
Introduction
Over the last twenty

years, building an attrac-
tive investment image has
been one of the main prior-
ities of regions and cities
all over the world (Head et
al., 1999; Christiaans,
2002) and especially in Eu-
rope (Stubbs et al., 2002;
Kotler et al., 1993, 1999).
A dominant image in the
literature focuses on the
competition between cities
for firms’ investments
(Cox, 1995) or for attract-
ing high skilled human re-
sources (managers and
professionals) [Rohr-
Zanker, 2001]. Fostering
regional growth through at-
tracting investors is one of
the instruments to accom-
plish this goal and to offer
income and job opportuni-
ties to residents (Scherrer,
2002). Every region/city
tries to raise its degree of
«investability» so as to
gain advantage in this in-
tense competition as the at-
tractiveness of an area is
basically defined from this
criterion. «Investability»
emphasizes how an area can be made attractive for potential
investors and identifies and deals with those features of the
local business environment detracting from its appeal
(Begg, 2002:107-108). The international literature describes
several scientific theoretical and empirical approaches con-
cerning the role and contribution of foreign direct invest-

ments to local economic
and regional development
(Louri, et al., 2000; Lall
2000; Berkoz, 2001), the
quality level of localised
capabilities to satisfy the
needs of foreign investors
(Maskell and Malmberg,
1999), end eventually the
local authorities’ role and
their partnerships with the
private sector in order to
increase the area develop-
ment and competitiveness
(Syrett, 1994; Priemus,
2002). Each city has its
own assets and distinctive
characteristics (Deas and
Giordano, 2001; Metaxas,
2006). The geographical
position, the size of the c-
ity, the size of the market,
the accessibility to big fi-
nancial or commercial
markets, the accessibility
to Universities and tech-
nological Institutes, the le-
vel of infrastructure (har-
bours, airports, telecom-
munications), the quality
of business environment,
the quality of life, the city
specialization in some
particular production sec-

tors (manufacturing, tourism or culture) constitute some
very important characteristics that determine an attractive or
unattractive city image, and they also mirror the location
choice criteria for firms’ establishment (CEC, 1993)

On the other hand, the phenomenon of cities competition
has been extensively presented over the last two decades in
Europe (Dicken and Tickell, 1992; Cheshire and Gordon,
1996; Petrakos and Economou 2000). According to
Cuadrado and Rubalcaba (1998), this phenomenon is ex-
plained by the existence of differences in the cities envi-
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ronment, based on the efforts (ways, means, strategies) c-
ities make to become competitive to dominate other cities
(Cheshire and Gordon, 1998; Budd 1998), not only to ob-
tain a competitive image to fit the European environment,
but also to take part into the European integration process
(Cheshire and Gordon, 1995). Lever and Turok (1999) stat-
ed that cities do not compete like commercial enterprises,
while Krugman (1994, 1996) said that only firms compete
and cities do not. For many scholars (Porter, 1998;
Cheshire, 1999; Kresl and Singh, 1999; etc.), cities com-
pete in order to increase their attractiveness for the poten-
tial target markets (mobile investments, tourism, big events,
specialized human resources). Cities also compete to in-
crease the quality of life (Rogerson, 1999; Wong, 2001),
and environmental standards.

Most modern theoretical approaches agree that the eco-
nomic development of a given place (city or region) is the
«key» factor as far as the city attractiveness and competi-
tiveness are concerned (Cheshire and Gordon 1996, 1998).
Furthermore, a crucial role is played by actions that take
place in the internal environment of a city/region through
the motivation of the existing local enterprises, in order to
contribute to local development, become more competitive
and expand their financial and production activities (Ben-
nett and Krebs, 1991:15; Leeming, 2002).

