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“Marketing takes a day to learn. Unfortunately it takes a lifetime to master.”
Philip Kotler

»Naucit sa marketing zaberie jeden den. Ale trva cely Zivot, kym ho skuto¢ne zvladnete.”
Philip Kotler

“A brand is a set of differentiating promises that link a product to its customers.”
Stuart Agres

»Znacku vytvara sabor odlisujucich pozitivnych odkazov, ktoré spajaju produkt so svojimi zdkaznikmi.“
Stuart Agres

“Products are made in the factory, but brands are created in the mind.”
Walter Landor

,Vyrobky sa vyrabaju v tovarni, ale znacky sa vytvaraju v mysliach.”
Walter Landor

“Think like a wise man but communicate in the language of the people.”
William Butler Yeats

»Mysli ako midry muz, ale komunikyj v jazyku Tudi.”
William Butler Yeats
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1. 0Ovop

Teritoridlna marketingova stratégia (TMS) Kosického samospravneho kraja je
navrhom koncepcie marketingovej stratégie izemia prioritne v oblasti podpory
priamych zahrani¢nych investicii (PZI) do regiénu. Ambiciou dokumentu je pred-
stavovat zdroj motivacie ¢i inpiracie a byt navodom konkrétnych opatreni pre roz-
hodujucich aktérov - tvorcov regionalneho rozvoja na izemi samospravneho kraja
na vSetkych drovniach (narodna v regione, regionalna, miestna).

Presved¢enim autorov tohto dokumentu je, ze dokument marketingovej stratégie
tohto druhu ma ¢o do najvicsej miery priamoéiaro pomenovat hlavné zdroje a
prilezitosti rozvoja. Z tohto pohladu bude tento dokument vyberat ,,najvypuklej-
$ie“ ¢rty a vlastnosti produktu, ktorym je uzemie samospravneho kraja, s ciefom
pomenovat jeho charakter a sformulovat origindlnu (svojsku) identitu iizemia
Tahko zrozumitelnt svojim zakaznikom. Dalej dobra marketingova stratégia by
mala vzdy rozliSovat dve perspektivy.

Svet viditel'ny (javisko) je priestor vnimany zdkaznikom, t. j. je definiciou samot-
ného produktu a ponuky poskytovanych sluzby pre zdkaznikov. Povedané jazykom
divadla, uspech hry tu zavisi najma od kvality scenara a zvladnutia ulohy hercami.

Svet neviditel'ny je priestor za oponou - to, ¢o nezaujima zékaznika, aviak nevy-
hnutne zabezpecluje vykon sluzby zakaznikovi (service delivery management). Do
tejto oblasti patri celd oblast koordindcie a riadenia investi¢ného rozvoja na tzemi
(vid schéma 1 dole).

OBR. 1: SVET VIDITELNY PRE ZAKAZNIKA ,JAVISKO“ A CELA OBLAST
MANAZMENTU PODPORY PRILIVU PZI (,SVET ZA OPONOU*),
Zdroj: BIC Spisska Nova Ves, s. r. o.
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Uzemie Kogického samospravneho
kraja predstavuje jedine¢né prirodné,
kultirne a ekonomicko-socidlne pro-
stredie. Presvedcenie o tom je zdielané
miestnymi obyvatelmi, etablovanymi
zahrani¢nymi podnikatelmi posobia-
cimi v regione, ale aj prichadzajucimi
navstevnikmi. Kosicky samospravny
kraj je po¢tom obyvatelov druhym a
rozlohou $tvrtym najvacsim krajom
v ramci Slovenska. Na juhu ma spolo¢-
na hranicu s Madarskom, na vychode
s Ukrajinou. Celé tzemie vychodného
Slovenska je etnicky a narodnostne pes-
tro zastipenym tzemim, ¢o je dané naj-
mé vzajomnym pdsobenim niekolkych
kultar na pomedzi zdpadnej a vychod-
nej casti Eurdpy. Tieto kultarno-histo-
rické vplyvy, ktorych pozostatky, arte-
fakty ako aj zijuce prejavy nachiadzame
rovnomerne rozlozené na izemi celého
KSK, dalej podporuju turistickd atrakti-
vitu Uizemia, dand najma jej prirodnym
bohatstvom. Na uzemi KSK, resp. v tes-
nej blizkosti sa nachddza 6 narodnych
parkov, ktoré popri hlavnom meste kra-
jiny Bratislavy predstavuju rozhodujuice
uzemie a atraktivitu pre rozvoj aktivne-
ho cestovného ruchu na tizemi SR.

Mesto Kosice je druhym najvyznam-
nej$im sidlom celej SR, v povedomi
obyvatelov je respektovanou protiva-
hou Bratislavy a metropolou celého
uzemia vychodného Slovenska. Zo-
hrava vyznamnd tlohu ako centrum
spolocenského a kulturneho diania. Je
tu niekolko medzinarodne akreditova-
nych univerzit, produkujucich odborne
zdatné pracovné sily. V regione okrem
mesta Kosice pdsobi niekolko silnych
satelitnych miest, ktoré predstavuju tra-
di¢né centra subregiénov kraja — Spisa,
Gemera, Zemplina, Abova.

Najvyznamnej$ie éry hospodarské-
ho rozvoja sa spédjaji s dobou rozma-
chu banictva od zaciatku 13. storocia
do konca 17. storocia, priemyselnym
rozvojom od polovice 19. storocia a
s povojnovym obdobim industrializa-



cie Slovenska v 50-tych a 60-tych rokov minulého storocia.
Z priemyselnych odvetvi najsilnejsie zastipenie ma hutnicky,
strojarsky, tazobny, stavebny, energeticko-palivovy a potravi-
narsky priemysel. Reliéf krajiny, na severe prevazne horského
charakteru prechddzajuci do niZin v juznej Casti kraja, pre-
durcuje juh a juhovychod tizemia ako nosnu polnohospodar-
sku zakladnu kraja.

Medzi najvacsie problémy stcasnosti, ktoré obyvatelia tze-
mia intenzivne prezivaju, je najma stale vysokd nezamestna-
nost, zastarald alebo chybajuca infrastruktara, slabd uroven
sluZieb a nizka podnikatelska aktivita obyvatelov.

Uvedené skuto¢nosti predstavuju vychodiska pre tvorbu toh-
to materialu. Si v prvom rade dévodom pre sucasnej pozicie
z hladiska atraktivity regiénu pre PZI (kde sme) a stanovenie
ocakavani/poziadaviek pre budtcnost (¢o chceme dosiahnut)
formou identifikovania vizie, hlavnych cielov, popisu aktivit a
konkrétnych marketingovych nastrojov.



STRATEGIE

2.1  Potreba
strategického
marketingovéeho

planovania

Od konca 80-tych rokov sa v oblasti verejnej spravy zacinaja
¢oraz viac uplatiiovat pristupy a praktiky riadenia charak-
teristické skor pre sukromny ¢i podnikatelsky sektor. Oby-
vatelia, podnikatelia, domaci a zahrani¢ni investori ako aj
dalsie cielové skupiny sa v tomto duchu z délezitych, avsak
¢astokrat anonymnych prijemcov regionalnych politik menia
na konkrétne cielové skupiny zdkaznikov, ktorym st priamo
adresované produkty a sluzby, vytvaraju sa $pecifické komu-
nikac¢né stratégie, kladie sa zvySeny doraz na uspokojovanie
potrieb zakaznikov ale aj meranie, hodnotenie a efektivnost
jednotlivych opatreni. Od tohto okamziku mézeme hovorit o
zaliatku strategického marketingového planovania v oblasti
verejnej spravy, regiondlneho ci teritoridlneho rozvoja. Jed-
nym z konkrétnych nastrojov tohto pristupu je marketingovy
plan tzemia.

Zavedenie koncep¢ného, strategického marketingového pla-
novania je vyvolané a vyplyva najma z tychto faktorov:

Efektivnost verejnej spravy

Zavadzanie pristupov riadenia charakteristickych skor pre
riadenie spolo¢nosti ¢i firiem v oblasti verejnej spravy bolo
v ekonomickej tedriii a neskor aj v hospodarskych politikach
do znac¢nej miery inspirované uspechmi ekonomickych re-
foriem z obdobia 80-tych rokov, ktoré skor uprednostnovali
trhové monetarne nastroje a obmedzovanie fiskalnych (roz-
poctovych) intervencii do ekonomik. Najvypuklej$imi pri-
kladmi mézu byt ekonomické reformy vo Velkej Britanii ale-
bo v Chile. Obmedzovanie vplyvu statu okrem iného viedlo aj
k reformovaniu verejnej spravy, kde sa zacali hladat uspory a
¢oraz viac merat, hodnotit a uplatiiovat kritérium efektivnos-
ti. Do riadenia v oblasti verejnej spravy boli postupne imple-
mentované nové (Stihlejsie) organiza¢né $truktary, zavadzalo
sa projektové a programové riadenie.

Decentralizacia

Sposobom hladania efektivnosti verejnej spravy je aj snaha
priblizovat rozhodovanie a zodpovednost na trovne ria-
denia, ktorych sa rozhodovanie priamo dotyka. V kontexte
realizovanej decentralizdcie verejnej spravy na Slovensku to
konkrétne znamend, Ze vo veciach, ktoré sa priamo tykaju
danej obce ¢i mesta, resp. regionu sa zodpovednost ako aj
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rozhodovacie kompetencie preniesli na Groven miestnej a
regiondlnej samospravy. V sucasnosti uz teda naozaj plati,
ze zodpovednost za kvalitu spravy tizemia je v rozhodujucej
miere v rukach miestnych Struktur, ich schopnosti vzdjom-
nej komunikdcie, organizdcie a najma schopnosti realizovat
konkrétne rozvojové zamery. Dobré riadenie v oblasti regio-
nélneho rozvoja, $pecificky aj v oblasti podpory PZI pritom
vzhladom na svoju ndro¢nost vyplyvajucu z prepojenosti
mnohych aspektov - priprava Uzemia, infrastruktara, dis-
pozicia ludskymi zdrojmi, propagéacia, komunikacia — preto
prirodzene vyzaduje dobre zvladnutd organizaciu, ktorej na-
strojom je dlhodobejsie strategické planovanie.

Integracia

Zavadzanie marketingového chdpania spravy tzemia je vy-
volané aj integracnym procesom, ktory intenzivne prebieha
v Eurépe. Krajiny a regiény v spolo¢nom priestore akoby
nanovo stali pred ulohou identifikovat sa a definovat svoju
poziciu a hladat dlhodobo udrzatelny zdroj prosperity a rastu
(t. z. byt Gspesny v ziskavani zakaznika). Spolo¢ny eurépsky
priestor pritom vSak neznamenad len zvys$ené konkurencné
prostredie, ale otvara aj prilezitosti pre intenzivnej$iu vyme-
nu skusenosti a budovanie partnerstiev s inymi regiéonmi na
baze spolo¢ného prospechu. Dobre zvolend marketingova
koncepcia tak moze otvorit dplne novai dimenziu (priklad
projekt CENTROPA spéjajici regiény zo Slovenska, Ceskej
republiky, Rakiska a Madarska pod jednou znackou). Z tohto
pohladu je pre region Kosického kraja dolezité a vyhodné ne-
postupovat uplne samostatne, ale v kooperacii s pribuznymi
regiénmi. Efektivne spojenectvo viacerych regiénov rozsiru-
je ponuku prilezitosti, posiliuje ich viditelnost a tiez moze
Setrit naklady. V tejto stvislosti sa javi byt najprirodzenej$im
partnerom PreSovsky kraj, zaujimavym sa tiez javi byt strate-
gické zblizovanie a kooperécia 4 regionov — Rzeszow, Presov,
Kosice, Miskolc.

Presovsky kraj — najblizsi a najprirodzenejsi spoje-
nec

Obidva kraje celia podobnym problémom - a to hlavne nizkou
konkurencieschopnostou, vysokou mierou nezamestnanosti,
infrastrukturdlnou a kapitdilovou poddimenzovanostou a po-
dobne. Na druhej strane vychodoslovenské kraje majui, okrem
zemepisnej blizkosti, velmi silny potencidl pre blizsie a koordi-
nované ekonomické a socidlne prepojenie, hlavne efektivnejsim
vyuzitim svojich aktiv (geograficko-prirodnych, ludskych zdro-
jov, ekonomickych a socidlnych klastrov a pod.). Vzdjomnd uz-
Sia spoluprdca krajov na zdklade partnerstva a taktiez vytvore-
nie spolocnej stratégie rozvoja patri logicky medzi ich prvoradii
potrebu ako ndstroja pre rast ich konkurencieschopnosti.

FUNKCIA A METODOLOGIA MARKETINGOVEJ STRATEGIE



Globalna konkurencia

Globélna konkurencia je prejavom existencie celosvetového
trhu tovarov, kapitalu ale aj ludskych zdrojov, kedy vzdiale-
nosti a neustale zmensujuice sa politické, ekonomické a admi-
nistrativne bariéry uz viac nezohravaju rozhodujice obme-
dzenia. Mnohé pévodné komparativne vyhody zalozené aj na
protekcionistickych opatreniach §tatov boli viac neudrzatelné
a v sicasnosti st podrobované tvrdému testu v celosvetovej
konkurencii. V tejto stvislosti mnohé regiény a krajiny boli
postavené pred nutnost hladat nové zdroje konkurencie-
schopnosti, pricom omeskanie sa v tomto restrukturalizovani
moze mat dlhodobé negativne dosledky.

Znalostna ekonomika

Fenomén znalostnej ekonomiky sa stal hladanou odpovedou
na otazku mozného nového zdroja dlhodobej konkurencie-
schopnosti vyspelych regiéonov a krajin. Znalostnt ekonomi-
ku mozno volne interpretovat ako cielent zmenu $truktiry
ekonomiky smerom k produkcii s vysokou pridanou hodno-
tou zaloZenej na vedomostiach. Slovensko samozrejme nie je
mimo tohto diania. Aj ked v poslednych rokoch zaznamena-
va historicky rekordny rast, je to zatial z velkej casti vdaka
kratkodobym zdrojom konkurencieschopnosti (cena préce,
danové, investi¢né impulzy). Mohli by sme zjednodusene
povedat, Ze sa v sucasnosti na Slovensku konecne vyraznej-
$ie prejavuju pozitivne dopady ekonomickej transformacie
z predchadzajicich rokov. Pred nami su vSak vyzvy tohto
desatrodia, ktorymi st informacna spolo¢nost ¢i ekonomika
zaloZena na vedomostiach.

Tieto aktualne témy naplno na eurdpskej pdde odznievaju
pri najroznejsich prilezitostiach venovanych hospodarskemu
aregionalnemu rozvoju od Atén do Edinburghu, medzi Mad-
ridom a Rigou. A nie su to len najvyspelejsie regiony Eurdpy
so silnym univerzitno-technologicko-vyvojovym zazemim,
ale aj menej rozvinuté regiony, ktoré systematicky pristupuju
k prestavbe svojej ekonomickej zakladne, a zaroven sa inten-
zivne venuju podpore malych a strednych podnikatelov, ktori
st v mnohych pripadoch originalnymi inovatormi (napr. IT
sektor). Z uvedenych bodov vyplyva akidtna nevyhnut-
nost a potreba reagovat na tieto pohyby, ktoré prebiehaji
v celoeurdopskom a celosvetovom rozsahu.

1 Zdroj: Economic Intelligence Unit 2006
2 Zdroj: Economic Intelligence Unit 2006

Z hladiska priamych zahrani¢nych investicii mozno sledovat
tieto najvyznamnejsie trendy:

Priame zahranicné investicie (PZI) sa od 80-tych rokov
postupne stavaji determinujicim faktorom ekonomického
rastu a hospodarskeho rozvoja. Objem transakcii, spadajucich
do kategorie PZI, od roku 1980 zaznamenal obrovsky mno-
honasobny narast, pricom dnes PZI tvoria jednu desatinu ce-
losvetového HDP a jednu tretinu celosvetového exportu.

Pre vzdjomnu suvislost medzi rastom objemu PZI a rastom
HDP sa vychadzajtc z empirickych prieskumov vyvodil pos-
tulat tvrdiaci, Ze narast o 1 % v pomere PZI k celkovému HDP
prispeje k rastu celkového HDP o0 0,4 %.

Je teda prirodzené, ze hospodarske politiky krajin sa v uve-
denom obdobi ¢oraz viac zamieravali na podporu prilivu
PZI a vytvaranie vhodnych podmienok pre strategickych
zahrani¢nych investorov. Zaujimavym v tejto stvislosti je
udaj, Ze z celkového poctu 2 156 vyznamnej$ich regulaénych
zmien, ktoré boli prijaté v krajindch v celosvetom meradle
v obdobi rokov 1991 — 2004 az 93 % z nich viedli k vytédraniu
vhodnejsieho podnikatelského prostredia pre nadnarodné
spolo¢nosti2.

Hlavné ukazovatele vo vyvoji PZI v roku 2005 indikuji na-

sledovné:

o 29% medziro¢ny narast v objeme PZI na troven 897 mi-
liard USD,

« do 10 novych ¢lenskych krajin EU dalej vykazovalo nérast
PZI a celkovo do tychto krajin smerovalo v roku 2005 az
38 miliard USD, z ¢oho najvicsi podiel 12,5 miliard USD
smeroval do Ceskej republiky,

o v celosvetovom meradle bol zaznamenany pokles v pro-
jektoch na zelenej luke, naopak ndrast zaznamenavaju
projekty v podobe zltuceni podnikov a akvizici,

o vyvoj PZI bol podporeny dobrou ekonomickou klimou
v celosvetovom meradle,

+ PZI smerujice do Ciny v porovnani s rokom 2004 zostali
na rovnakej urovni - po prvykrat od roku 1999,

o Rusko zdvojnasobilo svoj priliv PZI v roku 2005,

o Coraz vyznamnejsi podiel v Struktare PZI spada do kate-
gorie sluzieb.



Vyvoj PZI Kosického samospravneho kraja

Napriek tomu, ze do Kosického samospravneho kraja prichddza kazdym rokom niekolko zaujimavych investorov a hoci je Ko-
$icky samospravny kraj este stale druhym najvacsim prijimatelom PZI zo samospravnych krajov, jeho pozicia voci ostatnym
krajom sa z roka na rok zhorsuje, vid tabulky:

|TABUILKA 1: STAV PZI KUMULATIVNE ZA OBDOBIE 2000 - 2005

Rok/Stav PZI kumulativne (majetkovy kapi- 2000 2001 2002 2003 2004 2005
tal a reinvestovany zisk)
Slovensko spolu v mil. Sk 177 141 234396 | 319246 | 348500 | 398504 | 417 020
Kosicky kraj v mil. Sk 38437 37 590 33162 34 250 34 410 35506
Kosicky kraj v% 21,70 16,04 10,39 9,83 8,63 8,51
Zdroj: Narodna banka Slovenska
TABULKA 2: STAV PZI V ROKU 2005
Uzemie Podnikova sféra Bankova sféra Spolu

mil. Sk % mil. Sk % mil. Sk %
SR 350 379 100,0 66 641 100,0 417 020 100,0
Bratislavsky kraj 214 111 61,1 65 691 98,6 279 802 67,1
Trnavsky kraj 24 461 7,0 - - 24 461 5,9
Trenciansky kraj 20294 5,8 - - 20 294 4.9
Nitriansky kraj 13 255 3,8 - - 13 255 3,2
Zilinsky kraj 24912 71 950 1,4 25 862 6,2
Banskobystricky 10 754 31 - - 10 754 2,6
kraj
PreSovsky kraj 7 086 2,0 - - 7 086 1,7
Kosicky kraj 35506 10,1 - - 35 506 8,5
Zdroj: Narodna banka Slovenska
TABULKA 3: PRILIV PZI V ROKU 2005

Uzemie Podnikova sféra Bankova sféra Spolu

mil. Sk % mil. Sk % mil. Sk %
SR 20125 100,0 -2 100,0 20 123 100,0
Bratislavsky kraj 7 803 38,8 2 100 7801 38,8
Trnavsky kraj 276 1,4 - - 276 1,4
Trenciansky kraj 2 858 14,2 - - 2 858 14,2
Nitriansky kraj 428 2,1 - - 428 2,1
Zilinsky kraj 6 974 34,7 - - 6974 34,7
Banskobystricky 845 4,2 - - 845 4,2
kraj
PreSovsky kraj 123 0,6 - - 123 0,6
Kosicky kraj 818 4.1 - - 818 4.1
Zdroj: Narodna banka Slovenska

Dopady PZI na region

Prichod novych zahrani¢nych investicii vSak nemusi vo vsSetkych pripadoch mat pozitivny dopad na miestnu/regionalnu
ekonomiku. Prinosy z PZI totiz nie st automatické. Pokial sa regiény usiluju o prildkanie PZI, je potrebné pre nich vytvorit
dlhodobu stratégiu rozvoja, ktorej sucastou je aj intenzivny after-care program (starostlivost o podnikatelské prostredie).
Jednorazové prilakanie zahrani¢nych investicii bez naslednej starostlivosti moze byt celkovo stratovou akciou, a to pre obidve
strany. Je totiz dolezité si uvedomit, Ze medzi cielmi verejnej spravy a cielmi investorov neexistuje jednoduchd zhoda. Verej-
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ny sektor sa snazi maximalizovat zitok z investicie, investor
maximalizuje zisk. Idedlne su teda také stratégie, ktoré umoz-
nia v mieste investorom dosahovat zisk s pozitivnym dopa-
dom na region.

Ako priklad krajiny, ktora dokazala rozumne vyuzit priame
zahrani¢né investicie v prospech svojho vnutorného rozvoja,
sa ¢asto uvadza Irsko, kde rast kvality Tudského a fyzického
kapitalu a celkovej socidlnej infrastruktiry viedol k zvy$eniu
kvality prichadzajicich zahrani¢nych investicii. Pozitivny
vyznam priamych zahrani¢nych investicii pre rozvoj ekono-
miky v transforma¢nom obdobi je nespochybnitelny, av§ak
postupne by sa regiony mali cielene, strategicky zameriavat
na investicie s vy$$ou pridanou hodnotou.

