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Previous research on brands and place branding has mostly focused on cities’ brands - 

both in domestic and foreign literature. Meanwhile, the importance of the subject of creating 

the region's brand by local government authorities and of including entrepreneurs as an 

important group of stakeholders having a real impact on governance has increased. 

Entrepreneurs, through their activities and products / services created in a given place, also have 

a significant impact on the perception of a place and its attractiveness. Observation of the 

processes of economic promotion of the region and attempts to engage local enterprises inspired 

the author to undertake analyses of this research area. The aim of the study was to identify, on 

the basis of a literature review and empirical research, the goals of shaping the region's brand, 

elements of this process and its success factors, and to determine the relationship between the 

region's brand and involvement of local entrepreneurs in the governance. In addition, the 

practical objective was to develop guidelines for regional self-governments in the field of 

branding targeted at the group of entrepreneurs. The research process included secondary 

research, in-depth interviews with employees in marshal offices and quantitative research in 

which entrepreneurs running businesses in Mazovia participated. 

The structure of the dissertation was subordinated to the implementation of the set goals. 

The first chapter presents topics related to the region's branding and places marketing. The 

theory of territorial brand shaping was discussed, taking into account the differences between 

the brand concepts relating to places at different levels of territorial division. Various ways of 

categorizing the region's stakeholders were also discussed. 

In the second chapter, starting from the latest management theories in the public sector, 

an analysis of the role of local entrepreneurs in governance is made. An overview of the 

definitions of commitment, participation and trust as the main concepts underlying participatory 

governance is presented. The next chapter describes the concept and results of a qualitative 

empirical study conducted in marshal offices. The results achieved with, among others, content 

analysis and the MAXQDA software relate to the specific goals of creating the region's 

branding, elements of this process and its success factors. Chapter four contains a description 

of the quantitative empirical study carried out. This chapter also contains a detailed description 
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of the applied procedures of structural modeling and the indicators used, along with a summary 

of the results of verification of research hypotheses regarding the relationship between the 

region's brand and the involvement of local entrepreneurs in governance. The fifth chapter 

presents the conclusions of the conducted research in confrontation with the current literature. 

It also discusses their implications, as a response to the practical goal of the dissertation. 

To sum up, on the basis of the presented analyzes, it has been shown that regional 

authorities in their branding activities focus on increasing recognition and attracting tourists, 

new residents and investors to the region, but not on systematic building of brand awareness 

among current audience groups. Regions, through their activities, first of all, want to attract the 

attention of investors and indicate residents, local entrepreneurs, as well as tourists and partner 

regions as the main target groups of marketing. The most important success factors in region 

branding were: the image of the region and the strategic vision of the region. 

After verifying the hypotheses in quantitative research, it was shown that the level of 

development of the region as an element of its image influences the integrity of the authorities 

perceived by entrepreneurs, and the recognition of the region's brand influences their perceived 

benevolence, leading to the involvement of companies in governance. Moreover, the coherence 

of the strategic vision perceived by entrepreneurs influences their participation in regional 

governance. 