By taking into consideration that foreign enterprises at-
traction and location choice process are based on the sup-
ply of a favorable environment by cities and the demand
of this environment by enterprises, the article focuses on
the evaluation of the possibilities that a medium-sized ur-
ban area of Greece could have in order to become an at-
traction pole for foreign investments. The city of Larissa
is our studying area, presenting some primary data that de-
rive from an empirical study carried out by local enter-
prises. The case of Larissa is particularly interesting since
it is an important Greek city, with competitive advantages
and economic dynamics (Metaxas and Kallioras, 2007; S-
trategic Plan of Larissa, 2002; Metaxas 2006). At the
same time, the evaluation of the city’s development po-
tentials by local firms makes the case study unique for the
Greek study standards, since just a few studies have been
performed so far on the relation between firms and spe-
cific characteristics of city promotion policies. From this
point of view, we will support that the results of this study
have a specific added value for Greek standards and the
wider Balkan area, especially for approaches concerning
middle-sized cities and firms. More specifically, the arti-
cle tends to examine the capacity of the city of Larissa,
concerning the current situation of its assets, the degree of
promotion policies implementation by local enterprises
and finally the level of partnerships development between
the private and public sector in order to promote and sup-
port a favorable and attractive investment image of the c-
ity. Eventually, the article provides some conclusions and
suggestions.

2. Competitiveness of cities and enterprises
According to Storper (1997), city competitiveness is de-

fined as «the ability of an economy to attract and maintain
businesses that hold stable or increasing market share,
while, at the same time secures stable or increasing living
standards for those who participate and activate in this ur-
ban economy’, while, according to Webster and Muller
(2000), city competitiveness is defined as «the ability of an
urban area to produce and negotiate a total of goods (prod-
ucts and services), which represent good value in compar-
ison with other comparative goods of other urban areas’.
Additionally, Parkinson et al (2004), support that the char-
acteristics of a competitive city, are the following: a) Eco-
nomic differentiation, b) Specialized production force, c)
Connectibility – Communication, d) Strategic ability to ac-
tivate and implement long term development strategies, e)
Quality of life – social, cultural and environmental level.

A number of studies (Deas and Giordano, 2001; Kresl
and Singh 1999) are trying to measure urban competitive-
ness through the use of both clearly traditional and social fi-
nancial factors, positively contributing to the discussion
that mainly began in the last decade, (Ηubbard, 1995; Bar-
nett, 2001; etc.), which concerns the importance of «soft
factors» in city competitiveness. Especially studies by
Kresl and Singh are considered to be highly important as,
for the first time, an effort is made to determine city com-
petitiveness through the emergence of each city’s specific
characteristics, but also through the attention to be paid on
the strategic planning and the choice of policies able to con-
tribute to city competitiveness. The orientation to the dis-
tinctive characteristics of an area/city, through various
ways and practices, could lead this city to high level of
competitiveness, providing finally a competitive advantage
among other similar cities (Βooth and Boyle 1994; Metaxas
2006). This fact is not a natural consequence, but it devel-
oped in the framework of a total strategic planning so that
this distinctive characteristic can create a competitive ad-
vantage for this city/place.

On the other hand, firm competitiveness is consequence
of the co-existence and operation of a variety of factors
such as: the efficient management of inputs and raw mate-
rials, the successful management of raw materials and the
inflow of others, the successful organization and effective
management of interactive mechanisms among the market
environment, the planning of R/D actions, the development
of co-operations with academic centres and other firms. Re-
cent studies have shown that firm competitiveness and its
success or failure depend on a variety of factors on both a
macro-economic and micro-economic scale. At a macro-e-
conomic level, the main factors are taxes, investments cost,
research expenditure (Chen and Williams, 1999; Rogoff et
al., 2004), while at a micro-economical level, factors such
as the firm size and the age (Sapienza, 1991), its ability to
attract foreign capital, the lack of planning (Timmons,
1994), the absence of efficient management, and also the
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environmental conditions (Gaskill et al., 1993) operate as
hindrance to firm competitiveness.

