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Executive Summary 

This thesis set out to examine how Warsaw is perceived by international (non-Polish) students 

and how Warsaw should position its brand in order to raise its city break destination appeal in 

regards to the chosen target group. 

It was discovered that Warsaw‟s true identity, i.e. the combination of the City Council‟s 

vision for the city and how Warsaw is perceived by its inhabitants, is comprised of such terms 

like modern, friendly, dynamic, attractive, rapid economic development, rich culture, good quality of 

life, remembrance and pride of its history. However, the Official Tourist Website of Warsaw 

(warsawtour.pl) is communicating a very diffuse and unfocused brand positioning and totally 

neglecting the ‘emotional route’ to building a strong brand. 

It was further discovered that Warsaw‟s image is significantly undervalued by international 

students who have not been to Warsaw (as compared to those who have been there). 

Especially the personality dimensions of Excitement and Competence are undervalued, while 

both respondent groups (have been to Warsaw vs. have not been) perceive Warsaw as rather 

rugged and not sophisticated. 

The analysis further revealed that Warsaw‟s closest competitors are Prague and Budapest, and 

all three cities are perceived to be capital cities of countries which share a common 

communist history and which since have emerged as part of the „New Europe‟ – all three 

cities are further regarded as being inexpensive. Warsaw is distinct from its two competitors 

on the following associations: war, cold, Poland, grey, vodka, Chopin, dynamic/developing, 

big city, and modern. 

The analysis suggests that Warsaw should be branded as being a resilient city which defied 

all odds by rising from the ashes and today standing stronger than ever before. Given its 

tragic past and subsequent rise and transformation, Warsaw is today a city defined by 

contrasts. Its communicated personality should focus on being characterized as refusing to 

give up/refusing to accept defeat, courageously pursuing one’s inner drive, and having an 

optimistic and youthful outlook on the future. Warsaw would thus be positioned as the 

underestimated underdog which offers the benefits of being a new urban experience with 

good value-for-money and inspiring through its resilience. Warsaw should further strive to 

establish a reflection of its tourists as being adventurous pioneers who are not afraid of 

exploring unchartered terrain. Visitors would feel like resilient individuals who courageously 

pursue their own inner drive, but remain down-to-earth and responsible in doing so when 

visiting Warsaw. 
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1. Introduction 

On the 8th of May 1945 German forces capitulated after years of fighting and the bloodiest 

chapter in European history had finally come to an end. The closure of one chapter invariably 

led to the opening of a new one. It marked a new reality for the nations of Europe – a reality 

where fate had been kinder to some than to others. An „iron curtain‟ had descended across the 

continent leaving Poland among the nations to live under Soviet rule. It was a rule which was 

to last almost half a century, exposing entire societies to the Communist idea of social re-

engineering. Yet, once again winds of change would sweep across the continent, closing one 

chapter and opening a new one. In the words of Pope John Paul II, “Warsaw, Moscow, 

Budapest, Berlin, Prague, Sofia and Bucharest have become stages in a long pilgrimage 

toward liberty. It is admirable that in these events, entire peoples spoke out — women, young 

people, men, overcoming fears, their irrepressible thirst for liberty speeded up developments, 

made walls tumble down and opened gates.” (Pope John II and the Fall of the Berlin Wall 

[Website]).  

Having cast off the confining chains of imposed Communism Poland had now regained its 

freedom and right to self-determination, and thereby entered the path towards prosperity. In 

the following years the country had begun forming its identity anew through an economic 

transition into a market economy, entering both NATO and the European Union, and being 

granted the right to host The UEFA European Football Championship in 2012 along with 

Ukraine.  

Warsaw, being the capital city of Poland, has been at the very center of these monumental 

changes. A city which was sentenced to death and deliberately razed to the ground, only to 

later defiantly rise from the ashes, Warsaw is today reaching for new heights. Boasting one of 

Europe‟s most impressive skylines. Warsaw is the most vivid manifestation of the post-

communist transformation in Central/Eastern Europe. 

However, in order for Warsaw to enter the top league of European cities, it will have to 

establish itself as a destination brand. In doing so it will need to develop and communicate a 

distinct, relevant, authentic and consistent brand positioning.  

 

http://www.writespirit.net/authors/pope_john_paul_ii/pope_john_paul_fall_berlin_wall/
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2. Problem Formulation 

The idea of branding emerged in America in the 1950‟s and can be directly attributed to how 

World War II influenced the U.S. economy. The involvement in the war had stimulated 

growth in productive capacity, while at the same time driving consumers to be more frugal 

and to hold back on spending. Businesses found themselves in a marketplace crowded with 

competitors producing similar goods, and consequently realized that in order to increase their 

profits they had to differentiate their offering from that of competitors. Since the room for 

tangible product differentiation was limited, companies started to differentiate themselves and 

their products not only on tangible functional benefits but now also on intangible emotional 

benefits. 

Interestingly, nations and cities today find themselves in a similar situation as businesses. 

Globalization has meant that the world today is one market where nations and cities are in 

increasing global competition to attract tourists, investment, and to boost exports. In such a 

crowded marketplace where nations and cities are vying for attention, most people and 

organizations do not have the time to learn about what other places are really like (Anholt, 

2007 p.1). Instead, people tend to rely on stereotypes and clichés to make sense of nations and 

cities, and these perceptions influence their attitude and behavior towards places. More and 

more nations and cities are realizing that these perceptions should not be left ignored; instead 

they should be managed for the benefit of the nation or city. And so they engage in nation/city 

branding. 

Arguably, cities in post-communist countries have an even greater need for managing their 

brands as people‟s perceptions of them are likely to still be influenced by their not so distant 

past. When looking at the Saffron City Brand Barometer (The Saffron European City Brand 

Barometer, 2008, [PDF]), one can notice that in the top 20 European cities with the highest 

brand strength only two cities from Central/Eastern Europe are present (Prague and 

Budapest). Warsaw on the other hand, finds itself somewhere in the middle, or lower, in the 

group of 72 researched cities, scoring below average on both Asset Strength (observable and 

measurable features of a city) and Brand Strength (strength of recognizability and positive 

associations).  Further, Warsaw‟s Brand Utilization accounts 93%. The Saffron City brand 

Barometer uses this measure to assess how well cities are living up to their brand potential. 

They do so by calculating Brand Strength as a percentage of Asset Strength. Cities which 

display a Brand Utilization of 100% have exactly the brand they deserve. A brand utilization 
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score lower than 100% implies that the city‟s brand is not living up to its potential and is thus 

so to speak undervalued. These cities ‖have a reality (city asset strength) that is more 

attractive and of higher quality than is currently accounted for in their brand (city brand 

strength)‖ (Saffron City Brand Barometer, 2008). 

Conversely, cities which display a brand utilization score of above 100% are considered to be 

selling their image as well as a reality - that ―through their history and culture they have 

fostered an aura about themselves‖. In other words, these cities are selling a story above and 

beyond an urban experience (Saffron City Brand Barometer, 2008). 

Taking The Saffron European City Brand Barometer as an indication, Warsaw‟s 93% score in 

brand utilization means that it objectively has room to grow its brand strength. This thesis will 

therefore attempt to formulate a city brand positioning for Warsaw that could help the city to 

raise its brand strength among foreign (non-polish) students. The research focus is on the 

Imagery building block of the Customer-Based Brand Equity Pyramid (CBBE-Pyramid) 

(Keller, 2008). 

2.1. Research Question 

“How is Warsaw perceived by foreign students and what brand identity should 

Warsaw communicate (Positioning) in order to increase its appeal as a city 

break destination for students?” 

In order to answer this research question the following sub-questions will guide the analysis: 

1. How is Warsaw‟s identity being communicated by Warsaw Tourist Office? 

2. Brand Identity: What is The City Council‟s vision for Warsaw? How do 

inhabitants of Warsaw perceive their own city? What identity of Warsaw is 

communicated to tourists? 

3. Brand Image: How is Warsaw perceived by a foreign audience? 

a. Students who have never been to Warsaw: what is their knowledge, 

perception, and attitude of Warsaw 

b. Foreign exchange students in Warsaw: what is their knowledge, 

perception, and attitude of Warsaw? 

c. Is there a difference between how non-visiting students and exchange 

students perceive Warsaw? 
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4. What is the travel behavior and self-concept of international students? 

5. Who are Warsaw‟s competitors and how are they perceived by international 

students? 

6. What Brand Personality should Warsaw communicate in order to appeal to 

young students? 

 

2.2.  Delimitation 

A city brand is to attract tourists, investments and boost exports. However, the focus will be 

limited to that of attracting foreign students, as tourism is considered to be the most powerful 

booster of a city‟s image (Anholt, 2007). The reason why the focus of this research is set on 

foreign students is that the post-communist countries in Central/Eastern Europe are generally 

considered to be the „New Europe‟ – and just like students are entering their adulthood, so in 

a way is Warsaw also entering its adulthood.  

Firstly, taking the Saffron European City Brand Barometer as point of departure, which 

operates with the two concepts of city asset strength and city brand strength, this thesis 

research will mainly concern the latter of the two. As such there will be no analysis of the 

functional wants and needs of tourists, as these are believed to be already well covered by the 

Saffron City Brand Barometer. Neither will there be made any analysis of how, by whom, and 

where such a new city brand positioning should be implemented. No city brand governance 

analysis will therefore be made. 

Secondly, no research or calculations be made about how increased tourism would affect 

Warsaw‟s city brand equity. This thesis is not about tourism per se and as such it will not 

analyze how Warsaw could improve its functional attributes to attract tourists. 

Rather, this thesis is to explore Warsaw‟s identity, how it is perceived by young foreigners 

(brand image), and which associations (brand imagery and personality) should be established 

to make Warsaw more appealing to foreign students. This thesis is as such very „branding-

oriented‟ in its nature. 
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3. Research Strategy and Methodology 

3.1. Research Strategy 

The findings presented in this paper will be a result of a systematic multipronged analysis, 

leading from one phase to the other following a logical order as shown below: 

Figure 1: 

INTERNAL
What is Warsaw’s 

identity?

1. Analysis of‘Strategy for 
Development of Warsaw 
until the year 2020’ 

2. How is Warsaw perceived by 
its own inhabitants?

EXTERNAL
How is Warsaw 

perceived by foreign 
students?

1. Non-visiting students: what is 
their knowledge and 
perception of Warsaw?

2. Erasmus students in Warsaw: 
what is their knowledge and 
perception of Warsaw?

3. Is there a difference between 
how non-visiting students and 
local exchange students 
perceive Warsaw?

DEVELOPING 
POSITIONING

Four things to consider 
when developing 

positioning
1. Target customer
2. Competitors
3. Points of Parity
4. Points of Difference

WARSAW CITY BRAND POSITIONING
What identity should Warsaw be communicating of itself as a 

destination brand in regards to foreign students?

 

 

It is important to note that Figure 1 aims to conceptualize the overall structure of the paper. 

The theoretical details will be elaborated accordingly in the relevant sections. 

The analysis section will be comprised of four parts: Internal, External, Developing 

Positioning, and Warsaw City Brand Positioning.  

The goal of the internal analysis will be to get an inside view of Warsaw. First, an official 

Warsaw City Council document outlining the „Strategy for Development of Warsaw until the 
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year 2020‟ (Strategy for Development of Warsaw 2020, 2005 [PDF]) will be looked at. This 

document serves as a description of the City Council‟s vision for Warsaw and in fact obliges 

the City Mayor of Warsaw to implement, monitor, and assess the strategy. Secondly, a PhD 

Thesis written by Sylwia Dudek-Mańkowska concerning „The Image of Warsaw in the 

promotion activities of the local government and people‟s awareness‟ (Dudek-Mankowska, 

2011) will be relied upon when finding out how Warsaw is perceived by its own inhabitants. 

In the external analysis the goal will be to find out how Warsaw is perceived by foreign 

(non-polish) students. These foreign students will be split into two groups: non-visitors (those 

students who have never been to Warsaw) and exchange students in Warsaw (former and 

present).  In doing so it will be possible to see whether there is a gap in their perceptions of 

Warsaw and if there is, what is the difference between these two groups‟ perceptions. 

Developing Positioning for Warsaw will examine those aspects which will have to be 

addressed by the positioning. Finding a brand positioning for Warsaw will include an analysis 

of: 

 Target customer (foreign students): How does the target customer see 

himself/herself? What is his/her self-concept? 

 Competitors (other cities in Central/Eastern Europe): How are these 

cities perceived by the target customer? 

 Points of Parity: What does Warsaw have in common with these cities? 

