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Abstract
The world is living in a period of turbulence in terms of health and environmental emergencies, markets and
societies complexity. Providing sustainable wellbeing and quality of life to population is a challenge for
governments. Policy makers are searching for useful strategies to satisfying the needs of population, and
forecasting problems for the future.
Technology, use of data, international cooperation and networks are change-generating forces that cause effects
on markets and societies and modify the design, production, and consumption of products and services.
Companies manage the factors that stimulate the change, modifying or adapting their management and
marketing approaches. The challenge of managing turbulence of societies and the relationship with internal and
external stakeholders appears to be more difficult for governments.
Including literature from sociology, geography, and business and management, a selection of multidisciplinary
contributions is presented to explain the role of advanced marketing frameworks appliable by governments to
overcome the complexity within territories caused by the change-generating forces.
The paper presents the place marketing ‘value co-creation driven’ as a useful framework to manage the place
value proposition by governments, using specific capabilities and a systemic approach
Keywords: Territory; place; government; complexity; marketing; value co-creation
1. Introduction
Societies of the world are represented by a multitude of entangled networks (Barad, 2003) and each territory is
interested in a multiplicity of internal and external difficulties and influences. Everything is connected and the
continued dynamism of social and economic changes involves each country of the world.
The effects of dynamism are in the turbulence of economic companies’ relationship, stock exchanges, and
consumer markets; for this reason, companies improve their competencies, react to the stimuli generated by the
macro environment (Lusch et al. 1989; Kotler, 2009), change their organizations and performance. In particular,
companies carefully manage technology, knowledge, and international relationship to be reactive and fast in
adapting their organizations and value propositions in order to survive the complex scenarios. These dynamics
causes a change of the marketing and management approach in the business industry and in many countries, it
generates effects even in territory management.
Some authors interpret the companies’ behaviors of managing market complexity; in order to explain the
relevance of actors’ integration into the turbulence of economy and international relationship, some research
streams study the role of value interpretation and generation in complex business contexts. In particular,
marketing in companies is interpreted as a set of activities, processes, and decision able to define the company
strategy following a value co-creation approach (Ramaswamy et al., 2018, Vargo and Lusch, 2004) and for this
reason, strictly involving stakeholders - in particular, customers - in each value definition and interpretation.
Some theoretical approaches (Gummesson, 2004; Vargo, Lusch, 2016) identify alternative views on marketing
and value interpretation sustaining that each value provider in the world – company, territory, country, town,
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people – has to cooperate, generate international networks and integrate resources to co-create value. This idea
permits us to consider the value generation as an activity of a multitude of actors that share the purpose to
survive a complex context (Badinelli et al., 2012). The consequence is that the role of management is wider than
in the past and it is increasingly focused on internal and external resources integration and networks
development. The involvement of actors in value creation (Gummesson et al., 2009) and the role of technology
(Mele et al., 2011) stimulate the companies to find new meanings for marketing and management concepts and
for the value creation in markets in general.
Positive and negative aspects caused by an unpredictable change in societies and markets involve not only
companies but even territories and places. The governments, regardless of their level in the territory, should work
day by day to support their places that live under the pressure of actors - internal and external stakeholders which have their personal goals; each territory is interested in investments and activities of a multiplicity of
actors and the territory development should come from the contribution of professionals, specialists, and
residents (Sansone, 2012). The fast dynamics of social and political development and even the environmental
disasters and health emergencies force governments to make the best efforts to perceive and understand what are
the forces that stimulate the change at international levels and how it is possible to manage this dynamics and
complexity in places.
The territories and places can survive the complexity with updated marketing and management capabilities,
because they are organizations to be managed; these competencies could be imported from business and
management contexts and this is what has been done for the past thirty years. From the early ’90s scholars and
practitioners have been interested in place marketing research and practical application, taking experience from
