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Abstract. A town marketing model has to be based on wide basis to be successful. This basis has to represent from
the population. One of the most important long terms aims of the marketing activity the promotion of local
identity and the �we mind�. In a region/town the impression of inherence is an important factor that helps the
population in taking a root in the region/town and keeping them at their place. Hereby a positive atmosphere can
be encouraged that can motivate further development in the region/town. In my study I turn the attention to the
marketing activity of local governments that target the local inhabitants.

Introduction
Place are much more than a point on a map, they exist in many sizes, shapes, and levels, and

they can be tangible as well as symbolic. Place can refer to the home, neighborhood, city or
community, state, region or nation [Nanzer 2004].

In my study I introduce the development of town marketing strategies according to internatio-
nal scientific literature, pointing at the importance of local inhabitants as a target group, and their
integration to the strategy. I expound the definition of local identity, its components, importance
and relation to local marketing. At last I mention the results of my measurement.

Analysis of the strategic approaches
As a result of studying the concerning bibliography there can be found many summaries as the

definitions of town marketing�s strategy. The causes of the main differences between the appro-
aches arise from the differences of the centre of interest, and centre characteristics. Relying upon
these finding Schurrenberger [2000] defines the following types:
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Strategic autotypes
According to the works of Hamann [1995] there four autotypes can be formed from the town

marketing strategies. These autotypes refer to the possible target groups of the town marketing.
The main differences arise from, that from the sight of the target group has the individual already
settled (intern) or is an exterior (extern), and is the target a person or a venture, organization.
According to these differences the general, strategic act plans can be derived to the target group
specific use of the town marketing.
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The �make with� strategy serves the settled populations indentifying with the place of resi-
dent or rather the motivation of the different activities that come from the inhabitants. The aro-
using of the interest�s strategies aim is the arousing of the sympathy and the interest of the
potential visitors (tourists or passing business men). In the strategy of the restriction the rema-
ining at the settlement, and the making of new investments of the already settled ventures and
organizations is needed to be reached. At last with the help of the carrying over strategy the
settlement of the extern ventures can be motivated.

Sence of place. Research sense of place has focused on three constructs: place attachment, place
dependence and place identity. Place attachment refers to the bond that develops between an indivi-
dual and group and a particular spatial setting such as a neighborhood or a geographic region. Place
dependence refers to a suitability of a setting for seeking statisfaction in the pursuit of some perso-
nalized interest and goal. Place identity is described as the �dimensions of self that individual�s
personal identity in relation to the physical environment by means of a complex pattern of conscious
and unconscious ideas, beliefs, preferences, feelings, values, goals and behavioral tendencies and
skills relevant to this environment [Jorgensen-Stedman 2001, Proshansky 1978 in: Nanzer 2004].

Residents and the place identity. The definition of identity needs a multiple points of view but
it is basically difficult. The difficulty is not so much in the scientific approach, but in the measure-
ment, because the translation of the identity to ordinary tongue can be a subject of debates,
whether feeling at home, the banter, emotional badinage, can the affection express the meaning of
original identity or not [Bugovits 2007]. According to Lindstaedt [2006] the local identity and place
marketing are in very close connection with each other. Namely the local identity can be place
marketing processes:
� condition (makes it unmistaken, the existence of place specific image,
� target (the local identity can be the outcome of place marketing efforts, almost all local develop-

ment conception include improvement purpose of this identity, the feeling of relatedness in a
settlement, but it is a very important factor even in a region holding the inhabitants,

� internal part (corporate identity).
As I have mentioned the biggest problem is how to measure the local identity itself. For my

research I have used the �Urban Identity Scale� of Lalli [1992] as a starting point, which includes
different statements measuring the strength of emotional connection to the city or the region. The
different points of views catch different intensity levels. Lally made the definition of identity
measurable with this scale for the first time.

Material and methods
After the theoretical overview I will introduce the results of my research made in 2009. I was

interested to test a Lalli scale on Hungarian inhabitants. To my work I have used a standardized
questionnaire to recognize the intensity of the identity attached to the place. I got 719 appreciable
questionnaires back. The answerers were inhabitants of Budapest and Pest county.
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Results
Charactheristics of the sample. The

combinations of socio- demografical touch-
stones of the sample is shown on the Table
3. The answers that I�ve got for the state-
ment list about the local identity I have ana-
lyzed with descriptive statistical analysis.
The questions were to value on a pentato-
nic scale according to which level are these
typical to an answerer. (1=not at all, 5=com-
pletely) I have results close to number three
every time. The high values of standard de-
viation and the relative standard deviation
show, that the medium average results come
from the marginal answers.

To get to know among which statement
is a mainly connection, what motivations
can the attachment to the town have, I have
made a factor analysis. For the analysis I
have chosen Maximum-likelihood method.

According to the results of the factor ana-
lysis I have separated the following factors:
1. Factor: �future orientation: (explained

variance: 17.756%). My personal future
is connected closely to XY town (0.800),
XY town plays a big role in my future
purposes (0.798), I would like to stay
here forever (0,660), I am all agog to have
a share in the future development of XY
town (0.649), I can�t imagine to live in
another town, because I would give my-
self up (0.562).

2. Factor: �general identification� (expla-
ined variance: 17.193%). I make myself
here indeed at home (0.750), I sence this
town as my home (0.748), I feel myself
here as a resident (0.715), While I am
walking in  the town, I am feeling to be-
long here (0.595), This town seems as a
part of me (0.567).

3. Factor: �external estimation� (expla-
ined variance: 13.514%). Tourists can
recommend this town (0.761), There are
here a lot of things that others can envy
(0.755), XY town has a great apprecia-
tion 0.664), In comparison to other towns XY town is better in many respects (0.646).

4. Factor: �badinage to the past� (explained variance: 10.811%). I lived to see many things, I am
grown together with this town (0.724), There are lot of things in the town that remind me of my
past (0.624), I know XY city so well, I can recognize it immediately by old photos (0.594).
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Conclusions
The Lalli statement list can be used among the Hungarian inhabitants. With using the factor

analysis I have revealed the motivations of attaching a town. Relying upon these findings the
separated four groups are the future orientation, the general identification, the external estimation
of the town, and the badinage to the past.

Because one important goal of the town marketing is in connection to develop the local inha-
bitants �we awareness�, I find it very important to make an identity measurement as a start for the
development of the marketing program in the phase of the positions analysis. So it becomes
examinable which are those areas that are needed to pay a greater attention for making the inhabi-
tants to feel the settlement more and more as their home.
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Streszczenie
Model dzia³añ marketingowych miasta, by odniós³ sukces powinien byæ oparty na solidnych podstawach.

Podstawy te kszta³tuj¹ sami mieszkañcy. Jednym z najwa¿niejszych celów d³ugookresowych dzia³alno�ci marke-
tingowej jest budowanie lokalnej to¿samo�ci. W artykule podjêto próbê okre�lenia dzia³añ marketingowych
buduj¹cych to¿samo�æ miejsca.
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