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Introduction

 

Marketing undertaken in the interests of a geographical 

location is often referred to in literature as territorial 

consistent strategic process that is closely related to the 
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are visualised as a result of branding and thereby gain 

Hypothesis: 

Object: 

Aim: 

Tasks: to analyse theoretical issues involved in place 

Research results and discussion

 

 

 

        Place’s Image in Latvia and Peculiarities of Its Perception in the 



121

   

Economic Science for Rural Development    Nr. 28., 2012

ISSN 1691-3078

                    Source: authors’ construction based on the data array of the opinion poll “Place Image in Latvia”  

Source: authors’ construction based on the data array of the opinion poll “Place Image in Latvia”  

Character of the image of populated areas
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respondents resulted in the distinguishing of ten factors 
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Source: authors’ construction based on the data array of the opinion poll “Place Image in Latvia”  

Factors determining the uniqueness of the place (grouped 

        Place’s Image in Latvia and Peculiarities of Its Perception in the 

often characterised by objects and events that are 
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place positions itself and engages its residents in this 

 

 Source: authors’ construction based on the data array of the opinion poll “Place Image in Latvia”  

Elements characterising the place image

Source: authors’ construction based on the data array of the opinion poll “Place Image in Latvia”  

 The application of various place marketing approaches in populated areas in Latvia

        Place’s Image in Latvia and Peculiarities of Its Perception in the 



Economic Science for Rural Development    Nr. 28., 2012

ISSN 1691-3078

124

   

by personal attitudes of such people to their place of 

resid

sense of belonging of the respondents to their place of 

The results are presented graphically in the  

have an effect on their sense of belonging to their place 

Conclusions
The authors of the present article analysed the 

po

to objects that characterise the place rather rarely 

 

          Source: authors’ construction based on the data array of the opinion poll “Place Image in Latvia”  

Breakdown of respondents across their sense of belonging to their 
place of residence depending on their monthly income 
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an effect on their attitudes and their sense 

their sense of belonging to their place and their 
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