business contexts, but the focus has been generally narrowed down to 'the place communication' (Kotler et al.,
1993; Van den Berg et al. 1994). Those research streams are in the realm of ‘place marketing demand-driven’.
Following the evolution of marketing and management in advanced business contexts, the place marketing is
getting a new role in government, beyond the simple communication (Anholt, 2008; Govers et al., 2009; Oakes
et al., 2011), and place marketing is going to be considered a strategic framework (Bruni et al. 2017).
Including literature from sociology, geography, and business and management research streams, this research
selects multidisciplinary contributions to explain the role of advanced marketing frameworks applied by
government to overcome the complexity within territories. Considering the world social and economic dynamics
and looking at the analogies from the different research streams, specific capabilities and systemic approach
seem to be useful to manage the place value proposition.
After a selection of research streams, the research presents the change-generating forces that in this period are
conditioning the governments of the world and the comparison between place marketing ‘demand-driven’ and
place marketing ‘value co-creation driven’.
2. Method
This conceptual paper has the aim to explain that advanced marketing frameworks applied to business and
management practices can be applied to territories and places in order to better manage the environmental
dynamism and complexity.
Based on a literature selection of works from several disciplines and reports by international institutions,
parallelism is identified between human geography and business and management studies. In particular,
advanced marketing frameworks could be applied to place management because analogies occur in societies,
markets and the complexity of business management. Socio-economic literature creates a bridge between the
disciplines describing the place dynamics and business and management literature. This bridge justifies the place
marketing value co-creation driven that could be applied by governments.
3. Literature background
In order to explain how advanced marketing frameworks are useful to help governments to reduce the perceived
complexity emerging by markets and societies, literature contributions follow. At first, contributions about
complexity and territories are presented. Further, in order to shed light on market complexity, alternative
marketing and management frameworks in business contexts are explained, highlighting the role of value
co-creation. The paragraph ends with a brief presentation about the place marketing concept evolution.
Complexity is defined as a property of a system, likely to show behaviors that are not all pre-determinable, even
if potentially foreseeable by an intentional observer of this system (Le Moigne, 1985). For this reason,
complexity is perceived by the observer that is in contact with the analyzed system. At the same time, territory
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can be considered as a system of assets and interacting actors that is analyzed by the government. That is even
confirmed by social constructionism. As for social constructionism (Berger and Luckmann, 1967) people
engaged in interactions and social practices can interpret and create a shared social reality building a sense of the
social world (Giddens, 1984). Four assumptions explain this approach to society: a) society is built socially, and
individuals engaged in interaction and social practices create the reality. The shape of the reality is built by actors’
perception of the world. Different actors have different perceptions of the reality and its homogeneity comes
only by shared culture and knowledge; b) knowledge changes during the time and depends on the cultural
context; c) the actions of the actors are able to influence the knowledge (and the culture) and vice versa. The
decision of interaction comes from knowledge and social perception; d) the language (and the shared institutions)
is a tool of intermediation between an individual (actor) and society.
The actors’ interactions within the different social contexts of the world are affected by turbulence in network
interactions (Greenspan, 2007). Governments work in turbulence managing the complexity emerging by actors’
interactions generated by a worldwide resource integration (globalized companies and products, fast
communication, hyper-connection). No physical boundaries are able to reduce the threats (and the opportunities)
coming from the turbulence of interactions. International organisms present reports that show complexity in
territories caused by the turbulence of interactions, independently by developed or underdeveloped countries
(United Nations Report, 2020). Some authors listed and identified place difficulties from different points of view
in particular: corruption, pollution and social disadvantages (Leitão, 2016); partial autocracy or democracy,
discrimination and infant mortality (Goldstone et al, 2010); degradation and competition for resources between
territories (Zidiat et al., 2017); difficult relationship between people and organizations (Jāhāna, 2016). These
conditions generate changes in societies and consumptions. Governments can reduce the effects generated on
population by improving the actors’ interaction with shared rules and encouraging cooperation.
