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Abstract

The article deals with the issue of place marketing as a
means of increasing competitiveness of a place, with spe-
cial attention being to identification of criteria for compe-
titiveness of the place in marketing. At the beginning of
the article there is an attempt to disclose the links between
place marketing and place competitiveness, because when
seeking competitiveness of a place marketing can become
a tool that will supplement other means of boosting place
competitiveness. Later on in the article the aspects of asses-
sment of place competitiveness as a result of marketing are
analyzed, the main factors of competitiveness of a place are
identified. The article ends with discussion on cooperation
among local government, university and business subjects
in seeking to increase place competitiveness.

Keywords: place marketing, place competitiveness, col-
laboration between local government, university and busi-
ness subjects.

Introduction

Issues of increasing the competitiveness of a place,
similarly to that of a company or a separate business
branch, become increasingly more relevant and more
popular among scientists and even politicians and bu-
sinesspersons (Bruneckiené, 2010, p. 25). The place
competition is global, and all places whether located
in Europe, Asia, Latin America or the USA, need to
develop new capabilities to survive in the competition
(Rainisto, 2003). In order to compete effectively, pla-
ces must develop a real marketing approach. On the
academic level various studies and scientific resear-
ches are undertaken, they analyze factors increasing
competitiveness of a country or a region, on political
level various policies and means are implemented, pri-
ority directions increasing place competitiveness are
identified, and financial support to implement name-
ly these priorities is allocated (Bruneckien¢, 2010, p.
25). Therefore, there is no doubt about necessity of
development of competitiveness of a place, but place
competitiveness is usually related to decisions that ha-
ve aims related to taxes, corruption, political interfe-
rence, openness of economy, gross domestic product,
competitiveness of industrial exports and the like,

while marketing solutions receive secondary role.
Despite more than half a century of the development
of marketing it still remains a challenge even for priva-
te companies that are generally regarded as specialists
in marketing activities. It is the competition spreading
into other spheres of human reality that has become
a very important impetus for applying marketing to
places.

Although during the last 20 years regions and ci-
ties all over the world made great efforts to define
their own vision, build identity, shape their image so
that they become more attractive and thus more com-
petitive, increase their market share in global econo-
my and solidify their economic development (Meta-
xas, 2009, p. 1357), in scholarly literature these two
concepts (place competitiveness and marketing) are
usually analyzed separately. Interaction between pla-
ce marketing and place competitiveness becomes a re-
levant topic of practical and theoretical discussions.

Another field of practical and theoretical discus-
sions that is covered in this article is the question of
responsibility while seeking place competitiveness.
There are not many subjects responsible for place
marketing, which are concerned about creation of
such strategies (Rondomanskaité, Banyté, 2003; Pi-
liutyté, 2007; Begg, 1999; Rainisto, 2003; Docherty,
Drake, Gulliver, 2003; Anholt, 2007; Bucek, Pauli¢ko-
va, 2003 and others), the efficient implementation of
which determines place competitiveness.

The issue of place marketing is little analyzed in
the works by Lithuanian scientists. There are even
fewer studies on achieving place competitiveness by
using marketing tools. More consistent interest in this
issue is paid only by such Lithuanian scientists as Pi-
liutyté (2007), Rechlavicius, (2007), Rondomanskaité
(2004), Macys (2002) and others. Yet this issue recei-
ved more interest from foreign scientists (Rainisto
(2003), Anholt (2007), Skinner (2008), Colombino
(2009) and others). Despite increased interest from
scientists and recognized important role of marketing
in development of place competitiveness, several pro-
blems remain unsolved. One of the problem areas



that require scientific research is insufficient familia-
rity with conception of place marketing. There is a
diversity of attitudes as well as there is no agreement
on whether it is possible to “sell” a place via use of
marketing tools. Another area of research characteri-
zed by endless discussions among scientists is what
criteria of place competitiveness can be influenced by
marketing tools; also what role in the context under
analysis is performed by the cooperating parties: go-
vernment, business and science subjects.