Besides these factors, the firms’ competitiveness is also
affected by the distinctive characteristics or the urban assets
where firms are located and develop their activities (Deas
and Giordano, 2001). Following Maskell and Malmberg
(1999), the firms’ competitiveness, especially in the indus-
trial sector, depends on a particular combination of local
characteristics that influence the distribution of economic
activities, making up each time the strengths of each city at
local or regional level. From this point of view, Porter
(1998, 2000) states that in micro-economics, the firms’ en-
vironment can be understood through the correlation of
four main fields of analysis: a) the quality of local environ-
ment inputs/conditions b) the frame of the firm’s strategies
and competitiveness, c) the quality of local demand condi-
tions and d) the existence of other relevant or supporting
firms. The factors that compose the above-mentioned fields
of analysis express qualify firms according to the organiza-
tion, activities and environmental characteristics of the
places/regions the firms are located in and which influence
their productivity and development.

By evaluating these approaches, we can suggest that the
concept of city or region competitiveness cannot be unidi-
mentionally defined. Consequently, a commonly accepted
definition should involve all the parameters that formulate
a city’s or a region’s competitiveness. Namely, a c-
ity/region cannot be considered as competitive without tak-
ing into account the role and dynamics of its business envi-
ronment, nor can we state that its degree of competitiveness
is mainly defined by the businesses that act in it. In addi-
tion, when our focus is clearly on the city, the notion of
competitiveness must be altered to reflect the reality of an
urban economy and its action capacity.

3. Local authorities, decision makers and
development policies

Local authorities play a role of utmost importance in the
implementation of development and competitiveness poli-
cies, especially with respect to the planning of promotion s-
trategies to improve the city image at an international level.
The main priority of planning and developing these strategies
focuses on the viable development of the local societies with
an emphasis not only on the economic development, since the
existence of local authorities with entrepreneurial orientation
became as a basic need, especially in the 1990s (Hall and
Hubbard, 1998). The views of Dicken et al. (1994) and
Cheshire and Gordon (1995) are considered as very interest-
ing given they said that the role of local authorities should not
focus on the effort to attract direct foreign investments only,
but also on the ability to create the proper business environ-
ment where firms will be able to effectively operate. Along-
side this, a crucially importance factor for the attraction of di-
rect foreign investments is the development of co-operation
between local authorities and administration organizations
(Fuller et al., 2003). Characteristic examples of co-operation

and contribution of local authorities to the planning and de-
velopment of promotion policies and strategies that are relat-
ed to urban regeneration, cultural activities and economic de-
velopment in general, presented in the international literature,
are the cases of cities such as: Edinburgh (Simpson and
Chapman, 1999), Dublin (Ellis and Kim 2001), Belfast (Ellis
and McKay, 2000), the Community Councils (CCs) case in
Scotland (Raco and Flint, 2001), and regeneration policies of
the cities of Glasgow and Dandee in Scotland (McCarthy and
Pollock, 1997), Paris (Chevrant-Breton, 1997); Israel (Car-
mon, 1999); the cases of planning of public transportation but
also development of co-operations between public and pri-
vate sector for spatial-economic investments in Holland (Pre-
mious 1999), Waters και Smith (2002), Baidal (2003), etc.

By inference, we can state that the above-mentioned forms
of political reinforcement and promotion of city competitive-
ness derive from the need of cities to become competitive to-
wards other cities of the same characteristics, expanding the
market quota they can hold in the new internationalized envi-
ronment. In the framework of the supply and demand rule in
a competitive and demanding market, cities tend to invest on
the promotion of their local distinctive characteristics, aiming
at the attraction of potential target markets.

4. Research questions
The paper is aimed at providing some answers to the fol-

lowing research questions, by considering as case study the c-
ity of Larissa, Thessaly region, Greece, and it uses primary ev-
idence from 114 firms located in this area. More specifically:

a) Which are the factors that constitute the city advan-
tages and contribute to the city’s and firms’ development
and competitiveness?

b) What kind of foreign enterprises does the city of Laris-
sa have the capacity to attract?

c) Do the city and firms have the capacity to provide a fa-
vorable business environment and motivate the employees?

d) Do the firms perform development policies in order to
support and promote their images and also the image of the
city? To what degree is the difficulty of policies implemen-
tation related to the frequency of implementation?

e) To what degree do the city’s enterprises develop part-
nerships with local public authorities in order to promote
the image of the city in a more effective manner? How
(ways/methods) does this partnership take place?