As asserted by the phenomenologists (Casey, 1997; Malpas, 2008), the human-being is integrated within the
place and for this reason, complexity emerges from the different interpretations of the context. Seamon (2013)
sustains that the place emerges in any ‘environmental locus’ when human experiences, meanings, and actions are
gathered; for this reason, the concept of place is in resource integration and actors’ interaction. Tangible and
intangible resources and the users’ experiences are able to define the actors’ interactions and contribute to
attracting and facilitating economic development (Musterd, Murie, 2010). In that context, the role of knowledge
assumes relevance in order to generate territory development, technology understanding, abilities in managing
relationship between place stakeholders/actors (Polese, 2009), and, of course, it reduces the perceived
complexity.
The government has been always characterized by human activity and resource integration. For this reason, the
development of countries, cities, and towns comes from environmental evolution and human activity. Specific
research streams in geographic literature focus on the relationship between material/tangible and
immaterial/intangible elements like hard and soft elements. Cresswell and Hoskins (2008) sustain that the
materiality of the place is identified by the territory, the boundaries and the topography; the immateriality is a
realm of meaning that comes from the different interpretations of involved and interactive subjects/actors that
today are influenced in their perceptions by technology and data interchange (Graham, 1998). In particular, the
place is not only the materiality – simply to observe – but it is a set of peculiarities coming from the experiential,
cultural, and emotional resources (Pred, 1984). At the same time the materiality of buildings, public spaces,
malls, pubs, and stations are relevant to stimulate the reaction and the experiences (immateriality) of people,
identifying the concept of ‘third place’ (Rosenbaum, 2006) where people recognize the comfort as home because
perceived as familiar and welcoming (Glover et al., 2009). In these almost informal places, it is possible to share
and respect unwritten codes and rules, and follow informal relationship, and it often can be recognized and
managed in online social networks.
The relevance of actors’ interaction emerges and the role of governments is to manage and improve the
relationship between people and territories going beyond the complexity and favoring the emerging of the place.
3.1 Business management, marketing approach, and value co-creation
The turbulent markets, societies, and places bring people and organizations to improve their capabilities and to
contextualize themselves, making them to study the context change and adapt the organization. The concept of
dynamics capabilities (Teece et al., 1994; Teece, 2014) emerges within the business and organizational studies
and explains the relevance of capabilities like sensing – to perceive the stimuli coming from the environment;
seizing – to find the right dimension of the own offering; and transforming – to reorganize the nature of the
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organizations becoming, if it is necessary, a different value provider. The presented model supports companies to
increase opportunities in order to manage the emerging complexity and better regulate the interaction with the
context and the network of involved actors.
Especially in the business context, actors interact and cooperate in co-creating value following their specific
goals but contributing to creating the conditions in order to survive the systems following the win-win logic
(Polese et al. 2017). This is a condition of a network that survives the complexity because each actor involved in
the relationship gains its benefits (Håkansson, Snehota, 1995). As the value cannot be realized by a single actor,
it is always the result of a multitude of interactions (Gummesson, 2004) and interpretations. The concept of value
is strictly connected with the environment and with the emerging context in which actors are integrated. In the
context of network and systems studies, the value co-creation concept emerges and assumes a relevant role in
business, management, and marketing studies.
The concept of value co-creation has been widely analyzed in literature; two literature reviews present the
theoretical perspectives on this relevant topic. The first by Galvagno and Dalli (2014) segments scholars about
value co-creation in three perspectives: the first perspective includes works in service science where co-creation
is the constitutive and intrinsic element of service; the second perspective is based on researches in innovation
and technology – co-creation is in customer-company interaction; the third one collects the marketing and
consumer research perspective where the research focus is on the customer’s role in the co-creation process. A
few years later, the follow-up study by Ranjan and Read (2016) identifies the co-production and the co-creation
relating to value-in-use between the major streams of research. The new sensitiveness of companies and the
market competition are bringing the companies to have a wider marketing approach. It can be applied to every
organization because the new approach is based on sharing information and knowledge and also on the