Zjednodusene mozno povedat, Ze kvalita dopadov PZI na
miestnu/regionalnu ekonomiku zivisi na miere previa-
zanosti danej poboc¢ky PZI s miestnou ekonomikou. Miera
previazanosti s miestnou ekonomikou ako aj rozhodovacia
autondmia miestnej pobocky PZI sa odvijaju od toho, ¢o je
miestna ekonomika schopnd danej pobocke PZI ponuknut.
Preto by sa after-care programy mali zameriavat predovset-
kym na rozvoj miestneho prostredia (fyzického - infrastruk-
tury, a socidlneho), s poznanim a rozvijanim administrativ-
nych a legislativnych podmienok pre podnikanie.

Programy after-care maji povahu nepriamych podpornych
nastrojov. V dlh$om ¢asovom horizonte v§ak mozu priniest
VACSi prinos pre miestny/regionalny rozvoj nez v pripade
nastrojov zameranych priamo na nositelov PZI. Prostriedky
venované na priamu podporu nositelov PZI st pri odchode
investora v podstate stratené. V pripade investicii do miestne-
ho prostredia v$ak tieto prostriedky stratené nie st a kvalitné
podnikatelské stratégie mozu jednak prilakat nové PZI, ale
hlavne castokrat sluzia i domacim a regiondlne vyznamnym
firmam.

2.2 | Funkcie

a poziadavky
na teritorialnu
marketingovi

stratéegiu

Predlozena Teritoridlna marketingova stratégia (TMS) sledu-
je zamer ukazat uzemie Kosického samospravneho kraja ako
zrozumitelny, atraktivny trhovy produkt a definovat spdsob
organizacie a konkrétne formy systematickych marketingo-
vych intervencif tvorcov regionalneho rozvoja v oblasti pod-
pory priamych zahrani¢nych investicii.

FUNKCIE TERITORIALNEJ MARKETINGOVE)
STRATEGIE:

A. vizionarska, motivujiica, ambicioznost stratégie
Doélezitou funkciou strategického planovania je zameranie sa
na kvalitu. Aj vzhladom na dlhy ¢asovy horizont, na ktory sa
viaze, nemdze celkom dobre pracovat s mnozstvami (mera-
telnymi ukazovatelmi) - ako st napriklad trzby, pocet vytvo-
renych pracovnych miest alebo objem (PZI) na obyvatela pri
kratkodobej$ich planoch. Stavebnym materidlom strategické-
ho zvazovania sa preto nutne stavaju atributy kvality — kym
chceme byt, ¢o ma region pre svojich zdkaznikov predsta-
vovat, akd ma byt $truktdra ekonomickej zakladne regionu.
Preto aj formuldcie vizie a poslania oby¢ajne neobsahuju
kvantitativne ciele, ale najmé nastoluji oc¢akdvania buducej
kvality. V tomto zmysle plnia tlohu motivétora, su nastrojom
sebaidentifikacie a stotoZnenia sa s osudom regionu, insti-
tucie a teda aj nastrojom budovania firemnej, organizacnej,
regiondlnej kulttry. Dal§im stvisiacim aspektom je ambici-
oznost stratégie, dovera vo vlastné schopnosti, ktora samoz-
rejme nemoze byt nerealisticky precenend, ale taktiez nemala
by stanovat nizke ciele.

Regiondlna samosprdva ako aj celd regiondlna politika md
v dnesej podobe na Slovensku kratku histériu a cielové skupi-
ny v dostatocnej miere zatial nerozumeju jej poslaniu, tilohe
a potrebe. Na tahu sii regiony, aby svojim zdkaznikom dali ¢o
najjasnejsie odpovede.

B. akiitnost potreby akcie

Teritoridlna marketingovd stratégia musi zddraznovat po-
trebu, nevyhnutnost akcie. Zname tvrdenie ,,radsej nekonat
ako konat zle, v pripade ak absentuje akakolvek ind forma
organizacie marketingovych aktivit izemia, je prejavom pa-
sivity a neochoty prijimat rozhodnutia. V tomto pripade je
mensie riziko spojené s prijatim zlej stratégie ako s neprijatim
Ziadnej. Strategické riadenie pritom v sebe obsahuje obranny
mechanizmus, ktory zniZuje riziko spojené s prijatim zlych
stratégif a ndstrojov prostrednictvom monitorovania realiza-
cie stratégie a spétnej vazby.
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Slovensko preziva azda naj$tastnejsiu éru vo svojej histo-
rii - ziskalo moznost rozhodovat o sebe v plne miere, stalo
sa plne re$pektovanym partnerom na zahrani¢nej scéne,
&enskou krajinou EU, NATO, OECD. Vo velmi kratkom
¢ase ziskalo zavideniahodny politicky, bezpecnostny a eko-
nomicky ramec. Tieto vysledky v$ak nie su len prejavom
vnutornych kvalitativnych zmien, ale su dané aj zrychle-
nym vyvojom vonkaj$ieho prostredia. V druhom tahu sa
preto oc¢akava potvrdenie nastolenej kvality a vyuzitie otvo-
renych prileZitosti. Popri uz spomenutych faktoroch celo-
svetového ekonomického vyvoja a vyzvach, ktoré nastolu-
ju (globalna konkurencia, znalostna ekonomika, vyznam
PZI), vyznamnu prilezZitost pre Slovensku republiku zohré-
va moznost ziskat podporu na realizaciu svojich rozvojo-
vych zémerov z rozpoctu EU. V programovacom obdobi
2007 - 2013 bude mat Slovensko z dévodu vyrovnavania
regionalnych ekonomicko-socialnych disparit moznost zis-
kat zo zdrojov EU objem podpory v budtcnosti uz tazko
niekedy opakovatelny.

Pritom viaceré regiony EU az pri stensujiicej sa miere podpory
zo spolocného rozpoctu EU zacali intenzivne hladat a uplat-
riovat ndstroje pre ¢o najefektivnejsie vyuZitie (napr. formou
revolvingu) tychto v budiicnosti neopakovatelnych financnych
zdrojov, ktoré predtym v dostatocnej miere ¢i kvalite nevyuZi-
li. Pre KoSicky samospravny kraj by aj tieto praktické eurdpske
skiisenosti mali byt ponaucenim a tieZ dal$im zdovodnenim
potreby redlnej implementdcie teritoridlnej marketingovej stra-
tégie.

C. stabilita v organizacii marketingu izemia - dlho-
dobé partnerstvo

Akceptovand a implementovana teritoridlna marketingova
stratégia znamend zavedenie dlhodobej organizovanosti a
koncepc¢nosti do marketingovych aktivit. Okrem samotné-
ho obsahu tak marketingova stratégia vytvara formu. Z dlho-
dobého hladiska moze dochadzat k obsahovym revizidam,
reakcidm na zmenené podmienky, je vsak dobré ak sa dlho-
dobo zachovava a zveladuje uz zavedend forma, $trukttra or-
ganizacie marketingovych aktivit. Nie je vSak vynimkou, Ze
pri novom obsahu stratégii sa objavuje aj tendencia vytvarat
nové $truktury. Restrukturalizacie, modifikacie organizacie
su legitimnou sucastou riadenia zmien, avSak v pripadoch
totalnych rekonstrukcii, resp. vytvaranie novych ¢i paralel-
nych Struktar takyto revoluc¢ny a nie evolucny pristup urcite
neprispieva k stabilizacii systému, ¢astokrat samotny obsah
stratégie sa straca na tkor formy, administrativne nédklady re-
foriem su vysoké a pod.

Preto efektivna implementdcia teritoridlnej marketingovej

stratégie vyzaduje formu organizacie, zaloZenej na baze dl-

hodobého strategického partnerstva tvorcov regionalneho

rozvoja. Znakmi efektivne fungujiceho dlhodobého par-

tnerstva st

« jednoznac¢ng, stabilnd, prehladnd $truktdra a hierarchia,

o delba prace, jednoznac¢né rozdelenie tloh,

o kazdy ¢len partnerstva md z tcasti dostatoény prospech
(win-win scendr),

zapojeni partneri maju pre vykon ¢innosti dostatocné ve-
domosti,

zapojeni partneri maja pre vykon ¢innosti dostatoé¢né in-
formacie,

zapojeni partneri maja pre vykon ¢innosti dostatocné za-
zemie.
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2.3 | Metodologia teritorialneho
marketingového planovania

Metodoldgia marketingovej stratégie je postavena na tradiénom modeli strategic-
kého planovania, ktorej sti¢astou je analyza sti¢asného stavu, identifikdcia priorit a
cielov a ich hierarchia, popis nastrojov stratégie a taktiky, organizacia aktivit, finan-
¢ny pldn a monitoring plnenia tloh. Uplatnend, s¢asti modifikovan, metodolégiu
zndzornuje nasledujica schéma.

OBR. 2: SCHEMA METODOLOGIE MARKETINGOVEJ STRATEGIE,
Zdroj: BIC Spisska Nova Ves, s. r. o.

SWOT analyza

AN\
Identita \l/

\ Teritoridlna strategicka vizia

v oJ

Priority a ciele teritoridlnej marketingovej stratégie

Nastroje TMS Marketingovy mix:
e produkt
e zakaznik
e promotion
Komunikaéna stratégia * personal/
\l/ partnerstvo
e cena
Monitoring, hodnotenie

J

Finan¢ny plan

* SWOT analyza je vychodiskom strategického zvazovania a pldnovania. Z hla-
diska oblasti podpory PZI bude zamerana na charakteristiku najpodstatnejsich
podmienok a faktorov - disponibilita objektov a pozemkov pre podnikanie,
infrastruktura, ludské zdroje, organizovanost marketingu, komunikacia, insti-
tucionalne a podnikatelské prostredie.

¢ Identita pre potreby marketingového planovania a v nadvaznosti na nastave-
né zrkadlo (SWOT) mad byt najéirej$im extraktom zo vSetkych castokrat proti-
chodnych ¢ft a vlastnosti a ma byt zjednodusenym zobjektivizovanym obrazom
toho, kym dnes sme, ale tiez toho, kym chceme byt. Identita je v tomto zmysle
ucelenym zredukovanym stiborom nasich vlastnosti, ktoré ale vyjadruji nasu
predstavu toho ako chceme byt videni. M6Ze mat aj podobu hodnét ¢i filozofie,
ktoré chceme zastavat. Filozofia deklaruje zasady spravania sa voci cielovym
skupinam - obyvatelom, podnikatelom, nav§tevnikom. Ur¢uje hodnoty a nor-
my spravania, ktoré budu reprezentanti uzemia dodrziavat a spravat sa podla
nich. To moze byt urobené napr. aj vo forme napr. etického kddexu, deklaracie
zdielanych hodnot a pod.

Teritorialna strategicka vizia.
Vizia je ramcovou predstavou o tom,
aky by region (teritérium) v hori-
zonte 10 — 15 rokov mal byt. Pred-
stavuje najvyssi zamer, ku ktorému
by malo smerovat véetko usilie a de-
finované ciele. Vizia ma vychadzat
z toho, Co si Zelaji obcania, resp.
zaujmové skupiny obcanov, zijuce
na danom uzemi. Do tej istej trov-
ne strategickeho uvazovania patri aj
definovanie a deklaracia poslania.
Poslanim rozumieme dohodnuty a
publikovany vyrok o tom preco, pre
koho a akym spdsobom regién exis-
tuje. Idedlne je, ak vSetci zastupco-
via, reprezentanti daného teritdria-
uzemia su si vedomi a stotoZneni
s danou ideou poslania a podla toho
aj konaju.

Priority a ciele TMS su $pecifiko-
vané, ucelené predstavy o stave, kto-
ry sa realizaciou stratégie dosiahne
v najdolezitejsich principialnych
oblastiach. Konkrétne definuju, ¢o
a kedy md byt v rdmci prace na da-
nom uzemi samospravneho celku
dosiahnuté. Priority a ciele su de-
finované v hierarchickej $trukture,
ktora sprehladnuje ich obsahovt,
¢asovu stslednost ¢i iné vzajomné
prepojenie.

Nastroje TMS predstavuju samot-
né inStrumentdrium pre zabezpe-
Cenie realizacie stratégie. Zameria-
vaju sa na konkrétne odporucania
a navhy pre realizaciu jednotlivych
aktivit. V pripade TMS vedu k otvo-
reniu relevantnych zloziek mar-
ketingového mixu: produkt a jeho
navrhované zmeny, vyber cielovych
skupin zdkaznikov, ¢o ma byt pred-
metom propagdcie, organizdcia a
poziadavky na kvalitu vykonu sluz-
by (persondl, partnerstvo).

Komunikaéna stratégia je hla-
danim odpovede ako ma byt cielo-
vym skupinam doruceny Zelany od-
kaz a zabezpeceny efektivny spdsob
vymeny informacii. Stratégia pred-
poklada navrhnutie organizdcie sys-
tematického poskytovania informa-
cii cielovym skupinam a ziskavanie
relevantnych informacii z prostredia
naspat.
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* Monitoring, hodnotenie spociva v pravidelnom zhod-
noteni plnenia planovanych strategickych zamerov a
cielov tvorcami a realizdtormi stratégie podla prijatého
harmonogramu. Zavery mozu viest k odporuc¢aniam inak
realizovat prijata stratégiu (zrychlit, zintenzivnit vystav-
bu, hladat dalsie zdroje financovania). Pri zmene vonkaj-
$ich podmienok moze dojst aj k prehodnoteniu stratégie
a k jej zdsadnej zmene.

* Finanény plan je kalkuliciou ndkladov na realiziciu
navrhovanych marketingovych aktivit, ktory predstavuje
prvotny (hruby) rozpocet nakladov. Pri realizacii jednot-
livych opatreni su nasledne tieto rozpocty dalej upresno-
vané.
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3.1 | Tvorcovia
investicneho
rozvoja v ramci
uzemia

V suvislosti so vstupom Slovenska do Eurdpskej tunie vystu-
puje do popredia v regiénoch poziadavka presadit sa a kon-
kurencieschopnou ponukou zaujat na trhu poziciu, ktora do
jednotlivych krajov prinesie novy fudsky i finan¢ny kapital a
zabezpedi tak dlhodobu prosperitu a trvalo udrzatelny roz-
voj. Planovanie, riadenie a rozhodovanie o dalSom smerovani
samospravnych krajov sa nezaobide bez kvalitného marke-
tingu tzemia. To plati aj pre Kosicky kraj. Marketing uzemia
moze ako inovacny, kreativny a integrujuci ndstroj riadenia
umoznit regiénu vyuzivat pristupy, ktoré akceptuju trh a zo-
hladiuju ho v procese kazdodenného i dlhodobého riadenia
a planovania. Moze byt prinosom predovsetkym pri riese-
ni problémov suvisiacich s rozvojom a prosperitou tzemia.
Uplatniovanie marketingu uzemia Kosického kraja integruje
aktérov z roznych oblasti. Najdolezitej$im clenenim su dva
pohlady na klucovych aktérov, ktoré sa navzajom prelinaji a
nedaju sa striktne od seba oddelit.

A. ZAINTERESOVANE INSTITUCIE

* verejny sektor - vykonné zlozky samospravy a Stdtnej
spravy, Urad Kosického samosprdvneho kraja, samosprdvy
miest a obci

Aj na Slovensku tak ako v ostatnych krajinach Eurdpskej iinie

rastie konkurencia jednotlivych regiénov. Pre regiény je ne-

vyhnutné v novych trhovych podmienkach hladat moznosti

a sposoby, ako sa presadit na trhu izemi, ako pritiahnut nové

firmy, podnikatelov, investorov, turistov alebo obyvatelov, ako

zabezpecit prosperitu uzemia a ako zlepsit kvalitu zivota jeho

obyvatelov. Hlavna zodpovednost je na pleciach regiondlnej a

miestnej samospravy, pretoze ide o tizemie, ktoré spravuju a

jeho rozvoj sa stava existen¢nou otazkou.

» suikromny sektor - podnikatelské subjekty
Vyznamnym faktorom ovplyviiujucim rozvoj a prosperitu
uzemia st podnikatelia, predovsetkym ti, ktori svojou ¢in-
nostou prispievaju k vytvaraniu novych pracovnych miest pre
obyvatelov regionu.

Z hladiska marketingu tzemia zameraného na vytvorenie
podmienok pre zahrani¢nych investorov st ¢innosti sikrom-
ného podnikatelského sektora prvkom, ovplyviujucim posu-
dzovanie potrebného zazemia pre subdodavky a budovanie

KLUCOVI AKTERI

V TERITORIALNOM MARKETINGU PZI

KLUCOVI AKTERI V TERITORIALNOM
MARKETINGU Pzl

infragtruktary. Uspesnd spolupraca regionalnych podnikate-
lov so zahrani¢nymi partnermi prispieva k umiestneniu ka-
pitalu v regione, k vytvaraniu spolo¢nych podnikov a rozvoju
dalsej spoluprace.

 institicie, zamerané na rozvoj regionu

o ndrodné, pésobiace v regiéne

Ide predovsetkym o institicie, ktorych tlohou je pris-
piet k umiestneniu zahrani¢nych investicii na Slovensku
napr. Slovenska agentira pre rozvoj investicii a obchodu -
SARIO, Slovenska obchodna a priemyselna komora.

o regiondlne

V Kosickom kraji pdsobia poradenské instittcie a regio-
nélne agentdry s neziskovym charakterom, zamerané na
podporu rozvoja regiénu prostrednictvom poskytovania
poradenskych sluzieb, tverovych zdrojov a participaci-
ou na programoch regionalnych rozvojovych programov
miest a obci kraja. Su to: Regionalne poradenské a infor-
macné centra v Kosiciach, Trebisove, Roznave, Podnika-
telské a inovacné centrd v Spisskej Novej Vsi a Kosiciach,
Centrum prvého kontaktu v Michalovciach, Regionalne
rozvojové agentlry v Spi$skej Novej Vsi, Roznave, Trebi-
$ove, Kralovskom Chlmci, Moldave na Bodvou a Agentu-
ra na podporu regiondlneho rozvoja v Kosiciach zriadena
Kosickym samospravnym krajom.

Zaroven pre zvySenie zamestnanosti a rozvoj ekonomi-
ky vychodného Slovenska spolo¢nost U. S. Steel Kosice,
s. 1. 0. zalozila v roku 2001 Economic Development Cen-
ter (EDC). Poslanim EDC je zvysit prilev zahrani¢nych
investicii na vychodné Slovensko.

Potencialnym investorom pontka bezplatnt vsestrannu
pomoc pri umiestneni investicie v regione, informacie
o podmienkach podnikania v regiéne, volnych pozem-
koch a haldch na podnikanie (greenfields a brownfields),
kontakty na $tatnu spravu, samospravu, uspesne umiest-
nené firmy, poradcov v oblasti obchodného prava, dani,
nehnutelnosti ako aj na firmy, ktoré st schopné zabezpe-
¢it komplexné sluzby pre investorov.

EDC je velmi tGspesné v ziskavani zahrani¢nych investo-
rov a vyrazne prispelo k vytvoreniu novych pracovnych
miest, rozvoju priemyselnych parkov a podpore rastu eko-
nomiky vychodného Slovenska. K firmam, ktorym EDC
pomohlo etablovat sa na tzemi Ko$ického samospravne-
ho kraja patria spolo¢nosti Gilbos, Howe, VALEO, SWEP,
CME, ZENOPS, Mazak, Jonckheere a iné.

Pri hladani spolo¢nych cielov a konsenzu medzi zaujmami
sukromnej a verejnej sféry vyuzivanie marketingu zohrava
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vyznamnu ulohu predovsetkym pri budovani a fungovani
dlhodobého verejno-sikromného partnerstva na regionalnej
arovni.

B. ZAINTERESOVANE OSOBNOSTI

* obligatorni akteéri - su [udia na veducich postoch a vo
veducich funkcidch, predovsetkym primatori miest, sta-
rostovia obci, veduici odborov samosprav, predstavitelia
podnikatelskych zvizov, dolezitych priemyselnych pod-
nikov, politickych stran,

o fakultativni aktéri - do procesu uzemného marketin-
gu su zapojeni podla vznikajucich novych potrieb, pre-
dovsetkym ide o odbornikov a kreativnych pracovnikov
z rdznych oblasti,

o Specificki lokalni aktéri - zastupcovia $pecifickych
instittcii, ktoré st pre region vyznamné (napr. z oblasti
vyskumu, vyvoja, vysokého $kolstva a pod.),

* respektované osobnosti a experti - osobnosti re-
$pektované nielen v regidne, ale i za jeho hranicami - na-
rodne pripadne medzinarodne zndme.

Je nevyhnutné zabezpecit spolupracu jednotlivych aktérov
v ramci marketingovych aktivit a do tohto procesu zapojit aj
verejnost, fudi zijacich na dotknutom uzemi i mimo neho.

Efektivna komunikdcia jednotlivych aktérov pomoéze pred-
chadzat r6znym problémom, ktoré vyplyvajui casto z ich roz-
dielneho chapania marketingu, z rozdielnych oc¢akavani, pri-
pravenosti na zavedenie marketingového riadenia do prace
véetkych aktérov.