5. The Thessaly region and the city of Larissa
5.1. Geographic description of Thessaly Re-

gion and the city of Larissa
Thessaly Region, one of the biggest regions in Greece in

size and population, lies in the middle of the Greek penin-
sula bounded by the Aegean Sea on the east and Pindos
mountain ranges that separate it from Epirus Region west-
wards. The main distinctive characteristic of the Thessaly
Region is that two of the largest medium - sized Greek c-
ities, Larissa (municipality of Larissa, prefecture of Larissa)
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and Volos (municipality of Volos, prefecture of Magnesia),
are located in its territory. The main national highway that
connects the country’s metropolitan areas of Athens and
Thessaloniki passes through Larissa, the regional capital.

Larissa is the biggest city, in area and population, in Cen-
tral Greece. Capital of the homonymic Prefecture and Re-
gion of Thessaly, the city of Larissa holds a position of ma-
jor economic importance on the road axis Patras – Athens –
Thessaloniki – Evzoni. The city of Larissa has first-level
accommodation facilities and, after Athens and Thessaloni-
ki, it is one of the most important urban centres of the coun-
try. These characteristics make it one of the most dynamic
urban areas because of its geographical position. It is also
connected, by coach, with all the major areas in Greece.

Larissa has a significant population size for the Greek ur-
ban centres system (125,000 citizens), and it ranked 5th in
size after Athens, Thessaloniki, Patras and Herakleion. The
trend of population gathering in Larissa is vividly ex-
pressed through the fact that 44.8% of the prefecture popu-
lation live in the city, while at the same time it accounts for
16.5% of the total population of the Thessaly region. This
urbanization tendency is acute and refers to 1961, when
Larissa held 1.53% of the total urban population of Greece,
this percentage rose to 1.93% in 2001. The city is acknowl-
edged as production centre and constitutes an attraction
pole for the concentration of populations and productive ac-
tivities (Strategic Plan of Larissa, 2002).

5.2. Briefly Economic description of Larissa
prefecture and the city

Larissa has an extremely low share of the primary pro-
duction sector. On the contrary, the tertiary sector domi-
nates in the economic activity of the city. The city is char-
acterized by promiscuous development of its production
branches, presenting a very strong profile of professional,
manufacturing and commercial branches with limited pres-
ence of the industrial branch. On the contrary, Larissa is
characterized by the non-existence of tourism in opposition
to Volos, where tourism highly contributes to the GDP.
This could be explained by the geographical position of Vo-
los and by its accessibility to the sea and to Northern Spo-
rades islands, which support the development of tourism
activities (National Statistical Service of Greece 1991,
2001; Chamber of Commerce and Industry of Larissa,
2003).
5.3. The area’s investment climate

In recent years (1997-2004), the central government and
endogenous dynamics strongly attempted to enforce the
area’s investment climate. The basic development priority
of the city is to become competitive with other medium -
sized cities at a micro (Thessaly Region and Central
Greece) and a macro (Greece and beyond) level. In the ex-
tremely competitive environment of integrated Europe, this
is the only way for the city to avoid the unpleasant eco-
nomic and social consequences of underdevelopment.

In the period 1997-2004, 533 companies were founded in
Larissa and 1,215 in the Thessaly region (43.8%). The sec-
ond and very important thing concerns the distribution of
the invested capital. Prefecture of Larissa dominates in
Thessaly region with 63.6% of the total invested capital in
its region.

Analyzing each sector separately we have to point what
follows (ICAP, 2000, 2004):

a) In the period 1997-2000, the invested capital in the in-
dustrial sector has been characterized by a continuing re-
duction in Larissa. In four years (1997-2000), the invested
capital in Larissa has fallen to 30% of the total invested
capital in the region of Thessaly. The same trend occurred
in comparison with the overall national situation. In 1997,
Larissa held the 5.6% of the total invested capital in Greece,
which has been dramatically decreased to 0.9% in 2000.
This reduction derives from the rapid increase of the serv-
ice sector in the city, especially in the year 2000. Larissa is
mostly characterized by a trend to become a commercial
and service urban centre, considering a hegemonic role in
the region. This picture improved after 2000, without, how-
ever, the increase that has taken place in the period
2001–2004 to match the picture of 1997–1999.