The aim of this article is to analyse and reveal the
role of place marketing in developing competitive-
ness of a place.

Research methods are scientific literature analysis,
comparison, generalization.

Relationship of place marketing and compe-

titiveness

New challenges brought about by place have star-
ted marketing research integrating various marketing
approaches based not only on deep knowledge of hu-
manities, social sciences and business, but also on un-
derstanding the complexity of its product — a place
(Matlovicova, 2007) and its competitiveness.

Complexity of its nature is probably the reason
why a wider consensus in such a fundamental ques-
tion as the definition of place marketing has not been
achieved. According to Matlovicova (2007), a place
represents an interesting phenomenon, a subject of in-
terdisciplinary and transdisciplinary research, the sub-
stance of which is still so much a disputed one among
scientists and only at the philosophical level. In mar-
keting, a place is perceived as a product that can be
“shaped” in order to achieve its competitiveness. In
marketing terms, the notion of “a product” covers
any and all artefacts (manufactured/crafted products),
services, and also experience, persons, places, orga-
nizations, information and thoughts, which means
everything that may possibly become a medium of ex-
change, an item of use or an article of consumption,
everything that may satisfy the needs and desires (Kot-
ler and Armstrong, 2004). Although the aims of mar-
keting strategy being created for any object of exchan-
ge are related to competitiveness of that object, mar-
keting strategies differ depending on the marketing
object. Many authors (KynmpsiBues, 2002; Rainisto,
2003; Mikalauskiené, 2005; Kavaliauskas and Laks-
tauskaité, 2000) think that an object of place marke-
ting can be a country, a region, and a city. Kyznpssies
(2002) distinguishes five objects of place marketing
by proposing that place marketing can be done by a
city, a region, a country, and even a continent. Rai-
nisto (2003) adds yet another, smaller unit of a city:
precinct. And although in a certain territory a specific
unit (for example, a city) is chosen as an object of
marketing, it has been noticed that competitiveness of

the entire territory (for example, a region) depends on
the development of the separate units. Therefore Do-
cherty et al. (2003) proposes a place competitiveness
strategy that allows not for competing among cities,
but simply cooperating with nearby cities and thus im-
proving competitiveness of the entire region.

At present there are no doubts about the approp-
riateness of applying marketing to achieve place com-
petitiveness. It is generally accepted that places can
be offered with the same efficiency as products. In
scholarly literature place marketing is usually speci-
fied as use of means of marketing (promotion, in par-
ticular) with a view to increase popularity of a place
and create image of the place. Place marketing is also
termed as activity aimed at creating, maintaining or al-
tering society’s attitude towards certain locations, and
as function meaning place creation in order to satisfy
the needs of its target market (Kotler, 1990, 2005).
Other authors have similar opinion, claiming that pla-
ce marketing is creation (design) and sale of attracti-
ve location that satisfies the needs of target groups
(markets) (Rainisto, 2003; Mikalauskiené, 2005). In
the opinion of Jeleckich (Enenkux) (2010), when defi-
ning place marketing it is also necessary to emphasize
strengthening of position of a certain place in interna-
tional environment. On the international arena there
are competing territories and different markets those
territories compete for.

We can suggest that despite quite a number of at-
tempts to define place marketing, it is more or less ag-
reed that place marketing is defined as conscious, con-
tinual activities with the aim to improve and maintain
the competitive position of a place through persistent
identification, modification and satisfaction of the ne-
eds of various segments connected with the place.