16 KLOCOVIi AKTERI V TERITORIALNOM MARKETINGU
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4 ANALYZA

4.1 | SWOT analyza

SUCASNEHO STAVU

[ TABULKA 4: SILNE A SLABE STRANKY KOSICKEHO SAMOSPRAVNEHO KRAJA

SILNE STRANKY

SLABE STRANKY

¢ cezhrani¢né spolupraca s regionmi v susednych élenskych
krajinach EU

¢ existencia institucionalnej podpory regionalneho rozvoja

* rast siete vzdelavacich zariadeni, rozvoj vysokého Skolstva

e vytvaranie priemyselnych parkov a podnikatelskych inkuba-
torov v ramci podpory podnikatelského sektora

¢ etablovanie zahrani¢nych investorov v regiéne

¢ potencial kvalifikacne a cenovo konkurencieschopnej pra-
covnej sily

e nedostatoCna propagéacia regionu a moznosti, ktoré poskytu-
je pre zahrani¢nych investorov

e nedorieSena infrastruktdra (najma dopravna) vo vzniknutych
a vznikajlcich priemyselnych zénach jednotlivych miest

e zahranicni investori motivovani prevazne lacnou pracovnou
silou a nie inovaénym potencialom tGzemia

e nerovnomerny rozvoj (zemia a jednotlivych miest

e problémy s uplatiovanim absolventov kol a rizikovych

skupin na trhu prace

rast problémov so socialne neprispdsobivymi skupinami

obyvatel'stva

e nedostato¢na ponuka pracovnych miest

e nepriazniva kvalifikaéna Struktira nezamestnanych

e chybajlca stratégia rozvoja nehnutelnosti

¢ nedostatocné developerské skisenosti

slabé prepojenie znalostnej a spracovatelskej bazy

Zdroj: autori

TABULKA 5: PRILEZITOSTI A HROZBY V KOSICKOM SAMOSPRAVNOM KRAJI

PRILEZITOSTI

HROZBY

* integracia regionu do eurépskych Struktur

¢ budovanie partnerskej spoluprace v oblasti regionalneho
rozvoja

¢ strategicka spolupraca s PreSovskym krajom - vyuZitie eko-
nomickych, socidlnych a kultirnych vazieb oboch vychodo-
slovenskych krajov

¢ vyuZitie vedecko-vyskumného potencialu vysokych $kol a
vedecko-vyskumnych institucii regiénu

¢ rozvoj medzinarodného obchodu

« efektivne vyuZitie prostriedkov Strukturalnych fondov EU

¢ resStrukturalizacia stredoSkolského vzdelavania s vazbou na
potreby trhu prace

¢ vytvaranie podmienok pre zvySovanie after-care programov
pre PZI

¢ technické, organizaéné, personalne posilhovanie procesu
pripravy a manazmentu marketingu Gzemia

¢ meskajlce dobudovanie dialni¢nej siete a medzinarodnych
dopravnych tahov

e presun zaujmu investorov smerom na vychod z dévodu
lacnejSej pracovnej sily

¢ vysoké odvodové zataZenie podnikatelov

» odchod kvalifikovanych pracovnych sil

¢ nedostatoéna jazykova vybavenost relevantnych institlcii a
pracovnikov

¢ nedostatok skisenosti samosprav v Glohe facilitatora
rozvoja

¢ (roven rozvoja PPP

Zdroj: autori

ANALYZA SUCASNEHO STAVU
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4.2 | Definicia
kritickych oblasti

Kritickou oblastou sa rozumie problémova oblast, ktora naj-
viac obmedzuje buduci rozvoj, resp. potrebuje zasah verejnej
spravy - alokaciu verejnych financii. Ako kritické oblasti st
vnimané prakticky vSetky slabé stranky, uvedené v SWOT
analyze, ako najvypuklejsi problém sa javi predovsetkym:

o nedorieSena infrastruktira (najma dopravna) vo vznik-
nutych a vznikajtcich priemyselnych zénach jednotlivych
miest.

Vyuzivanie tzv. hnedych zén na vybudovanie priemy-
selnych parkov nardza na problém nevysporiadanych
vlastnickych vztahov a predov$etkym na zastaralé a ne-
postacujice cestné komunikacie, ktoré nevyhovuju do-
pravnému zataZeniu pri vyrobnych ¢innostiach vacsich
firiem. Vhodné rieSenie musia hladat jednotlivé samo-
spravy na urovni kraja a na trovni obci a miest. Finan-
¢nou pomocou pri elimindcii tejto slabej stranky je vy-
uzivanie $trukturdlnych fondov Eurdpskej unie, ktoré su
urcené prave na tento ucel.

o nedostato¢na propagacia regiénu a moznosti, ktoré po-
skytuje pre zahrani¢nych investorov.

Oblast propagacie regiénu je marketingovym problémom.
Jeho rieSenie je viazané na stanovenie vhodnej stratégie a
volbu takych ndstrojov marketingového mixu, ktoré oslo-
via cielovt skupinu zahrani¢nych investorov a prinesu re-
gionu potrebné zviditelnenie.

18 ANALYZA SUCASNEHO STAVU



5 TERITORIALNA

5.1

Vizia pre rok 2015

ViZIA 2015 (KOSICKY SAMOSPRAVNY

KRAJ O 8 - 10 ROKOV)
Kosicky samospravny kraj v uplynulom obdobi 2007 - 2015
sa zodpovedne chytil prilezitosti vyuzit priaznivé vonkajsie
podmienky (ekonomicky rast SR, regionalna podpora EU),
ale aj svoj vnutorny rozvojovy potencial, ¢o viedlo k realizacii
niekolkych vyznamnych projektov s cielom modernizovat a
restrukturalizovat ekonomicku zakladnu kraja. Realizované
projekty hodnotia analytici ako zdsadné a systematické vstu-
py do hospodarstva tizemia kraja, ktoré v pozitivnom zmysle
nasmerovali podnikatelské aktivity do novych oblasti s po-
tencidlom dlhodobej udrzatelnosti. Analytici tiez ocenuju,
ze regionalna politika v KSK uplatnila a vyuzila progresivne
néstroje v oblasti regionalneho rozvoja a podpory podnika-
nia, pricom v tejto oblasti sa KSK stal prikladom aj pre iné
regiony.

Rémec pre zlepsent ekonomicku prosperitu kraja poskytla
nadpriemerna ekonomicka vykonnost Slovenskej republi-
ky, ktora najma v obdobi rokov 2008 - 2012 kulminovala na
urovni rastu HDP 10 percent ro¢ne. Zdrojom rastu sa pritom
stali priame zahrani¢né investicie, ktoré nadalej smerovali do
regionu strednej a vychodnej Eurdpy. Slovenska republika sa
stala atraktivnym cielom PZI z dévodu priaznivého podni-
katelského prostredia, zjednodusenia obchodno-platobnych
podmienok vdaka skorému zavedeniu jednotnej eurdpskej
meny, ale aj posilnenym marketingovym aktivitim. Prave
Kosicky samospravny kraj spolo¢ne s Pre$ovskym samo-
spravnym krajom sa v ramci SR stali prikladom uplatnenia
systematickej marketingovej stratégie.

Kosicky a Pre$ovsky samospravny kraj sa stali strategickymi
partnermi, spolutvorcami a spoluimplementatormi spolo¢nej
marketingovej stratégie v oblasti PZI. Geograficka blizkost, eko-
nomicko-socidlna a historicko-kultirna pribuznost a previaza-
nost oboch krajov su stavebnymi kamenimi tohto partnerstva.
Obsahom tejto stratégie je spolo¢ny postup v konkurencii regio-
nov usilujucich o priliv PZI, pri¢om vo vztahu k zdkaznikom
je izemie oboch krajov prezentované ako jedno tzemie. Preja-
vom tohto partnerstva v oblasti PZI je vytvorenie a budovanie
povedomia jednej marketingovej znatky ,VYCHODNE SLO-
VENSKOS, resp. ,EASTERN SLOVAKIAS ktora je prezentova-
na forme sloganov napr. ,EASTERN SLOVAKIA - spectacular
green region with abundant source of young talented people®,
»EASTERN SLOVAKIA - beautiful country and friendly talen-
ted people — opportunities to boost your business in a spectacu-
lar part of Europe, ,,Invest in EASTERN SLOVAKIA - because
of your intelligence and because of your heart a pod.

TERITORIALNA STRATEGICKA VIZIA
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Z hladiska $truktary a zamerania PZI stratégia kladie doraz
na diverzifikaciu ekonomickej zékladne v ramci priemyslu a
posilnent vyraznu orientdciu na sektor sluzieb, cestovného
ruchu a oblasti inovativneho charakteru. Toto zameranie stra-
tégie je transformované do systematického rozvoja produktu,
ktorym je primarne ponuka priemyselnych zén a parkov,
ktoré st v hlavnych rozvojovych osiach transformované do
podoby klastrov so $pecializovanym zameranim na jednot-
livé odvetvia — automobilovy, strojarensky, elektrotechnicky,
chemicky a potravindrsky priemysel. V ramci KSK nadalej
zohrava vyznamnu tlohu hutnicky priemysel a spracovanie
plastov, av8ak jeho podiel na celkovej priemyselnej produkeii
klesol. V PSK $pecidlnu pozornost orientuji na drevospra-
cujuci a textilny priemysel. Do popredia vdaka podpore zo
strany $tatu ale aj regiondlnej samospravy sa dostava alterna-
tivne vyuzivanie surovinovej zakladne, biomasy a geotermal-
nej energie.

KSK spolo¢ne s PSK sa snazia okrem velkych, strategickych
investicii v rovnakej miere ziskavat zakaznikov PZI zo skupiny
strednych a malych podnikov (do 250, resp. do 50 zamestnan-
cov), ktoré zvacsa nasleduju velkych investorov, st pre nich
dodavatelmi sluzieb, prac a know-how. Z hladiska dlhodobej
stability, udrzania investicii st prave tieto podniky existenc¢ne
dolezité, pretoze prispievaju k zvy$ovaniu previazanosti vel-
kych investorov s regiondlnou ¢i miestnou ekonomikou.

Uvedomujuc si tieto stuvislosti KSK spolo¢ne s PSK rozvija
systém podpory zahrani¢nych investorov, ktory okrem pred-
realiza¢nej a realiza¢nej fazy investicie sa s rovnakou vahou
zaobera aj tzv. aftercare podporou pre velké, stredné a malé
podniky. Ta zahfna cely rad sluzieb - informacné (inf.systé-
my, portély), poradenské (siet podpornych agentur), finanénd
podpora pre MSP pdsobiace v regidne, vyskumno-vyvojové,
technologické centra, podnikatelské inkubatory a iné. Za-
bezpedovanim tychto sluZieb region ziskava nova $pecificku
pridant hodnotu v porovnani s inymi regiénmi, ¢o prispieva
k znizovaniu rizika odlivu PZI.

Vyraznym impulzom pre zmenu identity regiéonu bola rea-
lizacia projektu IT VALLEY, ktory pozmenil tradi¢ny obraz
prevazne priemyselného hutnickeho regiénu na obraz regio-
nu s jednozna¢nym ,drivom® do oblasti IT a orientaciu na
budovanie znalostnej ekonomiky. Projekt sa stal jeden z iden-
tifika¢nych znakov regiénu a sicastou jeho image.

Napriek prebiehajicej eSte nedokoncenej vystavbe dialnice
(zépad - vychod) sa hlavné priemyselné zény formuju do po-
doby sektorovych klastrov v troch hlavnych osiach — Poprad -
Spisskd Nova Ves — Krompachy - Gelnica, Kosice - Presov a
TrebiSov — Michalovce - Humenné - Vranov nad Toplou.
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V oblasti cestovného ruchu sa za uply-
nulé roky ovela vic¢$ia pozornost veno-
vala rozvoju turistickej infrastruktary,
tvorbe a rozvoju produktov CR (Gotic-
ké cesta, Zelezna cesta, Tokajskd vinna
cesta) a propagacii regiénu. V obdobi
rokov 2008 - 2012 investicie do ces-
tovného ruchu postupne kulminovali,
pricom smerovali najma do oblasti na-
jatraktivnejsich turistickych destina-
cii a zameriavali sa na budovanie, re-
konstrukciu primarnej a sekundarnej
turistickej infrastruktury - lyziarske
strediska, hotelové, stravovacie kapaci-
ty, rehabilitacno-§portové zariadenia a
pod.
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Poslanie Kosického
samospravneho kraja
v oblasti PZI

5.2

Kosicky samospravny kraj sa hlasi k modernym eurdpskym a zdpadnym civilizac-
nym hodnotdm. Nie je v$ak iba ich pasivnym prijimatelom, ale svoju ulohu chape
s plnou zodpovednostou aj ako ich aktivny spolutvorca. Blahobyt svojich obyvate-
lov zaklada na systematickom budovani ekonomickej prosperity s aktivnou orien-
taciou na vyuzivanie znalosti a poznatkov a na solidarnom prerozdelovani vysled-
kov ekonomického rastu.

Kosicky samospravny kraj je jednym z dvoch partnerov tvoriacich izemie vychod-
ného Slovenska, ktoré chce svojim zakaznikom - zahrani¢nym investorom vytvo-
rit ¢o najpriaznivejsie podnikatelské prostredie pre svoje dlhodobé podnikatelské
uplatnenie a rast. KoSicky samospravny kraj vynalozi maximalne usilie pre to,
aby prichddzajuci investori nachadzali skuto¢ne hostitelské, resp. ,user-friendly*
prostredie, ktorého znakmi st informac¢na, komunika¢nd, technickd, vyskumno-
vyvojova inovac¢nd, finan¢énd a administrativna podpora prostrednictvom organi-
zovanej siete in§tittcii zameranej na podporu priamych zahrani¢nych investicii.
Kosicky samospravny kraj je spolahlivym (,first class®) partnerom pre vsetkych
zaujemcov o etické, socidlne, enviromentalne zodpovedné a inovativne podnikanie
na jeho uzemi.

5.3 | Identita

Uzemie Kosického samosprévneho kraja je jedine¢nym prirodnym, kulturno-his-
torickym a socialno-ekonomickym prostredim, ktory v tom najlepSom zmysle re-
prezentuje cely stredoeurdpsky region. Je izemim s nadhernou prirodou v podhori
Karpatského oblika ako aj tizemie s bohatstvom kultirnym, ktorého nositelmi st
obyvatelia miest a obci roztrisenych v horskych dolindch na severe a v nizinach
na juhu uzemia. Zakladnymi piliermi kultury su krestanské a zdapadoeurdpske ci-
viliza¢né hodnoty. Nositelom vedomosti na tizemi kraja je systém vzdelavacich in-
§titacii, na vrchole ktorej su dve velké univerzity prirodnovedného a technického
zamerania s dlhoro¢nou tradiciou. Region sa orientuje na budovanie dynamicky sa
rozvijajiceho ekonomického prostredia so strategickou orienticiou na budovanie
znalostnej ekonomiky. K tomu vytvéra ¢o najpriaznivejsie podnikatelské prostre-
die, ktorého znakmi st informa¢na, komunikacna, technickd, vyskumno-vyvojova
inova¢na, finan¢nd a administrativna podpora.

TERITORIALNA STRATEGICKA VIZIA



6.

6.1 | Hlavny ciel

Cielom Teritoridlnej marketingovej stratégie (TMS) je kva-
litativne zlep$enie organizacie podpory pre PZI v Kosickom
samospravnom kraji. Pritom sa prirodzene predpoklada, Ze
zavedenie strategického marketingového pristupu sa pozitiv-
ne odzrkadli na kvantitativnych ukazovateloch, najmi v me-
dziro¢nom naraste prilivu PZI vyjadrenom absolttne (napr.
v mld. Sk PZI smerujtcich do tizemia vychodného Sloven-
ska), ako aj v percentudlnom podiele uzemia vychodného
Slovenska na ro¢nom prilive PZI na celo$tdtnom objeme,
pri ktorom v ostatnych rokoch zaznamendvame negativny
trend.

Vyvoj v ostatnych rokoch naznacuje, Ze iné regidny Sloven-
ska - tradi¢ne bratislavsky ale uz aj trnavsky, trenciansky a
zilinsky su uspesnejdie pri ziskavani PZI a pozicia KSK ako
regionu s druhym najvys$im objemom PZI v ramci Sloven-
skej republiky sa postupne oslabuje (vid tabulky str.10). Zjed-
nodusit otazku schopnosti ziskavat nové investicie do regio-
nu len na otazku dopravnej dostupnosti (pristup po dialnici),
aj ked to samozrejme predstavuje dolezity faktor), moze vsak
viest k pasivite az alibizmu, ¢o samozrejme nie je korektny ani
zodpovedny pristup. Podobne sa to dotyka aj otazky kvality ¢i
intenzity marketingovych aktivit realizovanych na narodnej
urovni.

V pozitivnom zmysle teda chdpeme ako celkovy ciel TMS sys-
tematické zvysovanie atraktivity teritdria, rozsirovanie inves-
ticnych prileZitosti pre PZI prostrednictvom zavedenia systému
riadenia a organizdcie propagdcie, systematického rozvijania
produktu (pripravenost tizemia, ludské zdroje) a podpornych
sluzieb na vizemi kraja, resp. Sirsie na vizemi vychodného Slo-
venska.

CIELE,
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CIELE, PRIORITY
MARKETINGOVEJ STRATEGIE

6.2 | Priority, ciastkove

ciele

A. INSTITUCIONALNE ZABEZPECENIE REALIZACIE
TMS A PODPORNYCH SLUZIEB PZI

Cielom tejto priority je zabezpecit pre realizaciu TMS insti-
tuciondlnu jednoznacnost, definovat organiza¢nd Struktiru
pre realizaciu TMS a vytvorit systém pre efektivou vymenu
informacii medzi realizdtormi a partnermi TMS.

Ramcové aktivity v ramci priority:
a) uzatvorenie partnerstva regionalnych samosprav

b) rozdelenie zodpovednosti a pravomoci, delba
prace

Navrhovana organiza¢na §trukttra:

o riadiaci orgdn: rozhodovaci organ tvoreny zo zastupcov
partnerov,

o Specializovand agentiira PZI (vykonny orgdn) zabezpecu-

juca:

1. pripravu, realizaciu a monitorovanie tloh spojenych
s realizaciou marketingovej stratégie,

2. prvy, osobny kontakt a nasledny sprievod pre zahra-
ni¢nych investorov,

3. sprava online databazy priemyselnych zoén, parkov,
aredlov,

4. sprava koopera¢nych pontk s podnikatelmi v regione,

5. zabezpecenie, spracovanie, distribucia informaénych
materidlov - profil regiénu, informacnych balickov
pre investorov,

6. priprava, vytvaranie balickov sluzieb tzv. investor
packages,

7. priprava cielenych marketingovych akei (target mar-
keting),

o regiondlna rada na podporu PZI (poradny orgdn): zlozena
zo zastupcov miestnych samosprav, $pecializovanej $tat-
nej spravy, vysokych $kol, podpornych instituacii,

o regiondlna podpornd siet PZI (vykonné regiondlne jednot-
ky): siet podpornych institicii zabezpecujica v jednotli-
vych lokalitdch poskytovanie podpornych sluzieb/sprie-
vod/investorom (dodévatelia sluzieb pre $pecializovani
agenturu a investorov) zahriujuce:

1. realizdciu a monitorovanie uloh spojenych s realizaci-
ou marketingovej stratégie,

2. osobny kontakt, sprievod pre zahrani¢nych investo-
rov,
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3. spracovanie podnikatelskych, marketingovych planov
pre investorov,

4. monitoring aktudlnej ponuky priemyselnych parkov, zon,

5. monitoring koopera¢nych pontk v regione (lokalni

MSP),

6. spracovanie databazy miestnych spolupracujucich in-
$itdcil,

7. zadavanie informacii do informac¢ného systému (web-
stranky),

8. pravidelné spracovanie informac¢nych materidlov -
profil lokality, marketing miestnych priemyselnych
parkov, zén,

o zoznam spolupracujiicich institiicii: relevantné organizacie
v jednotlivych oblastiach, ktoré zabezpecuji podporné
¢innosti (napr. vzdeldvacie institacie, $pecializované eko-
nomické, pravne, danové, poradenstvo, inzinierske ¢in-
nosti a pod.).

c) doéraz na priebezny zber a vymenu informacii me-
dzi realizatormi TMS

B. SYSTEMATICKA PROPAGACIA A PREZENTACIA
UZEMIA VYCHODNEHO SLOVENSKA

Jasnym signalom o spolo¢nom postupe samospravnych
krajov je spolo¢na propagacia a prezentacia, ktora nebude
len doplnkom propagaénych aktivit KSK, PSK v oblasti PZI,
ale hlavnym odkazom cielovym skupinam. Propagicia
a prezentacia vyZaduje profesionalnu Groven spracovania za-
bezpecenu $pecializovanymi agentirami.

Zvazované nastroje propagacie:

1. symbol, logo, slogan,

2. webstranka tizemia regiénu vychodné Slovensko - viacu-
roviova (vSeobecna informacna funkcia PZI, interné pro-
stredie pre realizatorov TMS, interné prostredie pre PZI),

3. online databaza priemyselnych parkov, zén, areélov,

online databaza koopera¢nych pontk,

5. cely okruh informac¢nych materidlov (investi¢ny profil
regionu, informac¢né balicky pre investorov na réznych
meédiach, business incentives, success stories),

6. organizacia propaga¢nych, prezentaénych podujati, site
visits a pod.,

7. organizicia semindrov a konferencii s medzinarodnou
ucastou (podpora PZI v regidne, podnikatelské prostre-
die, inovativne finan¢né nastroje a pod.),

8. iné.

-~

C. PRIPRAVENOST UZEMIA A ROZSIROVANIE
INVESTICNYCH PRILEZITOSTI

Tento ¢iastkovy ciel sleduje zdmer zaviest systematicky po-

stup do tvorby ponuky priemyselnych zén, parkov. Zahfna

tento okruh aktivit:

o Koncepcia investicného rozvoja a s nim stvisiaca syste-
maticka priprava tizemia - identifikacia hlavnych rozvo-
jovych polov pre PZI,
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o Regionadlna mapa priemyselnych zén, parkov - navrh
systematickej ponuky priemyselnych, technologickych a
logistickych centier v ramci regionu,

o Stratégia rozvoja KSK v oblasti cestovného ruchu - kon-
cepcia tvorby systematickej ponuky v oblasti CR z hladis-
ka turistickej infrastruktiry, produktov CR a prilezitosti
pre partnerstvd s podnikatelskymi subjektmi,

o Akené plany pre prioritné lokality s ciefom zabezpecit in-
vesti¢nu pripravenost izemia — majetkopravne vysporia-
danie, resp. pozemkové tpravy,

o Budovanie, modernizacia a obnova dopravnej a technic-
kej infrastruktary,

o Podpora rozvoja (transformdcia) priemyselnych zén do
podoby klastrov.