 Points of Difference: What makes Warsaw different compared to these 

cities? 

Finally, Warsaw City Brand Positioning will integrate all the insights gathered throughout 

the analysis and provide a holistic brand identity to communicate to international students in 

order to raise its appeal as tourist destination. 

 

3.2. Methodology 

In this thesis the author assumes the role of a consultant who is tasked with the development 

of a city brand positioning for Warsaw in order to attract international students on city breaks. 

This approach will entail the exploration and investigation of Warsaw‟s brand identity and 

image, the target customers, and competitors. 

http://www.wgsr.uw.edu.pl/miasto/index.php?page=sylwia-dudek-mankowska


12 
 

As such, this thesis will rely primarily on deductive research methods, but will include an 

inductive perspective in the final chapter. The deductive methods involve the identification 

and selection of appropriate theories which are then used to break down and analyze 

Warsaw‟s identity (Internal analysis chapter), image (External analysis chapter), and 

analyzing Warsaw‟s competitors (Developing positioning chapter). These theories, 

frameworks and models include Nation Brand Identity/Image, the Customer-based Brand 

Equity Pyramid and Positioning Guidelines, and the Brand Personality Framework and have 

been chosen due to their relevance to the issues at hand.  

The final chapter (Warsaw City Brand Positioning) is making use of a deductive method by 

choosing Kapferer‟s (2008) Brand Identity Prism as a model which is to serve the purpose of 

integrating all the insights gathered throughout the analysis into one coherent and holistic 

positioning for Warsaw. In this way, there is clearly an inductive perspective to this chapter. 

It is to be noted that all theories will be described in the relevant sections just before applying 

them to Warsaw. This approach is to ensure a smooth and logical transition from theory to 

application on behalf of the reader. 

Further, this thesis relies on both primary as well as secondary data. Where the internal 

analysis is founded entirely on secondary data (books, official city council documents, 

websites), the chapters external analysis and Developing positioning rely on primary data 

which was collected through surveys. 

3.2.1.   Surveys 

Two different sets of surveys were prepared. The first one, „Warsaw and Competitors‟, was to 

gather data among students about how they perceive Warsaw, Prague, and Budapest. The 

second one, „Travel Behavior & Self Concept‟, was to gather data about the travel behavior 

and self-concept of international students (see Appendix 1 and 2 for survey questions).  

The surveys were constructed in the online survey-service www.surveymonkey.com and were 

distributed online to respondents via universities and facebook. The survey „Warsaw and 

Competitors‟ was sent out to exchange students at universities in Poland (University of 

Warsaw; Warsaw School of Economics) and Denmark (University of Copenhagen; University 

of Aarhus; Technical University of Denmark). The survey „Travel Behavior & Self Concept‟ 

was sent out to exchange students at universities in Poland (Jagiellonian Univesirty in 

http://www.surveymonkey.com/
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Krakow; Technical University of Krakow) and Denmark (Copenhagen Business School; 

Copenhagen University College of Engineering) and also posted on facebook.com.  

The two surveys will now be further explained. 

Warsaw and Competitors survey 

The „Warsaw and Competitors‟ survey consists of word associations (primary words 

associations and 5 word association), structured questions, and personality assessment (based 

on the Brand Personality Framework). These questions are inherently qualitative in their 

nature (except for structured questions) but were treated in a quantitative manner by using 

percentage calculations and likert scales in order to operationalize them and thus allowing for 

comparisons. The details are described in the relevant sections (sections 7.2; 7.3., and 8.1).   

For the „Warsaw and Competitors‟ survey it was possible to collect 450 responses in total. 

However, this number also includes Polish students and non-students (these were not included 

in the data preparation for the analysis). Further, this group contains both those who have 

been to Warsaw (95 respondents), as well as those who have not been to Warsaw (171 

respondents) (the full demographic data of respondents is presented in the relevant 

sections of the analysis). It therefore follows that the results cannot be representable for the 

entire populations of students who have been to Warsaw vs. those who have not been there. 

The results are therefore to be considered as exploratory and serving as an indication (Hair 

et al, 2009), rather than a representation of a population. In practical terms this means that the 

confidence interval of the results is smaller, while the standard error is larger (than what they 

would be with a larger respondent sample). This further implies that the reliability of results 

is limited, as given the smaller confidence intervals and larger standard errors, any replication 

of this survey at a different time might not produce exactly the same results. 

Given the limited reliability of results, validity can also be considered to be somewhat limited 

(reliability being a necessary but not sufficient condition for validity). However, given the 

probing nature of the open-ended word associations and the use of an established model 

(Brand Personality Framework) it can be stated that the survey does provide accurate answers 

to the questions at hand. 
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Travel Behavior & Self Concept survey 

The „Travel Behavior & Self Concept‟ survey consists entirely of structured questions with 

(mostly) accompanying likert scales for respondents to choose their responses from. The 

responses to these questions were quantified using percentages, and means and standard 

deviations in order to prepare the data for analysis. The details are described in the relevant 

sections (sections 8.1.; „Relationship facet´,‟Reflection facet‟ and „Self-Image facet‟ of Brand 

Identity Prism).   

For the „Travel Behavior & Self Concept‟ survey it was possible to collect 200 responses in 

total. However, this number also includes Polish students and non-students (these were not 

included in the data preparation for the analysis). What remained were 137 respondents who 

qualified as being international students (i.e. non-Polish students) (the full demographic 

data of respondents is presented in the relevant sections of the analysis). It therefore 

follows that the results from the sample cannot be representable for the entire populations of 

international students. Like in the case of the other survey, the results should therefore be 

considered as exploratory in nature and serving as an indication (Hair et al, 2009), rather 

than a representation of a population. In practical terms this means that the confidence interval 

of the results is smaller, while the standard error is larger (than what they would be with a 

larger respondent sample). This further implies that the reliability of results is limited, as 

given the smaller confidence intervals and larger standard errors, any replication of this 

survey at a different time might not produce exactly the same results. 

Again, the limited reliability of results also inherently limits the validity of findings. On the 

other hand, the survey responses did successfully measure what was set out to be measured as 

the survey questions were based on academic journals, textbooks and other valid sources (will 

be explained more closely in the relevant sections of the analysis).  

 

 

 

 

 



15 
 

4. Theoretical foundations of branding of 
Nations/Cities 

This chapter is set to provide a short theoretical foundation of the thesis. It will address the 

general theory of branding, and that of branding of nations/cities. As explained in the 

methodology chapter, theories and frameworks which are directly linked to the analysis will 

be explained where adequate. 

4.1   Branding 

As explained earlier, branding emerged in post-World War II America as a reaction of 

businesses to a crowded marketplace. At a time when marketplaces were filled with products 

with similar tangible benefits, businesses realized that by incorporating emotional benefits to 

their products and services they could not only compete more effectively, but thereby also 

charge higher prices. 

The idea of branding is grounded on the concept of customer-based brand equity. It is the 

premise that the power of a brand resides in what consumers have learned, felt, seen, and 

heard about the brand over time. In other words, brand equity is the sum of all the experiences 

a customer has had with a brand. These experiences can be either positive or negative, and 

will influence consumers‟ responses to a business‟ marketing activity (Keller, 2008).  

Brand equity arises from the differences in consumer responses – if no differences were 

perceived, products would not need any brand (and thereby be classified as commodities) as 

competition would be based primarily on price. Further, these differences in response are 

determined by consumers‟ knowledge and past experience with the brand. These in turn will 

be reflected in consumers‟ attitudes, behavior, and brand preferences. And so, ―consumers‘ 

perceptions of product performance are highly dependent on their impressions of the brand 

that goes along with it. In other words, clothes may seem to fit better, a car may seem to drive 

more smoothly, the wait in a bank line may seem shorter, and so on, depending on the 

particular brand.‖ (Keller, 2008, p.49) 
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4.2   Nation and City Branding 

The field of nation/city branding has emerged as a response to an increasingly globalized 

world, where nation/cities are competing with each other to attract tourists, investment, and to 

boost exports.  

Figure 2 shows how the academic fields of National Identity and Country-of-Origin (Dinnie, 

2008) interact and merge within the context of an economically globalizing world. 

Globalization has had the impact of homogenizing world markets, while at the same time 

awakening an increased sense of national identity among people. The evolution of nation 

branding is presented in Figure 2. 

Figure 2: The evolution of nation branding 

National Identity Country-of-Origin

Academic Discipline:
Political geography; international 

relations; political science; cultural 
anthropology; social psychology; 

political philosophy; international 
law; sociology; history

Academic Discipline:
Marketing; consumer, behavior; 

advertising and promotional 
management; brand management; 

export marketing

Economic globalization causing contradictory effects of:
a)  Homogenization of markets

b)  Increasing sense of national identity

Lowering of trade barriers between nations

Emergence of nation branding as countries turn to brand management techniques in order 
to compete effectively on the world stage

 

 

Just like a commercial brand is a product/service made distinctive through its positioning 

relative to its competition by communicating a unique set of functional attributes and 

symbolic values, so have nations/cities adopted the concept of branding and positioning. The 

essential difference between commercial branding and the branding of nations/cities lies in 

Source: Dinnie, 2008 
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the nature of the entity being branded. A commercial product is essentially dead object. A 

nation or city on the other hand is constituted of its people and thus a living organism in its 

own right. When branding nation or cities one must therefore consider the complexity and 

uncontrollability associated with branding a place and thus a group of people. 

Simon Anholt (2007) has hence coined the term Competitive Identity, as nation brand value 

has more in common with national identity, politics, and economics of competitiveness than 

with traditional commercial branding. As such, Competitive Identity is the unique value 

proposition of a nation or city which is being crafted and communicated to the outside world 

in order to gain a competitive edge over competing nations and cities. 

An effective Competitive Identity is thus considered to attract (consumers, tourists, talent, 

investors, respect, attention); and to transfer meaning to other entities (e.g., the appeal of 

Brand Italy rubs off onto Italian products and Italian people, and renders them equally 

attractive even when they are taken out of context) (Anholt, 2007).  

 

 

 

5.   Short Introduction to City Break Travel & 
Tourism in Warsaw 

Over the past decade, urban tourism demand has dramatically changed due to the rising 

popularity of city break travel, which has become one of the most dynamic growth sectors of 

European travel. This travel trend has had a positive impact on a portion of European cities, 

by popularizing and regenerating them as destinations. Not surprisingly the city break travel 

market has gained importance and its economic value is increasingly being acknowledged by 

cities and their administrations (Dunne, 2009).  

Such city breaks are generally considered to be short leisure trips to a city, with no overnight 

stay at any other destination during the trip. The short nature of the city break, lasting 

somewhere between one and three nights, is one of the most common features of this travel 

phenomenon. A second feature of city break travel is that it tends to be secondary in nature, in 

the sense that it is seen as a complement to the traditional annual summer holiday, rather than 
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replacing it. It could therefore be argued that city break travel is a newly arisen luxury for the 

masses (Dunne, 2009).  

The rise of low cost air travel (e.g. Ryanair, Easy jet, WizzAir, etc) throughout Europe has 

made travel across the continent much more affordable and much more convenient, as carriers 

fly an increasing number of routes to an increasing number of new destinations. Further, the 

rapid expansion of internet usage in the tourism industry has additionally fueled city break 

travel, as people can now easily access information and make bookings (Dunne, 2009).  

A look at tourism in Warsaw shows that Warsaw is not quite in the top league of European 

tourist destinations. According to Euromonitor International‘s top city destinations ranking 

(Top City Destination Ranking, 2008), Warsaw had 1.989.000 international tourist arrivals in 

2008. This number had grown to 2.220.000 the next year (Top City Destination Ranking, 

2009). While this is an improvement, Warsaw still remains well behind other major European 

cities in terms of international tourist arrivals, ranking far outside the top 10 European city 

destinations.  

When looking at the number of international tourists spending a minimum of one night in 

Warsaw, the picture looks quite different however. According to Warsaw City Hall‟s website, 

in 2010 the number was 833.296 (for 2009 the number was 752,544) (Number of tourists 

spending minimum one night [Website]). It therefore seems logical that the majority of the 

international tourist arrivals (2.220.000 for the year 2009), have not arrived in Warsaw with 

the intention of actually visiting the city, but rather as a stopover on their journey somewhere 

else. This is unfortunate for Warsaw, as tourism is considered to be one of the most important 

and powerful tools that nations and cities have available to shape their images (Anholt, 2007). 
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6. Internal Analysis - Warsaw Brand Identity 

This section of the analysis will be dealing with determining Warsaw‟s city brand identity. It 

will thus provide an internal view of Warsaw with the aim of uncovering the city‟s essence 

and establishing what kind of a city Warsaw truly is. Later, it will be examined how 

Warsaw‟s essence is expressed by its Official Tourist Website. 