involvement and engagement of internal and external stakeholders in value co-creation marketing strategy.
In terms of business and management, the role of resource integration and value co-creation in place relationship
can be supported by the S-D Logic approach (Vargo et al., 2004; 2016). From the companies’ perspectives, this
research stream supports different understandings around the concept of the immateriality of applied
competencies to generate a benefit (the service). The presented framework sustains that in a context made by
actors, it is possible to generate a value that is co-created by the interaction of a network of actors that express
their efforts sharing and integrating their resources, generating specific benefits for all the parties involved in the
process. Within the relationship between organizations and people, the technology and knowledge assume a
relevant role (Maglio, Spohrer, 2008a) and its evolution is interesting everyday life of people necessarily
conditioning markets and consumptions (Hermann et al. 2016), stimulating the emerging of the relevance of data
(Erl et al. 2016; de Camargo Fiorini et al. 2018) and their management in every context. The use of data
generated by a large use of internet connection by people around the world is conditioning consumption and
production of goods and services; big data is the locution used to express the gorgeous amount of data generated
by people, using the internet and social networks (Davenport, 2014; Goes, 2014) but even by companies,
integrating their activities with high technology and, of course, by cities, with smart cities projects (Townsend,
2013, Caragliu et al., 2013).
3.2 Place marketing
Due to the fact that the marketing concept is strictly connected with the markets and business studies, a link
between place studies and business and management is represented by place marketing research streams.
From the early ‘90s place marketing ‘demand-driven’ has been studied applying the concept of communication
and some basic marketing tools from companies experience to the territories. The first place marketing
perspective was based on place promotion (Ave, 1994; Borchert, 1994). When the role of marketing became
more strategic for companies, researchers tried to apply the same frameworks to the territories thinking about the
strategy and customer/user behavior interpretation (Ashworth et al., 1990; Kotler et al., 1993). In the period of
2000 and 2011 different authors suggested to consider place marketing and place branding as independent
research streams sustaining that each research stream has its own relevance and it needs specific theories and
adaptation (Anholt, 2008). The last studies on place marketing and place branding consider governments in
places and their need to overcome the complexity of the network (Parker, 2008; Sansone, 2012; Bruni, 2014;
Ashworth 2016) looking at the necessity to express the place value proposition and the opportunity to realize a
sustainable and shared place strategy even based on technology and knowledge improvement that starts with the
wellbeing and quality of life improvement for residents (Insch et al., 2008; Florek et al., 2020) and stakeholders
(Kotler, 2014).
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Integrating the previously presented views with the service science and network and system theories, the place
marketing ‘value co-creation driven’ (Bruni et al, 2017) grows up and emerges as a mean to identify the strategy
for the future of the place. This approach contributes to optimizing (or eventually changing) the place vocation
by integrating resources coming from all stakeholders.
4. Results
International reports and literature explain that countries are affected by numerous situations causing turbulence
in socio-economic contexts. The list represented in Figure 1 is a not-exhaustive set of factors determining the
perception of complexity and turbulence for government; there is not a starting factor because each one is an
effect and cause for another or it is part of a system of effects and causes. The factors contemporarily interest the
government and people living in the place because, like in a customer-company relationship, it is impossible to
consider causes and effects generated only by one side and each activity or relationship is integrated. For this
reason, negative and positive aspects of change in communities are generated or can be considered the result of
internal and external inputs.
Factors contribute to representing a scenario that involves the governments every day and contribute to defining
the addresses of internal and external stakeholders’ choices. No relevant results are identifiable in analyzing the
effects generated by a single factor over the government, because the whole (positive or negative) effect of their
interaction comes from the synergistic effect of actors interaction. Not always it is simple to identify solutions
able to satisfy each stakeholder and, at different levels organization – country, regions, cities –, the local
government should manage resources trying to satisfy internal and external stakeholders, the population included.
The factors represented in figure 1 influence the government decisions and generate turbulence in places in terms
of socio-economic contexts, especially for medium and long period projects. Of course, the turbulence generates
confusion that is perceived as complexity by government and involved stakeholders.