D. STRATEGICKA ORIENTACIA NA BUDOVANIE
ZNALOSTNEJ EKONOMIKY

Samostatnou prioritou je zameranie TMS na podporu PZI
z oblasti tzv. znalostnej ekonomiky s vysokou pridanou hod-
notou, ktoré vyuzivaju poznatky moderného vyskumu a vyvo-
ja, resp. informac¢no-komunikaénych technoldgii. Ziskavanie
PZI prave z tejto oblasti ma pre ekonomicku zakladnu kraja
hladajicu nové zdroje diverzifikicie ¢innosti, ale aj identi-
ty, strategicky vyznam. Obsahom tejto priority je zaloZenie
organizacie spoluprace s indtiticiami v oblasti vzdelavania,
vyskumu a vyvoja a podpory inovacii s cielom vytvorit pod-
mienky pre otvéranie partnerstiev a spoluprace PZI s jednot-
livymi $pecializovanych pracoviskami v ramci regiéonu. Do
tejto oblasti patri najma tento okruh aktivit:

o regionalna inovacna stratégia — definicia hlavnych zdro-
jov a stratégie rozvoja v oblasti inovacii, vedy a vyskumu,

o regionalna podpornd inovacna siet - institucionalne za-
bezpecenie realizacie inovacnej stratégie,

o budovanie a modernizacia infratruktiry: zriadenie a
vystavba technologickych parkov, inkubatorov, $peciali-
zovanych vedecko-vyskumnych pracovisk, univerzitnych
spin-off centier, IT campusov, pracovisk a laboratorii ap-
likovaného vyskumu atd.,

o programy podpory inovacii:

o informacna, poradenska podpora, sprostredkovanie
kontaktov a sietovanie,

o finan¢né podporné programy (regiondlna finan¢na
podporna schéma),

« sprostredkovanie zdrojov EU - 7. rdmcovy program,
ERDE, ESE Program celozivotného vzdelavania,

o spolo¢na informacnd siet - vymena informdcii insti-
tacii v oblasti vyskumu a vyvoja, univerzit a podpory
inovacii,

o pilotné inova¢né projekty,

o podpora inkubétorov a inkubéatorovych spolo¢nosti,

o iné.
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1. STRATEGIE

Nastrojmi, ktoré moze region vyuzit na prispésobenie po-
nuky a jej odlidenie od ponuky konkurenénych regionov, su
predovsetkym nastroje marketingového mixu. Tvoria subor
marketingovych veli¢in, ktory sa spdja do urcitého celku, za
ucelom vyvolat Zelanu reakciu v cielovom trhu. Posobenim
marketingovych nastrojov je mozné ovplyvnit trh a dopyt.
Okrem bezne vyuzivanych $tyroch nastrojov (4P - product,
place, price, promotion) sa pri uplatnovani marketingu tze-
mia dopliiajii nastroje o dalsie neodmyslitelné sucasti — fudi
(people) a partnerstvo (partnership). Vyuzivanie nastrojov
marketingového mixu v praxi je proces variabilny a selek-
tivny.

OBR.3: NASTROJE MARKETINGOVEHO MIXU,

Zdroj: BIC Spisska Nova Ves, s. r. o.
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7.1 | Produkt

V ekonomike $tatu je tazké najst produkt, ktorého tvorba a
ponuka by boli zavislé od takého mnozstva réznych ¢inite-
Tov, ako je to v pripade tizemia. Uzemie predstavuje $pecific-
ku ponuku lokaliza¢nych faktorov, na ktoré reagujii vyrobné
jednotky, rozmanité druhy sluzieb, obyvatelstvo, riadiace in-
Stitucie a pod.

Ak produktom je izemie regionu, potom predstavuje vSet-
ko to, ¢o region ponuka potencidlnym investorom, ale aj svo-
jim obyvatelom, navitevnikom a podnikom. Stcasne je to aj
véetko to, ¢o slazi k uspokojovaniu potrieb tychto cielovych
skupin. Je vytvoreny materidlnym prostredim, ale i nemate-
ridlnymi komponentmi a subjektmi, ktoré na tizemi regionu
vyvijaji svoju ¢innost. V marketingu je dolezité vediet pre-
zentovat jedinec¢né vlastnosti produktu, jeho potencial, kva-
litu a imidz.

Produkt spolu s propagéciou patria medzi najsilnejsie na-

stroje v marketingu tizemia. Prestavuje ndstroj na prilakanie

a akviziciu investorov. Podrobnd analyza produktu - Gzemia,

umozni:

o S$pecifikovat moznosti rozvoja regionu,

o vytvorit kvalitntl a $pecifikovani ponuku pre moznosti
zahrani¢nych a domdcich investorov,

o vyuzit zdroje tizemia a v maximalnej moznej miere ich
adaptovat tak, aby zodpovedali potrebam a o¢akdvaniam
vybranych cielovych segmentov.

Uzemie ako produkt je tvorené mnohymi ¢iastkovymi pro-
duktmi, ktoré tvoria ponuku v marketingu uzemia. Zame-
ranie na ponuku pre podnikatelsku ¢innost (investi¢né pri-
lezitosti, obchodné prilezitosti, infrastruktdra) je teda len
jednym z ¢iastkovych produktov, ktory je uréeny domacim a
prioritne zahrani¢nym investorom.

Z pohladu tvorby produktu ako ponuky pre zahrani¢nych in-
vestorov, produkt mozno posudzovat v 3 rovinach:

1. Jadro produktu - je vyjadrenim uzZitku, ktory produkt pri-
ndsa:
« priestory na podnikanie,
o volné vyrobné haly,
o administrativne priestory.

2. Vlastny produkt - kvalita, imidz
o pozemky s napojenou infrastruktirou,
o priemyselné a podnikatelské zony,
o podnikatelské inkubatory,
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o aktivny pristup institucii,

o podpora podnikatelského prostredia,

o politické prostredie,

o Dbezpecnost izemia,

 rating regiénu,

« vhodna vzdelanostna $truktara pracovnych sil.

OBR. 4: PRIEMYSELNY PARK V SPISSKEJ NOVEJ VS,

Zdroj: autori

3. Rozsireny produkt — dodato¢né sluzby — predstavuje zdro-
je moznej konkuren¢nej vyhody:
o intitdcie pre podporu rozvoja,
o Kklientské centra,
o reprezenta¢né kancelarie izemia v zahranici,
e e-government,
 informacie o vyvoji v regidne,
o pomoc pri rieSeni likvidacie odpadov.

Produkty poskytované v rdmci Gzemia sa v Case vyvijaju a
menia. Aj ked ide o dlhodoby proces, je mozné prispdsobovat
ich kvalitu, rozsah, poskytované uzitky potrebam cielovych
skupin.
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7.2 | Cena

V marketingu tizemia je cena nastroj, ktory zahria predovset-
kym ceny pozemkov, budov a nehnutelnosti, ndjmov, cenu
pracovne;j sily, niektorych sluzieb a pod. Je ddlezitou stucastou
marketingového mixu, slizi na reguldciu dopytu a ponuky.
Cenova stratégia urcuje, ¢i je vhodnejsie pracovat s niz§imi
cenami, ak je potrebné dopyt stimulovat alebo s cenami vys-
$§imi, ak je ciefom dopyt utlmit. Casto sa stava néstrojom na
ziskanie konkuren¢nej vyhody.

V kontexte uzemného marketingu ma tvorba cenovej politiky
zna¢né obmedzenia. Manazment samospravy tazko ovplyvni
cenu pracovnej sily ¢i ceny pozemkov resp. budov, ktoré nie
st vo vlastnictve miest a obci. Cena vSak moze mat aj charak-
ter miestnej dane, poplatkov, odvodov alebo tcelovej podpo-
ry a dotacie z rozpoctu miest, obci, krajov.

Znizenim dani a poplatkov je mozné prilakat novych investo-
rov. Pouzitie tohto prvku vsak treba dobre zvazit, niekedy ani
to nema vplyv na rozvoj regionu, pretoze dane neprestavuju
pre niektorych investorov vyznamnu ¢ast nakladov v porov-
nani s ostatnymi vydavkami.

Existuju tri typy danovych ulav, aplikovatelné v ramci mar-

ketingu uzemia:

o celkové zniZenie dani - nie je prili§ efektivnou cestou, je
vhodné pre lokality s vysokym daniovym zatazenim a po-
malym tempom rozvoja ako prvy krok k jeho zrychleniu,

o Specialne dane pre $pecifické podniky - st vhodné pre
prildkanie konkrétnych podnikov, alebo ako néstroj na
udrzanie podniku v lokalite, ktort chce opustit,

o $pecidlne dane pre priemyselné zény — rdzne danového
vyhody a dalsie tlavy s ciefom prilakat investorov na lo-
kalizaciu svojich podnikov prave v tychto zénach.

Z hladiska prildkania investorov do regiénu su teda sucastou

tohto nastroja:

« ulavy na daniach v zavislosti od vyvoja investicie v Gizemi,
prinosu investora k dal$iemu rozvoju tizemia a pod.,

o zmeny v danovej politike zameranej na pritahovanie in-
vestorov,

o verejno-sukromné partnerstva.

Pri koncipovani cenovej politiky je potrebné zvazovat viacero
okolnosti od toho, ¢o sledujeme, ¢i je nutné zavedenie ceny
az po rozbor, ¢i je cena regulovand zdkonom a ¢i je konku-
rencieschopna.
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7.3 | Dostupnost

Nastroj marketingového mixu PLACE chdpeme vo vyzname
miesto, umiestnenie firmy resp. regionu, ale aj vo vyzname
distribucia, vyuzivanie distribu¢nych kanalov, aby sa produkt
dostal k spotrebitelovi.

Mimoriadne dolezitym nastrojom z hladiska rozvoja regionu
je jeho dostupnost (umiestnenie) pre cielové skupiny. Vzhla-
dom k imobilnej povahe produktu tzemia (na rozdiel od
produktov podnikatelskej sféry) je distribu¢na politika zame-
rand na zmenu priestorového spravania sa subjektov na stra-
ne dopytu v zmysle presmerovania ich spravania v prospech
uzemia - regiénu (rozsirovanie vyroby, vytvaranie novych
pracovnych miest).

Posudzovanie dostupnosti regiénu ovplyviuje:

« poloha a geografické umiestnenie regionu,

o dopravna dostupnost Gizemia (cestna siet, Zelezni¢na siet,
letecka doprava),

o pristup do inych regionov,

o dostupnost informacii o regione,

o flexibilita (rychlost zasahu hasicov, policie, zachrannej
sluzby).

7.4 | Ludia

Faktorom, ktory nie je mozné pri marketingu uzemia v ziad-
nom pripade ignorovat, pretoze vyrazne ovplyviluje rozvoj a
prosperitu izemia je ¢lovek. Progresivny a dynamicky rozvoj
regionu je mozné dosiahnut len profesionalitou a vysokou
kvalitou prace najma pracovnikov uradu samospravy a vo-
lenych predstavitelov samospravy. S kvalitou ich prace uzko
suvisi schopnost osvojit si trhovy pristup k riadeniu a plano-
vaniu rozvoja Gizemia s ohladom na verejny zdujem.

Profesionalita predstavitelov samospravy sa prejavuje aj v ich
schopnosti spolupracovat a efektivne komunikovat s obyva-
telmi a dal$imi vyznamnymi subjektmi. Participacia ob¢anov
pri planovani rozvoja regiénu im umoziuje zoznamit sa s vy-
hodami ur¢itych projektov, pripadne im umozni podielat sa
na rie$eni negativnych dopadov projektov.

Pri uplatiiovani izemného marketingu je $iroky priestor pre
angazovanych obcanov a zaujmové zdruZzenia, obcianska
zainteresovanost zvyS$uje pocit identifikdcie s regiénom a po-
cit spoluzodpovednosti za jeho stucasny stav a buduci rozvoj.
Zapojenie obc¢anov, pracovnikov zainteresovanych institucii,
samospravy i roznych osobnosti je mozné prostrednictvom
odbornych komisii, pracovnych skupin, resp. realiza¢nych ti-
mov pri napliiani cielov a realizécii tloh.

7.5 | Partnerstvo

V procese hladania spolo¢nych cielov a konsenzu medzi za-
ujmami sukromnej a verejnej sféry zohrava vyuzivanie mar-
ketingu vyznamnu ulohu, a to predovsetkym pri budovani a
fungovani dlhodobého verejno-sukromného partnerstva na
regionalnej urovni.

V ramci partnerstva verejny sektor stimuluje rozvoj podnika-
telskych aktivit v zmysle podpory podnikania a ekonomiky.
Stkromny sektor formou sponzoringu méze podporovat ve-
rejno-prospesné akcie. Pri budovani partnerstva je nevyhnut-
na cast osobnosti - zastupcov oboch sektorov. Predpokladom
je podpora a osvojenie si pristupov, nastrojov a metdéd marke-
tingu predstavitelmi a pracovnikmi samospravy, vytvorenie
profesionalneho personalneho zazemia a pracovnych skupin,
priame zastreSenie vedicimi predstavitelmi tzemia.

Dolezité je zabezpecit spolupracu jednotlivych vykonnych
zloziek v ramci marketingovych aktivit, pri uskutocnova-
ni projektov, kde dochadza ku komplementarnej integricii
know-how, Iudskych zdrojov, financii. Specifickym cielom
uzemného marketingu je vytvorit komunika¢no-koopera¢né
siete medzi jednotlivymi aktérmi (networks), umoznujtce
a urychlujtce spolo¢ny postup a zabezpecujuce dosiahnutie
synergetickych efektov.

Délezitou dimenziou regionalneho marketingu je nepochyb-
ne nadvdzovanie partnerstva s okolitymi regionmi. Tymto
smerom uvazuje cela Eurdpska tnia, ktora podporuje ko-
operaciu a vyuzivanie spolo¢nych tradicii, zdrojov, kapitalu a
odlisnosti celych historickych uzemi, bez ohladu na tzemno-
pravne clenenie v jednotlivych krajinach (napr. podporova-
nie cezhrani¢nej spoluprace, vytvaranie mikroregiénov podla
spolo¢nych znakov apod.). Cielom partnerstva ako nastroja
je nielen spolupraca vnutri regiénu (medzi hlavnymi aktér-
mi), ale aj tsilie o spolo¢ny rozvoj susediacich regiénov, zalo-
zené na baze vyuzivania toho najlepsieho, ¢o si mozu regiony
ponuknut navzdjom a ¢im mozu zaujat potencialnych inves-
torov ako celok. Prikladom partnerstva Kosického samo-
spravneho kraja je spolo¢né usilie regionalneho marketingu
o prilakanie zahrani¢nych investorov na tizemie vychodného
Slovenska, koordinované s marketingom Presovského kraja,
vyzdvihujuce silné stranky oboch teritorii, o méze priniest
profit obidvom stranam.
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7.6 ‘ Propagacia

Marketingova komunikacia je zaloZzena na informovanosti cielovych skupin o $pe-
cifikach a konkuren¢nych vyhodach regiénu.

Regionalna marketingova komunikécia je zamerand na:

« externé prostredie — informuje vonkajsie prostredie o $pecifickych kvalitdch re-
gionu. Jednou z jej uloh je zaistit transfer know-how a inovicii z vonkajsieho
prostredia. Je zamerana na cielovt skupinu investorov. Ma dve formy uplatrio-
vania:

o vSeobecna komunikacia — zamerana na vytvorenie pozitivneho imidzu re-
gionu,

o adresna komunikdcia - zamerana na usmernovanie toku informacii k tym
cielovym skupindm, ktoré majui byt informované o $pecifickej ponuke re-
gionu (informovanie zahrani¢nych investorov o priemyselnych zdénach, in-
vesti¢nych stimuloch, disponibilnej pracovnej sile a pod.).

« interné prostredie — usmernuje tok informdcii do vnutra regiénu. Cielovymi
skupinami takejto komunikdcie si ob¢ania a miestni podnikatelia. Jej cielom
je posilnit verejnt informovanost, zvysit mieru zodpovednosti a angazovanos-
ti aktérov pri rozvoji regiénu. Ma zaistit efektivnu permanentni komunika-
ciu medzi aktérmi participujicimi na tvorbe a realizacii marketingu tzemia a
posilnit ich spolupraci pri tvorbe ponuky pre externi komunikaciu. Véasnou
informovanostou sa mé predist konfliktom zaujmov o funk¢éné vyuzitie izemia
medzi jednotlivymi aktérmi.

OBR. 5: MARKETINGOVA KOMUNIKACIA,
Zdroj: BIC SpiSska Nova Ves, s. 1. o.

VONKAJSIE PROSTREDIE
INVESTORI

OBCANIA
PODNIKATELIA

Externa aj interna komunikacia v regione ma mat interaktivny charakter a m4 tiez
zaistovat spatnua vizbu zo strany cielovych skupin. Ako zdkladné nastroje marke-
tingovej komunikécie sa va¢sinou vyuziva osobnd komunikacia, reklama, public
relations, webmarketing a event marketing.
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CIELOVE TRHY A ICH
STRATEGIA

8.1 | Cielové trhy a ich

segmentacia

Velmi dolezitou otazkou izemného marketingu je hladanie postavenia regionu voci
ostatnym konkuren¢nym tzemiam. Proces hladania postavenia sa oznacuje poj-
mom ,,Positioning®. Jeho uskuto¢novanie je nevyhnutné s ohladom na populaént
velkost regiénu a od nej odvodeny potencial. Uzemie by malo pontknut vybranej
cielovej skupine hodnotu, ktord uspokoji jej o¢akavanie lepsie, nez konkurencia.

Cielovy trh predstavuje prilezitosti, ktoré izemie moze vyuzit. Na ich vyuzitie musi
mat dostatok zdrojov. Preto suc¢astou marketingového planovania je ndjdenie pri-
tazlivych cielovych trhov, zohladnenie $pecifickych potrieb potencidlnych zdkazni-
kov, ¢o predstavuje zakladny krok pri segmentacii trhu.

Pojem segmentdcia znamena rozclenenie celkového trhu na casti, ktoré maja po-
dobné potreby, vlastnosti a charakteristiky spravania. Segmentacia trhu na cielové
skupiny vedie k zvy$eniu t¢innosti nastrojov marketingového mixu. Segmentacia
trhu je hladanim odpovedi na otézky:

o Kto st nase cielové skupiny, ¢im st charakteristické a aké st odlisnosti ich po-
trieb?

o Ktorych zakaznikov by sme chceli uspokojit a ¢o by sme im mohli pontknut na
uspokojenie ich potrieb?

oV ¢om sa li$i naga ponuka od ponuky konkurencie?

Definovanie prioritnych cielovych skupin zavisi od charakteru regiénu, jeho kom-
plexnej ponuky a od celkovej vizie rozvoja regionu.

Uzemny marketing rozliduje cielové skupiny v dvoch kategériach - interné cielové
skupiny a externé cielové skupiny.

TABULKA 6: INTERNE A EXTERNE CIELOVE SKUPINY

obcania

Interné cielové skupiny | podnikatelia v regione

organizacie, institlicie pdsobiace v regiéne

potencialni investori (domaci i zahranicni)

navstevnici regionu (turisti, cestujdci)

Externé cielové skupiny | Statne Grady

Statne a medzinarodné institlcie

konkurencné regiony

Zdroj: autori

Tieto cielové skupiny su dalej segmentovatelné podla dalsich charakteristik, preto
je potrebné pre kazdy segment vypracovat a urc¢it vhodna stratégiu pristupu a zvolit
vhodny komunikaény mix.

CIELOVE TRHY A ICH SEGMENTACIA,

KOMUNIKACNA STRATEGIA

SEGMENTACIA KOMUNIKACNA

Segmentacia cielovych skupin tzem-
ného marketingu je kritickym bodom
jeho efektivneho vyuZivania pre potre-
by regiéonu. Od tohto kroku sa odvija
spravne pouzitie marketingovych na-
strojov, predovsetkym vhodne zvolena
marketingova komunikacia.

Pri zamerani izemného marketingu na
rozvoj priemyslu v regione a prilakanie
investorov su pre Kosicky kraj priorit-
nymi cielovymi skupinami:

A. potencialni investori

o zahraniéni investori, ktori maja zau-
jem o podnikanie v regione,

o domici investori, rozsirujuci svoje
vyrobné ¢innosti.

B. statne a medzinarodné institiicie
so zameranim na tie, ktoré posobia ako
finan¢ni sprostredkovatelia a poskytu-
ju externé financovanie pre rozvoj re-
giénu.
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TABULKA 7: PRIORITNE CIELOVE SKUPINY PRE KOSICKY SAMOSPRAVNY KRAJ

Ciel'ova skupina Charakteristické znaky Potreby

A. potencialni investori

e zaujem o podnikanie .
v regione .

zahranicni investori
¢ investori z krajin Eur6pskej Gnie
¢ investori z dalSich krajin o

domaci investori . y « rozvoj a rozsirenie svojej |
* podnikatelia etablovani v regione o

. o - podnikatelskej ¢innosti
* podnikatelia z inych regionov Slovenska

¢ priestory na podnikatel'skd ¢innost

¢ vytvaranie spolocnych podnikov

vhodna infrastruktdra

kvalifikovana pracovna sila

institucionalna podpora podnikania

¢ stabilné prostredie

subdodavatelia

perspektiva dalSieho rastu (aj priestorového)

Grovni
¢ moznosti financénej pod- | ¢
pory rozvoja regionu

¢ dobra komunikacia s institiciami na regionalnej

vhodné lokality na budovanie priemyselnych par-
kov, klastrov

B. statne a medzinarodné institicie e podpora pri hladani ¢ kvalitne vypracované Ziadosti o financné zdroje
konkuren¢nej vyhody ¢ jasne definované ciele rozvoja a nastroje na ich
regionu dosiahnutie

¢ sllad strategickych zamerov rozvoja regionu s cel-
kovymi zamermi krajiny

Zdroj: autori

8.2 | Komunikacna strateéegia

Prostrednictvom nastrojov marketingovej komunikacie je mozné efektivnejsie ko-
munikovat s cielovymi segmentmi o ponuke uzemia. Definovanie komunika¢nej
stratégie je sucastou realiza¢nej fazy uskutociiovania celkovej marketingovej stra-
tégie regionu. V ramci komunika¢ného mixu marketingu tizemia s najcastejsie
vyuzivanymi nastrojmi: osobna komunikacia, reklama, public relations, webmar-
keting, event marketing.

