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In recent years Hungarian settlements have had to face the need to 
market themselves. Although had used some marketing tools before and 
had practised marketing activity in some of their functional fields, the 
decision-makers had to face the fact that such occasional and 
disintegrated marketing activity under much changed conditions is not 
effective enough. This presentation is primarily intended for exploring the 
constraints which arise during the process of planning settlement 
marketing. The study aims to offer some versions of solutions and 
deductions, and to summarise the experiences gained, focusing on the 
institutional and personal connections of planning. 
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The writers of this study have tried to sum up their experience in the 
implementation and analysis of regional planning and settlement marketing. 
Based on our PhD-studies and practical experiences we can set out that 
there are five critical areas in connection to the planning and 
implementation of settlement marketing in Hungary and these critical areas 
influences vigorously the marketing activity of the Hungarian settlements:  

- The strategic antecedents of marketing planning, or its shortcomings; 
-  The impact of lack of strategic antecedents on the content of a 

marketing plan;  
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- Troubles in connection with the called upon professionals’ identity 
and competence; 

- Difficulties of the socialization of a marketing plan;  
- The aftercare of a marketing plan. 

 
1. THE LACK OF STRATEGIC ANTECEDENT 

 
The management practice presumes that the marketing plan is anticipated by 
a strategic plan relevant for the whole organization and based on the 
philosophy of the organization. At the same time this philosophy 
comprehends the identity, the mission and the future aspect of the 
organization. In the case of local marketing, the settlement marketing plan 
should be preceded by strategic antecedents and different basic documents.  
Such documents are the development plans of settlements and NUTS IV 
regions.  At the same time these documents are usually partially or not 
available in the case of majority of settlements. Their professional standards 
and up-to-dateness are not capable of giving an adequate basis for planning 
the marketing of a settlement.  
 

2. THE WIDENED CONTENT OF A MARKETING PLAN  
 

The lack of strategic antecedent of the marketing plan usually infers that 
bias was experienced in the content structure of the settlement marketing 
plan. In the case of chapters like position analysis and aim definition 
remarkable content flare was observable in more cases. These had to be 
turned out by marketing decision-makers in due standards because they 
could not put over these information from the development plans. In many 
cases political affrays were started by this content flare because questions 
got into focus like the ars poetic, mission, future aspect, applied strategy and 
strategic targets of the settlement. The problem was that these factors should 
be developed as the results of a longer political agreement in normal 
circumstances, so the political interest-groups, participating in the local 
authority, evaluated the birth of the marketing plan as the reduction of their 
own entitlements. 
 
 
. 
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3. EXPERTS  
 
The position paper of a settlement has to cover several issues, for ex. 
education, sanitation, social status, architecture, public security, transport, 
economy etc. In order to form a detached image it is indispensable to 
involve professionals from different areas. However the marketing planners 
take usually care of the composite and professionally diverse constitution of 
professionals’ groups, some self-styled professionals often appear in this 
stage of planning. In addition these self-styled professionals always presume 
that they are more adept at the given speciality than those called upon. 
Therefore they firstly emphasize their indignation upon not being selected in 
the professionals’ group, and if it seems that it does not have the desired 
effect, they usually mount an offensive against the called upon professionals 
mainly in the local written and electronic media.  
 

4. SOCIALIZATION 
 
The aim of socialization of settlement marketing plans is to introduce and 
familiarize it widely. The socialization process has revealed interesting 
experiences in most cases. We have tried to sum up the most typical 
reactions of the stakeholders’ groups in the following table: 
 
Table 1.: Some typical reactions of different stakeholder groups 
 

Groups of stakeholders Reactions 
Outsider experts “Basically it is good, but why have not you told 

me?” 
Civil organizations “Where are we in the plan?” 
Local experts “All right, but it does not concern me, does it?” 
Local media “We will gladly participate in everything, if you 

pay the advertising space.” 
Local government (the ins and outs 
and administration) 

Outs: ”Politically it is not acceptable!” 
Ins: “Politically is acceptable, but professionally it 
is not!” 
Adm.: “Are organizational changes planned?” 

Chambers “Professionally it is good, but it will be a failure!” 
Local population “All right, but what will be its benefits tomorrow? 
Local enterprises and firms “It is not necessary for us to take part in it, isn’t 

it?” 
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5. FOLLOW-UP ACTIVITY 

 
The walk of life of settlement marketing plans does not end with the 
preparatory process, moreover the marketing plan reaches its aim only if the 
implementation, monitoring and feedback of marketing programmes starts 
off based on the principles of the plan. In practice the settlement marketing 
plans do not fulfill these functions owing to one of the following reasons: 
the lack of institutional background for implementation or in worse case, if 
the creation of marketing plan does not mean a real intention for the 
settlement to effectuate anything from the plan. In this case the settlement 
probably has been in need of a plan for a tender or project in order to justify 
the necessity of an investment, but they have never intended to take account 
of the strategic importance of the marketing plan.  
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