When defining place marketing there is a discus-
sion to what extent place marketing conception is in
line with the conception of a traditional (goods and
services) marketing. According to Asplundo (2005),
there is no essential difference between how to “sell”
a city or other locality and how to sell some conven-
tional product or service, the only difference being the
scale of activity. Mikalauskiené (2005) also supports
this idea by noting that the difference between marke-
ting and place marketing is that the latter is applied
to a wider context: of city, county, district, state, or
region. When providing a comparative evaluation of
Place Marketing policies in some European cities, Me-
taxas (2002) discusses the terms “selling” and “marke-
ting”. Metaxas (2002) views “selling” as the main aim
of place / city marketing, which is the final objective
of the promotion phase. Marketing is viewed as strate-
gic procedure that is designed and performed in order
to sell something successfully (Metaxas, 2002). In li-
ne with this idea, Urban (2002) declares that the main
goal of place marketing plan is not only to advertise



the location to potential tourists and investors — place
marketing is the main planning tool that contributes
to development of places. It stresses the notion that
competitive place development can be achieved by in-
tegrating marketing tools and principles into strategic
planning procedures.

Marketing process, in its broad complex nature,
comprises heterogeneous and interrelated activities.
Each place should define and communicate its special
features and competitive advantages effectively.

Due to fierce place competition places are obliged
to transfer from undifferentiated marketing to concen-
trated marketing based on market segmentation. Seg-
mentation is defined as a core task in place marketing
(Rainisto, 2003). This means that a place identifies
important market segments, makes decisions, choo-
ses those that are most suitable and applies various
marketing approaches to each of them (Matlovicova,
2008).

Places must find ways to differentiate and posi-
tion themselves for their target markets (Kotler et al.,
1999). According to Kotler et al. (1999), Mikalaus-
kiené (2005), Rainisto (2003), [Tankpyxun (2002),
ApxenoBckuii (2002), four main target markets for
place marketing can be identified: visitors (business
and non-business visitors, business guests who parti-
cipate in business meetings and who come to buy or
sell something, tourists and other visitors), residents
and employees (professionals, employees with a spe-
ciality (scientists, doctors, qualified employees), com-
pany employees working at home, well-off people),
business and industry, and export markets. However,
places often do not define their target groups, leading
to an unclear focus that reflects on the marketing mes-
sage (Kotler et al, 1999).

Aspects of assessment of place competitive-
ness as result of marketing activities

Analyzing the competitiveness of cities' Piliutyté
(2007) proposes that cities compete in order to inc-
rease their attractiveness for satisfying the needs (in-
vestments, tourism, large events, specialized human
resources, modern infrastructure, high technologies,
innovative activities and systems) of potential target
markets. Rondomanskaite, Banyté (2003) define pla-
ce competitiveness as “its ability under free market
conditions to produce goods and provide services that
meet the requirements of international markets, while
maintaining and improving the long-term real income
level of residents”.

There is no universally accepted definition of place
competitiveness (Sinkiené, 2008, p. 68), the concep-

! Analyzing scientific publications it has been noticed that in their
works scientists more often deal not with abstract places, but spe-
cific units: cities or regions. Therefore in the article when citing
various authors original terms are used, seeing that they denote a
place anyway.

tion of competitiveness is understood variously (Go-

lob and Podnar, 2007; Gottschalg and Zollo, 2007,

Shepherd and Ahmed, 2000) and academic communi-

ty agrees that competitiveness is a complex category

consisting of various competitive advantages and rela-
ted to productivity measured by economic benefit.

Authors differently interpret the dimensions of
competitiveness of places, which disclose the essence
of contents of this conception. In order to realize the
main features of competitiveness we can take a look
at the works in which their authors, when assessing
competitiveness of places, identify specific criteria to
evaluate it. For example, analyzing competitiveness
of cities on the international scale, Sanchez (1997) (ci-
ted from Rainisto, 2003) distinguishes the following
criteria:

e City population over 1 million, qualified workfor-
ce, presence of universities with old traditions,
high-level research infrastructure.

e Internationally important activities that ensure the
city a certain place in global economy, scientific
and cultural exchange making the city a financial
centre, heavy traffic, good telecommunications
network.

e High-level specialization in services, ability to
serve not only local, but also foreign customers.

e Possibility and suitable infrastructure to organize
international-level events.

e Presence and opening here of foreign diplomatic
missions and business representatives, associa-
tions, and clubs.

e Cultural infrastructure: newspaper and book pub-
lishing houses, museums, monuments, interna-
tionally recognized cultural events, activities of
cultural figures which makes the city a business,
culture, leisure, and tourism centre of internatio-
nal level.

e Acity must strive to be identifiable among compe-
titors in the global context, taking into considera-
tion the cultural, political, and economic factors.