Osobna komunikacia

Je jednym z najcastej$ie pouzivanych nastrojov marketingovej komunikécie. Aktér-
mi st predovsetkym zamestnanci samospravy, reprezentanti regiénov a izemnych
celkov. Prebieha predovsetkym vtedy, ked predstavitelia samospravnych celkov
prezentuju ponuku regiéonu investorom. Na tych, ktori st v priamom styku s cielo-
vou skupinou, kladie vysoké naroky, pretoze sa musia snazit svojim vystupovanim,
re¢ovym prejavom, neverbalnou komunikaciou vyvolavat pozitivny dojem, musia
byt aktivni pri identifikdcii potrieb a poziadaviek cielovych skupin.

Reklama

Predstavuje neosobnu formu marketingovej komunikacie. Jej ulohou je podporit

informovanost cielovej skupiny (potencidlnych investorov, finan¢nych sprostred-

kovatelov). Cielom je ziskat tuto skupinu pri uréit myslienku (vstup kapitalu do
regionu). Sirenie reklamnej spravy je otdzkou medidlnej stratégie, ktorej sticastou
st zakladné rozhodnutia o reklame:

1. Urcenie cielov reklamy — napr. informovat o moznostiach investovania v re-
gione, informovat o podmienkach na budovanie firmy, presvied¢at o vyhodach
poskytovanych investorom, pripominat uspesné projekty.

2. Rozhodnutie o cielovej skupine — komu je reklamna sprava urcend, koho oslovi,
kto je adresatom spravy.

3. Rozhodnutie o obsahu reklamnej spravy - o je potrebné zdoraznit reklamou -
ktory nastroj marketingového mixu uviest v reklamne sprave — produkt, cenu,
dostupnost a pod.

4. Rozhodnutie o médiach
kde - tla¢ena reklama (inzeraty, letaky, kataldgy, informacné brozury, plagaty,
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bilboardy), televizna, rozhlasova re-
klama, internet.

5. Rozhodnutie o rozpocte na rekla-
mu - zvazit finanénd stranku na-
kladov, ktoré si realizacie reklamy
vyziada, kolko to bude stat — zavisi
od predchadzajicich rozhodnuti.

Pri tvorba reklamy je potrebné re$pek-
tovat nasledujuci postup:

OBR. 6: POSTUP PRI TVORBE REKLAMY,
Zdroj: BIC Spisska Nova Ves, s. r. 0.

Koncept celkovy ideovy ramec
oznamu, podstata toho, ¢o
ma reklama povedat

Starostlivé vypracovanie
ideového zameru

e

Dostatok ¢asu na tvorbu,
pre napady, nové myslienky
a pristupy

Sustavna
prakticka ¢innost

_
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Pre klasicku tlacent reklamu su dolezité zlozky:

o titulok, ktory musi ziskat pozornost ¢itatelov. Odborni-
ci tvrdia, Ze v titulku je 90 % uspesnosti reklamy. Ma byt
konkrétny a stru¢ny, ma obsahovat slovd, ktoré vyzdvihu-
ju inovac¢nu stranku ponuky,

o text, v ktorom sa maju pouzit kratke vety, ma byt vystizny,
jasny, zrozumitelny,

o ilustrdcie v podobe fotografii, kresieb, loga, mapy.

Public relations (PR)

Patri k jednému z najefektivnejsich komunika¢nych nastro-
jov marketingu tizemia. Tento nastroj znamena pracu s verej-
nostou, udrziavanie dobrych vztahov s verejnostou. U¢elom
je vytvorit priaznivy imidZ regionu a rozsirit ho aj na cielo-
vom trhu.

Medzi hlavné tlohy PR patri budovanie a udrziavanie imi-
dZzu, podpora ostatnych komunika¢nych aktivit, riesenie
aktudlnych problémov a otdzok, ovplyvilovanie konkrétnej
skupiny zakaznikov.

Nastrojmi PR st predovsetkym tla¢ové konferencie, semina-
re, prednasky, rozvijanie vztahov s investormi s cielom ziskat
ich podporu, rozne publikdcie, brozury, plagaty, ¢lanky, vy-
stavy, prezentacie, organizacia a sponzorstvo charitativnych
programov a verejnych projektov, budovanie jednotnej iden-
tity a imidZu, web stranka, lobovanie (cielend komunikacia
s ovplyviiovatelmi) a pod.

Webmarketing

Marketingova komunikacia prostrednictvom pocitacov pri-
nasa nové moznosti oslovenia cielovych skupin. Webmar-
keting umoziuje textovu aj obrazovu prezentaciu regionu,
ponuky, prilezitosti. Roz$irenie o zvuk a videosekvencie po-
stuva web do multimedidlnej oblasti. Rozhodne patri medzi
prostriedky celosvetovo pdsobiacej komunikacie a umoziuje
prostrednictvom e-mailov obojsmernt rychlu komunikaciu.
Zaujimavo spracované webstranky dokazu uputat pozornost,
umoznia vyhladat vetky potrebné informadcie a rychlo nad-
viazat kontakt medzi jednotlivymi aktérmi uzemného mar-
ketingu s cieovymi skupinami, ale aj navzajom.

Event marketing

Pojem event marketing zahfna marketingové aktivity zame-
rané na podporu nejakého podujatia, spojeného so zvysova-
nim informovanosti cielovej skupiny. Je vhodnym a efektiv-
nym nastrojom marketingovej komunikacie predovsetkym
pri uplatiiovani marketingu Gzemia. Patri tu organizovanie
konferencii, semindrov, kultdrnych ¢i $portovych projektov,
prezentdcii, vystav, putovnych propaga¢nych akcii a pod.

Uplatiovanie marketingovej komunikacie nemoze byt Zivel-
né, je potrebné vypracovat plan, podla ktorého bude komuni-
kacia uskutoc¢novand.

Plan marketingovej komunikacie md za tlohu:
o vykonat analyzu doterajsej komunikdcie a analyzu prvkov
okolia,

urcit cielovii skupinu, ktorej chceme odkomunikovat uréi-
té posolstvo, (napr. obyvatelia daného regiénu, potencial-
ni investori, $titne a medzinarodné institucie, navstevnici
regionu a i.),

urcit ciel komunikdcie (na zéklade konkrétnej marketin-
govej stratégie), aka ma byt odozva,

spdsob komunikdcie (vyber médii),

spdsob merania ucinnosti komunikdcie (napr. naklady na
oslovenie jedného investora) a efektivnosti komunikacie
(napr. aky objem investicii bol ziskany na zdklade danej
komunikac¢nej kampane).
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9. A MONITORING

Financovanie Gizemného marketingu je jednym z klucovych
faktorov, ktory ovplyviiuje jeho realizaciu. Nie je to jedno-
duchd zalezitost, zavisi od cielovej skupiny, ktoru je potrebné
oslovit, od zvolenych médii, od dizky trvania konkrétnej pro-
pagacnej aktivity, od naro¢nosti personalneho a materialne-
ho vybavenia, od rozdielnej naro¢nosti jednotlivych faz pri
uplatiiovani marketingu.

Rozlisujeme tri typy financovania:

o financovanie z verejnych zdrojov — vychddza z chapania
uzemného marketingu ako nastroja modernizacie verej-
nej spravy. Ide o ¢erpanie finan¢nych prostriedkov z roz-
poctu regiéonu (samosprava), ale i zo zdrojov $truktural-
nych fondov Eurdpskej unie,

o financovanie sikromnym sektorom - ide skor o vynimky,
uplatiiované skor pri marketingu, zameranom na rozvoj
cestovného ruchu. V oblasti rozvoja priemyslu sa toto fi-
nancovanie vyskytuje pri pésobeni developerskych spo-
lo¢nosti (vykup pozemkov za tc¢elom dal$ieho prendjmu
investorom),

o zmiesané financovanie - je spojeni prostriedkov verejné-
ho a stkromného sektora. Vklad verejného sektora nemu-
sia byt finan¢né prostriedky, mézu to byt napr. pozemky,
administrativne kapacity a pod.

Monitoring

Monitorovanie a hodnotenie je dolezity proces z hladiska
posudzovania efektivnosti a u¢innosti marketingu uzemia.
Monitorovanie sa zaobera systematickym a kontinualnym
zberom, triedenim a ukladanim relevantnych informdcii, je
zdkladom, resp. opornym bodom aj pre vSetky procesy kon-
troly a najmé hodnotenia. Uskuto¢iiuje sa prostrednictvom
ukazovatelov, ktoré sa vztahuju na vytycené ciele, objasnujt
stav implementacie, vysledkov a dopadov a poukazujt na do-
siahnuty vyvoj. Prostrednictvom monitorovania je mozné za-
roven ziskat prehlad pre vsetkych ucastnikov monitorovania
o pokroku v implementacii marketingu tzemia, o uskuto¢-
nenych opatreniach a o vyzname pouzivanej marketingovej
komunikacie. Zaverom zisteni z monitorovania a nasledne
hodnotenia st navrhy na zmeny a samotna realizacia zmien
a opatreni.

Monitorovacie ukazovatele

Monitorovacie ukazovatele st zadefinované v zavislosti od
cielov, ktoré je potrebné dosiahnut. Musia byt presne vyme-
dzené, najcastejsie sa vyuziva ¢iselné alebo terminové vyme-
dzenie. Ich ulohou je zabezpelit jednoznaéné posudenie do-
siahnutia ciela. M6Zu mat nasledujucu struktiru:

1. vystupy, vyjadrujtce ¢iastky/objemy, napr.
o objem ziskanych investi¢nych prostriedkov,
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o pocet m2 prenajatych ploch,
o pocet vytvorenych pracovnych miest,

2. vysledky vyjadruju stav po uskuto¢neni aktivit, napr.
o zlepSenie imidzu regiénu v zahranici,
o rast zivotnej urovne obyvatelov regionu,
» zvySenie HDP regionu,

3. dopady vyjadrujuce udrzatelnost, dlhodobé pretrvanie
vysledkov aktivit, napr.
o rozvoj podnikatelskych aktivit etablovanych zahrani¢-
nych investorov,
o pocet udrzanych pracovnych miest,
e vytvorené partnerstva.

Monitorovacie institicie

Monitorovanie méze zabezpecovat jeden alebo viac aktérov,

zapojenych do marketingu izemia. Musia v$ak mat potrebné

materialne aj persondlne kapacity, pretoze tlohou ,,monito-
rovacej institacie® je predovsetkym:

o vytvorit funkény monitorovaci a informaény systém,

o podporovat komunikaciu a tok informacii medzi zacast-
nenymi, podporovat efektivny spdsob vymeny udajov
(elektronickou formou),

o zabezpelit vyuzivanie roznych typov informacii poskyto-
vanych monitorovacim systémom,

o zabezpelit disemindciu vysledkov aktivit a hodnoteni,
spracovanie sprav o aktivitach a ich vysledkoch a pod.

FINANCNY PLAN A MONITORING



9.1

Kosického kraja

Priklad marketingovej komunikacie

TABULKA 8: PRIKLAD MARKETINGOVEJ KOMUNIKACIE KOSICKEHO KRAJA

Ciel'ova skupina

zahraniéni investori z oblasti strojarskej vyroby z Nemecka, Rakuska

Ciel komunikacie

zvysit pocet a objem zahrani¢nych investicii v regione

Sposob komunikacie

nastroj

prostriedky realizacie

financna narocnost

Webmarketing

oslovenie vytypovanych inves-
torov e-mailom

priprava vizualu o ponuke pre
investorov

zaradenie aktualnej ponuky
na web stranku zainteresova-
nych institdcii

30 tis. Sk

Reklama

promotion publikacia, resp.
iny infomaterial o aktualnej
ponuke pre investorov, obsa-
hujlca zakladné informacie
o lokalizacii, infrastruktdre,
ponukanej ploche, Strukttre
disponibilnej pracovnej sily,

o legislativnych podmienkach
vstupu zahraniénych investicii
a pod.

spracovanie propagacnych
materialov v nemeckom
jazyku

vytvorenie propagaéného CD
v slovenskom a nemeckom
jazyku

200 - 250 tis. Sk

Osobna komunikacia

propagacné cesty

Ucast predstavitelov regionu
na medzinarodnych veltr-
hoch, vystavach z oblasti
strojarstva

150 - 200 tis. Sk

Event marketing

prezentacia ponuky regiéonu
priamo na ,mieste”
kontaktny seminar pre zahra-
niénych investorov a predsta-
vitelov regionalnych instittcii
a podnikatelov

100 tis. Sk

Public relations (PR)

cielena komunikacia predsta-
vitelov a osobnosti regionu

s potencialnymi investormi
(lobing)

prezentacia investi¢nych
zamerov Sirokej verejnosti

100 tis. Sk

Sposob merania ucinnosti a
efektivnosti komunikacie

naklady na komunikéaciu/objem ziskanych investicii

Zdroj: autori




10. zAvVER

Predlozena teritorialna marketingovd stratégia predstavuje navrh stratégie marke-
tingu do oblasti podpory PZI pre Kosicky samospravny kraj. Priame zahrani¢né
investicie od zaciatku 80-tych rokov predstavuju hybnu silu hospodarskeho ras-
tu a ekonomickej prosperity v globdlnom rozsahu. Uspech krajin ale aj regiénov
zavisi do zna¢nej miery od schopnosti vytvarat vhodné podnikatelské prostredie
a podmienky pre prildkanie a udrzanie investicii transnacionalnych spolo¢nosti.
Regionalne rozvojové politiky preto musia zohladiovat tito skuto¢nost a uplatro-
vat moderné manazérske nastroje, ktoré ponimaju region a tizemie ako produkt a
investorov ako zakaznikov, ktorych si chct ziskat. Uplatiiovanie tychto marketin-
govych pristupov vo verejnej sprave uz nie je ni¢im objavnym ani netradi¢nym,
napriek tomu si ich v$ak politiky ¢astokrat osvoja len vo verbalnej ¢i proklamad-
nej rovine a nenadobudnu realny obsah. Implementdcii akéjkolvek marketingovej
stratégie by teda vzdy malo predchadzat jednoznacné stotoznenie sa s tymto za-
kladnym ,,marketingovym® presvedc¢enim.

Za dolezity prvok predlozenej stratégie povazujeme dlhodobu stabilitu, kontinu-
itu organizcie marketingovych aktivit. Region Kosického samospravneho
kraja, podobne ako samotna Slovenska republika, je mladym regio-
nom, ktory k svojim zakaznikom by mal vysielat vyrazny, zrozumitel'ny
a neprerusovany signal, o tom ¢im je a kym chce byt - teda sa jasne
vymedzit a profilovat. K tomu potrebuje stabilizovant systematicku organiza-
ciu marketingovych aktivit, ktord nebude len jednorazovou projektovou aktivitou,
ale beznou rutinnou stcastou regionalnej politiky.

Vychodiskom pre zasielanie jednozna¢ného odkazu cielovym skupinam je do-
hoda na identite alebo sebastotoznenie s regionom, ktoré su potom pretavené do
roznych prostriedkov — symbol, slogan, logo a pod. Preto odport¢ame, aby sa
identita izemia, vizie ¢i poslanie ale aj konkrétne navrhy sloganov, symbolov stali
vopred predmetom $ir$ej diskusie. Okrem samotného otvoreného pristupu k riese-
nej problematike, Sirsia diskusia moze navyse prispiet k lahsej akceptacii zvolene;j
stratégie pri jej realizacii.
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1.

Territorial marketing strategy (TMS)
of the Kosice Self-governing Region
(KSGR) is a draft concept of marke-
ting strategy of this territory, which is
primarily focused on the support of fo-
reign direct investment (FDI) into the
region. This document intends to serve
as a source of motivation or inspirati-
on and as guidance on specific measu-
res for the decision-making actors in
the regional development to take at all
levels (national, regional, local) within
the operation of the self-governing re-
gion.

The authors of this document belie-
ve that this type of marketing strategy
design is to identify as straightforward
as possible the principle resources and
opportunities for development. To this
end, this document shall single out the
“most protruding” features and quali-
ties of the product, which here refers to
the territory of the self-governing regi-
on, with a view to identify the product’s
character and define the authentic (indi-
vidual) identity of the territory so that it
is easy to understand by the customers.
Good quality marketing strategy should
always make a distinction between two
perspectives in view:

Visible world (stage) means space per-
ceived by customer, i.e. a definition of
the very product and offerings of servi-
ces rendered to the customers. Speaking
the language of drama, the success of a
theatrical play especially depends on
the quality of the script, and the perfor-
mance of actors.

Invisible world means space behind
the stage, referring to what is not of the
customer ‘s concern, nevertheless is es-
sential to the service delivery manage-
ment. This domain embraces all aspects
of coordination and management of the
investment development within a parti-
cular territory (see Figure 1 below).

INTRODUCTION

INTRODUCTION

FIGURE 1: “STAGE”, THE VISIBLE WORLD FOR THE CUSTOMER TO
PERCEIVE, AND “WORLD BEHIND THE STAGE”, THE MANAGEMENT
DOMAIN TO SUPPORT THE FDI INFLOW,

Resource: BIC SpiSska Nova Ves, s. r. 0.
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The territory of the KoSice Self-governing Region entertains unique natural, cul-
tural and socio-economic environments. This is a feeling, which is shared by all
the locals, the well-established entrepreneurs operating in the region, even by the
visitors coming to see this area. By its population and by its area, the Kosice Self-
governing Region is ranked as the second, and the fourth largest region in Slovakia,
respectively. The region neighbours with Hungary to the south, and with Ukraine
to the east. The whole territory of Eastern Slovakia is rich in its ethnical and na-
tional variety, which has ensued from the interaction of several different cultures
co-existing on the frontier between the west and east of Europe. The referred-to
effects of culture and history, whose remnants, preserved artefacts, and even exis-
ting vital badges scattered evenly all over the Kosice Self-governing Region, foster
the tourist attractiveness of this territory in addition to its natural resources being
the fundamental basis of the region s attractiveness. Within or close to the region’s
boundaries, there are six national parks, which, besides Bratislava, the capital of the
country, rank among the key areas and attractions determining the development of
active tourist trade in the territory of the Slovak Republic.

The city of Kosice is the second most important residential town in the whole of
the Slovak Republic. Being the principle town of the east of Slovakia, it is, by its re-
sidents, thought of as a well-respected counterweight to Bratislava, the capital city.
The city plays an important role as a venue of societal and cultural events. The city



is a seat to several accredited universities, which produce qu-
alified professional manpower. Besides the city of Kosice, the
region contain some other satellite towns traditionally being
centres of the sub-regions of Spis, Gemer, Zemplin, and Abov
pertaining to this region.

The most significant ages of the economic development of
this region were associated with the boom of the mining in-
dustry running from the onset of the 13th century to the end
of the 17th century, then with the rise of industry, which star-
ted in the middle of the 19th century, and with the post-war
industrialisation of Slovakia in the mid-1950"s and 1960°s.
Among the industries strongly represented in the region,
there is metallurgy, machine engineering, mining industry,
building industry, power engineering, and food industry. The
landscape which is rather mountainous in the north flats off
in the south of the region making thus the south-east of this
territory a major agricultural base of the region.

The major cutting-edge problems of the present day which
are faced by the residents of this region include a steadily high
unemployment rate, in the first place, obsolete or missing in-
frastructure, a low-level service sector, and poor entreprene-
urial activity of the population.

The above-mentioned facts represent the starting points of
the development of this document. Above all, they constitute
grounds for the current attractiveness of the region in respect
of FDI (where we are now), and expectations for the futu-
re requirements (what we wish to accomplish) while taking
forms of identification of vision, principle aims, description
of actions, and specific marketing tools.

4 2 INTRODUCTION



STRATEGY

2.1  Demand of
Strategic Marketing

Planning

Since the late 1980 s there has been an increasing tendency in
the public administration to apply such approaches and prac-
tices of management, which are basically characteristic of the
private or entrepreneurial sectors. Accordingly, citizens, en-
trepreneurs, domestic and foreign investors, as well as other
target groups, turn from being significant, yet frequently ano-
nymous beneficiaries of regional policies, into specific target
groups of customers to whom products and services are di-
rectly addressed. There is a creation of specific communicati-
on strategies, and a strong emphasis is laid on the satisfaction
of customers needs, as well as on the measurement, evaluati-
on, and efficiency of the particular actions taken. Since then
on, we have experienced a rise of marketing planning in the
ambits of public administration, regional and territorial de-
velopment. A territorial marketing plan is one of the specific
tools of this philosophy.

Introduction of conceptual strategic marketing planning has
mainly arised out of the following factors:

Efficiency of Public Administration

Introduction of the management approaches which were
normally characteristic of the company management into
the public administration drew upon the economic theories
and economic policies, which, one after another, were first to
get largely inspired by the success of economic reforms that
took place in the 1980°s. Those reforms were pushing ahead
market monetary tools and restraints of fiscal (budget) inter-
ventions in economy. The most outstanding examples to give
are the economic reforms that took place in Great Britain or
Chile. Restraints of the state influence, among other results,
led to reforming public administration when seeking savings
and efficiency in the measurement, evaluation, and applicati-
on of this criterion. New (slimmer) organisational structures
were, in successive steps, implemented into the management
of public administration along with the introduction of pro-
ject-based and scheme-based management.

