gali
atvykti ] miesta pazintiniais, profesiniais dalykiniais, etniniais, kulttiriniais,
rekreaciniais, sveikatinimo, sveikatingumo, religiniais ar specialiais tiks-
lais); investuotojai (suinteresuotoji Salis, kuri piniginémis léSomis ir jstaty-
mais bei kitais teisés aktais nustatyta tvarka jvertintu materialiuoju, nemate-
rialiuoju ir finansiniu turtu investuoja siekiant i§ investavimo objekto gauti
pelno (pajamy), socialinj rezultatg (Svietimo, kultiiros, mokslo, sveikatos ir
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socialinés apsaugos bei kitose panasiose srityse) arba uztikrinti valstybés
funkceijy jgyvendinimg). Dalyvavimo konceptas nevienareik$mis: dalyvavi-
mas traktuojamas kaip veikla, kaip procesas, kaip elgsena, kaip mastysena
ir pan. Suinteresuotyjy Saliy dalyvavimas miesto prekés zenklo vystyme
grindziamas racionalaus pasirinkimo teorija, nes i teorija jgalina jvertinti
prioritetizavima, atsizvelgti j ribotus isteklius ir kt. svarbius aspektus.
Mokslinés literatiiros analizé leido suinteresuotasias Salis, dalyvaujan-
Cias miesto prekés zenklo vystyme, klasifikuoti pagal dalyvavimo pobudj
ir i8skirti tris jy grupes: reikalaujancios suinteresuotosios Salys (politikai,
gyventojai, miesto organizacijos, verslas), priklausomos suinteresuotosios
Salys (turistai ir investuotojai) ir pasyvios suinteresuotosios Salys (mies-
tai-partneriai, miestai-konkurentai, Vyriausybé, ziniasklaida). Toks suin-
teresuotyjy Saliy klasifikavimas grindziamas pagrindiniais suinteresuotyjy
Saliy tipologizavimo kriterijais.
Mokslinés literattiros analiz¢ atskleidé, kad miesto prekés Zenklas aiskina-
mas remiantis koncepciniu pozitiriu (miesto prekés zenklas — kognityvi-
nis konstruktas, miesto prekés zenklas — diferenciavimo priemoné, miesto
prekés zenklas — tapatybé¢), funkciniu pozitriu (miesto prekés Zenklas kaip
bendruomenés asis, miesto prekés zenklas kaip pridétiné verté, miesto pre-
kés zenklas kaip asmenybé¢). Miesto prekés zenklas aiSkinamas kaip su-
détingesnis konstruktas negu verslo prekés zenklas. Mokslinés literatiiros
analizé leido miesto prekés zenklo elementus, pateikiant jy pagrindines
charakteristikas. Darbe i$skirti Sesi miesto prekés zenklo elementai, kurie
apimantys apciuopiamus, neapc¢iuopiamus ir pasiekimus iliustruojancius
aspektus. Apciuopiami miesto prekés zenklo elementai yra du: Vieta ir Inf-
rastruktiira bei Viesosios paslaugos. Siuos elementus apibiidina $esios cha-
rakteristikos. Neap&iuopiamus miesto prekés Zenklo elementus (Zmonés,
miesto gyvenimas) taip pat apibiidina SeSios chrakateristikos, o daugiausia
charakteristiky (net astuonios) yra i§ pasiekimus iliustruojanc¢iy miesto pre-
kés zenklo elementy (Statusas ir pozicija, Potencialas).
Modeliuojant suinteresuotyjy Saliy dalyvavimo raiska miesto prekeés zenklo
vystyme buvo ne tik pasitelkta racionalaus pasirinkimo teorija, pagrjstos te-
orinés prielaidos (apimancios tris esminius aspektus: suinteresuotyjy Saliy
ir miesto prekés zenklo elementy identifikavimas; racionalumas kaip esmi-
nis vystymo komponentas ir miesto prekés zenklo vystymo kryptys (konku-
renciné, kooperatyvi ir tvari), bet ir jgalino parengti teorinj suinteresuotyjy
Saliy dalyvavimo raiskos miesto prekés zenklo modelj, kuriame yra trys
pagrindinés dalys. Pirmoji modelio dalis yra teorinés miesto prekés Zen-
klo vystymg skatinancios priezastys (DI). Mokslinés literatiiros analizé
igalino isskirti tokias pagrindines priezastis: turizmas, eksportas, Zmonés,
kulttra ir paveldas, Vyriausybé. Antroji modelio dalis yra suinteresuo-
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tyjy $aliy dalyvavimo raiSka (DII). Sioje modelio dalyje yra pateikiamas
suinteresuotyjy Saliy dalyvavimas ir miesto prekés Zenklo vystymas. Teori-
niame modelyje suinteresuotyjy Saliy dalyvavimo raiska grindziama dviem
dedamosiomis:

a)

b)

suinteresuotyjy Saliy dalyvavimo raiska, kurioje iSskirti pagrindiniai
suinteresuotyjy Saliy identifikavimo kriterijai (jsipareigojimas, atsto-
vavimas, priklausomybé, jtaka, artimumas) ir racionalaus dalyvavimo
argumentacija (racionalumo instrumentiné prigimtis, racionalumas
kaip prioritetizavimo galimybé)

racionalaus dalyvavimo argumentacija, kai svarbi yra racionalumo
instrumentiné prigimtis ir racionalumas suteikia prioritetizavimo ga-
limybe Miesto prekés vystymas apima prekeés zenklo elementy struk-
tira: vieta, infrastruktiira ir vieSosios paslaugos (naujas elementas),
miesto gyvenimas (patikslintas elemento jvardijimas), Zmonés, po-
tencialas, statusas ir pozicija (patikslintas elemento jvardijimas).
Remiantis mokslinés literatiiros analize, kiekvieng is miesto prekeés
zenklo elementy detaliau apibiudina skirtingos charakteristikos. De-
talizuojant miesto prekés zenklo elementy struktiira paminétina, kad
miesto prekés zenklg sudaro trys grupés miesto prekés zenklo elemen-
ty (apCiuopiami elementai yra vieta, infrastruktiira ir vieSosios paslau-
gos, neapfiuopiami yra miesto gyvenimas, zmonés, pasiekimus ilius-
truojantys yra potencialas, statusas ir pozicija). Sig elementy struktii-
rq charakterizuoja dvidesimt charakteristiky.

Yra jvardyti pagrindiniai miesto prekeés zenklo vystymo komponentai.
Trecioji modelio dalis yra REZULTATAI (DIII). Treciojoje modelio daly-

je ivardyti du laukiami rezultatai:
suinteresuotyjy Saliy, dalyvaujanciy miesto prekes zenklo vystyme, ,, identi-

a)

b)

fikacinis Zemélapis “;

miesto prekés zenklo vystymo krypties jtvirtinimas (kaip ir kur jvardijama,
kokig miesto prekés zenklo vystymo kryptj renkasi suinteresuotosios Sa-

lys).
Pazymétina, kad tarp visy trijy modelio daliy yra tiesioginiai ry$iai (kai i§

pradinés istaky situacijos per suinteresuotyjy dalyvavimo raiska (antroji mode-
lio dalis) siekiama rezultato (tre¢ioji modelio dalis), kurie pazyméti rodyklémis.
Taciau kiekvienas atskiras modelio segmentas i$ kiekvienos dalies yra abipusio
pobiidzio (modelyje pazyméta abipusémis rodyklémis), kai vienas segmentas
gali daryti jtaka kitam. Modelyje pazymétas griztamasis rySys, kuris leidzia,
jvertinus rezultatus grjzti j pradzig ir pradéti i$ naujo.

4. Pagrjsta suinteresuotyjy Saliy dalyvavimo raiSkos miesto prekés zenklo
vystyme empirinio tyrimo metodologija, kuri pritaikyta Lietuvos atvejui,
bet i§ esmés galéty biiti naudojama postsovietinése Salyse, kuriose miesto
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prekiy zenkly vystymas yra pakankamai intensyvus. Darbe naudota meto-
dologija yra pagrista kokybine prieiga, kai gilinamasi j atvejo situacija. Si
empirinio tyrimo metodika leidzia jsigilinti j pasirinktg atvejj ir derinti skir-
tingus empirinio tyrimo metodus (manifesting dokumenty turinio analize,
interviu).
Remiantis empirinio kokybinio tyrimo rezultatais identifikuotos suintere-
suotosios $alys, dalyvaujancios miesto prekés zenklo vystyme. Sudarytas
suinteresuotyjy Saliy zemélapis leidzia aiskiai matyti suinteresuotyjy Saliy
visuma, 0 ne pavienes suinteresuotgsias $alis. Atliktas kompleksinis empi-
rinis tyrimas atskleidé, kad suinteresuotasias $alis, dalyvaujancéias miesto
prekés zenklo vystyme, jgalina skirstyti taip:

a) miesto prekés Zenklo vystymq koordinuojanti suinteresuotoji Salis —
miesto politikai. Si suinteresuotoji 3alis turi aisky pagrinda miesto pre-
kés zenklo vystymui, jos dalyvavimas yra sprendziamojo pobiidzio,
t.y. turi galig priimti biitinus sprendimus dél miesto prekés zenklo vys-
tymo;

b) reikalaujancios suinteresuotosios Salys yra trys suinteresuotosios $a-
lys —miesto gyventojai, miesto organizacijos, miesto verslas. Sios su-
interesuotosios Salys i§ esmés dalyvavimui miesto prekés Zenklo vys-
tyme turi pagrinda, taciau jy dalyvavimas yra pagrjstas priklausomybe
nuo miesto prekés zenklo vystyma koordinuojancios suinteresuotosios
Salies (kai pagrindiné suinteresuotoji Salis dalyvauja / jgyvendina jvai-
rius sprendimo priémimo procesus dél miesto prekés zenklo vystymo);

c) priklausomos suinteresuotosios Salys yra investuotojai ir turistai, nes
jos priklauso nuo kity suinteresuotyjy $aliy geranoriskumo. Dalyvavi-
mo pobidis yra informatyvus, kai perduodama informacija);

d) pasyvios suinteresuotosios Salys yra miestai-partneriai, miestai-kon-
kurentai. Pasyvios suinteresuotosios Salys turi galig paveikti miesto
prekés zenklo vystyma, bet jy interesai iSreiSkiami tik pasitaikius pro-
gai ar susiklos¢ius konkre¢ioms aplinkybéms. Dalyvavimo pobtdis
yra konsultacinio pobiidzio, kai galimybés dalyvauti miesto prekés
zenklo vystyme yra ribotos dél reikalaujanciyjy suinteresuotyjy Saliy;

e) stebincios suinteresuotosios Salys yra ziniasklaida ir Vyriausybé. Tiek
vyriausybé, tiek ziniasklaida operuoja galia (vyriausybé pvz., dispo-
nuoja finansais, kurie i§ esmés gali pakeisti miesto prekés zenklo vys-
tymo kryptj).

Empirinio tyrimo rezultatai atskleidé, kad sudétingiausias aspektas yra

miesto prekés Zenklo vystymo krypties jvardijimas. Manifestiné dokumen-

ty analizé rodo, kad suinteresuotosios Salys aiskiai identifikuoja konkuren-
cing miesto prekés zenklo vystymo kryptj (jvardijant aiskiai konkurentus
tiek Lietuvos, tiek uzsienio atveju) ir tvarig miesto prekés zenklo vystymo
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kryptj, kai siekiama visy suinteresuotyjy Saliy likesciy ir poreikiy patenki-
nimo. Tac¢iau néra jvardijama miesto prekés zenklo kooperavimosi vysty-
mosi kryptis, nors tai leisty konsoliduoti isteklius (tiek zmogiskuosius, tiek
finansinius, o ir potencialas tam yra — draugaujantys miestai). Tuo tarpu
ekspertai pabrézia, kad bene svarbiausia yra konkuravimo miesto prekés
zenklo vystymo kryptis. Tq iliustruoja ir atvejo analizé, kai miestai savo do-
kumentuose (tiek SPP, tiek prekés Zzenkly vadovuose) aiskiai apibrézia vie-
ng i§ esminiy miesto prekés zenklo vystymo komponenty — vizija. Taciau
gerokai maziau démesio skiriama kitiems miesto prekés zenklo vystymo
komponentams (tikslinei auditorijai, komunikacijai ir kt.)

Remiantis teoriniais ir empiriniais tyrimais parengtas konceptualus suinte-
resuotyjy Saliy dalyvavimo raiskos miesto prekés zenklo vystyme modelis,
kuriame yra jvardytos bitinos prielaidos, apimancios miesto prekés zenklo
vystymo priezastis, suinteresuotyjy Saliy identifikavimo kriterijus, pateikia-
mos salygos (tiek suinteresuotyjy Saliy, tiek miesto prekés zenklo elemen-
ty) ir rezultatas.
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