b) In the commercial sector, we could affirm that Larissa
is characterized by a strong and stable percentage of capital
invested in trade. This is something obvious if we take into
serious consideration the fact that Larissa is actually trying
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Figure 1 – Geographical position of the city of Larissa in Greece.



to keep its position in the region of Thessaly as main trade
centre. In comparison to Greece, the percentages of the in-
vested capital are low. This fact could be explained as a re-
sult of the increasing development of the commercial sec-
tor, which has been expressed through the creation of small
business units at regional level.

c) In the services sector, the city presents a view that has
changed over time. This could be caused by the necessity of
the city to create a more competitive image in order to at-
tract foreign enterprises in this sector, by adopting new
kinds of business activities to face the demands of its com-
petitive external environment at both microeconomic and
macroeconomic level. The most important fact to notice is
that until 2001, there was significant development in the
sector of services, but this picture has changed in the fol-
lowing years. The reason for this change is that, until 2001,
numerous new stock exchange firms were present, where-
as, after 2001, they closed down because of the recession in
the Greek stock-market and, as a consequence, investments
in this sector seriously dropped to nearly 55%.

d) In terms of investment, the tourism sector is almost in-
existent in Larissa according to data shown in table 4. For
this reason, many factors are held responsible with the main
one being the characteristic geographical position of the c-
ity but also its climatic conditions (very high temperatures
in summer) that do not allow the development of tourism
investments and consequently tourism activities in the city,
in contrast, for example, with the city of Volos that is a sea-
port city.

As conclusion, we could state that the city tends to be-
come specialized in particular production sectors. Larissa
tends to become a city of commerce and services, with lit-
tle attention paid to tourism sector.

6. Research and method
6.1. Profile and aim

In this unit, special importance will be given to the pres-
entation and interpretation of some basic facts that derived
from a field study conducted in the city of Larissa from Ju-
ly to September 2003 and from January to February 2004.
The field study had as market-target some firms in the city
of Larissa1 and in the surrounding area (fields: light and
heavy industry, commercial firms, services). It evaluates
the prospects of the city to become a potential location for
the establishment of new firms and productive activities.

Aim: An evaluation for the city of Larissa by firms locat-
ed in and around it (an area up to 20 kilometres from the c-

ity centre), in relation to the prospects of Larissa a) to at-
tract new non local firms, and b) to undertake joint actions
(by firms and organizations) aiming at the promotion and
support of the city «image» in order to increase its compet-
itiveness.

In the study, a questionnaire was used with closed ques-
tions (with sub-queries) and 1 to 5 multiple-choice answers
(Linker scale). The study questions were based on reports
and tendencies as presented in the international scientific
community, having as an ultimate goal to best interpret all
the strengths and factors that could contribute to the adop-
tion, planning and implementation of a Strategic Marketing
Plan for the city of Larissa.
6.2. Enterprises’ profile

The field study was made among 114 firms – production
units of the city. Data collection was made through ques-
tionnaires - interviews. The interviews were taken from a)
local businessmen – owners of firms and from b) higher
level executives (managers, dept leaders), who were ap-
pointed to answer the questionnaires. From a total of 130
questionnaires distributed, 16 of them (12.3%) were con-
sidered inadequate in the final evaluation and were not in-
cluded in data processing. The 114 firms investigated be-
longed to three different fields a) Industrial sector (heavy
and light industry): 36 firms, b) Commercial sector: 40
firms and c) Services (stock brokers, tourism, Labour
Training): 38 firms; while as criterion for the size of firms
the number of the employees in these firms was taken into
account. Three classes of firms were derived: a) 0-50 em-
ployees (Small firms), b) 51-100 employees (Medium-sized
firms), c) > 101 employees (Big firms).