Decentralisation

The ways of seeking efliciency in the public administration
also include the efforts at approximation of decision-making
and responsibility with the management level, which the de-
cision-making directly concerns. In the context of decentrali-
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sation of public administration executed in Slovakia, this me-
ans that the responsibility for and decision-making powers of
the matters directly related to a particular community, town,
or region have been devolved on to the level of local and regi-
onal self-governments. At the present time, it does hold true
for the territorial administration that its quality largely rests
with local structures, their capacities for mutual communica-
tion and organisation, and, especially, for the implementation
of specific development plans. With regard to its challenges
resulting from the many interlinked aspects, such as prepa-
ration of territory, infrastructure, disposition of human re-
sources, communication, good management of the regional
development, particularly of the FDI support, thus naturally
requires well-managed organisation, which, among other to-
ols, employs long-term strategic planning.

Integration

Introduction of marketing understanding of the territorial
administration has also arisen out of the integration process
being under way in Europe. The countries and regions in the
common area face anew, in a way, a task of their own self-
identification, definition for their own positions, and seeking
long-term sustainable resource of prosperity and growth (i.e.
being successful in winning customers). Common European
area does not, however, entail the increased competitive envi-
ronment only, but it also taps on new opportunities for more
intensive sharing of experience and building of partnerships
among the regions on the basis of common benefit. A well-
devised marketing strategy may thus unfold a brand-new di-
mension (see the CENTROPA project bringing several from
Slovakia, the Czech Republic, Austria, and Hungary together
under the same banner). In this regard, it is both important
and useful to the Kosice region not to act on its own, but in
cooperation with some kindred regions. The efficient alliance
of several different regions will extend the selection of oppor-
tunities, reinforce the visibility of the regions, and may also
economise on costs. In this connection, the PreSov region
appears the most natural partner, in addition to the strategic
approximation and cooperation of four regions of Rzeszow,
Presov, Kosice, Miskolc, which also seems compelling.

Presov Region - Closest and Most Natural of Allies
Both regions face similar problems, namely, low competitive-
ness, in particular, high unemployment, underdeveloped infras-
tructure, insufficient capital, and others. On the other hand,
besides their geographical proximity, both East-Slovakian re-
gions have very strong potentials for even closer and concerted
economic and social interconnection, which mainly consists in
more efficient use of their own assets (geographical and natural
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resources, human resource, economic and social clusters, etc.)
Close mutual cooperation of regions based on partnership and
creation of a common development strategy is logically among
the top-priority needs of the regions as being a tool of rise of
their competitiveness.

Global Competition

Global competition points out the existence of world markets
of goods, services, even human resources, while distances and
constantly diminishing economic and administrative barriers
impose no critical constraints any longer. Many original com-
parative advantages based even on protectionist measures of
states became no longer sustainable and are now subject to
a severe test of world competition. In this connection, many
regions and countries had to face necessity for searching new
sources of competitiveness. Any delay in this restructuring
process may result in long-term negative implication.

Knowledge-based Economy

The phenomenon of knowledge-based economy has become
a sought-of answer to the question raised on a possible new
source of long-term competitiveness of the developed regions
and countries. Knowlege-based economy can be interpreted
as a targeted change to the structure of economy which is
directed at the high added-value production based on the
skills and knowledge. Slovakia, obviously, is not outside of
this course of events. Even when the country has recently
experienced a historic record in its growth, for now it is so
largely due to short-term sources of competitiveness for now,
such as labour price, tax allowance, investment impulses. To
simplify, Slovakia now finally shows a strong positive impact
of the economic transformation which was carried out over
the several preceding years. There are, however, challenges of
this decade to face, namely information society, and economy
based on knowledge.

These topical issues do resound throughout Europe on va-
rious occasions when economic and regional development
is discussed whether in Athens or Edinburgh, in Madrid or
Riga. And it is not only the developed regions of Europe po-
ssessing strong academic, technologic and developmental
background, but even less developed regions which have a
systematic approach to the transformation of their economic
bases, while strongly encouraging small and medium-size en-
terprises which, in many cases, bring in original innovations
(e.g. IT sector).

From the mentioned points it follows that there is acute ne-
cessity and need to give reaction to the referred-to move-
ments being under way throughout Europe and worldwide.

In term of foreign investment, there are the following ten-
dencies to observe:

Since 1980 s foreign direct investment (FDI) has gradu-
ally become a determinant of the economic growth and eco-
nomic development. Since 1980 the volume of transactions
falling under the FDI category has experienced a tremendous
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multiple increase, while now FDI accounts for one tenth of
the world GDP and one third of the world exports.

Owing to the interconnection between the growth of the FDI
volume and the GDP growth, and following the empirical
surveys, there has been a presupposition claiming that an in-
crease by 1% in the FDI proportion in the total GDP shall
contribute to the GDP growth by 0.4 %!.

It was then natural that for the referred-to periods the nati-
onal economic policies increasingly focused on their support
to the FDI inflow and on the creation of convenient condi-
tions for strategic foreign investors. What seems interesting
in this connection is the fact that out of 2,156 major regu-
latory changes adopted in the countries worldwide during
1991-2004, as many as 93 % of them resulted in the creation
of even more convenient business environment for trans-na-
tional corporations?.

The principle indicators of the trend in FDI in 2005 show the

following:

e 29% year-over-year growth of FDI volume to the level of
USD 897bn USD;

e up to 10 new EU Member States reported FDI growth,
and in 2005 there was an inflow of the total of USD 38bn
into these countries, the largest proportion of USD 12.5bn
flowing in the Czech Republic;

* worldwide, note a decline in the so-called green-field pro-
jects, but a rise in the projects involving company mergers
and acquisiitons;

 trend in FDI has been supported by a good economic cli-
mate worldwide;

* FDI flowing in China have, compared to 2004, remained
steady—for the first time simce 1999;

* Russia doubled its FDI inflow in 2005;

* increasingly more FDI falls under the category of servi-
ces.

Trends in FDI in KosSice Self-governing Region

Even though there are several very interesting investors oc-
curring in the Kosice Self-governing Region every year, and
the Kosice Self-governing Region remains the second largest
EDI beneficiary from among self-governing regions, its posi-
tion is compared to the other regions worse year by year.

1 Resource: Economic Intelligence Unit 2006
2 Resource: Economic Intelligence Unit 2006
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|TABLE 1: FDI PORTFOLIO IN CUMULATIVE TERMS PER 2000-2005

Year/Portfolio of FDI in cumulative terms 2000 2001 2002 2003 2004 2005
(property capital + reinvested profit)
Slovakia Total in SKK m 177,141 234,396 319,246 348,500 | 398,504 417,020
KoSice Region in SKK m 38,437 37,590 33,162 34,250 34,410 35,506
KosSice Region in % 21,70 16,04 10,39 9,83 8,63 8,51
Resource: National Bank of Slovakia
| TABLE 2: PORTFOLIO OF FDI IN 2005

Territory/ Business Sector Banking Sector Total
Region

SKK m % SKK m % SKK m %
Slovakia 350,379 100.0 66,641 100.0 417,020 100.0
Bratislava 214,111 61.1 65,691 98.6 279,802 67.1
Region
Trnava Region 24,461 7.0 - - 24,461 5.9
Trenc¢in Region 20,294 5.8 - - 20,294 4.9
Nitra Region 13,255 3.8 - - 13,255 3.2
Zilina Region 24,912 71 950 1.4 25,862 6.2
Banska Bystrica 10,754 31 - - 10,754 2.6
Region
PreSov Region 7,086 2.0 - - 7,086 1.7
KoSice Region 35,506 10.1 - - 35,506 8.5
Resource: National Bank of Slovakia
TABLE 3: INFLOW OF FDI IN 2005
Territory/ Business Sector Banking Sector Total
Region

SKK m % SKK m % SKK m %
Slovakia 20,125 100.0 -2 100.0 20,123 100.0
Bratislava 7,803 38.8 -2 100 7,801 38.8
Region
Trnava Region 276 1.4 - - 276 1.4
Trencin Region 2,858 14.2 - - 2,858 14.2
Nitra Region 428 2.1 - - 428 2.1
Zilina Region 6,974 34.7 - - 6,974 34.7
Banska Bystrica 845 4.2 - - 845 4.2
Region
PreSov Region 123 0.6 - - 123 0.6
KoSice Region 818 4.1 - - 818 4.1

Resource: National Bank of Slovakia

Impact of FDI on Region
Occurrence of new foreign investment does not always necessarily have a positive impact on the local/regional economy. The
gain from the FDI is not automatic. Where the regions seek to attract FDI, it is necessary for them to create a long-term stra-
tegy to include an intensive after-care scheme as well (care for the business environment). Attracting foreign investment on
a single-shot basis while having no subsequent care available may turn into a loss-making event, for both parties, in fact. It is
indeed important to come to realize that the consent between the objectives of the public administration and those of investors
is never easy to obtain. Public sector seeks to maximise the benefit of the investment, while the investor maximises his profit.
Ideal strategies tend to enable the investors to make profit having positive impact of the region.
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To give an example of a country which has succeeded in using
foreign direct investment for the benefit of its domestic deve-
lopment, Ireland is often mentioned as the growth of its hu-
man and physical capitals as well as the overall social infras-
tructure have led to an increase in the quality of the incoming
foreign investment. Undoubtedly, foreign direct investment
is important to the economy development during its trans-
formation period. Nevertheless, the regions should, in suc-
cessive steps, direct their strategic focus on high added-value
investment.

To simplify, the quality of FDI impact on the local/regional
economy depends on the degree of cohesion of a particular
FDI branch and the local economy. As well as the decision-
making autonomy of the local FDI branch, the degree of co-
hesion also ensues from what the local economy can offer to
the FDI branch. Thus the after-care schemes ought to focus
on the development of the local environment, i.e. physical
environment like infrastructure, social environment, and co-
ming to know and develop the administrative and legislative
conditions of undertaking business.

After-care schemes represent indirect support tools. In the
long run, they can be more beneficial to the local/regional
development than the tools, which are focused directly on the
FDI carriers. The resources devoted to a direct support of FDI
carriers are upon the investors’s departure lost, in fact. Ho-
wever, in case of investment into the local environment, these
resources are not lost. Good quality business strategies can
both attract new FDI, and are in service to domestic business
establishments important in terms of the region.
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2.2 | Roles and
Requirements
of Territorial

Marketing Strategy

The pursuit of the submitted Territorial Marketing Strategy
(TMS) is to turn the Kosice Self-governing Region into a
comprehensive attractive market product, and define a man-
ner of organising and specific forms of systematic marketing
interventions of the regional development makers in respect
of FDI support.

FUNCTIONS OF TERRITORIAL MARKETING
STRATEGY:

A. visionary, motivating, ambitious strategy
Focusing on quality is an important function of strategic
planning. In consideration of its long-term running, the stra-
tegy cannot work well when having abundance of measurable
indicators, such sales, number of jobs created, or FDI volume
per capita, to deal with when it comes to short-term plans.
Thus it is the qualitative attributes, which inevitably become
building material of strategic considerations. These attributes
refer to who we wish to become, what the region shall repre-
sent to its customers, what the structure of the economic base
of the region is to be like. Therefore, even the definitions of
the vision and of the mission usually contain no quantitative
objectives, but they raise expectations of the future quality.
In this sense, they act as a motivator or, they are a tool of
self-identification and associating oneself with the destiny of
the region, institution, and thus being a tool of building the
corporate, organisational, regional cultures. Another related
aspect is the ambitions of the strategy, its self-confidence in
its own capabilities, which cannot, apparently, be unrealistic
and over-estimated, yet it should not set goals too low.

Regional self-administration as well as the whole regional po-
licy as they are now in Slovakia enjoy a short history, and the
target groups fail to understand the mission, role, and demand
of such policy to a sufficient extent. It is up to the regions now to
provide their customers with as clear answers to their questions
as possible.

B. acute need for action

Territorial marketing strategy shall emphasise on a need, or
demand for an action. The well-known saying “better no ac-
tion than wrong action” is, in the absence of any other forms
of territorial marketing strategies, manifestation of passivity
and lack of will to make decisions. In this case a lesser risk is
involved in adopting a wrong strategy, than adopting none.
Indeed, the strategic management encompasses a defence
mechanism to reduce a risk arising from adopting wrong
strategies or tools. This mechanism entails monitoring of
both the strategy implementation and its feedback.

MARKETING STRATEGY



Slovakia seems to be experiencing the happiest era of its his- ¢ clear, stable, well-arrange structure and hierarchy;
tory since having been given a chance to decide its matterson ¢ division of labour, clear distribution of tasks;
its own. Slovakia has become a fully respected foreign partner ¢ each member of the partnership benefits from their parti-

being a Member State of EU, NATO, and OECD. Over a very cipation (win-win scenario);

short time, the country has obtained an enviable economic, * engaged partners dispose of sufficient knowledge to per-
security and economic framework. These results are not, ho- form their duties;

wever, mere implication of internal qualitative changes, but ¢ engaged partners dispose of sufficient information to per-
also arise out of the accelerated development of the external form their duties;

environment. Therefore, step two of the process is expectedto  * engaged partners dispose of sufficient background to per-
confirm the established quality and to make good use of the form their duties.

uncovered opportunities. In addition to the aforementioned
factors of the world economic development and challenges,
such as global competition, knowledge-based economy, and
importance of FDI, another important opportunity of the
Slovak Republic emerges from winning the support of the
EU budget to the execution of the development plans of this
country. The programme period 2007-2013 gives Slovakia a
chance to draw on the EU resources in order to balance regio-
nal economic and social disparities. Such support is hardly
going to reoccur in the future.

The experience shows that only after the support from the com-
mon EU budget went down many regions started to search for
some tools to help them make the best use the non-recurring
resources as to apply them as efficient as possible (e.g. by means
of revolving). The tools, already available, had not been used
well and sufficiently before. It is advisable for the KoSice Self-
governing Region to learn even from such practical experience
of some other European countries, and engage it as justification
for a demand of real implementation of its territorial marke-
ting strategy.

C. organisational stability of territorial marketing -
long-term partnership

Where a territorial marketing strategy is accepted and imple-
mented, this means establishing of long-term organization
and shaping of conceptual framework for marketing activi-
ties. In addition to the content itself, a marketing strategy also
delivers a form. From a long-term point of view, it is possible
that the content is revised, or conditions change and a reacti-
on is to be given accordingly. However, it is worth, in the long
term, keeping and improving the established form, the struc-
ture of organization of marketing activities. It is not unusual
though that on occurrence of new contents of the strategies,
there is a tendency to shape new structures as well. Restructu-
ring and modifications of the organisation are legitimate part
of the change management. However, in case of a complete
reconstruction, or on the creation of new, or parallel structu-
res, this evolutionary approach definitely fails to contribute to
the system stabilisation. The strategy content then often dies
away at the expense of the form, the administrative costs of
the reform run high, and other implication.

Therefore, efficient implementation of a territorial marketing
strategy requires such form of organisation, which is based
on a long-term strategic partnership of the authors of the re-
gional development. The signs of a going long-term partner-
ship operating efficiently are:
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2.3

Methodology of Territorial
Marketing Planning

Methodology of marketing strategy is based on a traditional model of strategic
planning, which encompasses an analysis of current situation, identification of
priorities and objectives and their hierarchy, description of the strategy tools and
tactics, organisation of activities, financial plan, and monitoring of task fulfilment.
The scheme below shows the applied methodology, modified in part.

FIGURE 2: METHODOLOGY STRUCTURE OF MARKETING STRATEGY,

Resource: BIC SpiSska Nova Ves, s. 1. 0.

SWOT Analysis
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Territorial Strategic Vision
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Priorities and Goals of Territorial Marketing Strategy
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Identity
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Tools of TMS Marketing Mix:
e Product
\l/ e Customer
e Promotion
Communication Strategy » Personnel /
Partnership
\l/ e Price

Monitoring, Evaluation

J

Financial Plan

* SWOT analysis is a starting point for strategic considerations and planning.

In term of FDI support, the analysis shall focus on characteristics of the es-
sential conditions and factors, such as instantaneous availability of land and
facilities for undertaking business, infrastructure, human resources, organised
marketing, communication, institutional and business environments.

Identity shall, for the purpose of the marketing planning and as the effect of
the SWOT reflection, represent the purest extract of all, frequently contradic-
tory, features and qualities, and is to be a simplified objectivised picture of who
we are now, and who we wish to become. In this sense, identity is an entire
reduced set of our qualities, which, however, express our idea of how we wish
to be seen. Identity can even take a form of values or philosophy, which we
wish to uphold. The philosophy declares principles of conduct towards target
groups, i.e. citizens, entrepreneurs, visitors, and determines values and norms
of conduct, which are to be maintained by the representatives of the territory
acting accordingly. This may also take a form of an ethics code, or a declaration
of shared values, or others.
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Territorial Strategic Vision is
a general projection of what the re-
gion (territory) should be like in 10—
15 years time. The vision represents
the highest intention behind all
made efforts and defined purposes.
He vision shall proceed from the
wishes of the citizens, or interest
groups, residing in a particular
area. A certain level of strategic
considerations shall also include
a definition and declaration of a
mission. Mission means an agreed
and published statement on why, for
whom, and how the region exists.
An ideal situation would have all
stakeholders and representatives of
a particular region/territory aware
of and identifying themselves with a
particular idea of the mission while
acting accordingly.

TMS Priorities and Objectives
are specified, integrated ideas of
the conditions, which shall be attai-
ned in the most principle areas by
the implementation of the strategy.
They specify what and when is to
be accomplished within the scope
of work done in a particular self-
governing entity. The priorities and
objectives are defined within a hie-
rarchical structure, which shall cla-
rify their content and time sequen-
tiality and other interconnections.

TMS Tools represent the very
instrumentarium of providing for
the implementation of the strategy.
The tools focus on specific recom-
mendations and proposals on the
execution of particular activities.
With respect to TMS, the tools
enable initiating the relevant com-
ponents of the marketing mix, inc-
luding the product, and its changes
as proposed, the selection of target
groups of customers tobe subject of
publicity, organisation and require-
ments for quality of service (person-
nel, partnership).

Communication Strategy is a
quest for the answers to the ques-
tions: How to deliver desired mes-
sages to the target groups? How to
ensure an efficient exchange of in-
formation? The strategy proceeds
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from the assumption that a systematic organisation of the
information supply to the target groups is proposed in re-
turn of acquiring relevant information from the environ-
ment.

Monitoring, Evaluation consists in regular evaluation
in pursuance of the scheduled strategic plans and objecti-
ves, which is performed by the strategy makers and strate-
gy executors according to the adopted schedule. The eva-
luation results may lead to recommendations for different
implementation of the strategy adopted (acceleration, in-
tensification of the building-up, search for other resour-
ces of financing). Upon alteration of external conditions,
arevision of the strategy, and its fundamental change may
occur as well.

Financial Plan is a calculation of costs to carry the pro-
posed marketing activities into operation, which consti-
tutes a basic (gross) cost budget. This budget is further
detailed in the course of implementation of particular
measures.
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3.1 | Stakeholders
in Territorial
Investment

Development

In connection with the accession of Slovakia to the European
Union, what is coming into the spotlight is the requirement
for the regions to win recognition and through their com-
petitive supply occupy such position, which will bring new
human and financial capital into the particular territorial
subdivisions, and so will ensure their long-term prosperity
and sustainable development. Planning, management and
decision-making on further movement of self-governing re-
gions will not do without quality territorial marketing. The
same holds true for the Kosice Self-governing Region. Being
an innovative, creative and integrating tool of management,
territorial marketing allows a region to utilise such appro-
aches, which are market-acceptable, and take the market
into account within both every-day and long-term practises
of management and planning. This marketing can especially
be beneficial to handling the problems related to the deve-
lopment and prosperity of the territory. Application of the
territorial marketing of the KoSice region integrates actors
from many different spheres of activity. The most important
division employs two views of key actors, which overlap and
cannot be separated from each other.

A. INSTITUTIONAL STAKEHOLDERS
e Public Sector-executive components of self-government
and state administration, the Office of the KoSice Self-go-
verning Region, self-governments of municipalities
Like in other EU countries, competition of single regions is
in Slovakia on increase as well. It is essential for the regions to
search in the new market conditions for opportunities, ways
and means of how to win recognition in the market of territo-
ries, how to attract new enterprises, entrepreneurs, investors,
tourists or citizens, how to ensure prosperity of their territo-
ry, and how to improve the quality of life for their residents.
The main responsibility rests upon the shoulders of the regi-
onal and local self-governments as they are in charge of the
territory concerned, and its development becomes a question
of sheer existence.

* Private Sector-business establishments

Entrepreneurs are a significant factor having influence on the
development and prosperity of a certain territory, to begin
with those whose activity contributes to the creation of new
jobs for the residents of the region. In terms of territorial
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marketing focused on creation of conditions for foreign in-
vestors, the activities of the private business sector represent
a factor influencing the appraisal of the background required
for sub-supplies and building of infrastructure. Successful
co-operation of regional entrepreneurs and foreign investors
contributes to the placement of capital into the region, to the
creation of joint undertakings, and to the expansion of future
co-operation.

¢ Institutions Focused on Regional Development

* national institutions operating in the region

These are first of all institutions whose role is to contribu-
te to the placement of foreign investment in Slovakia, e.g.
SARIO (Slovak Agency for Foreign Development and In-
vestment), Slovak Chamber of Commerce and Industry.

