
1 
 

Summary of the doctoral dissertation 

"Digital communication impact on stakeholder participation in the city branding" 

written by M.Sc. Maia Maziashvili under the supervision of Assoc. prof. Izabela Kowalik, 

at the Collegium of World Economy, Warsaw School of Economics 

 

The development of the internet and digital technologies has been included in the place branding 

domain and made an impact on the place branding and management. Over the last years, the 

growing role of digital technologies, such as social media, and user-generated content, have 

enabled the city authorities to find new ways toward more open and inclusive management of place 

brands. Thus, despite the importance attributed in the literature to stakeholder participation or the 

significance of digital technologies in promoting the place image, there is a gap in research 

concerning the implementation of digital technologies in the strategic city brand management.  

The presented dissertation aims to find out how digitalization influences the city brand 

management process. In particular, the theoretical  purpose of the study is to to verify the Strategic 

Place Brand Management Model (SPBM, Hanna & Rowley, 2013) and the role of digital 

technologies in this process from the perspective of local authorities. The second goal is to develop 

and test the conceptual model of antecedents and consequences of citizen participation in city brand 

management via digital communication tools. In addition to theoretical contribution, the study also 

provides suggestions on improving the city govermnets' relations with internal stakeholders 

through citizens' active participation in city brand management processes via digital 

communication tools. 

The comprehensive structure of this study is based on various primary and secondary data 

sources. After review of literature from the field of place marketing and public sector management, 

detailed hypotheses were identified for verification of empirical research. The first part of empirical 

study relates to understanding the SPBM model and the semi-structured interviews were conducted 

with city officials responsible for place marketing. The second part of empirical research used the 

CAWI method, to identify the antecedents and consequences of citizens' online participation in the 

city brand management. Sample selection, based on the examples of cities from two countries – 

Georgia and Poland, enabled the comparison of contexts of a developed and an emerging economy. 

The dissertation is structured in the following way. Chapter 1 discusses the evolution of territorial 

marketing concept and the applications of relationship marketing in the public sector. Chapter 2 

reviews the place brand management models with the focus on stakeholders' involvement in city 

branding. Chapter 3 presents an overview of research on the use of digital communication in place 

branding and leads to hypotheses for primary research. The next chapters contain the empirical part 

of the dissertation. Chapter 4 provides the qualitative study results and elaborates on perspectives 

of Polish and Georgian local authorities from selected six cities about the city brand management 

process. Chapter 5 includes the application of structural equation modeling (SEM) technique to test 

the studied hypotheses - the antecedents and consequences of citizens' participation in city branding 

on the examples of two cities from Poland and Georgia. In Chapter 6, the main conclusions are 

presented, with special attention to the convergence of results, as well as a discussion of similar 

studies from literature. 

To summarize, the presented analyses have shown the positive effects of using digital tools in 

increasing citizens' engagement in city branding, both from the perspective of local governments, 

as well as the residents. This dissertation has revealed that the participation of citizens in city 

branding is influenced by technological and relational factors. It was found that factors related to 

the attitude towards participation have a weak impact on the participation of citizens in city 

branding in both studied cities.  
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As the outcome of citizens' participation in the city brand management process, the following 

factors have been distinguished: satisfaction with place brand, strengthening relations between 

citizens and local authorities, and reinforcing the sense of city brand ownership (in Poland). The 

study has found an interesting fact that citizen participation in city branding not only online but 

also offline, brings a positive impact on the relationship between citizens and local authorities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