7. Analysis and research answers
7.1. Capacity of attracting investments
a) Larissa as an attraction pole for foreign investments
In table 1, there are the evaluations of firms in relation to

Larissa’s degree of ability to become an attraction pole for
foreign firms and production activities. Firms evaluated a
few city’s advantages, which at the same time are taken as
selection criteria for the establishment of new firms (CEC,
1993), giving a grade from 1 to 5. In the table, there are the
mean values and standard deviations for every production
sector separately as well as their total. More specifically:

Firstly, a general picture is that mean values over the
average are derived by the firms of all three sectors (>
3.00), while standard deviations are equal to or lower than
one (≤ 1.00). This fact shows a concrete and sound stance
on the part of the firms that Larissa has those advantages
that can formulate an attractive investment profile and a-
rouse the interest of potential foreign investors.

Secondly, a common evaluation shared by all the firms
of all sectors is noticed, regarding the importance of certain
factors. The factors concerning agglomeration economies,
such as geographical position, size of the local and region-
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1 It is worth noticing that the study was conducted among local firms main-
ly. For this reason, its results refer to these firms’ views. The reason why the
study was carried out among local firms is that the estimations of such firms
are very important since they are aware of the potential for development of
the city and the greater region, being themselves witnesses of the develop-
ment that has locally taken place in the last 15 years. Of course, the study
could be considered more complete if we also examined the estimations of
foreign firms based in the region, however the present study does not have
such an objective.
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al market and access to networks – road axis, receive high
mean values (≥ 4.0), while at the same time they attain low
standard deviations (≤ 0.7). This fact means that the city of
Larissa is characterized by a very good geographical posi-
tion, which constitutes a specific competitive advantage for
the city as well as for firms acting in the region. All partic-
ipating firm attribute lower importance to the cost factor,
whilst relatively low values are given to factors referring to
the lack of specialized production force (according to in-
dustrial firms mainly), the existence of higher-level educa-
tional and technological institutions (for service firms
mainly), and the aesthetic image of the city (for commercial
firms mainly). The above-mentioned factors are considered
as «disadvantages» for Larissa (Metaxas, 2006). Finally,
characteristic is the picture of the average mean values and
standard deviations, which are common and therefore a fact
that points out the strong and shared evaluation by all the
firms that Larissa is likely to become an attractive destina-
tion for the establishment of foreign firms, due to its geo-
graphical position mainly. This belief is further supported
by findings of a recent survey conducted among 51 non-lo-
cal firms along the dipole Larissa-Volos and which con-
cerned the criteria to set up this region. The factor geo-
graphical position, both for Larissa and Volos, came first
and was considered to be a «key factor» for their decisions
(Metaxas and Kallioras, 2007).

b) Types of investments, geographical areas and numbers
of employees that Larissa could attract

In table 2, there are the firms’ evaluations on the kinds of
foreign firms that Larissa could attract n the basis of its ad-
vantages There are also the localities of origin of these
firms and their size according to the number of employees.
More specifically, from data in the triple-table 2, it is easy

to understand that the city’s firms attribute special dynam-
ic to the city of Larissa, supporting that the city can become
an attraction pole for foreign investments – firms belonging
to the sectors industry, manufacturing and commerce main-
ly. These firms are possible to come from the EU, from the
two big urban centres of Greece (Athens and Thessaloniki)
but also from regions of the Balkans and Eastern Europe.
Finally, most firms in the study estimate that Larissa can at-
tract small-medium size firms (up to 200 employees). Sum-
ming up, we can say that Larissa and its region can mainly
attract medium-size industrial and commercial firms from
Greece and Europe.

c) Capacity to provide a favorable business environment
and motivate the employees

In Table 3, firms evaluate their capacity to provide a se-
ries of incentives in their effort to reinforce their employ-

Table 1 – Larissa’s main assets.