Figure 1. Factors determining the perception of complexity for governments
Source: authors elaboration.
The perceived complexity should be managed by government through relationship management with
stakeholders, working on increasing the level of knowledge per each factor and on the impact that the factors
have with the whole place strategy. Different priorities in stakeholders relationship management give different
interpretations of each factor and the level of turbulence and complexity could be differently perceived. For this
reason, if a government is focused on strengthening the relationship and the projects with stakeholders in the
industrial production sector, of course, each factor in Figure 1 assumes a specific meaning-affecting the
perceived level of turbulence and complexity. At the same time, a government works on involving population in
place strategy definition, it will manage limits and opportunities coming from the cited factors differently.
Every factor creates limits in place development and it can be generated, changed, modified, eliminated, or
strengthened by the society that every day changes itself (Berger and Luckmann, 1967; Giddens, 1984). At the
same time, society creates the ‘change generating forces’ (Table 1).
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Table 1. Change-generating forces creating dynamism
Technology
Use of data
International networks and service exchange
Knowledge diffusion
Source: authors elaboration.

At the international level, change-generating forces stimulate markets to change fast and the whole economy to
be unpredictable. Companies arranged solutions and new frameworks to be effective and to design alternative
strategies for the future, identified a new way to communicate and new opportunities to have contacts with
customers and entire supply chain where technology has the role of a ‘medium’ in the turbulent world. They
simplified their proposals interpreting the concept of value proposition and identifying frameworks based on
actors relationship and resources integration without territorial boundaries. Unlike the past, the hyper-connection
and the will to be integrated into a world wide network reinforce the relevance of the change-generating forces
that have effects on the places. Companies work exploiting the social change and the role of the 'change
generating forces' to stimulate people to cooperate applying competencies to generate benefits (Vargo, Lusch,
2016), to take data and information through direct and indirect communication among consumers, and to
increase the effectiveness of their activities connecting the activities coming from the worldwide value networks.
The networks are strengthened by fast communication that permits companies the integration and exchange of
resources.
The effects obtained by companies and stimulated by technology and data diffusion generate effects on places
because they stimulate reactions and experiences for people (Rosenbaum, 2006). Each country, city, or town is
interested in a multitude of stimuli and interactions between internal and external stakeholders (Kotler, 2014), so
the governments are in the middle of focusing their actions tuning the expectations under direct and indirect
pressure coming from a multitude of actors. The value proposition of each country, city or, in general
‘territory/place’ within the actual social and economic world context is conditioned by the change-generating
forces. The system of forces provides continued pressures on places creating and changing material and
immaterial elements that represent the system of meanings for each place (Cresswell et al., 2008). Each force
produces positive or negative effects in territories/places and influences the place value proposition creating
turbulence and perceived complexity. Every effect is generated both from the government’s capability to manage
the adoption/use/exploitation of change-generating forces on the territory and the openness of territory/place
actors to the worldwide activity and social dynamics. A government cannot manage the effects of the
change-generating forces only by law, rules or creating constraints – for example, it cannot reduce the adoption
of technology or limit the use of data. At the same time, it is impossible to incentivize the adoption of these
factors in the territory/place in a short period without specific political activities and infrastructures able to
encourage the positive exploitation of the forces from people and companies side. Every result depends on the
government’s capability to express its place value proposition, involve people and stakeholders in integration of
a process that generates the conditions to use the change-generating forces. The technology diffusion,
communication and the use of data support governments and development; for instance, smart city systems are
being increasingly used to optimise the functionality and efficiency of cities.
For this reason, like the companies and the business industry, the governments need new or alternative
frameworks to manage the 'change generating forces' and involve actors in a place for interaction, living there in
a sustainable way, and sharing the fundamental concepts of value. The process starts with the context change
perception and follows the strategy definition, involving internal and external place stakeholders. Of course, each
actor has its own goals but, respecting the place it is possible to contribute to supporting the government to
achieve the place final purpose. Actors follow their personal goals in a territory but they can contribute to
creating the conditions to obtain the survival of the territory/place (Polese et al., 2017).
The governments can be supported with an open framework able to exploit opportunities coming from change
generating forces. This framework should support governments in applying an advanced marketing approach to
the place, overcoming the concept of place marketing ‘demand-driven’ and adopting the place marketing ‘value
co-creation driven’ as an alternative approach to bring together internal and external stakeholders toward a
shared final purpose of the place.
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5. Discussion
Territories and places could be considered as systems managed by governments that work within the complexity
of the socio-economic contexts, entangled in a multitude of actors interactions. The limits (or opportunities) are
mainly generated by the way to interpret and manage the change-generating forces (table 1). Actors around the
world continuously stimulate the emerging of innovation, create new knowledge, generate data and affect the
place development. In order to manage the dynamism and, considering it as an opportunity instead of a threat,
government should expand the capabilities and become more flexible and able to perceive the change and the
trends in evolution. For this reason, using the business and management literature it is possible to consider that
government should develop dynamic capabilities (Teece, 2014) in order to be able to ‘sense’ the change factors,
‘seize’ the place value proposition and eventually ‘transform’ the place strategy for the future. This concept is
useful to briefly explain how government should react to the change and how it is necessary to be ready to
understand the exact moment to adapt the management and, sometimes, the goals. Government can be supported
by business and management frameworks because of the common sociologic and economic roots and, for this
reason, it is possible to consider that the business frameworks overcoming complexity can be useful for
governments in applying advanced marketing frameworks to improve government performance. The marketing
framework is studied within business and management literature and it has been updated considering the
complexity and turbulence of the environment. As presented before, concepts as value co-creation, actors’
interaction and knowledge diffusion expanded new marketing approaches that could be applied to every
organization affected by the environment complexity. New government styles can switch the logic from vertical
(bottom-up or top-down) toward horizontal (where, although a government is present, ideas and insights for the
future could come from each involved actors). Further, it is possible to consider the role of resource integration
and knowledge exchange between the main pillars of organization management by looking at the value
proposition definition. To define a value proposition is the main goal of each organization and the recognition of
the value provided by the potential users is the final purpose. Government can adopt a new marketing approach
to be able to generate the right connection with users/residents, in order to satisfy their needs involving them in
cooperation (value co-creation) from the proposal design till the use and adoption in the context of place.
The new marketing approach can be considered a new way to better contextualize governments to turbulent and
dynamic environments; every concept and proposal can grow up by the shared interest to cooperation showed by
involved actors. Of course, it is necessary to better define the final purpose of the government, which in general
should be characterized by achievement of well-being and an improvement in the quality of life of citizens and
actors involved.
Following a different interpretation around place marketing it is possible to consider place marketing within a
value co-creation logic. The value co-creation concept applied to the places transforms every cooperation within
the place into an opportunity to generate value for actors and, at the same time, to support the place to achieve its
final purpose. As each actor in place should represent a value offer, there is a role for government to regulate the
integration of resources and relationships between actors, supporting the value co-creation, stimulating the
generation of mutual benefit and encouraging the sharing of knowledge. Bruni et al. 2017, explains that it is
possible to compare the traditional place marketing logic (place marketing demand-driven) and place marketing
value co-creation driven (Table 2).
Table 2. Comparing place marketing approaches
Value