In a study (Barcleys, 2002) (cited from Rainisto,

2003) of economic place development strategies of

some of the world’s richest regions, six main areas

are identified, where economic and development stra-
tegies need to focus to build a competitive advantage
for a location:

e Creating regional leadership through a shared vi-
sion, co-ordination and funding.

e Focusingregional resources through regional clus-

ters (science parks, enterprise hubs).

Supporting local entrepreneurs.

Bringing education and business together.

Creating community involvement.

Building national and international links to deve-

lop new markets and to exploit inward and out-

ward investment opportunities.



The criteria distinguished by Sanchez (1997)
can be elaborated using the research results of Begg
(1999). This scholar presents the strategies of a com-
petitive city, the implementation of which depends
on joint efforts of local government and business sub-
jects. They can also be regarded as activity directions
that ensure place’s attractiveness for target markets:

e To create workplaces that require great competen-
ce and generate high income. A city (a region, a
country) needs good specialists that would contri-
bute to development of that place. But in order to
keep them, appropriate salaries have to be ensu-
red.

e Production must generate environmentally-friend-
ly products and services. For the ecologic environ-
ment and people’s life conditions in the place not
to suffer it is a must to provide ecologically quali-
ty products and services.

e Production must be focused on products and servi-
ces with desirable features. In this case the needs

Tourism

and wishes of customers must be taken into consi-
deration so that the place gets profit and does not
suffer losses.

e Economic growth rates must enable achieving to-
tal employment. Places should care about reduc-
tion of unemployment: create new jobs or fill va-
cancies.

e A city must specialize in activities that would al-
low it to have control over its future. Places must
seek outstanding niches that would ensure exclu-
siveness and attractiveness of that place and boost
overall profit.

e A city must be able to strengthen its position in ur-
ban hierarchy. Places should undertake activities
that would increase visual, economic, and politi-
cal attractiveness, so that they attract as many tou-
rists, investors, or simply dwellers as possible.

Anbholt (2007) provides the factors of competitive
identity of a place that determine the attractiveness of
the place.

Brands

People

COMPETITIVE

Policy

IDENTITY

Culture

Investment

Fig 1. The hexagon of Competitive Identity
Source: Anholt, S. (2007). Competitive Identity: The New Brand Management for Nations,
Cities and Regions. U.K.: Palgrave Macmillan.

This hexagon is comprised of tourism, brands, po-
licy, foreign investment, culture, and people of the pla-
ce. Murray (2001) pays great attention to culture as an
element of competitive identity of a place. He notices
that it is a very bad sign if a region has no cultural
identity. The author notes that cultural originality of
the region is the most important element of competiti-
ve identity of the region. It can be proposed that place
marketing efforts can be assessed from the perspecti-
ve of elements of identity of the place.

The conception of modern marketing is built on
the emotional dimensions as well as on the tangible
dimensions of value for customer, therefore when de-
signing the strategies of place marketing it is necessa-
ry to foresee and seek the aims that are measured not
only in economic criteria. Competitiveness also has
a so-called “soft” (social) dimension. Social respon-
sibility and commitment become important factors
of competitive advantage of a place (Rainisto, 2003).
Matlovic¢ova (2007) notes that in addition to functio-
nal components, a place also involves semantic integ-
ral components such as image, local cultural clima-

te, business climate, capability of self-organization
and capability of creating network relations between
and among various subjects, communication system.
Their meaning lies in inimitableness, and therefore
they are critical inputs to the process of gaining a com-
petitive advantage over other places (Matlovi¢ova,
2007). The importance of the so-called “soft” (social)
dimensions (attractiveness of the place, place identi-
ty, culture, community involvement etc.) is obvious
when evaluating place competitiveness.