As such, this section will first start out with a review of relevant literature on the topic of 

city/nation brand identity. This step will set the theoretical context of the issue and serve as 

the foundation of the analysis.  

Secondly, an analysis of the document „Strategy for Development of Warsaw until the year 

2020‟ (Strategy for Development of Warsaw 2020, 2005 [PDF]) will be made. This document 

provides a detailed outline of Warsaw City Council‟s vision for the city in the year 2020. It 

also states the City Council‟s mission and action plan of how to achieve the aforementioned 

vision. As such, this document can be seen as a blueprint for how a key stakeholder (the City 

Council) wants its city to be perceived by the year 2020. 

Thirdly, it will be established of how another key stakeholder, namely Warsaw‟s inhabitants 

perceive their own city. In order to uncover how Warsaw inhabitants see their city, a PhD 

thesis by Sylwia Dudek-Mankowska examining „The Image of Warsaw in the promotion 

activities of the local government and people‟s awareness‟ (Dudek-Mankowska, 2011) will be 

examined. In her thesis, Dudek-Mankowska analyzed how Warsaw promotes itself and how 

the city is perceived by its inhabitants, by tourists, and by business people.  

Fourthly, the Official Tourist Website of Warsaw (www.warsawtour.pl/en) will be analyzed. 

This analysis will not only aim at determining how Warsaw is promoted to tourists (its city 

brand positioning), but also to assess whether its positioning is well chosen. In assessing 

Warsaw‟s current positioning, Keller‟s (2008, 3
rd

 ed.) CBBE-pyramid and positioning 

guidelines will serve as the primary tool.  

 

 

http://www.warsawtour.pl/en
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6.1.   Nation/City Brand Identity 

When dealing with the idea of identity one needs to be very aware of its difference from the 

related but yet distinct concept of image. This difference needs to be clarified before 

proceeding with setting the theoretical context of nation/city brand identity. 

―Identity is defined by the Concise Oxford Dictionary as ‗the fact of being who or what a 

person or thing is‘, with a sub-sense definition ‗the characteristics determining this‘‖ 

(Dinnie, 2008, p. 42). 

 ―…Image is defined by the same dictionary in various ways including ‗the general 

impression that a person, organization, or product presents to the public‘ and a ‗mental 

representation‘‖ (Dinnie, 2008, p. 42). 

In other words, identity describes what something truly is – its essence. On the other hand, 

image refers to how something is perceived. There is a very real possibility for a nation‟s 

identity and image to not be aligned. In such cases one would be dealing with a so called 

identity-image gap, where a nation is not perceived by the rest of the world for what it truly is 

(Dinnie, 2008). 

The importance of the identity concept has been recognized by the field of corporate 

communications which sees it as a central issue to stakeholder management. Identity and the 

core values associated therewith are thus considered to be a foundation or a mental platform 

which guides and shapes the organization‟s activities and communications. Further, a strong 

sense of identity is thought to have a positive impact on employee motivation and morale as it 

gives them the chance of identifying themselves with something greater than themselves. 

Similarly, nations and cities can leverage their brand identities to facilitate buy-in and 

acceptance from their own populations (Dinnie, 2008).  

Identity is as such a form of narrative or storytelling for both the collective and the individual, 

which allows humans to relate to one another and form emotional bonds beyond direct 

interpersonal contact. For obvious reasons, nations and cities are thus perfectly equipped to 

create such identity-building narratives as their historical, cultural, societal, economic, etc 

characteristics cannot be rivaled by anything the commercial world of business could offer in 

terms of depth and breadth of identity facets (Dinnie, 2008).  

Nation/city brand identity is inherently a multi-faceted notion. It is derived from the concept 

of national identity which thrives on an abundant amount of elements and aspects. These 
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elements and aspects of national identity are abstract in their nature. The nation itself is de 

facto an imagined community, as most members of even small nations are very unlikely to 

ever meet all of their fellow citizens. The idea of nationality is thus upheld (imagined) by 

collectively held myths, made tangible in the form of various national symbols, giving 

citizens a shared basket of values and ideas to relate to. Even though these myths and symbols 

hold a spot more in the mind than in reality, they have nonetheless real potency as they appeal 

to the intrinsic human need of a social identity, or in other words, the need to form bonds with 

fellow humans. As such, national identity triggers some deep psychological reactions which 

ultimately govern our attitudes and behavior (Dinnie, 2008, p. 116).  

As stated earlier, nation/city brand identity is derived from national identity. Unlike national 

identity however, which is inherently composed of an infinite richness of facets and 

associations, nation/city brand identity is ―built upon a limited range of all the constituent 

parts of national identity‖ (Dinnie, 2008, p. 46). This is so because it would be virtually 

impossible to develop and communicate a nation/city brand identity which would include all 

the facets of national identity. The amount of information communicated to external 

audiences (tourists, investors, students, workers, etc) would simply be much too great to be 

received by those audiences. As a result, constructing a nation/city brand identity requires a 

careful identification and selection of those facets of national identity which could be 

beneficial to the achievement of the stated objectives of a nation/city-branding campaign 

(Dinnie, 2008, p. 46). In other words, the nation/city brand identity is a strategically crafted 

summary of national identity intended to shape the perception of relevant audiences.  

The „Conceptual Model of Nation-Brand Identity and Image‟(Dinnie, 2008, p.49)  sums up 

the multifaceted nature of the nation brand concept. As can be seen in Figure 3, nation-brand 

identity is composed of facets like history, language, territory, architecture, literature etc. In 

combination they all represent the ―enduring essence of the nation‖ (Dinnie, 2008, p. 50).  

These enduring elements serve as the foundation for the communicators of nation-brand 

identity, which in turn form the nation-brand image held by various audiences. In other 

words, nation-brand image is the result of nation-brand identity as being manifested by 

culture, sports, the tourism experience, marketing communications, etc. 
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Figure 3:   Conceptual Model of Nation-Brand Identity and Image 

Nation-brand Identity

Nation-brand Image

Communicators of Nation-
brand Identity

Key Components: 
History, Language, Territory, Political 

regime, Architecture, Sport, Literature, 
Art, Religion, Education system, Icons, 

Landscape, Music, Food & drink, 
folklore

Branded exports, Sporting 
achievements, the diaspora, 

Marketing communications, Brand 
ambassadors, Cultural artefacts, 

Government foreign policy, Tourism 
experience, Prominent personalities

Audiences:
Domestic consumers, External 

Consumers, Domestic firms, External 
firms, Inward investors, Governments, 

Media

 

Similarly, Anholt (2007) argues that nation/city brand identity is not simply made up from 

scratch as the place is bound to already have an identity – based on the national identity. In 

the commercial world of corporations and products, ―the start of the process is often a team 

of creatively minded individuals dreaming up a brand strategy that is designed to be unique, 

aspirational, responsive to consumer needs, and inherently competitive in the market place‖ 

(Anholt, 2007, p. 75).  

Unlike commercial brands however, nations and cities consist of people, and are as such de 

facto living organisms in their own right, where ―the people are the brand – the brand 

reflects the genius of the people‖ (Anholt, 2007, p. 75). It is ultimately the people who 

through their education, abilities, values, and aspirations define the place and what it truly is. 

As such, a place derives its identity from its people. The following quotation illustrates this 

insight very well: 

―Without some sense of the people and their particular nature and ability, a place is just an 

empty landscape. For this reason, the process of arriving at the Competitive Identity strategy 

is more like mining than forging: it needs to be dug out of the history, the culture, the 

geography, the society of the place. National identity and nation brand are virtually the same 

Source:  Dinnie, 2008 



23 
 

thing: nation brand is national identity made tangible, robust, communicable, and above all 

useful. Unless the overall strategy chimes with something fundamentally true about the place 

and its people, there is little chance that it will be believed or endorsed by the population, let 

alone of the rest of the world.‖ (Anholt, 2007, p.75). 

This leads to the next insight that the building of a nation/city brand must fundamentally be a 

fully democratic process and fully inclusive of all stakeholders of that nation or city. This 

means extensive consulting with the local government (in the case of Warsaw that would be 

the City Council), the citizens/inhabitants, tourists, investors, etc (Anholt, 2007).  

The next step in the internal analysis to determine Warsaw‟s brand identity will 

therefore focus on investigating how Warsaw „sees itself‟ through the eyes of its two internal 

stakeholders – the City Council and its inhabitants. As the enduring essence of a nation/city is 

captured by its history, territory, architecture, literature etc it seems self-evident that key 

stakeholders like the City Council and Warsaw inhabitants will naturally embody this 

essence. The rationale is that these stakeholders are ultimately composed of individual people 

– each of whom has in the course of his or her life soaked up knowledge about Warsaw 

through learning about its history, language, politics, economy, literature etc. It therefore 

seems likely that by examining the City Council‟s vision for Warsaw and finding out how 

Warsaw inhabitants perceive their own city, one should be able to discover the essence of 

Warsaw.  

 

6.2   The City Council’s Vision for Warsaw: ‘Strategy for Development of 

Warsaw until the year 2020’ 

The document „Strategy for Development of Warsaw until the year 2020‟ is an official 

production of the Warsaw City Council which was born on November 24
th

 2005. This 

document is more than just an outline of a vision for Warsaw crafted by the City Council – 

indeed it has been passed as an official bill and is de facto a piece of city legislation as it 

obliges the City Mayor of Warsaw to implement, monitor, and assess the strategy on an 

ongoing basis (Strategy for Development of Warsaw 2020, 2005 [PDF]).  

In his address to Warsaw inhabitants, the then City Mayor of Warsaw, Lech Kaczynski, 

presented the new strategy as a common creation by all Warsaw inhabitants (see Appendix 3). 

Indeed, the strategy document can arguably be considered just that – a common creation – as 



24 
 

the actors involved in the development of this document included the City Hall and numerous 

specialists and consultants from various universities and research institutes in Warsaw. 

Additionally, extensive consultation with the public was undertaken, where the attitudes and 

feelings of Warsaw inhabitants where mapped using surveys, interviews, and focus groups. 

This work lead to the final report on the state of the city (SWOT analysis), and the 

accompanying strategy for the development of Warsaw until 2020 (Strategy for Development 

of Warsaw 2020, 2005 [PDF]). The translated SWOT analysis can be seen in Figure 4: 

Figure 4: SWOT Analysis for Warsaw 

 

 

From a tourist point of view, the following aspects of the SWOT analysis seem especially 

significant: on the strength side, a rich cultural heritage along with a unique architectural 

landscape could be of high appeal. Further, Warsaw being Poland‟s main transportation hub 

indicates that it offers easy and fast connections for tourists. On the weakness side, the lack of 

Source: Strategy for Development of Warsaw until the year 2020 
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a city brand and low identification of inhabitants with the city is a liability in regards to 

tourism. The lack of a brand makes Warsaw less distinguishable from other cities. On the 

opportunity side, the City Council sees potential in developing Warsaw as cultural destination 

for tourists. On the threat side, the low number of hotels in the tourist class undermines 

Warsaw‟s position as a tourist destination. 

Further, Warsaw‟s City Council formulated the following vision. It is important to note, that 

this vision can de facto be considered Warsaw‟s desired image: (direct translation from 

document) 

―We envision Warsaw in the year 2020 as being an attractive, modern, and dynamically 

developing metropolis based on a knowledge economy – a Central-European financial centre, 

a city which holds a significant position among the most important European capitals. The 

Warsaw in our vision is an open and accessible community, a city with a high quality of life, 

an important centre of European culture and a well-organized public space – a city with a 

soul.‖ (Strategy for Development of Warsaw 2020, 2005 [PDF], p. 13) 

The vision for Warsaw in 2020 can be summarized by the following components (for 

elaboration of these components, please see Appendix 4): 

1. Attractive and modern Warsaw:  

2. Dynamically developing metropolis: 

3. City with a knowledge-based economy 

4. Central-European financial centre 

5. Important European capital 

6. Open and accessible community 

7. City with high quality of life 

8. Cultural centre 

9. A city with a well-organized public space 

10.  City with a soul 

 

 

6.3   How do Warsaw inhabitants perceive their own city? 

In this section the focus will be on how the other key internal stakeholder of Warsaw, namely 

its inhabitants, perceive their own city. For this task a PhD thesis by Sylwia 
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Dudek.Mankowska with the title „The Image Of Warsaw In The Promotion Activities Of The 

Local Government And People‟s Awareness‟ (Dudek-Mankowska, 2011) will be examined. 