Marketing

process

managing

the

Keys for strategy effectiveness

resources
Place

marketing

‘demand-driven.’

Value creation generated by

Using available resources to optimize

the territory government.

the place vocation and attracting new

(b) environmental sustainability and

resources to improve or change the

(c) economic competitiveness.

(a) social equilibrium and cohesion,

place vocation.
Place marketing value

The value determined by the

Optimize or change the place vocation

(a)

co-creation driven

beneficiary (co-creation). The

by integrating resources of all place

Environmental

governing body of the territory

stakeholders, applying competencies to

strategic benefits to place and users.

is one of the actors able to

generate benefits.

Value

co-creation

(b)

sustainability

(c)

provide a value proposition.
Source: Bruni et al. (2017).

As presented in table 2, the first perspective, place marketing ‘demand-driven’, considers the place marketing as
85

ijbm.ccsenet.org

International Journal of Business and Management

Vol. 16, No. 1; 2021

a useful framework for organizing a place value proposition to be addressed toward the specific place demand
that is not always directly involved in value creation (this is mostly a vertical approach). The second approach is
focused on value co-created by the multitude of actors involved. For this reason, each actor should be able to
contribute to generating value and, at the same time, should be able to provide a value proposition stimulating
the resource integration between actors. It is not only the government that should be the value provider for the
place, and this reason, each actor can contribute to optimization (or change) the place vocation applying their
competencies to obtain benefits (Vargo, Lusch, 2004) (this is mainly a horizontal approach).
In a world characterized by a system of interactions, with an economy and social life influenced by fast
communication and a network of relationships, where actors are searching for their individual opportunities, law
and rules are not enough to limit the territories exploitation. For this reason, it is necessary to change the
government approach. By the place marketing value co-creation driven, it is possible to define a strategy to
improve the well-being and quality of life of residents and to attract investors working on medium and long-term
goals. The following table 3 may be helpful in explaining the meaning of the suggested marketing framework
and in explaining practical applications, highlighted needs and limits.
Table 3. Marketing value co-creation driven: meanings and application
The value determined by the beneficiary (co-creation)
Looking at the principle of co-creation, the governing body of the territory is only one of the actors able to provide a
value proposition and each actor contributes to the recognition and creation of shared value. For this reason, the role
of the government passes from the leadership position to a more meta-managerial role, of course, addressing the main
strategy of the place but encouraging each actor involved to suggest and implement ideas and projects to be developed
with the maximum number of internal or external stakeholders in the place.
Value