* regional institutions

In the Kosice region, there are consultation institutions
and regional non-profit agencies engaged in encoura-
ging regional development through rendering advisory
services, providing credit resources, and participating in
schemes of regional development designed for municipa-
lities in the region. They are: Regional Consultation and
Information Centres (KoSice, TrebiSov, Roznava), Busi-
ness and Innovation Centres (Spi$ska Nova Ves, Kosice),
First Contact Centre (Michalovce), regional development
agencies.

At the same time, the company U. S. Steel Kosice, s. r. 0.
has established the Economic Development Center (EDC)
in 2001 with a purpose to enhance regional employment
and to help develop the economy of the east of Slovakia.
Te centre is to increase foreign investment inflow in the
east of Slovakia. All potential investors are given free all-
round assistance in allocating their investment in the re-
gion. Te information they are provided refers to the fol-
lowing: business enterprise conducted in the region, sites
of vacant land and estates eligible for investment (green-
fields and brown-fields), liaisons with the respective state
administrative bodies and self-government, and contacts
with the well-established companies. The consulting ser-
vice relates to company law, taxes, real estates, and others
as required by the respective investors. EDC does very
well in winning foreign investors and encouraging job
creation, in developing industrial parks and facilitating
the economic growth in the east of Slovakia. The benefi-
ciaries of the EDC service include the following compa-
nies which have managed to establish and operate well in
the Kosice Self-governing Region: Gilbos, Howe, VALEO,
SWEP, CME ZENOPS, Mazak, Jonckheere and others.

FDI MARKETING



B. PERSONAL STAKEHOLDERS

* Obligatory Actors - persons holding executive and ma-
nagerial offices, mainly mayor of towns and communities,
heads of self-government departments, representative of
entrepreneur’s unions, major industrial establishments
and political parties;

* Facultative Actors - engaged in the process of terri-
torial marketing as new need arise; they mainly include
specialists and creative personnel from different spheres
of activity;

* Specific Local Actors - representatives of specific ins-
titutions, which are important to a particular region (e.g.
areas of research and development, higher educational
institutions, etc.);

* Recognised Personalities and experts - personali-
ties respected inside and outside the region, personalities
well-known at home and abroad.

It is essential to provide for co-operation of particular actors
within the scope of marketing activities and to make the ge-
neral public involved with the same process, i.e. people re-
siding in the territory concerned, and out of its boundaries
as well.

Efficient communication of several actors can help prevent
various problems which arise from differences in understan-
ding the marketing on the parts of particular actors, from
their different expectations, and being ready to introduce
marketing management into their work.



4.

4.1

SITUATION

SWOT Analysis

ANALYSIS OF CURRENT

|TABLE 4: STRENGTHS AND WEAKNESSES OF KOSICE

SELF-GOVERNING REGION

STRENGHTS

WEAKNESSES

e cross-border co-operation with the regions in the neighbou-

ring EU Member States

existence of institutional support of regional development
expansion of the network of educational facilities, develop-
ment of higher education

establishment of industrial parks and business incubators
supported by business sector

foreign investors starting business in the region

potential of qualification and price of competitive manpower

* insufficient publicity of the region and its supply of facilities

to foreign investors

unresolved infrastructure (esp. transport) in the industrial
zones of towns already established or being established
foreign investors rather motivated by cheap manpower than
innovative potential of the territory

uneven development of the territory and particular towns
problems of employment of school leavers and risk group in
the labour market

rise in problems of socially maladjusted groups of population
insufficient supply of jobs

adverse qualification structure of the unemployed

absence of development strategy of land and buildings
insufficient experience in developer “s activity

poor interconnection of knowledge-based economy and
manufacturing base

Resource: authors

TABLE 5: OPPORTUNITIES AND THREATS IN THE KOSICE SELF-GOVERNING REGION

OPPORTUNITIES

THREATS

integration of the region into the European structures
building of partnership co-operation in the sphere of regional
development

strategic co-operation with the PreSov region - use of eco-
nomic, social, and cultural bounds of the two east-Slovakian
regions

use of scientific and research potential of universities and
scientific and research institutions in the region
development of international trade

efficient use of resources of the EU structural funds
restructuring of secondary education in relation to the
labour market needs

creation of conditions for enhancing the FDI after-care
schemes

technical, organisational, personnel reinforcement of the
lead time activity and management of the territorial marke-
ting

delays in finishing of building motorway network and interna-
tional transport routes

transfer of investors ~ interest eastwards for cheaper manpo-
wer

high payroll tax burden of entrepreneurs

efflux of qualified labour

insufficient language skills of relevant personnel at relevant
institutions

lack of experience of self-governments acting as develop-
ment facilitators

level of the PPP development

Resource: authors
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4.2 | Definition
of Critical Areas

A critical area means a problem area, which puts the most
limits on the future development, or requires intervention of
public administration, i.e. allocation of public finance. Almost
all weaknesses specified by the SWOT analysis are considered
critical areas. The most critical are the following areas:

unresolved infrastructure (esp. transport) in the industrial
zones of towns already established or being established.

The using of so-called brown-field zones for establishing
industrial parks faces a problem of incomplete proper-
ty settlement, and mainly obsolete and insufficient road
communications, which fail to cope with the high traf-
fic associated with the activities of larger business estab-
lishments. It is the job of particular self-governments to
find an appropriate solution at the levels of the region and
municipalities. The financial aid to be used in removing
this weakness refers to the EU structural funds, which are
designed to this goal.

insufficient publicity of the region and its supply of facili-
ties to foreign investors.

The sphere of publicity of region seems to be a marke-
ting problem. Its solution is related to determination of
appropriate strategy and to the selection of such tools of
marketing mix, which will address the target group of fo-
reign investors and bring the region the required visuali-
sation.
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5 TERRITORIAL

5.1 | Vision 2015

VISION 2015 (KOSICE SELF-GOVERNING

REGION IN 8-10 YEARS):
In the past period of 2007-2015 the Kosice Self-governing
Region seized its opportunity and made a good use of both
the favourable external conditions (economic growth of the
Slovak Republic, EU regional support), and its own internal
development potential, which lead to the execution of several
important projects aimed at modernisation and restructuring
of the economic base of the region. The executed projects
have received positive appreciation of analysts denoting the
projects as principal and systematic inputs into the economy
of the region as directing the business undertaking of the re-
gion into some new spheres of activity having potentials for
long-term sustainability. The analysts also appreciate that the
regional policy of the Kosice Self-governing Region has ap-
plied and utilised progressive tools in respect of the regional
development and support of business activity giving so a mo-
del example for other regions to follow.

The enhanced economic prosperity of the region was based
on the above average economic performance of the Slovak
Republic, which culminated in 2008-2012 at the 10% GDP
level of per year. The source of growth ensued particularly
from foreign direct investment, which continued to flow into
the region of Central and Eastern Europe. The Slovak Repub-
lic has become an attractive target for FDI on account of its
favourable business environment, simplified trading and pa-
yment conditions which arose from an early introduction of a
single European currency, and from the strengthened marke-
ting activities. The Ko$ice Self-governing Region and the Pre-
$ov Self-governing Region (PSGR), in particular, have grown
into examples for the Slovak Republic to follow as concerns
the application of systematic marketing strategy.

The Kosice Self-governing Region and the Presov Self-governing
Region have become strategic partners, co-authors, and co-im-
plementators of their common marketing strategy for FDI. The
geographical proximity, economic, social, historical and cultural
relations and cohesion between the two regions are the building
stones of their partnership. In its contents the strategy relies on
a co-action in the competition of the regions aimed at FDI in-
flow, while in reference to customers the territory stretching over
both political subdivisions concerned is represented as one ter-
ritorial entity. As regards FDI, this partnership shows in the rai-
sing and consolidating the awareness of a single marketing brand
of “Vychodné Slovensko’, or “Eastern Slovakia’, which takes for
of slogans like “Eastern Slovakia—spectacular green region with
abundant source of young talented people’, “Eastern Slovakia

54 TERRITORIAL

STRATEGIC VISION

- beautiful country and friendly talented people — opportunities
to boost your business in a spectacular part of Europe’, “Invest
in Eastern Slovakia - because of your intelligence and because of
your hear”, and others.

In terms of structure and intent, the FDI strategy accentuates
diversification of the economic base in the field of industry,
and strong consolidation of the service sector, tourist trade,
and innovations. This intent of the strategy is transformed
into a systematic product development. The product basically
denotes a supply of industrial zones and parks. These zones
and parks to be found along the main development axes are
transformed into clusters having their specialised activities
focused on several branches — automotive industry, machine
engineering, electrical engineering, chemical industry, and
food processing. Metallurgy and plastics processing continue
to be industries of a key importance to the Kosice Self-gover-
ning Region although their proportion in the total industrial
output has fallen. The Presov self-governing region pays great
attention to the wood processing and textile industries. Due
to the support of state and of regional self-governments the
alternative use of raw-material base, biomass, and geother-
mal energy tend to assume priority.

Besides large strategic investment the Kosice Self-governing
Region and the Presov Self-governing Region work together
to an equal extent to win over FDI customers from among
small and medium-size enterprises (i.e. up to 250, or 50 em-
ployees) (SMEs). These customers usually follow large inves-
tors providing them with services, labour, and know-how. In
terms of a long-term stability, sustaining of investment, these
enterprises are in particular extremely important as they
contribute to increasing the cohesion of large investors and
regional/local economy.

Considering these connections, the Kosice and Presov self-
governing regions work together to develop a support system
for foreign investors, which, besides the pre-investment and
investment-making phases, sees to an equal extent give a so-
called after-care support to the large companies and SMEs.
This after-care includes a whole range of services such as in-
formation service (information systems, portals), counselling
(network of support agencies), finance support for the SMEs
operating in the region, research and development centres,
technology centres, business incubators, and others. Rende-
ring the mentioned services the region gains compared to
other regions a specific added value, which contributes to re-
duce a risk of the FDI outflow.

Implementing the IT VALLEY project seemed to be a remar-
kable impulse to change identity of the region. The project
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managed to alter the traditional picture
of a predominant metallurgy-oriented
region into that of a region possessing a
drive for IT and knowledge-based eco-
nomy. The project has become one of
the identification features of the region
and part of its image.

Although building a (west-east bound)
motorway is still in progress, the main
industrial zones are already being for-
med into sector clusters to be found
along three main axes: Poprad-Spisska
Nova Ves-Krompachy-Gelnica, Kosi-
ce-Presov and TrebiSov-Michalovce-
Humenné-Vranov nad Toplou.

Tourist trade has for recent years paid
much greater attention to the develop-
ment of tourist infrastructure, creation
and development of its products, such
as Gothic Route, Iron Route, Tokaj Vine
Route), and to the region advertising.
For 2008-2012 the investment in the
tourist trade gradually culminated whi-
le were mainly aimed at the most att-
ractive tourist destinations, and at the
building, re-building of both primary
and secondary infrastructure like ski
resorts, hotel and boarding capacities,
rehabilitation and sports facilities, and
others.

Mission of Kosice Self-
governing Region Regarding
FDI

5.2

The Kosice Self-governing Region preserves the values of modern European and
western civilisation finding itself not only a passive recipient of those values, but
understanding with a full sense of responsibility that it is also its job to take an
active part in creating the same values. The region derives the welfare of its citizens
on the systematic building of economic prosperity aimed at both utilising the skills
and knowledge and applying joint and several principle to redistributing of the
results of economic growth.

The Kosice Self-governing Region is one of the two partners making up the terri-
tory of “Eastern Slovakia”, which wishes to create the most favourable environment
for foreign investors, their customers, to run their activities in the long-term and to
ensure their growth. The KosSice Self-governing Region is to make the best efforts
so that the incoming investors find a virtually hospitable “user-friendly” environ-
ment, which gives them information and communication support, assists at the
technical level, in research, development, and innovation, with the financial, and
administrative matters. To do so the region disposes of an organised network of
institutions specialised in the FDI support. The Kosice Self-governing Region is
a reliable, “first class” partner to all persons interested in undertaking innovative
business in this region to be based on ethic standards, social responsibility, and
environment-friendly approach.

5.3 | Identity

The territory of the Kosice Self-governing Region constitutes a unique natural, cul-
tural, historical, and socio-economic environment, which, at best, represents the
whole region of Central Europe. This region is an area of great natural beauty to
be found at the foothill of the Carpathian Mountains arcing this territory. This
territory is also rich in culture maintained by the people of the towns and villages
scattered in the mountain valleys in its north and on the lowlands in its south. The
values of Christianity and Western civilisation are the backbone of this culture.
Vehicle of knowledge is in the region driven by educational institutions. There are
two leading schools, large universities, one specialised in natural sciences, another
one in technology. This region fosters development of dynamic economic environ-
ment promoting knowledge-based economy. To this end, the region seeks to create
as favourable business environment as possible supporting all aspects concerned:
information channels, communication, technology, research and development, in-
novations, finance and administration.
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6.

6.1 | Principal Goal

The pursuit of Territorial Marketing Strategy (TMS) is to im-
prove the quality of approach to organising FDI support in
the Kosice Self-governing Region, and, in the broad sense, in
Eastern Slovakia. There is a presumption that the introducti-
on of strategic marketing approach shall have a positive ref-
lection on quantitative indicators, year-over-year rise in FDI
expressed in absolute figures (e.g. in billions of SKK in FDI
into Eastern Slovakia), and in percentage proportion of the
Eastern Slovakia territory in the annual FDI inflow nationwi-
de, which has recently reported a negative trend.

The recent developments also suggest that other regions of
Slovakia, the Bratislava region being the leading region, but
also those of Trnava, Tren¢in and Zilina are more successful
in obtaining FDI. The position of the Kosice region being the
second largest by the volume of FDI within the Slovak Re-
public has been now fading down. Narrowing the matter of
capacity to gain new investment into the region down to a
single issue of traffic accessibility (access to motorway) might
result in passivity, even alibi-taking although the transport
system does have a say. The correct and dependable appro-
ach lies somewhere else. The same holds for the questions of
quality and intensity of marketing activities performed at the
national level. In the positive sense, we understand that the
purpose in TMS is an overall systematic enhancement of the
attractiveness of territory, expansion of investment opportuni-
ties for FDI through the introduced system of management and
organisation of publicity, systematic development of the pro-
duct (readiness of the territory, human resources) and support
services rendered throughout the territory of the region, ot, in
the broad sense, all over Eastern Slovakia.
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6.2 | Priorities

and Partial Goals

A. INSTITUTIONAL PROVISION OF TMS
IMPLEMENTATION AND TMS SUPPORT SERVICES

The purpose in this priority consists in securing the imple-
mentation of TMS through institutional unambiguity, by de-
fining an organisational structure on executing the TMS, and
creating a system of efficient information exchange between
the TMS executors and partners.

The global activities under this priority are as follows:
a) conclusion of partnership between regional
self-governments

b) division of responsibilities, powers and labour

Organisational chart as proposed:

* Managing Authority: decision-making authority compo-
sed of representatives of partners;

*  Specialised FDI agency FDI (executive agency) providing for:

1. preparation, performance and monitoring of the tar-
gets associated with the execution of the marketing
strategy;

2. first personal contact, and follow-up guidance for fo-
reign investors;

3. administration of online database of industrial zones,
parks, estates;

4. administration of cooperative offerings of the busi-
nesses in the region;

5. provision, administration, distribution of information
materials (region profile, business incentives, infor-
mation packages for investors);

6. preparation, creation of service packages, so-called in-
vestor packages;

7. preparation of targeted marketing events (target mar-
keting);

* Regional Board for FDI Support (supervisory body): compo-
sed of representatives of local self-governments, specialised
state administration, universities, support institutions;

* regional FDI support network (executive regional units):
network of support institutions that ensure rendering
support services (guidance) to the investors (service pro-
viders to specialised agency and investors) at particular
sites, which includes:

1. performance and monitoring of targets associated
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with the execution of the marketing strategy;

2. personal contact, guidance for foreign investors;

3. development of business and marketing plans for in-
vestors;

4. monitoring of the up-to-date supply of industrial
parks and zones;

5. monitoring of the follow-up supply of the region (lo-

cal SMEs);

6. development of database of the local cooperating
institutions;

7. information entry into the information system (web
site);

8. regular production of information material-site profi-
les, marketing of local industrial parks and zones;

o list of cooperating institutions: relevant organisations in
particular spheres of activities providing for the support
action (e.g. educational institutions, specialised econo-
mic, legal, tax counselling, engineering activities, etc.).

c) emphasis on the from-time-to-time collection
and exchange of information between the TMS
executors

B. SYSTEMATIC PUBLICITY AND PROMOTION OF
EASTERN SLOVAKIA

A clear signal of the common action adopted by the Kosice
and Pres$ov self-governing regions issues from their common
publicity and promotion events which are to supplement the-
ir general publicity action, and to deliver a key message to
the target groups. Both publicity and promotion events
require professional attitude in their management, which is
provided by some specialised agencies.

The publicity tools under consideration are:

1. symbol, logo, slogan;

2. web side of the Eastern Slovakia regions—-multilevel (gene-

ral informative external role of FDI, internal environment

for the TMS executors, internal environment for FDI);
online database of industrial parks, zone, estates;

online database of the follow-up supply;

5. wvariety of information material (investment profile of the
region, information packages for investors on different
media carriers, business incentives, success stories);

6. organisation of publicity and promotion events, site visits,
and others;

7. organisation of workshops and international conferences
(regional FDI support, business environment, innovation
financial tools, etc.);

8. others.

Ll

C. READINESS OF TERRITORY AND EXPANSION OF
INVESTMENT OPPORTUNITIES

This partial objective pursues the intended introduction of a

systematic approach to the creation of the supply by indus-

trial zones and parks. This objective includes the following
range of activities:

* conceptual framework of investment development and
the related systematic preparation of the territory - iden-
tification of main development poles in terms of FDI;

* regional map of industrial zones and parks-scheme for
systematic supply of industrial, technology, and logistics
centres in the region;

* development strategy of KSGR in tourist trade-concep-
tion of creating systematic supply in tourist trade in terms
of tourist infrastructure, tourists products and opportuni-
ties for partnerships with business organisations;

* action plans for priority sites in order to ensure that the
region is fit to obtain investment (property settlement,
land regulations);

* construction, modernisation, and renovation of the tran-
sport and technical infrastructures;

* encouragement of establishing (transforming) industrial
zones into clusters.

D. STRATEGIC ORIENTATION TOWARDS BUILDING-
UP KNOWLEDGE BASED ECONOMY

A priority focus of activities within the scope of TMS is ai-
med at the FDI support in the sphere of building a so-cal-
led knowledge-based and high added-value economy. This
economy type is based on using the knowledge of state-of-
the-art research and development, and/or information and
communication technologies. Gaining the respectve FDI is
of strategic importance for the economic base of the region
seeking its new identity and new sources of its action di-
versification. This priority is based on running cooperation
with the educational institutions, research and development
institutes, and innovation schemes in order to afford oppor-
tunities for FDI-oriented partnerships to be established
among particular specialised work stations in the region.

The referred-to co-operation shall entail the following ran-

ge of activities:

* regional innovation strategy—defining the major sources
and development strategies in the sphere of innovations,
science and research;

* regional innovation support network-institutional en-
couragement and support for implementing the innova-
tion strategy;

* construction and modernisation of infrastructure: estab-
lishing and building up of technology parks, incubators,
specialised scientific and research stations, university
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spin-off centres, IT campuses, applied research stations
and laboratories, and others;
innovation support schemes:

information, counselling support, contact exchange
and networking;

financial support schemes (regional financial support
scheme);

mediating EU resources— 7th framework programme,
ERDEF, ESE, Life Long Learning Programme;

joint information network - information exchange
among the research and development institutions,
universities and organisations supporting innova-
tions;

pilot innovation projects;

support to incubators and incubator companies;
others.
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1. STRATEGY

The prime tools each region may use to adjust its supply and
make it distinct from those of other competitive regions are
the tools of marketing mix. These tools constitute a set of
marketing parameters linked together to form a unit, which
is to induce a desired response at the target market. The acti-
on of marketing tools can influence a market and its demand.
In addition to the commonly used four tools (4P-product,
place, price, promotion), territorial marketing also employs
some other components that cannot be thought apart from
the rest, i.e. people and partnership. In practice, the process
where tools of marketing mix are used is variable and selec-
tive.

FIGURE 3: INSTRUMENTS OF MARKETING MIX,
Resource: BIC SpiSska Nova Ves, s. 1. 0
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7.1 ‘ Product

The prime tools each region may use to adjust its supply and
make it distinct from those of other competitive regions are
the tools of marketing mix. These tools constitute a set of
marketing parameters linked together to form a unit, which
is to induce a desired response at the target market. The acti-
on of marketing tools can influence a market and its demand.
In addition to the commonly used four tools (4P-product,
place, price, promotion), territorial marketing also employs
some other components that cannot be thought apart from
the rest, i.e. people and partnership. In practice, the process
where tools of marketing mix are used is variable and selec-
tive.

In terms of national economy, it seems hard to find any other
products than that of territory, which requires a vast variety
of factors influencing its production and supply. Territory im-
plies a specific supply of location factors to receive responses
of manufacturing units, service providers, citizens, governing
institutions, and others.

Where a product refers to a territory of region then such
product embodies all the region may offer to its potential in-
vestors, or even to its citizens, visitors, and enterprises. The
product also embodies all that serves in satisfaction of the
needs of the mentioned target groups. This specific product
is created by both the material environment and non-mate-
rial components and organisations carrying on their business
in the area of the region. Marketing needs to know how to
present unique features of products, their potentials, quality,
and image.

Among the most influential tools of the territorial marketing

there is a product and product publicity. These tools are to

attract and win investors. The in-depth analysis of the pro-

duct being a territory shall enable to:

* specify the regional development potentials;

* create a good-quality and specified supply tailored to the
capabilities of the foreign and domestic investors;

* make good use of the territorial resources and adapt them,
as much as possible, so that they can meet the needs and
expectations of the selected target segments.