In this thesis, Dudek-Mankowska (2011) analyzed how Warsaw promotes itself and how the 

city is perceived by its inhabitants, by tourists, and by the business community. 

For the purpose of this thesis, the perceptions of Warsaw‟s inhabitants will be highly relevant 

– in particular their affective and cognitive evaluations of their own city.  

 6.3.1   Affective vs. Cognitive Image 

 It is suggested that people generally understand reality thanks to two conceptual self-systems 

operating in parallel. The first one of them is the experiential system which is affective in 

nature and relies on fast and crude processing. The second one is the rational system which is 

cognitive in nature and relies on more refined and deliberative processing (Kim & Purdue, 

2011,).  In other words, the cognitive component is understood to be the individual‟s beliefs 

and knowledge about the physical attributes of a product, place etc. The affective component 

on the other hand is represented by the individual‟s feelings towards the product, place etc. 

(Hosany, et al, 2006). 

6.3.2   Affective Image of Warsaw among Inhabitants 

Dudek-Mankowska (2011) derived the affective image of Warsaw by asking respondents to 

assess various characteristics of the city on a five degree scale, where „1‟ represented the 

maximum negative assessment, and „5‟ represented the maximum positive assessment. The 

examined characteristics of the city covered economical, aesthetical, ecological, and societal 

aspects. 

What Dudek-Mankowska (2011) found, was that Warsaw is perceived by its inhabitants as 

rather well-known, modern, developing, and wealthy.  Further, the respondents perceive 

Warsaw as being a considerably entertaining city. Warsaw inhabitants also see their city as 

being spatially diversified and somewhat beautiful and friendly.  

On the negative side (negative feelings evoked) Warsaw inhabitants think of their city as 

rather dirty, crowded, noisy, chaotic, and dangerous (Dudek-Mankowska, 2011).  

The following Figure 5 is a direct reconstruction of Dudek-Mankowska‟s results in her PhD 

thesis, and serves as a graphical illustration of the examined affective image held by 

inhabitants. The figure can be found in its original form on page 138 in „The Image Of 
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Warsaw In The Promotion Activities Of The Local Government And People‟s Awareness‟ 

(Dudek Mankowska, 2011). 

Figure 5: Affective Image of Warsaw held by its inhabitants 
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6.3.3   Cognitive Image of Warsaw among Inhabitants 

First, inhabitants were asked to assess the general quality of life of Warsaw. 74% of these 

respondents answered that they thought the quality of life in Warsaw was „good‟ or „very 

good‟. A majority of 63% was also positive about the changes in quality of life occurring in 

the city (Dudek-Mankowska, 2011, p. 152).  

Further, the inhabitants were asked to assess selected elements of the city‟s offerings.  And so 

75% of the respondents believe the quality of education to be „good‟ or „very good‟, while ca. 

67% consider the city‟s entertainment-offer to be „good‟ or „very good‟. Similarly, the city‟s 

cultural offering was also perceived positively (63% „good‟ or „very good‟). A total of 90% of 

Warsaw‟s inhabitants consider the city to remember about its own history (Dudek-

Mankowska, 2011, p.152).  

Source:  Dudek-Mankowska (2011) 
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Inhabitants were then asked about what they like and dislike the most about Warsaw.  The 

inhabitants‟ favorite aspects of Warsaw are its monuments and its history of which they are 

very proud. They made it clear that they consider Warsaw to be unique because it is a „heroic 

city‟, „a city of national remembrance‟, a „resilient city‟, „rebuilt from the ashes‟. Further, the 

respondents were proud of the changes sweeping across Warsaw. It was emphasized that the 

city „is developing rapidly‟, „begins to look like other European cities‟, „is a skyscraper-city‟, 

„is emerging as a business-centre‟ (Dudek-Mankowska, 2011, p.154).  

On the other hand, the inhabitants are unhappy about the lack of cleanliness, poor public 

transportation, and the quality of the technical infrastructure. They mentioned traffic jams, 

worn-down roads, lack of a bypass road, and lack of a northern bridge as their main dislikes 

of Warsaw (Dudek-Mankowska, 2011, p.154). 

Summing up, Warsaw‟s inhabitants perceive their city to be an attractive place to live, and its 

main assets are thought to be a high educational standard and lots of leisure time activity 

choices.  Warsaw is perceived as cultural center, with both a cultural and historical offering. 

On the negative side, Warsaw is perceived to have a disorderly urban and social space. The 

biggest dislikes were related to the cleanliness of the city and the accessibility to welfare 

services(Dudek-Mankowska, 2011, p.158). 

 

6.4   Finding Warsaw’s Actual/True Identity 

The components of the City Council‟s vision for Warsaw can be grouped into affective and 

cognitive ones. The affective components are as follows: attractive, modern, open, and 

friendly. Its cognitive components on the other hand are: European metropolis, financial 

centre of Central Europe, cultural centre, high quality of life, and city with a soul. 

When it comes to the inhabitants of Warsaw and their image of the city, their affective image 

is made up from components like: well-known, modern, developing, wealthy, entertaining, 

somewhat beautiful and somewhat friendly. Their cognitive image is composed of: good 

cultural offering, remembrance of history, quality of life, and rapid development.  

In order to determine Warsaw‟s city-brand identity, it will be examined how the affective and 

cognitive image components of both the City Council‟s vision and the inhabitants‟ perception 

of the city overlap and what commonalities might be present (see Figure 6). These 

commonalities/overlap will be considered as Warsaw‟s true identity for the purpose of this 
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thesis.  The commonalities are indicated by color (same color shows commonality between 

City Vision and inhabitants‟ perception). 

Figure 6:   Commonalities between City Council’s vision and inhabitants’ perception 

City Vision Inhabitants’ perception of
Warsaw

Affective Image • Open

• Well-known
• Wealthy
• Entertaining

Cognitive Image • European Metropolis • High quality of education
• Good entertainment offering

• Attractive

• Modern

• Friendly

• Dynamic

• Developing

• Modern

• Beautiful

• Friendly

• Financial Centre of   
Central Europe

• Cultural Centre

• High Quality of 
Life

• City with a Soul

• Good cultural 
offering

• Remembrance of History (’Heroic 
city’; Rebuilt form the Ashes’;  ’Resilient 
city’)

• High Quality of Life

• Rapid development (’Skyscraper 
city’; ’emerging as business 
centre’)

 

When examining Figure 4 it becomes clear that there is significant overlap. Warsaw‟s 

actual/true identity can thus be considered to be composed of the following elements: 

 Affective: Modern, Friendly, Dynamic/Developing, Attractive 

 Cognitive: Rapid economic development, Rich in culture, Good quality of life, 

Remembrance and pride of its history 

 

6.5   Warsaw’s Communicated Identity to Tourists 

In the past sections, „The City Council‟s Vision for Warsaw: ‗Strategy for Development of 

Warsaw until the year 2020‘ and „How do Warsaw inhabitants perceive their own city?‟, 

Warsaw‟s actual/true identity was uncovered. What will follow now is an analysis of how 

Warsaw communicates its identity (communicated identity) to tourists. This will be done by 

examining The Official Tourist Website of Warsaw (http://warsawtour.pl/en). For the sake of 

simplicity, when referring to this website, the term Warsawtour.pl will be used. When 

Source:  Author’s own creation 

http://warsawtour.pl/en
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analyzing Warsawtour.pl the analysis will not be limited to the website only – it will also 

include the analysis of the brochure „Fall in love with Warsaw‟ which can be found on the 

website under the section „brochures‟ (Fall in Love with Warsaw [Brochure]). Ultimately, the 

goal of this section is to determine Warsaw‟s current positioning efforts. This will be done by 

using Keller‟s (2008, 3
rd

 ed.) CBBE-pyramid and positioning guidelines. 

6.5.1   Official Tourist Website of Warsaw (Warsawtour.pl) 

The examination of Warsawtour.pl will be carried out by looking at the main sections of the 

website. These sections include: Home; About Warsaw; Warsaw for Everyone; Going Out; 

Tourist Attractions; Sports & Leisure; Where to Stay; Eating Out; Warsaw Essentials. 

Generally, when looking at Warsawtour.pl (regardless of sections or subcategories) one 

notices the prominent placement of the statement “There are countless reasons to fall in love 

with Warsaw”.  This statement is directly related to the official slogan of Warsaw: “Fall in 

love with Warsaw” (can be seen in the logo located in the top left corner). 

What will follow now is an analysis of the mentioned sections and subcategories. Printscreens 

of the website sections can be seen in the Appendixes. 

Home (Appendix 5): 

The section „Home‟ aggregates all the most important information on from the website on the 

front page. I t houses links to descriptions of various attractions (Top 10, Old Town, Praga 

District, Royal Lazienki Park, etc) and events. Further, it features some recommended links 

(Basic information, Map, Find Accommodation, Brochures, Recommended Routes, and Photo 

Gallery). All of these links are very practical in nature, providing the website user with a 

broad scope of practical information on Warsaw. The only exception is the Photo Gallery 

which, as the name already implies, gives the user a collection of photos in order for him or 

her to get a feeling for what the city looks like.  

 

About Warsaw (Appendix 6): 

This section starts out with stating that Warsaw is Poland‟s capital and an economic, political, 

and cultural centre. It goes on making the claim that Warsaw is a bustling metropolis with an 

unforgettable history. Further it states that Warsaw is a very green city (one fourth of its 

terrain covered by parkland) with culture for all tastes and budgets. It then offers links to 

descriptions of Warsaw‟s history, its architecture, famous people related to Warsaw, etc.  
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Warsaw for Everyone (Appendix 7): 

The „Warsaw for Everyone‟-section makes the claim that the city has an unforgettable 

atmosphere, and that its diversity and richness ensures that there is something for everyone. It 

states that historic palaces neighbor modern architecture and that cozy cafés are to be found 

side by side with nightclubs. In a sense, this is indicating to the reader that Warsaw is a city of 

contrasts. It then states that Warsaw is bound to make an impression on the visitor.  

This text is accompanied by links to descriptions of various attractions (e.g. Royal Route, 

National Memorial Places, Socialist Realism, etc).  

 

Going Out (Appendix 8): 

This section basically only offers a list of options for when going out. These are grouped into 

two groups: Culture and Nightlife. As such this section is extremely practical and totally 

devoid of any text/descriptions. 

 

Tourist Attractions (Appendix 9): 

This section houses a list of attractions the city has to offer. These attractions range from 

Historic sites, over museums, to other places of interest. Again, this section is also dominated 

by practical information. 

 

Sports & Leisure (Appendix 10): 

This section comprises a list of various sport & leisure options, generally categorized into 

three groups: activities, sporting venues, and equipment. It is thereby dominated by practical 

information.  

Where to Stay (Appendix 11): 

„Where to Stay‟ offers a list of various accommodation options, ranging from hotels to 

apartments. This section is therefore dominated by practical information as well. 

 

Eating Out (Appendix 12): 

Comprises a list of Warsaw‟s gastronomic offering. Again, this section is dominated by 

practical information. 

 

Warsaw Essentials (Appendix 13): 

Contains a broad range of practical information, ranging from how to get around Warsaw, to 

medical care.  
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Brochure ‘Fall in love with Warsaw’: 

(http://warsawtour.pl/sites/default/files/repozytorium/broszury/en/zakochaj_sie_w_wars

zawie_2011_wyd_v_gb.pdf) 

The „Fall in love with Warsaw‟ brochure contains a rich imagery and descriptions of the 

various faces of Warsaw.  It offers descriptions and imagery of the Old Town on the UNESCO 

Trail, Walk through the centuries (describing Warsaw‟s royal heritage), City of Great People 

(linking the personas of Fryderyk Chopin and Maria Sklodowska-Curie), Warsaw at War 

(describes how Warsaw has been marked by the wars it had witnessed), Judaica (describes 

Warsaw‟s Jewish influence), The ‗Red‘ Capital (describes the influence of socialist realism 

on Warsaw‟s urban landscape), A Green City (describes Warsaw as being a very „green‟ city 

with lots of parkland), Artistic Praga (describes the up-and-coming cultural and artistic scene 

in the district of Praga), Culinary Warsaw (describes the various dishes and culinary 

attractions associated with Warsaw), Cultural Capital (describes the various cultural events 

held in Warsaw throughout the year).  

 

Wrapping up on the Warsawtour.pl it can be said that the website itself is dominated by 

practical information about the city. There are few texts and descriptions that would shape 

Warsaw‟s image.  

On the other hand, the brochure „Fall in love with Warsaw‟ offers a rich imagery by 

presenting the various faces of Warsaw. 