Application needs and limitations
•

Shift in the decision making. Ideas and projects should be shared and co-designed with the actors involved;

•

Government should accept the need to spend time regulating actors’ relationships till the end of the mediation

process
•

Actors should share the same institutions (languages used, codes, rules, approaches to problems to give

everyone the opportunity to contribute)
•

Some processes may be time-consuming

•

Government should work as meta-manager to encourage the value co-creation

Optimize or change the place vocation by integrating resources of all place stakeholders, applying competencies to
generate benefits.
The place marketing framework can work on the place vocation, based on the situation that the place lives in. For
example, an industrial city can expand or optimize its own positioning by involving internal actors to work together to
enhance investments and activities in the industrial sector creating new opportunities for stakeholders. On the
contrary, it is possible to change the place vocation by creating a new strategy for the future, looking at new assets and
new actors with the right knowledge, which is able to create opportunities and strategic benefit for the place. This is,
for example, a situation where a place would like to shift the focus from agriculture to service industry or tourism,
Marketing

encouraging companies to invest in a new project for place development. Internal and external stakeholders should

process
managing

identify a place where they can express their ideas and apply their competencies, knowledge and, of course,
the

resources

investments with the aim of involving other actors in creating or optimizing a place vocation. The place vocation
should be the result of the effort and satisfaction of each actor involved.
Application needs and limitations
•

Effective place analysis to be shared

•

Sharing knowledge and data about the place and stakeholders involved

•

Creating opportunities for discussion and meetings with people and organizations including residents

•

Internal and external stakeholders have the same rights in sharing ideas and projects

•

Be open to ‘good ideas’ coming from parties and actors not directly related to government

•

Respect for the final purpose of a place (well-being and quality of life for people) is a unique constraint

Environmental sustainability
Keys for strategy

When considering place management, of course the concept of sustainability is at the centre of every strategy for the

effectiveness

future, but in this marketing approach, the concept goes beyond the environmental interpretation, explains that the
strategy is tied to the actors’ integration and the final purpose of the place marketing value co-creation approach.
Sustainable thinking is primarily a way to achieve the final purpose of a place based on creating well-being and a
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better quality of life for people involved. The concept represents one of the shared institutions able to stimulate actors
to develop projects design based on medium and long-term effects, integrated with other projects, avoiding conflicts
and generating benefits for the whole place-system, and not only for the actors directly involved. In addition, the
generated effects should have little impact on the environment and the way to the final purpose of a place.
Application needs and limitations
•

Sustainability recognized as an institution

•

To adopt the medium and long-term approach

•

The actors’ goals should be consistent with the final purpose of the place marketing activity

•

Every action must have a low impact on the environment

Strategic benefits for place and users
It is necessary to identify a strategy able to generate elements of value that are recognized by internal and external
stakeholders. The development and diffusion of knowledge through each actor involved in the place can provide
benefits that will be useful for the future and create opportunities to increase the compatibility of actors involved in
resource integration. For instance, the focus on sustainability in each action and strategy is a way to generate benefits
recognized by each actor interested in place development in the medium and long-term. At the same time, the
mutuality between actors can bring strategic benefits because this approach contributes to preparing actors to share
resources and to cooperate with other actors involved, even if they share the final purpose of the place. The same
value co-creation is strategically beneficial as it helps to establish positive relationships in the medium and long-term
between actors involved working for the shared final purpose.
Application needs and limitations
•

To be able to see opportunities where others see limits

•

Each actor should achieve their own goals by helping the place to achieve the final purpose in a sustainable

approach
•

Each generated benefit is ‘strategic’, if it contributes to place development respecting the place marketing value

co-creation driven ‘framework’
•

Mutuality should be adopted independently from the conditions and the established goals of each actors. It is an

approach that each actor involved in place marketing framework should take
•

Value co-creation needs to be at the heart of each relationship between the actors.