The carried out scientific analysis of place com-
petitiveness enables us to distinguish the following
main factors of place competitiveness: human resour-
ces (Rondomanskaité, Banyté, 2003; Piliutyté, 2007,
Rainisto, 2003; Begg, 1999; The Magazine of Cor-
porate Real Estate Strategy and Area Economic De-
velopment, 2008; Anholt, 2007; Bucek, Paulickova,
2003), science-culture (Rainisto, 2003; Anholt, 2007,
Murray, 2001), proper infrastructure (Rainisto, 2003;
Begg, 1999; The Magazine of Corporate Real Estate
Strategy and Area Economic Development, 2008), spe-
cialization in providing services or producing goods



(Rainisto, 2003; Begg, 1999; The Magazine of Cor-
porate Real Estate Strategy and Area Economic De-
velopment, 2008; Anholt, 2007), foreign investments
(Rainisto, 2003; The Magazine of Corporate Real Es-
tate Strategy and Area Economic Development, 2008;
Anholt, 2007), tourism (Anholt, 2007; Bucek, Pauli¢-
kova, 2003), policy enacted (Anholt, 2007; Bucek,
Pauli¢kova, 2003).

Collaboration between government, university,
and business subjects of the place

In order to achieve the efficient implementation
of previously mentioned competitiveness-enhancing
factors collaboration between science, government,
and business subjects is important. Collaboration is
defined as a method of direct interaction, which cha-
racterizes group processes and encompasses aggrega-
te planning, decision making, and problem solving
when seeking common goals (Friend, Cook (1992),
Laycock, Gable, Korinek (1991), cited from Cibuls-
kiené et al., 2010, p. 11). Therefore subjects posses-
sing different knowledge, experience, opportunities,
resources, etc. can achieve in the process of interac-
tion much more than by acting independently.

Begg (1999) notes that seeking the competitive-
ness of cities can be regarded as “many-sided efforts
of institutions representing certain areas to reinforce
advantages of their area by wisely managing certain
features that affect the value of their place as a terri-
tory of diverse activities”. It is creation of value for
target markets that forms the basis of development of
marketing strategy.

According to Matlovi¢ova (2008), it is necessary
to have an initiator for this to be implemented in place
practice. The initiator must be able to persuade the re-
levant place opinion leaders about the importance of
marketing for the place in question and have them as
participants-multiplicators in the suggested process.
The initiator’s task is to arouse interest and motivate
the relevant place authorities, i.e. the obligatory par-
ticipants of the marketing process, so that they may
accept the concept of marketing as philosophy based
on successful goal achievement through meeting the
customers’ demands more effectively than their com-
petitors do (Matlovi¢ova, 2008).

It is obvious that development of the mentioned
criteria depends both on cultural-historical structure
of the place and on focused decisions of the gover-
ning people and other interested subjects of the place
in the long run.

Rainisto (2003) notes that during development of
a place new marketing challenges are often encounte-
red; these require collaboration between local govern-
ment, private business, and university community.
Having carried out the study of place marketing in
Europe and in America the author has noticed that