 

6.5.2   Positioning Efforts of Warsaw 

In order to determine Warsaw‟s efforts of building their brand, Keller‟s (2008, 3
rd

 ed.) CBBE-

pyramid and positioning guidelines will be relied upon. This section will describe and apply 

the CBBE-pyramid to Warsaw (Warsawtour.pl), and will be followed up by a theoretical 

description of positioning guidelines and applying them to Warsawtour.pl.  

 

6.5.2.1  CBBE-Pyramid 

The CBBE-pyramid (Customer-based brand equity pyramid) is built around the concept of 

Brand Equity (see section 4.1) and considers the building of a brand as a sequence of steps. 

First, brand identification/awareness needs to be ensured with customers, associating the 

brand with a specific product class or customer need. Second, the brand meaning/associations 

http://warsawtour.pl/sites/default/files/repozytorium/broszury/en/zakochaj_sie_w_warszawie_2011_wyd_v_gb.pdf
http://warsawtour.pl/sites/default/files/repozytorium/broszury/en/zakochaj_sie_w_warszawie_2011_wyd_v_gb.pdf
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must be established in the minds of customers by linking a chosen set of both tangible and 

intangible associations to the brand. Third, the brand identification and brand meaning must 

elicit the desired customer responses/evaluations. Fourth, brand responses should ideally be 

converted into an intense and active loyalty relationship/intensity & activity between 

customers and the brand (Keller, 2008, 3
rd

 ed.).  An important thing to notice is that these 

steps are sort of a ladder, where each preceding step needs to be fulfilled in order for the next 

one to occur. 

The four outlined steps are structured and conceptualized using six „brand building blocks‟ 

which are then assembled into a pyramid – the CBBE pyramid (see Figure 7).  In short, the 

building blocks on the left represent a more „rational route‟, whereas the ones on the right 

represent a more „emotional route‟ to brand building (see Figure 7). 

 

Figure 7:   CBBE-Pyramid 
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What follows now is a closer theoretical elaboration of the individual building blocks, 

supplemented by the application of the theory to the case of Warsawtour.pl.  

 

 

Awareness 

Associations 

Evaluation 

Intensity & Activity 

Source:  Keller, 2008, 3
rd

 ed 
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Salience: 

Brand salience is a measure of consumers‟ awareness of the brand. It includes consumers‟ 

ability to correctly identify the category to which the brand belongs, and what needs the brand 

satisfies (Keller, 2008, 3
rd

 ed.).   

In relation to Warsawtour.pl it can be said that the section „About Warsaw‟ serves this 

purpose, as it states that Warsaw is the capital of Poland. By doing so, it puts Warsaw in the 

category of European capitals. 

 

Performance: 

Brand performance relates to how the product or service tries to meet the consumers‟ 

functional needs. It describes how the brand satisfies utilitarian, aesthetic, and economic 

needs. As such, these characteristics constitute the tangible associations and features of the 

brand. 

Concerning Warsawtour.pl, all the practical information contained belongs in this building 

block (most notably the sections: Going Out; Sports & Leisure; Where to Stay; Eating out; 

Warsaw Essentials). As such, the information on accommodation, restaurants, bars, cafés, 

clubs, casinos, events, museums, etc are performance characteristics of Warsaw‟s brand.  

 

Imagery: 

Brand imagery relates to how the brand tries to meet consumers‟ psychological and/or social 

needs. ―It is the way people think about the brand abstractly, rather than what they think the 

brand actually does. Thus, imagery refers to more intangible aspects of the brand, and 

consumers can form imagery associations directly from their own experience or indirectly 

through advertising or by some other source of information, such as word of mouth‖ (Keller, 

2008, 3
rd

 ed., p. 65). As such, brand imagery includes intangible associations which generally 

fall in to one of four main areas: User profiles; Purchase and usage situations; Personality 

and values; History, heritage, and experiences.  

Regarding Warsawtour.pl, it can be said the website itself contains only few imagery-building 

texts which would shape Warsaw‟s image as the website is dominated by practical 

information. Unlike the website however, the brochure „Fall in love with Warsaw‟ is quite 

rich in imagery-building content. It descriptions of the city‟s history, heritage, and 

experiences by presenting Warsaw in the context of its Great People, Warsaw at War, Jewish 

heritage, its communist past, its nature, its artistry and culinary experiences. It needs to be 

noticed however, that in the case of Warsawtour.pl (website + brochure) the imagery 
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contained is limited to history, heritage, and experiences. The other main imagery areas, user 

profiles (except for a „kids‟ section), and personality and values seem to be completely 

missing. 

 

Judgments: 

Brand judgments refer to the opinions and evaluations of the brand that consumers hold. 

Judgments are formed by putting together the different brand performance and imagery 

associations (Keller, 2008, 3
rd

 ed.). As such, brand judgments are closely related to the 

concept of „cognitive image‟.  

In relation to Warsawtour.pl the two sections „About Warsaw‟ and „Warsaw for Everyone‟ 

attempt to shape the perceived image of Warsaw by stating the city is an „economic, political, 

and cultural centre‟, and a „bustling metropolis‟ with an „unforgettable history‟ (About 

Warsaw). Further, the section „Warsaw for Everyone‟ claims the city to have an 

„unforgettable atmosphere‟, being a place with great „diversity and richness‟, and being a city 

of contrast (historic vs. modern). 

 

Feelings: 

Brand feelings refer to the emotional responses and evaluations of consumers‟ to the brand, 

while also relating to the social currency evoked by the brand. Brand feelings are thus 

considered to affect consumers‟ feelings about themselves and their relationship with others 

(Keller, 2008, 3
rd

 ed.). As such, brand feelings are closely related to the affective image held 

by consumers. 

Concerning Warsawtour.pl it seems that only the statement “Warsaw will make an impression 

on you” (found under the section „Warsaw for Everyone‟) can be considered to be attempting 

to evoke feelings on part of the reader. The statement is however very diffuse and does neither 

specify what kind of impression/feeling, nor why Warsaw will make that impression on the 

visitor.  

 

Resonance: 

Brand resonance relates to the ―ultimate relationship and level of identification that the 

customer has with the brand‖ (Keller, 2008, 3
rd

 ed., p. 72).As such, brand resonance 

describes this relationship and the nature of how customers feel that the brand resonates with 

them. 
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Warsawtour.pl attempts to elicit this kind of resonance through the slogan „Fall in love with 

Warsaw‟. It does however not explain why someone should fall in love with the city.  

Conclusion of CBBE-Pyramid Analysis for Warsawtour.pl 

The CBBE-pyramid analysis for Warsawtour.pl can be presented and summarized as the 

following figure (Figure 8): 

Figure 8:   CBBE-Pyramid for Warsawtour .pl 

 

 

 

 

 

 

 

 

When looking at the CBBE-pyramid for Warsawtour.pl, it becomes evident that the „rational 

route‟ (left side of the pyramid) contains more information than the „emotional route‟ (right 

side of the pyramid).  The imagery building block of Warsawtour.pl fails to address the 

aspects of user profiles (brand associations about the type of person who would want to visit 

Warsaw) and brand personality and values (making the brand, i.e. Warsaw, take on human 

traits in order to enable the target audience to identify themselves with the brand). 

 

6.5.2.2.   Positioning Guidelines 

The previously described CBBE-pyramid serves as a blueprint for building strong brands. 

This section will look into Warsawtour.pl‟s communicated identity (brand positioning). 

Brand positioning is defined as the ―act of designing the company‘s offer and image so that 

it occupies a distinct and valued place in the target customer‘s mind‖ (Keller, 2008, 3
rd

 ed., p. 

98). In other words, positioning is about identifying a specific „location‟ in the minds of 
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consumers, in order to forge and establish desired associations (performance and imagery 

associations) with the brand to maximize benefit for the business. As such, a well chosen 

positioning should be very clear about what the brand is about, what makes it unique and 

what makes it similar to competing brands, and also state why consumers should purchase it. 

Positioning thus needs to address four essential issues: 1) who the target customer is, 2) who 

the main competitors are, 3) how is the brand similar to these competitors (points of parity), 

and 4) how the brand differs from them (points of difference) (Keller, 2008, 3
rd

 ed.). The four 

issues will now be analyzed in regards to Warsawtour.pl. 

Target Market/Customer: 

Different consumers may hold different perceptions, and therefore different preferences and 

attitudes, of the brand. To effectively communicate with consumers, marketers need to 

segment consumers into distinct groups of people with homogeneous needs and consumer 

behavior. This segmentation can be done according to four broad bases: Behavioral (usage 

occasion, brand loyalty, benefits sought), Demographic (income, age, sex, race, etc), 

Psychographic (values, opinions, attitudes, lifestyle), and Geographic (international, regional) 

(Keller, 2008, 3
rd

 ed.).  

When looking at Warsawtour.pl is becomes clear that it does not address any specific target 

group. Obviously, being the official website of Warsaw‟s Tourist Office, it is directed at 

potential tourists (as opposed to Warsaw inhabitants or investors). However, it does not 

segment these tourists according to any of the segmentation bases (behavioral, demographic, 

psychographic, and geographic), and merely states that „Warsaw is for all tastes and budgets‟ 

(website section „Warsaw for Everyone‟). The only exception is a subsection on „Kids.  

Competitors: 

Businesses (or cities for that matter) compete against each other for their share of customer 

(tourists).  They must therefore be very aware of who their competitors are and what their 

offer consists of (Keller, 2008, 3
rd

 ed.).  

The only reference to any competitors that Warsawtour.pl attempts to make is through using 

the term „European metropolises‟. By doing so it groups Warsaw together with all other major 

cities in Europe. Even though this statement limits the competition to European competitors 

(as opposed to Asian, African, American, etc) it is still a very broad competitive reference. 
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Points of Parity: 

Points of parity are associations held by consumer about the brand, which are shared with 

other competing brands. These points of parity represent the necessary and expected 

characteristics of brand choice. In other words, these are the characteristics that a brand must 

possess in order to be considered by customers, but are not necessarily sufficient to make the 

customer choose the brand (Keller, 2008, 3
rd

 ed.).  

In relation to Warsawtour.pl its statement „European metropolis‟ is the first cue of Warsaw‟s 

points of parity, as it associates the city on par with other major European cities. The term 

‟European metropolis‟ undoubtedly evokes certain associations on behalf of the customer as 

to what such a city must possess. These characteristics are present in the performance 

building-block of Warsawtour.pl‟s CBBE pyramid, and include Warsaw‟s restaurants, bars, 

caf‟es, clubs, casinos, events, museums, etc.  

 

Points of Difference: 

Points of difference are strong and favorable associations (attributes or benefits) which the 

consumer holds and believes that they could not be found with any competitive brands. As 

such, points of difference refer to what makes the brand unique and distinct. These points of 

difference can be both functional (performance building block) or abstract (imagery building 

block) (Keller, 2008, 3
rd

 ed.).  

Nowhere does Warsawtour.pl communicate directly and specifically what makes Warsaw 

different from other European metropolises. Rather, it offers the reader (potential tourist) 

various links to descriptions of its history, heritage, and expectations. Of course it could be 

argued that the reader (tourist) could read all of these descriptions and then decide for himself 

what he believes makes Warsaw different. However, this is not what positioning is all about. 

Positioning is about the deliberate selection of attributes and benefits, and Warsawtour.pl does 

not directly state what makes the city distinct from all other cities.  

 

A further element to consider is the slogan. A slogan is a short phrase which is meant to 

communicate information about the brand. It is a powerful branding tool as it quickly enables 

consumers to understand the meaning/associations of a brand. In a sense, a slogan is a 

summary or translation of a given brand‟s positioning – what the brand is about and what 

makes it special (Keller, 2008, 3
rd

 ed.).  

As mentioned earlier, Warsaw‟s slogan is „Fall in love with Warsaw‟. This slogan only 

communicates the desired relationship between the customer (tourist) and the brand 
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(Warsaw). It does not communicate why the tourist should visit the city. In fact, „Fall in love 

with Warsaw‟ carries no meaning of what the city stands for and what makes it special.  

All in all, Warsaw is communicating a very diffuse image about itself through its Official 

Tourist Website, as it does not have any clear and distinct positioning. No clear target 

audience has been identified and competitors are only vaguely considered. Even though lots 

of attributes are mentioned, which can be considered as points of parity (making the 

assumption that all major European cities have tourist accommodation, restaurants, bars, 

cafés, clubs, museums, etc), nowhere is it explicitly made clear what makes Warsaw unique 

compared to other major European cities. Only very vague statements like „for all tastes and 

budgets‟, „unforgettable history‟, unforgettable atmosphere‟, „Warsaw will make an 

impression on you‟ are made. As such, Warsaw‟s brand positioning is very diffuse and 

unfocused. 