Table 2 – Types of investments, investment-attracting areas and num-
ber of employees that Larissa could attract.



ees’ performance and attract new specialized executive
staff. A first impression given by the values in the table is
that the industrial and the service firms provide incentives
for their employees more easily than the commercial ones.
This is more obvious with incentives such as attractive
working environment, the provision of modern technolog-
ical means and infrastructure, the existence of private in-
surance scheme and the provision of bonuses and loans as
well. In general, it becomes clear by the average of the
mean values and the standard deviations that firms find it
difficult to provide a large array of incentives to their em-
ployees and also those whom they wish to attract. This
happens because the firms in this study, but also almost all
the firms in the area of Larissa (and throughout Greece
maybe), are of small-medium size and only a few of them
developed specific plans for the provision of incentives to
their employees in the framework of a complete human re-
source management. In spite of this, service firms tend to
achieve the average value (3.00), which shows that they
have better capacity and flexibility as regards the provision
of incentives.

7.2. Development policies by enterprises
In tables 4 and 5 and in Figure 2, we present the degree

of implementation and the difficulty of implementation
of promotion policies on the part of firms investigated in
the study. The general picture in table 4 is that firms ap-
ply specific policies, almost common, independently
from their production sector. Therefore, special empha-
sis is put on policies concerning the continuous training
and education of executives, the creation and production
of quality goods and the active participation of firms in
national and European business organizations as mem-
bers. All these polices are estimated with mean values

over the average (3.00), while the respective standard de-
viations are relatively low, a fact that shows a common
orientation of firms, both within the same sector and a-
mong different sectors. Alongside this, commercial and
services firms show interest in policies regarding the ex-
pansion of their activities beyond the region of Larissa,
while the industrial ones believe it is important to devel-
op collaborations with non-local firms. It is less impor-
tant to consider policies regarding investments in R&D,
the promotion of the entrepreneurial climate of the city
and the participation of firms in international events such
as fairs, conventions, etc. In general, however, as shown
by the average of the mean values, firms in general per-
form activities that are important but not particularly dy-
namic.

The above-mentioned situation is explained by results of
table 5, to some degree. All the above policies that receive
a low mean value of implementation (≤ 3.00), at the same
time receive a high mean value of difficulty of implemen-
tation by the firms themselves. For example, the promotion
of the entrepreneurial climate of Larissa, as a location for
the attraction of new investments, is considered by firms as
hard to implement, because it is rather difficult for them to
undertake this activity on their own since this promotion re-
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Table 3 – Business environment and motivations.

Table 4 – Development policies by enterprises (degree of implementa-
tion: scale 1: min, 5: max).



quires the involvement of local public actors and the repre-
sentation of common interests for development and com-
petitiveness of the city. Furthermore, it is regarded as diffi-
cult to create new posts and develop marketing policies for
the firms in the greater area. Finally, the orientation towards
R&D investments is also considered difficult to achieve be-
cause the majority of firms are of small-medium size with
limited abilities in planning and development of such ac-
tions, either for lack of know-how and experience or for
lack of interest in such policies.

Table 5 shows the degrees of implementation and diffi-
culty to implement such policies, for the total of firms and
in mean values.

7.3. Partnerships and Place Marketing imple-
mentation between public and private sector

a) Partnership for the planning and implementation of a
Place Marketing Plan

In this case, we examined how likely it is for a partner-
ship between local authorities and local firms to take place,
aiming at a common undertaking of actions towards the
proper planning and implementation of a Strategic Market-
ing Plan for the city of Larissa. In figure 3, the firms of
Larissa evaluate the partnership feasibility.

The deriving basic result refers to the total picture of the
firms estimating that a co-operation with the local authori-
ties in order to promote a common Strategic Plan is «diffi-
cult» (58,6%) or «very difficult» (26,9%) to happen, which
means that such a promotion plan is considered to be pre-
mature, at least for the time being. What is important is that
Place/City Marketing Plan, as we already mentioned, re-
quires the active role of all the production forces and deci-
sion-makers in the internal environment of a city in order to
be successful. That is not, however, an immediate perspec-
tive for Larissa. The main analysis is referred to the main
reasons explaining the non-existence of such a cooperation,
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Figure 2 – Degree of implementation (DOI) and degree of difficulty
(DOD) of development policies implementation (means).

Figure 3 – Partnership between local authorities and enterprises.

Figure 4 – Ways of enterprises’ to local promotion policies.