Territory being a product is composed of several partial pro-
ducts making a supply in the territorial marketing. The focus
of the supply for entrepreneurship (investment opportunities,
business opportunities, infrastructure) then seems to be not-
hing but one of the mentioned partial products, which is, in
fact, designed for domestic, and, preferrably, foreign investors.
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The product creation being part of the supply presented to

foreign investors may be viewed from 3 points:

1. Product Core-showing the benefits delivered by the pro-
ducts: premises for undertaking business, available ma-
nufacturing halls, administrative premises.

2. Ultimate Product-quality, image land attached to infras-
tructure, industrial and business zones, business incuba-
tors, active approach of institutions, support to business
environment, political environment, territorial safety, re-
gion rating, appropriate knowledge structure of manpo-
wer.

FIGURE 4: INDUSTRIAL PARK IN SPISSKA NOVA VES,
Resource: authors
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3. Extended Product-supplementary services — outlining the
possible sources of competitive advantage regional sup-
port institutions, client centres, representation (offices) of
the territory abroad, e-government, information on terri-
torial development, assistance in waste disposal.

The products rendered by the region do evolve and change
with time. The product quality, range, and benefits may be
adjusted as to meet the needs of the target groups. However,
this process needs long time to come through.
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7.2 | Price

Price is a tool which, in terms of territorial marketing, im-
plies, in the first place, prices of land and buildings, real estate
prices, rental rates, price of labour, some services, and others.
Price is an also important part of the marketing mix. Price
serves in the regulation of demand and supply as well. The
pricing strategy determines whether it is more convenient to
work with lower prices in order to stimulate the demand, or
with higher prices to moderate the demand. Price often beco-
mes a tool of acquiring a competitive advantage.

In the context of territorial marketing, the pricing policy is
subject to many restraints. The managements of self-govern-
ments can hardly influence the price of labour, or the price of
the land and buildings, which are not owned by the munici-
palities. Price, can, however, also reflect local fees and taxes,
charges or specific aid and subsidies granted from the bud-
gets of municipalities or regions.

Cuts in taxes and charges may attract investors. The applicati-
on of this approach needs to be considered carefully because
tax cuts do not necessarily have to affect the regional develop-
ment. For some investors, taxes do not constitute a remarkab-
le part of their costs compared to other expenses. There are
three types of tax relief available to the territorial marketing:

* general tax cuts — not very efficient method; convenient
to the sites with a high tax burden and slow development
pace; first step to accelerate the development;

* special taxes for special enterprises — good for attracting
specific enterprises or to maintain enterprises on the sites
which they wish to leave;

* special taxes for industrial zones - various tax allowances
and other concessions to attract investors so that they lo-
cate their enterprises inside the zones.

Speaking on attracting investors to the region, this tool also

includes:

* tax relief depending on the investment development, con-
tribution of the investor to the further development of the
region, etc.;

* changes in tax policy to attract investors;

* public-private partnerships.

On drafting the pricing policy, it is necessary to consider se-
veral circumstances ranging from the purpose in imposing a
particular price to the analysis on whether the price is con-
trolled by law or is competitive.
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1.3 | Accessibility

PLACE as a tool of marketing mix means a site, location of
a business, or of a region, or denotes distribution, the use of
distribution channels so that the product reaches its consu-
mer.

The region accessibility (location) by the target groups seems

to be an extremely important tool in terms of the regional de-

velopment. Unlike the commercial products, the territory is

of immobile nature. Its distribution policy is for these reasons

aimed at changing the spatial behaviour of the organisations

on the demand side so that they act in the benefit of the terri-

tory, and/or the region (expanding their production, creating

new jobs). Assessing the region accessibility is affected by:

* position and geographical situation of the region;

o traflic accessibility of the territory (road network, railway
network, air transport);

e access to other regions;

* availability of the information about the region;

* flexibility (response time of fire service, police, ambulance
and rescue services).

7.4 | People

A factor never to be ignored in the territorial marketing refers
to a human factor. This factor has a strong say in the develop-
ment and prosperity of the territory. The progressive and dy-
namic development of a region can only be accomplished by
professional and good-quality performance of the members
of the self-government staff, and the elected representatives
of the self-government. The quality of their work is closely
related to their capacity to adopt a market approach to the
management and territorial development planning with re-
gard to the public interest.

Professionalism of the self-government representatives also
shows in their cooperation and efficient communication with
the citizens and other distinguished public figures. Participa-
tion of citizens in planning the regional development enables
them to become familiar with the advantages of projects, or
have a share in handling negative impacts of some projects.

The application of territorial marketing allows all committed
citizens and associations of citizens to become involved. The
community involvement tends to raise a feeling of identifica-
tion with the region, and that of joint responsibility for the
present situation and future development.

The engagement of citizens, stakeholders” personnel, emplo-
yees of the self-government, and various public figures is po-
ssible through their participation in boards of experts, task
forces, or work teams performing duties and attaining the set
objectives.

1.5 | Partnership

The use of marketing has an important role in searching for
common ground and consensus between the interests of pri-
vate and public sectors. At the regional level, this is especially
important to the building up and maintaining of a long-term
public-private partnership.

The public partner shall stimulate development of entrepre-
neurial activities in terms of the support given to business
and economy. The private partner can foster community and
public activities by sponsorship. When building up such par-
tnership, a participation of distinguished public figures re-
presenting both sectors is inevitable. What is of the essence
includes the support on the part of the representatives and
members of the self-government staff who have adopted ap-
proaches, tools and methods of marketing; professional per-
sonnel background and working groups; auspices of the top
representatives of the territory.

It is important to ensure that all executive branches work
together on the marketing activities and on the project im-
plementation where all complements, i.e. know-how, human
resources and finances, are integrated. Territorial marketing
also pursues a specific objective which consists in creating
communication and cooperation networks between parti-
cular actors to enable and accelerate their joint action and
secures synergic effects.

Undoubtedly, another important dimension of the regional
marketing consists in establishing partnerships with the ne-
ighbouring regions. The whole of European Union has enter-
tained the same way of thinking when fostering cooperation
and utilisation of common tradition, resources, capital, and
differences between historic regions regardless of the territo-
rial and legal zoning in the particular countries (e.g. encou-
raging cross-border co-operation, creation of micro-regions
according to their common features, etc.) The purpose in
partnership serving as a tool is not only co-operation insi-
de the region (between the main actors), but also the pursuit
of the concurrent development of the neighbouring regions
based on making the best of what they can offer each other,
and how they can attract potential investors when considered
en bloc. To give an example, the Kosice and PreSov Self-go-
verning Regions concert their pursuit of regional marketing
in attracting foreign investors into the territory of Eastern
Slovakia. Highlighting the strengths of both regions may be
beneficial to both of the parties to their partnership.



7.6 | Publicity

Marketing communication is based on well-informed target groups as to specific
features and competitive advantages of the region concerned.

Regional marketing communication is aimed at:

o external environment —provision of information on specific qualities of the region
concerned; know-how transfer and innovation transfer from the external envi-
ronment; focus on target group of investors; two forms of communication:

* general communication-specialised in creating positive image of the region
concerned;

e addressing communication-specialised in directing the information flow
towards such target groups which are to be informed on specific supply of
the region (informing foreign investors on industrial parks, investment in-
centives, available manpower, etc.).

o internal environment-direction of the information flow inwards the region con-
cerned; target groups of this communication include citizens and local entre-
preneurs; the aim is to strengthen the information dissemination among the
public, to enhance the responsibility and involvement of the actors in the regi-
onal development, to provide for efficient permanent communication among
actors participating in the creation and execution of the territorial marketing,
to strengthen their cooperation in rendering a supply for the use of external
communication; frequent information dissemination is to prevent a rise of con-
flicts of interest of particular actors in respect of the utilisation of the territory
capacity.

FIGURE 5: MARKETING COMMUNICATION,
Resource: BIC SpiSska Nova Ves, s. 1. o.
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External and internal communication inside the region is to be interactive, and is
also to provide for a feedback of the target groups.
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STRATEGY

8.1 | Target Markets and Market

Segmentation

Territorial marketing is also in charge of an important issuewhich refers to finding
position of the region concerned against other competitive territories. Such position
search process is denoted as “positioning”. When putting this process into practice,
it is necessary to consider the population size of the region, which will imply the
potential of the region. The territory shall provide its selected target group with so
significant supply as to satisfy the target group’s expectations better than those of
the competitors”.

The target market affords opportunities which the territory may take and use pro-
vided it has sufficient resources to do so. Therefore, marketing planning also entails
finding attractive target markets having regard of specific needs of potential custo-
mers. This constitutes a basic step to take in the market segmentation.

The term of segmentation means division of the whole of the target into parts ha-

ving in common similar needs, features and behaviour. Market segmentation into

target groups results in higher efficiency of the tools of marketing mix. Market

segmentation implies looking for answers to the questions:

o Who are our target groups? What are they typical of? What makes their needs
different from each other?

o Which customers do we want to satisfy? What can we offer them to satisfy their
needs?

«  What makes our offerings different from those of the competitors?

Defining priority target groups depends on the character of the region, its complex
supply and on the overall vision of regional development. Territorial marketing
divides target groups into two categories: internal target groups, and external target
groups.

TABLE 6: INTERNAL AND EXTERNAL TARGET GROUPS

citizens

Internal Target Groups entrepreneurs operating in the region

organisations, institutions operating in the region

potential investors (domestic, foreign)

visitors to the region (tourists, travellers)

External Target Groups public offices

national and international institutions

competitive regions

Resource: authors

The referred-to target groups are further segmented according to some other fe-
atures. Therefore, it is necessary for each segment to have an appropriate strategy
defined as to its approach and communication mix.

TARGET MARKETS AND MARKET SEGMENTATION, COMMUNICATION STRATEGY

TARGET MARKETS AND MARKET
SEGMENTATION, COMMUNICATION

Segmentation of target groups of terri-
torial marketing is a critical point of its
efficient use for the needs of the region.
The proper use of marketing tools, ap-
propriate marketing communication,
in particular, derives specially from this
point.

Having focused the territorial marke-
ting on the development of industry
in the region and on attracting inves-
tors, the following target groups seem
preferred by the Kosice Self-governing
Region:

A. Potential Investors

o foreign investors interested in un-
dertaking business in the region;

o domestic investors expanding their
manufacturing activities.

B. National and International
Institutions esp. those operating
as finance mediators providing the
regional development with external
financing.
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TABLE 7: TARGET GROUPS OF INTEREST FOR KOSICE SELF-GOVERNING REGION

Target Group Features Needs

A. Potential Investors

* business premises

Foreign Investors
¢ investors from the EU countries
¢ iinvestors from other countries

Domestic Investors

* entrepreneurs well-established in the region
* entrepreneurs from other regions of Slovakia

* interest in undertaking
business in the region

* development and expan-
sion of business activity

forming joint enterprises

appropriate infrastructure

qualified manpower

institutional support for business activity
stable environment

sub-contractors

future prospects of growth (incl. spatial expan-
sion)

B. National and International Institutions

e opportunities for
financial support of the
regional development

* backing up the search

good communication with the institutions t the
regional level

sites eligible for establishing industrial parks,
clusters

high quality applications for financial resources
clear defining of development targets and tools

for a competitive advan-

of the objective achievements
tage of the region * harmony between strategic plans of regional
development and the general national plans

Resource: authors

8.2 | Communication Strategy

By using the tools of marketing communication it is possible to achieve more
efficient communication with the target segments on the matters of the supply.
Defining a communication strategy is part of the execution phase of the regional
territorial marketing strategy. The communication mix of the territorial marketing
most commonly uses the following tools: personal communication, advertising,
public relations, web marketing, event marketing.

Personal Communication

Personal communication is one of the most commonly used tools of marketing
communication. The actors of this communication include self-government staft,
representatives of regions, and territorial units. This communication mainly takes
place where the representatives of self-governing regions make presentations on
the regional supply to the investors. The communication is demanding in regard
of those who are in direct contact with the target groups, as they need to behave,
speak, and non-verbally communicate so that they make a positive impression.
They also need to be very active in identifying needs and requirements of the target
groups.

Advertising

Advertising represents a non-personal form of marketing communication. Adver-
tising is to help inform target groups (potential investors, finance mediators). The
aim is to win over the concerned group in favour of a certain idea (capital inflow
into the region) The propagation of the advert message is a matter of media strate-
gy, which contains essential advertising decisions:

1. identification of the advert purpose-e.g. informing on investment opportuni-
ties in the region, on conditions for establishing companies, advocating advan-
tages rendered by investors, drawing attention to successful projects;

2. decisions on target groups—addressees of the advert message, those for whom
the message is designed, those whom the advert is to approach;

3. decisions on the content of the advert message—what is to be highlighted—-which

6 4 TARGET MARKETS AND MARKET SEGMENTATION,

tool of marketing mix is to be used
in the advert-product, price, availa-
bility, etc.;

decision on the media
Where?-print advertising (adver-
tisements, leaflets, catalogues, in-
formation brochures, posters, bill
boards), TV commercials, radio ad-
vertising, internet;

decision on the advertising budget-
considerations about advertising
costs to incur during the adverti-
sing production (financial aspects
depend on the aforementioned deci-
sions).

COMMUNICATION STRATEGY



Advertising production needs to respect
the following procedure:

FIGURE 6: STEPS IN PUBLICITY
PREPARATION,

Resource: BIC SpiSska Nova Ves, s. 1. o.

Concept overall ideological
framework of the advert
message-main idea

Diligent development
of content and intent

e

Ample time for creation,
brain wave, new ideas
and approaches

e

Systematic practice

_

Elements in conventional print adver-

tising:

o headline is to catch attention of the
readers; experts say that 90 % of the
advert success rely on the headline;
needs to be specific and brief as to
highlight the innovative sides to the
offer made;

o textis to contain short sentences in
order to be eloquent, clear and intel-
ligible;

o illustrations (photographs, drawings,
logos, maps).

Public Relations (PR)

PR ranks among the most efficient
communication tools of territorial mar-
keting. This tool entails working with
the public, maintaining good relations
with the public. The aim is to create a
favourable image of the region and give
out this image in the target market.

The major PR tasks include building up
and maintaining the image, supporting
other communication activities, solving
topical issues and questions, influen-
cing specific customer groups.

PR tools mostly refer to press conferen-
ces, workshops, lectures, developing re-
lations with investors in order to obtain
their support, publishing various docu-

ments, brochures, posters, newspaper articles, holding exhibitions, presentations,
and sponsoring charitable shows, running public projects, creating uniform identi-
ty and image, web side, lobbing (targeted communication with the lobbyists), and
other tools.

Webmarketing

Marketing communication, which employs computers, taps on new opportunities
for approaching target groups. Webmarketing enables both verbal and visual pre-
sentaiton of the region, its supply, and opportunities. Additional use of sound and
video sequence makes web multimedia. At any rate, webmarketing is a means of
communication which operates worldwide, and enables bi-directional high-per-
formance communication through e-mail.

Compelling, well-designed web sides can draw attention, enable to find necessary
information, and communicate with particular actors of the territorial marketing
and approach target groups.

Event Marketing

The term of event marketing includes marketing activities related to backing up a
certain event, which is to extend the information learned by a target group. Event
marketing is an efficient tool of marketing communication, which is particularly
good for territorial marketing.

Event marketing includes holding conferences, workshops, organising cultural and
sports projects, making presentations, exhibitions and touring promotion events,
and other events.

The use of marketing communication cannot be unrestrained. It is necessary to
draw up a plan to follow when giving effect to the communication.

The plan of marketing communication is to:

o carry out analysis of the so-far communication and analysis of the environment
aspects;

o designate target groups to whom we wish to communicate a certain message
(e.g. residents of a certain region, potential investors, national and international
institutions, visitors to the region, and others);

o specify a purpose in communication (based on a specific marketing strategy) and
a response to obtain;

o specify a communication mode (choice about media);

o specify a method of measuring the communication efficiency (e.g. costs to ap-
proach a single investor) and effectiveness of communication (e.g. amount of
investment gained following the communication campaign).
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9. MONITORING

The financing of territorial marketing is one of the key factors
influencing the implementation of marketing. This is not an
easy matter to deal with as depending on a particular target
group to approach, on the media chosen, on the length of a
specific publicity event, on demands on the personnel and
material arrangements, on various requirements of particular
stages of the scope of marketing.

There are three distinct types of financing:

o financing from public resources-based on the unders-
tanding that territorial marketing is a tool to modernise
public administration; drawing financial resources from
the budget of the region (self-government), and also from
the EU structural funds;

o financing by private sector-exceptional; used with the
marketing aimed at development of tourist trade; finan-
cing the development of industry, this type of financing
occurs with the operation of developer 's companies (pur-
chase of land and buildings in order to lease real estates to
the investors);

» mixed financing-pooling resources of the public and pri-
vate sectors; contributions of the public sector may differ
from the monetary means, and may include land and bu-
ildings, administrative personnel, etc.

Monitoring

Monitoring and evaluation is an important process in terms
of assessing the effectiveness and efficiency of territorial
marketing. Monitoring deals with systematic and continual
collection, classification and storing of relevant information.
Monitoring is a basis, or backbone, for all other inspection
processes, particularly that of evaluation. Monitoring is car-
ried out through indicators, which are related to the specified
objectives, explain the state of implementation, results, and
effects made. They indicate the achieved development. By
means of monitoring, it is possible for all participants to the
monitoring to have an overview of all the progress made in
the implementation of the territorial marketing, the measures
taken, and the importance of the used marketing communi-
cation.

The findings of the monitoring and the subsequent evaluati-
on lead to proposing changes, and the very implementation
of the changes and measures.

Indicators of Monitoring

Defining monitoring indicators depends on the objectives to
be attained. The indicators must be clearly specified (numeri-
cal or time specifications are most often used). They are to en-
sure unambiguous assessing of the attainment of objectives.
The indicators can be of the following structure:
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1. outputs showing amounts/volumes, e.g.
o volume of the gained investment;
o leased surface (m?2);
o number of created jobs;

2. results indicating conditions after accomplishment of ac-
tivities, e.g.
o improvement of image of the region abroad;
o growth of living standard of the region residents;
o increase in GDP of the region;

3. impact indicating sustainability, long-term maintaining
of the action results, e.g.
o development of business activities of the well-establis-
hed foreign investors;
o number of maintained jobs;
o established partnerships.

Monitoring Institutions

Monitoring can be provided by one or several actors involved
in the territorial marketing. However, it is advisable the ac-
tors dispose of appropriate material and personnel capacities
as it is the responsibility of a “monitoring institution” to:

o build up a functioning monitoring and information sys-
tem;

o foster communication and flow of information between
the participants, facilitate efficient method of data exchan-
ge (electronically);

o enable utilisation of different types of information provi-
ded by the monitoring system;

o secure dissemination of the achievements of activities and
results of evaluation, production of reports on action and
achievements, etc.

PLAN AND MONITORING



9.1

Example

Marketing Communication of Kosice Region-

TABLE 8: EXAMPLE OF MARKETING COMMUNICATION OF KOSICE REGION

Target Group

Foreign investors from Germany and Austria, engineering production

Communication Objective

Increasing the number and volume of foreign investment in the region

Mode of Communication

Tool

Means of Implementation

Financial Requirements

Webmarketing

approaching selected inves-
tors by e-mail

preparation of a visual
presentation of supply to
investors

placing update supply on
the web sides of instituti-
ons concerned

SKK 30 thousand

Advertising

promotion publication, or
any other information mate-
rial on up-to-date supply to
investors containing basic
information on locations, in-
frastructure, utility area of-
fered, structure of available
manpower, on legislation
conditions for admission of
foreign investment, etc.
execution of publicity mate-
rials in German

production of advert CD in
Slovak and German

SKK 200-250 thousand

Personal Communication

publicity business trips
participation of the repre-
sentatives of the region in
international trade fairs and
engineering shows

SKK 150-200 thousand

Event marketing

on-site presentation of the
region’s

SKK 100 thousand

Public relations (PR)

targeted communication
between representatives
and personalities of the
regions and potential inves-
tors (lobbing)

presentation of investment
plans to the general public

SKK 100 thousand

Measurement Method for
Efficiency and Effective-
ness of Communication

costs of communication/volume of investment obtained

Resource: authors




10. concLUSION

The submitted territorial marketing strategy designs a marketing strategy for the
FDI support in the Kosice Self-governing Region. Since the early 1980°s foreign
direct investment has been, in global terms, a driving force of the economic gro-
wth and economic prosperity. Success of countries and regions depends to a gre-
at extent on their capacity to create appropriate business environment and afford
opportunities for attracting as well as maintaining investment of trans-national
companies. Thus, the regional development policies have to take account of the
referred-to facts and make use of some modern management tools, which consider
regions and territories, on one hand, and investors, on the other hand, as products
and customers, respectively, the latter to be won over. No more is the application of
the mentioned marketing approaches into the public administration novel or un-
conventional. Nevertheless, the policies often adopt these approaches at the verbal
(proclamation) level only, never to let them carry real contents. Implementation
of any marketing strategy should always come about after identification with the
unambiguous underlying “marketing” belief.

Long-term stability and continuing organisation of marketing strategies is con-
sidered an essential element in the submitted strategy. Like the whole of the
Slovak Republic, the Kosice Self-governing Region is a young region.
Thus, the region should unintermittedly transmit a strong clear signal
to its customers spreading the information about what the region is
and what the region wishes to be in the future, i.e. the region should
clarify its identity and profile. Accordingly, the region needs a stabilised syste-
matic organisation of marketing activities. This organisation is to work as a regular
routine-like action of the regional policy rather than a single-project initiative.

The resource of such clear message to transmit to target groups emerges from un-
derstanding the identity or identification with the region, which subsequently takes
form of various means, such as symbol, slogan, logo and others. It is, thus,
recommended that a broad public discussion be held on the subject of identity of
the region, visions, or mission to obtain suggestions for the slogans and symbols. In
addition to having an acceptable open attitude in handling these issues, such broad
discussion may even contribute to easier acceptance of the chosen implementation
strategy.
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