This conclusion is supported by the Polish newspaper Forsal.pl, which assessed Warsaw‟s 

promotion efforts at the world‟s leading travel trade show, the ITB Berlin. In an article with 

the headline “Pale image of Warsaw at the fair in Berlin”, the newspaper complains about 

Warsaw‟s promotion efforts to be lacking in creativity and fail to stand out from the 

competing crowd in any way (Pale Image of Warsaw at the Fain in Berlin [Website]) (see 

Appendix 14 for translation of article). 

Further support for the conclusion regarding Warsaw‟s unfocused positioning comes from 

Dudek-Mankowska‟s (2011) PhD research. She discovered that the image tourists had of 

Warsaw was generally positive, but very indistinct and unfocused (Dudek-Mankowska, 2011, 

p.147). 

The Saffron European City Brand Barometer talks about brands being „substance + feeling‟,  

„reality + story‟, truth + imagination‟, „fact + impression‟ (Saffron City Brand Barometer, 

2008, p. 5). This relates well to Warsawtour.pl where a lot of effort is put into communicating 

the brand‟s performance building block, or to use Saffron‟s terminology, Warsaw‟s „reality‟, 

„substance‟, „truth‟, and „facts‟.  However, very little attention is devoted to communicating a 

rich imagery (Saffron terminology: „feeling‟, „story‟, „imagination‟, „impression‟). In other 

words, Warsaw fails to tell a „story‟ about itself. Rather, Warsawtour.pl is communicating a 

random collection facts hoping that tourist will somehow „fall in love with Warsaw‟. 
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6.6   Summary of Warsaw Brand Identity 

This chapter started out by first analyzing Warsaw City Council‟s vision for the city for the 

year 2020. The goal of this analysis was to uncover Warsaw‟s desired image.  Next, Warsaw 

inhabitants‟ image of the city was examined, and compared to the City Council‟s desired 

image for Warsaw. The overlap of these two images is considered to be Warsaw‟s actual/true 

identity. The research thus showed that Warsaw‟s true identity consists of the following 

components: 

Affective:  modern, friendly, dynamic, attractive 

Cognitive: rapid economic development, rich culture, good quality of life, remembrance 

and pride of its history 

Next, Warsaw‟s communicated identity to tourists was examined. The research found that 

Warsawtour.pl (The Official Tourist Website of Warsaw) was communicating a very diffuse 

and unfocused brand positioning. In fact, Warsawtour.pl resembles a random collection of 

facts about the city without actually telling a story about itself. This can be explained by the 

fact that its communication efforts focus predominantly on the performance building block of 

the CBBE-pyramid, while severely neglecting the imagery building block. This is highlighted 

by the complete absence of any consideration of user profiles (what kind of a person might 

want to visit Warsaw?) and brand personality and values. In other words, the „emotional 

route‟ to building a strong brand is underdeveloped. 
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7. External Analysis - Warsaw Brand Image and Personality 

 

In the previous chapter it was established that Warsaw is communicating a very diffuse image 

of itself to potential tourists, as Warsawtour.pl resembles a random collection of facts, rather 

than telling a story about itself. This is manifested through a communication effort which 

focuses on the performance building block of the CBBE-pyramid, while leaving the imagery 

building block relatively ignored. As established, the imagery building block of 

Warsawtour.pl‟s CBBE-pyramid only contains history, heritage, and experiences found in the 

brochure „Fall in Love with Warsaw‟. Other elements of the CBBE imagery building block, 

like user profiles and brand personality and values, are completely missing. In other words, 

the communication effort of Warsawtour.pl is predominantly focused on the „rational route‟ 

to building a strong brand, while missing the „emotional route‟.  

This chapter, External Analysis, will therefore follow up on where the previous chapter left 

off. Relying on primary research data gathered among foreign (non-Polish) students, this 

chapter is set to investigate how this target group views Warsaw. This analysis will therefore 

aim at providing insights as to the cognitive image and the CBBE imagery building block of 

Warsaw. More specifically, Warsaw‟s word associations and brand personality will be 

examined, as seen by two groups of foreign students – those who have been to Warsaw, and 

those have not been to Warsaw. 

 As such, this section will first start out with a review of relevant literature on the topic of 

brand image brand personality. This will set the theoretical context of the topic and serve as 

the foundation of the analysis.  

Secondly, it will be examined how foreign students who have been to Warsaw perceive the 

city. This will be done by analyzing their word associations with „Warsaw‟, and how they 

view Warsaw if it was a person. 

Thirdly, it will be examined how foreign students who have not been to Warsaw perceive the 

city. This will be done by analyzing their word associations with „Warsaw‟, and how they 

view Warsaw if it was a person. 
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Fourthly, the images of Warsaw held by these two groups of students will be compared in 

order to uncover potential differences. 

 

7.1.   Destination Image and Brand Personality 

In the previous chapter it was made clear that there is a clear distinction between nation/city 

brand identity and image. Image was defined as “the general impression that a person, 

organization, or product presents to the public‘ and a ‗mental representation‖ (Dinnie, 2008, 

p. 42). These mental representations that people have of places originate from a multitude of 

different influencers like personal experience, word-of-mouth, national stereotypes, political 

events, portrayals of the place in different media, behavior of individuals, etc (Dinnie, 2008).  

The importance of being aware of how a place is perceived is pointed out by Simon Anholt 

(2007): ―All Competitive Identity strategies must, as I have said, take their point of departure 

from the ways in which the country is presently perceived by the country‘s various overseas 

audiences and markets.‖ He goes on explaining that such perceptions might be unfavorable or 

out of date, however the temptation to simply discard these perceptions should be resisted. 

Instead they should be embraced. ―But this temptation should be resisted, because the 

existing perception is what gives a country permission to start a dialogue with people in other 

places […] it is essential to let people come through the door they know.‖ (Anholt, 2007). 

A widely used technique to examine a brand‟s image is brand personification, which is a 

qualitative research technique that allows users and non-users of the brand to treat the brand 

as if it were a person – in other words, assessing a destination‟s personality (Dinnie, 2008).  

The concept of brand personality has been recognized as widely significant by the field of 

consumer behavior, as brand personality is seen as a key way to differentiate a brand in a 

product category. Jennifer Aaker (1997) defines brand personality as ―the set of human 

characteristics associated with a brand‖. Unlike product-related attributes which serve a 

utilitarian function for consumers, the function of brand personality is symbolic or self-

expressive for the consumer (Aaker, 1997).   

Advertisers/marketers are using techniques like anthropomorphization, personification, and 

the creation of user imagery in order to attach personality traits to a brand, and so as an 

example, Coca-Cola‟s communication efforts (advertising) are deliberately crafted to 
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associate the Coke brand with personality traits like „cool‟, „all-American‟, and „real‟. As 

such it is differentiated from its competitors Pepsi (personality traits: „young‟, „exciting‟, 

„hip‟) and Dr Pepper (personality traits: „non-conforming‟, „unique‟, „fun‟) (Aaker, 1997).  

Consequently, the symbolic nature of a brand (brand personality being part of that 

symbolism) can be treated in a similar way as the utilitarian nature of brands. Where the 

utilitarian nature of a brand serves functional needs of consumers, so does the symbolic nature 

of a brand serve the need for social identification and self-expression of consumers by 

allowing them to project their actual or ideal self to their surrounding environment (Aaker, 

1997).  

Social identification is a concept form social psychology and posits that individuals identify 

themselves as members of various groups/societies and that this behavior is deeply rooted in 

our social life. ―In short, social identification implies the sense of belonging to certain groups 

or organizations. Here, a group includes a reference group; it includes not only a group to 

which people belong but also a group to which they aspire to belong‖ (Kim, Han, & Park, 

2001).  

It is further argued, that the greater the self-expressive value and the greater the 

distinctiveness of brand personality are, the greater will be the attractiveness of the brand 

personality itself. In turn, the greater the attractiveness of the brand personality is, the more 

consumers will identify with that brand and produce more word-of-mouth reports (Kim, Han, 

& Park, 2001). This relation can be seen in the following Figure 9.  

Figure 9:   Antescendents and effects of attractive brand personality 
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 Source: Kim, Han, & Park, 2001 (modified by author) 
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The concept of brand personality can also be successfully applied to destinations. In fact, due 

to today‟s competitive environment, creating and managing a destination brand personality 

has become essential for effectively positioning tourist destinations. ―Thus, destination 

marketers should concentrate on developing promotional campaigns that emphasize the 

distinctive personality of tourism destinations, based on the emotional components of 

destination image‖ (Hosany et al., 2006).  

This is in recognition of the fact that the meaning of a place is not entirely determined by the 

physical properties of that place. Destination personality is thus regarded as a viable metaphor 

for understanding tourist‟s perceptions of places and for building a unique destination 

identity. It is argued that a distinctive and emotionally appealing destination personality 

influences the perceived image of a place, and thus also tourist choices. During a tourism 

experience both a physical as well as a symbolic consumption of the place is occurring, and 

the tourist‟s behavior is influenced by the degree of congruence between his/her own self-

image and the destination image (Ekinci & Hosany, 2006). 

This assertion is supported by Murphy et al. (2007), who argue that effective brands need to 

make connections to functional, emotional or self-expressive benefits of importance to the 

consumer. Destination brands should therefore foster a connection between tourist self-image 

and the destination image by recognizing the fact that lifestyle and value systems are key to 

elements in destination choice processes (Murphy et al. 2007).  

  

The next step in the external analysis will therefore focus on examining how 

Warsaw is seen through the eyes of an external stakeholder – foreign (non-Polish) students. 

As described earlier, word associations and brand personification is often used as a tool to 

effectively gauge a brand‟s image, and in the next sections this technique will be applied to 

two groups of foreign students: those who have been to Warsaw, and those who have not been 

to Warsaw. The aim will be to discover how these groups perceive Warsaw‟s image and 

personality.  
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7.2.   How is Warsaw perceived (Image + Personality) by international 

students who HAVE BEEN to Warsaw 

In order to gauge Warsaw‟s image among students who have been to Warsaw the survey 

„Warsaw and Competitors‟ was sent out to exchange students at several universities in 

Warsaw.  

This way it was possible to collect responses from 95 students. The group of respondents is 

made up of somewhat more males than females (males: 57,9%; females; 42,1%). The vast 

majority (almost 93%) of these students fall in the age span of 18-25 years old, while the 

remaining (more than 7%) are 26 years old or older. Further, 83,2% of the respondents come 

from European countries, with Germany, Italy, France, and Spain being the biggest 

contributors (16,8%; 10,5%; 8,4%; and 6,3 % respectively) (see Appendix 15 for Age of 

respondents and Nationality list for full disclosure of respondents‟ demographics). 

In order to determine the respondents‟ primary word association with Warsaw, they were 

asked to name the first thing that comes to mind when they think of Warsaw. The results 

show that students, who have been to Warsaw, associate Warsaw with the Palace of Culture 

and Science, War, and cold weather. Further associations were Poland/Polish, grey, and 

Erasmus (for full list of results, see Table 1). It needs to be pointed out, that the timing and 

method of collection can have influenced respondents‟ answers. The fact that the survey was 

sent out to Erasmus students in Warsaw could potentially explain why the response „Erasmus‘ 

is so high on the list. Further, the survey was sent out in mid-December, which could explain 

the reason why „cold‘ is so high on the list as well. 

Table 1: Primary word association with Warsaw  

 Count Percentage (%) 

1. Palace of Culture and Science 14 15,2% 

2. War 10 10,9% 

3. Cold 7 7,6% 

4. Poland/Polish 5 5,4% 

4. Grey 5 5,4% 

4. Erasmus/Exchange 5 5,4% 

5. SGH (Warsaw School of 
Economics) 

4 4,4% 

6. Vodka 3 3,3% 

7. Chopin 2 2,2% 

7. Dynamic/Changing 2 2,2% 

7. Centrum 2 2,2% 

7. Contrasts 2 2,2% 

7. Metro 2 2,2% 

7. Capital 2 2,2% 

Source: Author’s own creation 

 

 

(*Responses with only one count not considered) 
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Next, respondents were asked to describe Warsaw in 5 words. By allowing respondents to 

freely name 5 associations with Warsaw, a more nuanced picture of Warsaw was expected to 

emerge.  The results show that respondents associate Warsaw with such terms like dynamic 

(developing/rising/emerging), cold, contrasts, beautiful, big city, and fun/exciting (for full list 

of results, see Table 2). It is to be noted that the term „dynamic‟ includes all responses which 

were describing Warsaw‟s growing economy and changing landscape. 