in Europe local business is less often involved in the
process of regional planning. Collaboration between
private and public sector in the aspect of place plan-
ning has been done in the USA for decades. Kotler
and Gertner (2002) propose that partnership with bu-
siness and local government leaders is crucial factor
of success of a place that wants to survive in fierce
competition between places. According to Berg et al
(2001) (cited from Rainisto, 2003), the collaboration
between these subjects grants the possibility to find
out about the partner’s abilities, resources; it is also
possible to discover new opportunities and place de-
velopment projects. Marketing knowledge of private
sector is useful and necessary in the process of govern-
ment’s decision-making on place development. In the
opinion of Metaxo (2009), place marketing does not
work by itself. Place marketing may be efficient if city
authorities understand that city image can be special,
distinctive and must be promoted and encouraged
through the process of strategic planning. The last sta-
ge is competitiveness of a place/city. Competitiveness
is the aim of all places and place marketing may positi-
vely contribute to its fulfilment, provided that it is sha-
ped and developed within strategic planning. Place
marketing requires knowledge, critical thinking, and
strategic analysis. Furthermore, place marketing will
not be efficient if it is responsibility of one subject. Li-
ke in any organization, marketing must become a part
of its culture, a natural component. This is possible on-
ly through cooperation of various interested parties.
Universities and research institutes often are im-
portant partners in cooperation of local government
and private business (Rainisto, 2003). Universities
make the place attractive to companies that are based
on knowledge and oriented to research. Place develop-
ment decisions makers (government agents) do not
always follow a logical and rational strategy of mar-
keting, therefore according to Mukoma (2009) very
important is the collaboration between local govern-
ment, a university, and business representatives when
doing qualitative and quantitative studies of the place,
when drawing up place competitiveness strategies.
Collaboration between business, government, and
science is discussed all over the world, including Lit-
huania. Vaitekiinas (2001) notes that only a certain
science and business system having been created we
can talk about development of regions. No doubt, in
this system special importance belongs to cities — the
important development centres, having a rather large
field of attraction around them. In Lithuania only 4-5
cities can function as such centres, they are Vilnius,
Kaunas, Klaipéda, Siauliai, and, according to this aut-
hor, possibly Panevézys. In the opinion of Piliutyté
(2005), aims of local government differ from aims of
business sector, as the main attention is paid not to
profits, but to preservation of jobs, quality of environ-



ment people live in, quality of services, etc. Rachlevi-
¢ius (2007) has noticed that only representatives of
science talk about the distinctiveness of our country
in production of goods carrying a famous trademark.
According to the author, no discussions on the necessi-
ty for us to become distinctive in some way are heard
from the side of business practicians. Therefore, all
the mentioned facts signal the critical need for inte-
raction between science, business, and government.
On the other hand the manifestation of cooperation of
these subjects should/could be regarded as a factor of
place competitiveness, and simultaneously as a crite-
rion of assessment of place competitiveness.

Conclusions
1. Place marketing can be defined as conscious, con-
tinual activities with the aim to improve and main-
tain the competitive position of a place through
persistentidentification, modification and satisfac-
tion of the needs of various segments connected
with the place.
Place marketing is a strategic process with parti-
cular phases of development that leads to the crea-
tion of a competitive and attractive destination.
Market segmentation as an initial marketing plan-
ning step is suggested as significant process on a
place marketing procedure.
The identified factors of competitiveness of places
allow stating that the existence of “soft” (social)
dimensions (attractiveness of the place, place iden-
tity, culture, community involvement, etc.) could
be treated as distinctive hard-to-imitate factors of
gaining a unique competitive advantage over ot-
her places. It has been found that marketing strate-
gies must be not only oriented to improvement of
economic indicators of competitiveness, but also
directed at the social dimensions of competitive-
ness.
Complexity of the nature of place marketing pro-
cedures concerns a combination of activities, col-
laborations, strategic decisions and efforts which
are based on the partnerships between local aut-
horities, business and science that take place un-
der the philosophy of strategic place management
process. Collaboration between business, govern-
ment, and science of the place not only ensures
efficiency of marketing strategies when seeking
competitiveness of the place, but also should be
regarded as a factor of place competitiveness and
even a criterion for competitiveness evaluation.
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Vietos marketingas — regiono konkurencingumo didinimo priemoné