Table 5 – Development policies by enterprises (degree of difficulty
implementation: scale 1: min, 5: max.



which is the subject of a different study and is linked to the
form and character of the urban management.
b) Ways of firm contribution to the promotion and sup-

port of the city’s business image
Furthermore, in figure 4, the firms evaluate how they

would desire to contribute to the promotion and support of
the city’s image as an attractive investment destination.

From data in figure 4, it becomes clear that firms of the c-
ity started a successful cooperation with the local authori-
ties for the common support of the city’s image. Many of
them (48.2%) are oriented towards the creation of a spe-
cialized bureau, the Place Marketing Investment Office,
with specialized skilled staff, which will be funded by both
firms and local authorities. It is important that the existence
of such an organization has to be strongly desired even by
non-local firms already located in the region (Metaxas and
Kallioras, 2007). This fact in itself points out a special need
for the city, which must be taken into serious consideration
for its planning and materialization. Moreover, especially
high values (≥ 20%) are attributed to actions concerning the
creation of a website and the issuing of a monthly entrepre-
neurial journal. Actions concerning the participation of lo-
cal authorities in international fairs, conventions and organ-
izations have lower values, but they are necessary to take
because they are immediately linked with the orientation of
both the city and firms towards their external environment
and the effective promotion of the city of Larissa as an at-
tractive investment destination at both national and Euro-
pean level.

8. Conclusions
On the basis of the analysis performed, the following con-

clusions are drawn.
Place Marketing can become an effective tool for the e-

conomic development and the competitiveness of cities, as
long as the basic planning and programming of actions are
based on the city’s situation audit analysis to promote its
special characteristics. The successful implementation of
Place Marketing and, consequently, its positive contribu-
tion to the economic development of cities depend on the
clear definition of «whom it is addressed to and what it can
offer’. The law of supply and demand is crucial for the
good «city», as well.

The major advantage for the city of Larissa is considered to
be its geographical location with the existence of central
roads and transportation axis. Also, there is the estimation
that Larissa and the surrounding area have the potential to at-
tract firms in the field of manufacturing (light industry),
commerce and heavy industry. In the case of heavy industry
especially, but also in the other two sectors, the aspect of ge-
ographical position by itself cannot be a determining factor
that will lead the potential target markets to settle down in the
area. As a result, the «major advantage» of the geographical
position can be properly analyzed, measured, supported and
promoted so that it becomes the competitive advantage for
the city and the region. One basic question that arises is by

whom these actions have to be taken. At the same time, from
the evaluations of firms, it comes out that the city and its
firms are able to provide to their employees a satisfactory en-
trepreneurial environment and some basic incentives.

In the case of Larissa, we can say that the need for im-
plementation of a Strategic Place Marketing Plan is enor-
mous. Larissa is a nodal point, it has natural advantages and
it has to effectively promote them in order to achieve the
desired development. The conviction that Larissa could be-
come the third attraction pole in Greece can be true, pro-
vided that a complete strategic city development plan is set
up. There is the potential for this development to be
achieved only if all the city actors show active interest in
the city’s benefit. The lack of programming and organiza-
tion is a fact, as the lack of specialization for people who
will undertake the materialization of such a task. Only
through the definition of roles, the development of initia-
tives, the assignment of the task to specialists, and the sup-
port of actions by political and social quarters, the city will
create the appropriate conditions for the implementation of
a Strategic Promotion and Development Plan for its image.

Finally, co-operations between the private sector and lo-
cal authorities are almost inexistent, with the city’s firms
questioning the effectiveness and expected results that
could be achieved through these co-operations. The devel-
opment of a Place/City Marketing Plan procedure, with the
activation of both sides, is considered to be difficult, while
the contribution of firms, to a large extent, depends on the
satisfaction of some individual interests. In conclusion, the
article affirms that the implementation of a Place Marketing
plan for the city is not operational yet. To make it work, all
actors (local authorities, firms, residents) working in the c-
ity’s environment must have a profound understanding of
place marketing process. The phase of place marketing
adoption can subsequently take place, followed by the plan-
ning process and eventually by the development of action
plans and strategies in the implementation phase.
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