 

 

Further, respondents were asked to choose one aspect from a list of specified characterstics, 

which they believe describes the city of Warsaw the most. Results show that respondents 

identify Warsaw as being a city of contrasts (24,2%), city of history (16,8%), developing city 

(14,7%), capital city (13,7%), and a city of nightlife (10,5%). All the remaining 

characteristics had a frequency response rate of less than 4% (for full list of results see 

Appendx 16).  

In order to examine Warsaw‟s personality, as seen by foreign students who have been to 

Warsaw, Jennifer Aaker‟s (1997) Brand Personality Framework was used. This framework 

consists of 42 personality traits, organized into five different dimensions (Sincerity, 

Excitement, Competence Sophistication, Ruggedness), and is commonly used to assess a 

brand‟s personality. Respondents were asked to identify on a 5-point Likert-scale to which 

degree they believe each of the 42 traits describes Warsaw‟s personality (where 1 = totally not 

 Count Percentage (%) 

Dynamic/Developing/Rising 36 8,5% 

Cold 32 7,5% 

Contrasts 23 5,4% 

Beautiful 22 5,2% 

Big City 19 4,5% 

Fun/Exciting 19 4,5% 

Cheap (inexpensive) 16 3,8% 

War 16 3,8% 

Friendly 15 3,5% 

Grey 15 3,5% 

Historical 14 3,3% 

Modern 13 3,1% 

Party 12 2,8% 

Vodka 10 2,4% 

Parks/Green 9 2,1% 

Source: Author’s own creation 

 

Table 2: Five word association with Warsaw (*Responses with a response frequency rate of less 

than 2% not considered) 
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descriptive; 2 = somewhat not descriptive; 3 = neutral/no opinion; 4 = somewhat descriptive, 

5 = very descriptive). The mean and standard deviation to each trait was then calculated. The 

results are presented in the following Table 3. 

Table 3: Personality dimensions and traits of Warsaw 

Personality trait           Mean       Std Dev. 
Down-to-Earth 3,23 0,82 

Family oriented 3,08 1,03 

Small town 1,77 0,97 

Honest 3,36 0,94 

Sincere 3,33 0,86 

Real 3,9 0,79 

Wholesome 3,22 0,83 

Original 3,63 1,15 

Cheerful 3,23 1,1 

Sentimental 3,28 1,09 

Friendly 3,3 1,25 
Daring 3,31 0,91 

Trendy 3,52 1,05 

Exciting 3,82 0,97 

Spirited 3,58 1,07 

Cool 3,72 1 

Young 3,47 1,13 

Imaginative 3,39 1,03 

Unique 3,56 1,16 

Up-to-date 3,2 1,07 

Independent 3,5 0,91 

Contemporary 3,41 0,92 
 

Reliable 
 

3,38 
 

0,87 

Hard working 3,61 1,05 

Secure 3,33 1,07 

Intelligent 3,39 0,84 

Technical 3,19 0,85 

Corporate 3,59 0,82 

Succesful 3,63 0,84 

Leader 3,23 1,03 

Confident 3,5 0,97 
Upper class 2,76 0,96 

Glamorous 2,58 0,88 

Good Looking 2,73 1,16 

Charming 3,19 1,22 

Feminine 2,69 1,16 

Smooth 2,68 0,99 

Competence 
Dimension Mean: 
3,43 

Sophistication 
Dimension Mean: 
2,77 

Excitement 
Dimension Mean: 
3,5 

Sincerity 
Dimension Mean: 
3,21 
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As can be seen from Table 3, generally respondents see Warsaw‟s personality as being 

exciting (dimension mean = 3,5), competent (dimension mean = 3,43), sincere (dimension 

mean = 3,21) and rugged (dimension mean = 3,15), though as not being sophisticated 

(dimension mean = 2,77).  

What draws attention, is the fact that the dimension sophistication houses personality traits 

with the highest three standard deviations (see personality traits charming, feminine, and good 

looking). In other words, these three personality traits were most polarizing in the assessment 

by respondents. Perhaps this polarization can be explained by the fact that Warsaw is 

generally considered by respondents to be a city full of contrasts (e.g. rich vs poor, pretty vs 

ugly, old vs modern, etc).  

 

7.3.   How is Warsaw perceived (Image + Personality) by international 

students who have NOT been to Warsaw 

The same survey „Warsaw and Competitors‟ was sent out to exchange students at primarily 

Danish universities, in the hope to collect data among respondents who have not been to 

Warsaw. 

It was possible to collect responses from 171 students. The group of respondents is made up 

from 49,1% males and 50,9%  females. A great majority of 88,9% fall in the age span of 18-

25 years old, while the remaining (little more than 11%) are 26 years old or older. The biggest 

nationality groups contributing to this data collection are German, French, Chinese, and US 

American (13,5%; 11,1%; 9,4%; 8,8% respectively). However, 68,4% of all respondents 

come from European countries (see Appendix 17 for Age of respondents and Nationality list 

for full disclosure of respondents‟ demographics).  

 
 

 
Outdoorsy 

 
 
 

3,14 

 
 
 

0,93 

Masculine 3,36 0,91 

Western 2,88 1,08 

Tough 3,26 1,05 

Rugged 3,13 0,92 

Ruggedness 
Dimension Mean: 
3,15 

Source: Author’s own creation 
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Respondents‟ primary word association about Warsaw was examined by asking them about 

the first thing that comes to mind when thinking of Warsaw. The results show that students 

who have not been to Warsaw, associate Warsaw with Poland/Polish, War, Capital city. 

Further associations were cold, architecture, Warsaw Pact. The full list of results is presented 

in Table 4. 

Table 4: Top Primary word association with Warsaw (NOT been to Warsaw) 
 
 

 Count Percentage (%) 

Poland 60 36,8% 

War 23 14,1% 

Capital city 20 12,3% 

Cold 11 6,8% 

Architecture 11 6,8% 

Warsaw Pact 9 5,5% 

Vodka 7 4,3% 

Cheap 5 3,1% 

History 5 3,1% 

Chopin 3 1,8% 

Grey 2 1,2% 

Girls 2 1,2% 

 

Next, respondents were asked to describe Warsaw in 5 words. Again, like in the case with 

respondents in the previous section, allowing respondents to freely name 5 associations with 

Warsaw, a more nuanced picture of Warsaw was expected to emerge. The results show that 

respondents who have never been to Warsaw, associate Warsaw with such terms like 

Poland/Polish, history, war, cold, capital city, and cheap (for full list of results, see Table 5). 

Table 5: Five word association with Warsaw (never been to Warsaw) 

 Count Percentage (%) 

Poland/Polish 45 9,3% 

History 38 7,9% 

War 36 7,5% 

Cold 34 7,1% 

Capital 34 7,1% 

Cheap 25 5,2% 

Big City 21 4,4% 

Grey 17 3,2% 

Modern 15 3,1% 

Dynamic/Developing/Rising 14 2,9% 

East Europe 13 2,7% 

Architecture 11 2,3% 

Communism 11 2,3% 

 

Source: Author’s own creation 
 

Source: Author’s own creation 
 

*Responses with a count lower than 2 were ignored 

 

*Responses with a response frequency lower than 2% were not included 
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Further, respondents were asked to choose one aspect from a list of specified characterstics, 

which they believe describes the city of Warsaw the most. Results show that respondents 

identify Warsaw as a city of history (28,7%), capital city (14,6%), developing city (7,6%). 

The biggest group of respondents however answered that they have no idea (32,7%) about 

what characterizes Warsaw the most. All remaining characteristics had a response frequency 

rate of less than 5% (for full list of results see Appendx 18). 

Like in the previous section, Warsaw‟s personality was examined by using Jennifer Aaker‟s 

(1997) Brand Personality Framework. The results, including the mean and standard 

deviation, are presented in the following Table 6. 

Personality Trait     Mean   Std Dev 
Down-to-Earth 3,13 0,76 

Family oriented 3,13 0,74 

Small town 2,5 1,11 

Honest 2,94 0,74 

Sincere 3,01 0,65 

Real 3,52 0,81 

Wholesome 3,03 0,59 

Original 3,22 0,94 

Cheerful 3,07 0,91 

Sentimental 3,18 0,82 
Friendly 3,14 0,84 

Daring 3,05 0,65 

Trendy 2,87 0,86 

Exciting 3,16 0,92 

Spirited 3,22 0,84 

Cool 3,02 0,9 

Young 2,88 1 

Imaginative 2,99 0,78 

Unique 3,34 0,9 

Up-to-date 2,8 0,79 

Independent 3,02 0,74 
Contemporary 2,96 0,7 

Reliable 2,87 0,78 

Hard working 3,34 0,82 

Secure 2,69 0,83 

Intelligent 3,04 0,67 

Technical 2,92 0,74 

Corporate 2,92 0,71 

Successful 2,9 0,77 

Leader 2,77 0,85 

Confident 2,84 0,75 

Table 6: Personality dimensions and traits of Warsaw 

 

Sincerity 
Dimension Mean: 
 3,08 

Excitement 
Dimension Mean: 
 3,03 

Competence 
Dimension Mean: 
 2,92 
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Upper class 2,52 0,84 

Glamorous 2,6 0,89 

Good looking 2,95 0,89 

Charming 3,03 0,9 

Feminine 2,67 0,78 
Smooth 2,75 0,61 

Outdoorsy 2,94 0,75 

Masculine 3,35 0,83 

Western 2,75 0,86 

Tough 3,37 0,88 

Rugged 3,2 0,72 

 

As can be seen in Table 6, respondents who have not been to Warsaw generally do not have a 

very expressive or distinct view of Warsaw. Rather, as seen by this response group, Warsaw‟s 

perceived personality is quite indistinct, with the personality dimension of Sincerity 

(dimension mean = 3,08), Excitement (dimension mean = 3,03), and Competence (dimension 

mean = 2,92) oscillating very closely around the neutral value of „3‟. The two remaining 

dimensions of Sophistication and Ruggedness are however somewhat more expressed with 

dimension means of 2,75 and 3,12 respectively. Further, all personality traits except two 

(small town and young) have standard deviations of lower than „1‟, which indicates that 

respondents quite universally view Warsaw‟s image as not very pronounced.  

 

 

7.4.   Comparison of Warsaw’s image as seen by those int. students 

who have been to Warsaw vs. those who have not been to Warsaw 

The previous two sections presented the findings for how Warsaw‟s image is perceived by 

two groups of international (non-Polish) students – those who have been to Warsaw, and 

those who have not been to Warsaw. This section is set to compare and uncover potential 

similarities and differences in the images of Warsaw as held by these two groups. 

Respondents were asked to name the one thing that comes to mind first when thinking of 

Warsaw. The results of both groups are summarized in the following Table 7. Commonalities 

in responses have been highlighted in the same colors for an easier viewing. 

 

Sophistication 
Dimension Mean: 
 2,75 

Ruggedness 
Dimension Mean: 
 3,12 

Source: Author’s own creation 
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Table 7: Comparing primary word associations of both respondent groups 

Have been to Warsaw Have NOT been to Warsaw 

Palace of Culture and Science   (15,2%) Poland   (36,8%) 

War   (10,9%) War   (14,1%) 

Cold   (7,6%) Capital   (12,3%) 

Poland   (5,4%) Cold   (6,8%) 

Grey   (5,4%) Architecture   (6,8%) 

SGH (Warsaw School of Economics)   (4,4%) Warsaw Pact   (5,5%) 

Vodka   (3,3%) Vodka   (4,3%) 

Chopin   (2,2%) Cheap   (3,1%) 

Dynamic/Changing   (2,2%) History   (3,1%) 

Contrasts   (2,2%) Chopin   (1,8%) 

Metro   (2,2%) Grey   (1,2%) 

Capital   (2,2%) Girls   (1,2%) 

 

As can be seen from Table 7, there is quite an overlap in the responses given by both 

respondent groups, with Poland, war, cold, grey, vodka, Chopin, and capital being words 

mentioned by both groups. It is to be noted though that the word with the highest top of mind 

awareness by those who have been to Warsaw is Palace of Culture and Science. The fact that 

this item is not even to be found on the list of word associations of those who have not been to 

Warsaw, indicates that respondents from this group are not familiar with Warsaw‟s skyline 

(the Palace of Culture and Science being one of the biggest and most iconic buildings in 

Warsaw).  Further, the most frequently mentioned top of mind association of those who have 

not been to Warsaw is Poland (while those who have been to Warsaw mention Poland at a 

significantly lower frequency rate). This indicates that foreign students who have not been to 

Warsaw have a quite vague idea of the city, as opposed to those who have been to Warsaw.  