Santrauka

Straipsnyje gvildenama vietos marketingo kaip tam
tikros vietovés / teritorijos (miesto, Salies, regiono, Zemy-
no) konkurencingumo didinimo priemonés tema, skiriant
ypatinga démesj vietovés konkurencingumo kriterijy nusta-
tymui. Nustatyta, jog vietovés marketingo ir teritoriju
konkurencingumo siekimo marketingo priemonémis
studijy gausa Lietuvoje néra didelé, matyti nepakanka-
mas vietos marketingo koncepcijos pazinimas bei sasaja
su teritorijos konkurencingumu. Straipsnyje siekiama at-
skleisti vietos marketingo ir vietovés konkurencingumo
sasajas, laikantis pozicijos, kad vietos marketingas gali
tapti irankiu, papildanc¢iu kitas vietovés konkurencingu-
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mo didinimo priemones. Sio straipsnio tikslas — atskleisti
marketingo vaidmeni didinant vietovés konkurencinguma.
Tyrimo metodai: mokslinés literatliros analizé, lyginimas,
apibendrinimas.

Mokslinés literatiiros analizé atskleidé, kad vietos
marketingas gali biiti apiblidinamas kaip planingi testiniai
veiksmai, skirti konkurencinio pranasumo igijimui ir stip-
rinimui, kurio siekiama identifikuojant, modifikuojant ir
tenkinant tiksliniy vietovés auditorijy poreikius. Vietovés
marketingas vertinamas kaip tam tikrus vystymosi etapus
apimantis strateginis procesas, leidziantis siekti patrauklios
ir konkurencingos vietovés pozicijos, segmentavima trak-



tuojant kaip esanti vieng pagrindiniy pradiniy etapy Siame
procese. Vietovés kaip salyginés prekés vystymo veiksmai
dazniausia nukreipiami i §ias tikslines auditorijas: vietovés
svecius, vietoveés gyventojus, versla ir pramong, eksporto ir
nacionalines rinkas. Akcentuojama, jog vietos marketingo
veikla turi biiti nukreipta | pramonés ir paslaugy konkuren-
cingumo gerinima, naujy imoniy pritraukima { vietove; zi-
nomumo lygio kiirima ne tik vietovéje, bet ir uz jos riby.
Identifikavus vietovés konkurencingumo veiksnius,
akcentuojama ,,minkstyjy” (socialiniy) konkurencingumo
veiksniy (vietovés patrauklumo, vietovés identiteto, kultt-
ros, bendruomenés isitraukimas) svarba, juos traktuojant
kaip i8skirtinius, sunkiai imituojamus bei konkurencinj pra-
nasuma kuriancius veiksnius. Teigiama, jog konkurencin-
gumg didinancios strategijos turéty biti nukreiptos ne tik

1 ekonominiais rodikliais matuojamas, bet ir { minkstasias
(socialines) konkurencingumo dimensijas.

Vietos kaip objekto sudétingumas reikalauja komplek-
sisky, bendradarbiavimu tarp ivairiy sektoriy atstovy gristy
strateginiy sprendimy bei veiksmy. Vietos valdzios, verslo ir
mokslo bendruomenés bendradarbiavimas ivardijamas ne
tik kaip svarbus veiksnys, leidziantis siekti konkurencingu-
ma didinanc¢iy marketingo strategijy efektyvumo, bet ir lai-
komas vienu vietos konkurencingumo kriterijy. Teigiama,
jog verslo, valdzios, mokslo subjekty bendradarbiavimas
suteikia galimybe pasinaudoti partneriy kompetencijomis,
skirtingais iStekliais ieSkant, randant ir ijgyvendinant naujus
vietovés konkurencinguma gerinancius sprendimus.

Pagrindiniai ZodZiai: vietos marketingas, vietos kon-
kurencingumas, bendradarbiavimas su vietos valdzia, uni-
versiteto ir verslo klausimai.
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