Source: authors elaboration.

It is difficult to convey the intentions and approach that each actor should have when interacting with the place
in order to implement the right framework. Since the framework implies the involvement of a multiplicity of
actors, it is not important what the actors should do in their core activities but, in another way, how the actors
work to trasform theory into practice, particularly, management the activities in the medium and long-term and
interaction with others and co-creating value for the place.
The place marketing framework focuses on actors resources integration, and for this reason the role of the
network is relevant to realize the place value proposition. Value arises from the interaction between internal and
external stakeholders, respecting the sustainability of the place and its final purpose, especially in terms of
creating benefits for residents and internal stakeholders. In particular, local knowledge management takes on a
relevant role because it generates and manages innovation, by understanding and regulating the resource sharing
and integration. Further, the knowledge improvement and management permits to increase the quality of
perception of value and competencies of the populations and different actors involved to design and implement a
medium long-term strategy aimed at ensuring well-being and a better quality of life.
6. Conclusions
The interconnection, the development of networks and the dependence between economic systems have created
a high level of complexity in markets, and companies have organized themselves to manage relationships with
internal and external stakeholders by developing new marketing frameworks capable of going beyond
communication and value proposition. As stated earlier, marketing based on value co-creation seems to generate
good results in managing complexity. It is difficult to find a government that applies place marketing value
co-creation driven completely because this framework implies the need to manage a high level of relationships
between the actors involved. This framework is based on a shared purpose of the involved actors, focusing on
well-being and quality of life, but it is not always easy to get a clear vision of each actor involved in a place. The
advantages of applying this framework for government include the place collaboration, shared and sustainable
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projects and strategic benefits for place and users. Each actor will share the opportunities to be part of the
territory/place value proposition and, eventually, the same actor will be available to make sacrifices at certain
points, thinking about a larger and relevant goal, final purpose, that is, the territory/place survival striving for
well-being and a better quality of life of people.
In order to overcome complexity and turbulence, it is possible to recommend to governments to be clear about
their status and role because they are an expression of the people’s will. In any case, since they have to manage
relationships and place development, they should work on setting rules, codes and languages to involve actors in
cooperation and ideas sharing. In this sense not, only laws are considered, but the whole system of opportunities
for cooperation and exchange of projects and ideas between internal and external stakeholders. This pathway is
useful for stimulating the interaction of actors and encouraging them to contribute to place development through
the participation in projects design for the whole community, spreading a sense of mutuality between actors
involved. The actors interaction should be stimulated and guided by mutuality and respect for the place final
purpose; for this reason, it is relevant to the engagement of all actors involved. The limits can be defined in the
complexity of spreading the logic of value co-creation in a place where the knowledge is not spread properly and
the innovation is not positively accepted. Further, cultural and social approaches can significantly reduce the
effects caused by the application of the framework, and it is necessary to manage a horizontal approach to reduce
the number of rules and constraints but, at the same time, increase the level and quality of control over the
interaction process.
Following these frameworks, limits and opportunities are shared between actors involved in place and
government mainly takes on the role of ‘movie director’ encouraging actors to expand their knowledge and
become involved in the final purpose of the place. Top-down and bottom-up logics in government lose their role
because the value co-creation approach encourages each actor in the place to interact and participate working for
their own goals, but sharing the main final purpose of the place established within the place marketing strategy.
Place marketing value co-creation driven is the advanced marketing framework that transforms the government
into a facilitator capable of managing the contributions coming from the system of actors involved in the place in
order to stimulate the place development respecting the shared final purpose and the nature and role of each actor
involved, during the time with a sustainable logic.
A limit of this work is on the approach, actually theoretical, without examples and case studies and for this
reason, further studies about measuring the effects of place marketing value co-creation driven on place
government activities could contribute to confirm or revise the presented approach.
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