Next, respondents were asked to freely describe Warsaw in five words. The results of both 

groups are summarized in the following Table 8. Commonalities in responses have been 

highlighted in the same colors for an easier viewing.  

Table 8: Five word association with Warsaw by both respondent groups 

Have been to Warsaw Have NOT been to Warsaw 

Dynamic/Developing/Rising   (8,5%) Poland   (9,3%) 

Cold   (7,5%) History   (7,9%) 

Contrasts   (5,4%) War   (7,5%) 

Beautiful   (5,2%) Cold   (7,1%) 

Big city   (4,5%) Capital   (7,1%) 

Fun/Exciting   (4,5%) Cheap   (5,2%) 

Cheap   (3,8%) Big city   (4,4%) 

War   (3,8%) Grey   (3,2%) 

Friendly   (3,5%) Modern   (3,1%) 

Grey   (3,5%) Dynamic/Developing/Rising   (2,9%) 

Historical   (3,3%) East Europe   (2,7%) 

Source: Author’s own creation 
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Modern   (3,1%) Architecture   (2,3%) 

Party    (2,8%) Communism   (2,3%) 

Vodka   (2,4%)  

Parks/Green   (2,1%)  

 

 

Table 8 shows a significant overlap in the responses given by both respondent groups, with 

dynamic/developing/rising, cold, big city, cheap, war, grey, historical,  and modern being all 

mentioned by both groups, albeit with varying response frequency rates. What draws attention 

is the fact that even though both groups mention dynamic/developing/rising, those who have 

been to Warsaw seem to be significantly more aware of Warsaw‟s emergence. Further, the 

fact that Poland was mentioned most often by those who have never been to Warsaw, 

indicates that this group has a less clear picture of Warsaw, as Poland is a broad term which 

relates more to general/basic knowledge, rather than contributing to anything specific about 

Warsaw. As a case in point, notice the absence of Poland on the list by those who have been 

to Warsaw. 

Next, respondents were asked to choose one aspect from a specified list which in they believe 

describes Warsaw the most. Commonalities between the two groups have been highlighted in 

same colors in Table 9. 

Table 9: Characteristics which describe Warsaw the most 

Have been to Warsaw Have NOT been to Warsaw 

City of Contrasts   (24,2%) No idea   (32,7%) 

City of History   (16,8%) City of History   (28,7%) 

Developing City   (14,7%) Capital city   (14,6%) 

Capital city   (13,7%) Developing city   (7,6%) 

City of Nightlife  (10,5%)   

 

As evident in Table 9, there is a clear overlap in the most dominant characteristics of Warsaw 

as seen by the two respondent groups, where city of history, developing city, and capital city 

are identified by both groups. When adding up the response frequency rates for these 

characteristics, it becomes clear that percentage-wise they add up to roughly the same number 

– 45,2% vs 50,9% respectively for both groups. It begs for attention however, that the most 

dominant characteristic of Warsaw as identified by those students who have been to Warsaw 

is City of Contrasts (24,2%), while those who have not been to Warsaw had „no idea‟ 

(32.7%). When looking at the two characteristics mentioned by those who have been to 

Source: Author’s own creation 

Source: Author’s own creation 
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Warsaw, but not mentioned by those have not been to Warsaw, city of contrasts(24,7%) and 

city of nightlife (10,5%), it can be noticed that when added up, they amount to a very similar 

percentage as the „no idea‟ response (24,2% + 10,5% = 34,7% vs 32,7%). It is therefore 

possible to state, that while there exists a significant overlap in the identified characteristics of 

Warsaw by both groups, those who have not been to Warsaw are completely unaware of these 

two characteristics of Warsaw. 

 

Finally, respondents were asked to determine Warsaw‟s personality using Jennifer Aaker‟s 

(1997) Brand Personality Framework. The results for both groups were presented in the 

previous sections in Tables 3 and 6. In Table 10 (on the next page) these results are 

compared and presented visually, with accompanying mean differences and standard errors. 

The general impression one gets when looking at the comparison of Warsaw‟s personality as 

perceived by both respondent groups, is that Warsaw is significantly underestimated and 

undervalued by those who have not been to Warsaw (see Table 10). In other words, Warsaw 

is not getting the credit and reputation it actually deserves (based on the assumption that those 

who have been to Warsaw obviously must have a more accurate view of Warsaw than those 

who have not been there).  

When looking at the 5 broad personality dimensions (Sincerity, Excitement, Competence, 

Sophistication, and Ruggedness) it becomes clear that especially excitement and competence 

are underestimated by those who have not been to Warsaw (mean difference of Excitement 

dimension = 3,5-3,03 = 0,47; mean difference of Competence dimension = 3,43-2,92 = 0,51).  

On the other hand, both respondent groups seem to agree when it comes to the personality 

dimensions of Sophistication and Ruggedness. The mean differences in perception are 

minimal: in the case of Sophistication it‟s a matter of 0,02 (2,77-2,75 = 0,02), whereas in the 

case of Ruggedness it is a matter of 0,03 (3,15-3,12 = 0,03).  
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1 2 3 4 5 

Down-to-earth 

Family oriented 

Small town 

Honest 

Sincere 

Real 

Wholesome 

Original 

Cheerful 

Sentimental 

Friendly 

Daring 

Trendy 

Exciting 

Spirited 

Cool 

Young 

Imaginative 

Unique 

Up-to-date 

Independent  

Contemporary  

Reliable  

Hard working  

Secure 

Intelligent 

Technical 

Corporate 

Successful 

Leader 

Confident 

Upper class 

Glamorous 

Good looking 

Charming 

Feminine 

Smooth 

Outdoorsy 

Masculine 

Western 

Tough 

Rugged 

Table 10: Comparing Warsaw’s personality as seen by both respondent groups 

 

Source: Author’s own creation Have been to Warsaw  
Have NOT been to Warsaw              
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 A look at the 42 personality traits reveals a more detailed picture of the differences in 

perception of Warsaw by both respondent groups (for full list of mean differences and 

standard error, see Appendix 23). It shows that the personality traits with the largest mean 

differences (in brackets) are as follows: small town (0,73), successful (0,73), cool (0,7), 

corporate (0,67), exciting (0,66), confident (0,66), trendy (0,65), secure (0,64), young (0,59), 

reliable (0,51).  All these personality traits (except small town) belong to the two dimensions 

of Excitement and Competence and exhibit even greater mean differences than the mean 

differences of the two overall dimensions they belong to. Further personality traits with 

significant mean differences are independent (0,48), leader (0,46), contemporary (0,45), 

honest (0,42), original (0,41), imaginative (0,4), and up-to-date (0,4). 

 

7.5.   Summary of Warsaw Image and Personality 

This chapter set out to analyze how Warsaw is perceived by two separate groups of foreign 

(non-Polish) students – those who have been to Warsaw, and those who have not been there. 

The analysis revealed that Warsaw is generally associated (by both respondent groups) with 

such terms like Poland, war, dynamic development,vodka, cheap, grey, history, big city. 

However, what remains unknown to those who have not been to Warsaw, is the fact that 

Warsaw is also a city full of contrasts and houses a vibrant nightlife. 

The analysis further revealed that Warsaw is generally significantly undervalued and 

underestimated on the personality dimensions of Sincerity, Excitement, and Competence by 

those who have not been there. In other words, Warsaw has more to offer (is much more 

exciting and competent) than what is believed, yet suffers from a deflated image among non-

visitors. On the other hand, both respondent groups similarly perceive Warsaw as not being 

sophisticated but rather rugged. 

This insight will be crucial for the next stage of this thesis (developing Warsaw‟s brand 

positioning), as Warsaw‟s undervalued image needs to be addressed by its brand positioning. 
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8.   Developing Brand Positioning 

The previous two chapters, ‟Internal Analysis‟ and „External Analysis‟, have determined 

Warsaw‟s Brand Identity and investigated how Warsaw is perceived by foreign (non-Polish) 

students.  

This chapter will contribute with further insights into essential aspects of developing 

Warsaw‟s Brand Positioning. As described earlier, brand positioning is about identifying a 

specific „location‟ in the minds of consumers in order to forge and establish desired 

associations (performance and imagery associations) with the brand. These associations 

should in concert communicate three kinds of benefits: functional benefits; emotional 

benefits; and self-expressive benefits. An effective positioning must thus be very clear about 

what the brand is about, what makes it unique and/or similar to competing brands, and why 

consumers should purchase it. Developing a brand positioning, one must therefore address 

four essential issues: 1) who the target customer is, 2) who the main competitors are, 3) how 

is the brand similar to these competitors (points of parity), and 4) how the brand differs from 

them (points of difference). 

This chapter will therefore start out by first looking at the target customers, i.e. foreign 

students. It will investigate their travel behavior and self-concept, which should provide 

insights for the final positioning development, by indicating what is relevant for this target 

audience. 

Secondly, the image of two competitors, Prague and Budapest, will be analyzed. This 

analysis will as such allow getting a feel for how Warsaw compares to these two competitors. 

Thirdly, based on the competitor analysis, it will be established in what areas Warsaw is 

similar to Prague and Budapest, and in which areas Warsaw differs from these two cities. In 

other words, Warsaw‟s Points of Parity and Points of Difference are to be established. 
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8.1.   Target Customers 

Different consumers may hold different preferences and perceptions of the world around 

them. Marketers must thus, in order to effectively communicate with consumers, segment 

these consumers into distinct groups with homogeneous needs and behavior. This 

segmentation can be done according to four broad bases: Behavioral (usage occasion, brand 

loyalty, benefits sought), Demographic (income, age, sex, race, etc), Psychographic (values, 

opinions, attitudes, lifestyle), and Geographic (international, regional) (Keller, 2008, 3
rd

 ed.).  

A survey, „Travel Behavior & Self-Concept‟, was sent out via Facebook and several 

universities in Denmark and Poland addressing foreign (non-Polish) students, with the intent 

to gather data on the travel behavior and self-concept of this target customer group (foreign 

students).  

This way it was possible to collect responses from 137 students. The respondent group is 

made up of somewhat more females than males (males: 45,3%; females: 54,7%). The vast 

majority (81%) of these students fall in the age span of 18-25 years old, while the remaining 

19% are 26 years or older. Further, 82,3% of these respondents come from European 

countries, with Spain, Germany, Denmark, and France being the biggest contributors (27,6%; 

19%; 12,4%; and 8,8% respectively) (see Appendix 19 for full Demographics of Travel 

Behavior & Self-Concept).  

8.1.1.   Travel Behavior of international students 

First, respondents were asked questions relating to their travel behavior. The collected data 

shows that international students are no strangers to going on city breaks, as only 4,9% of all 

respondents never go on a city break, while the remaining 95,1% of the respondents go at 

least once a year on such a trip (once a year:39,8%; 2-3 times a year: 38,2%; more often than 

that: 21%) (see Appendix 20, question 1).  

 

Further, findings reveal that when choosing where to go on a city break, respondents 

generally like to go to a city they have never been to before. A mean of 3,89 with a standard 

deviation of 1,01 (where 1 = totally disagree; 2 = somewhat disagree; 3 = neutral/no opinion; 

4 = somewhat agree, 5 = totally agree) and table 11 presenting the results support this. 
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Table 11: When choosing where to go on a city break, I like to choose a city I have never 

been to before: 

 Count Percentage (%) 

1. Totally disagree 2 1,6% 

2. Somewhat disagree 16 13% 

3. No opinion 10 8,1% 

4. Somewhat agree 61 49,6% 

5. Totally agree 34 27,6% 

 

In order to broadly segment the respondents according to some relevant criteria for traveling, 

Baloglu & Uysal‟s (1996) market segments of travelers were used. In their paper ‗Market 

segments of push and pull motivations‘ they have identified different market segments among 

travelers. Sports/Activity seekers are those travelers who want to be active, competent, and 

participate in sports. They generally look for facilities for sports, nightlife and entertainment. 

Novelty seekers value such destination attributes like opportunity to increase knowledge and 

experiencing a culture different from their own. The dominant characteristic of this segment is 

the emphasis on the novelty nature of the travelling experience. Urban life seekers on the 

other hand value safety and comfort, with destination attributes such as cleanliness and high 

quality restaurants.  

Respondents were asked to choose one statement, with which they agree the most – where 

each statement relates to one of the market segments identified by Baloglu & Uysal (1996). 

As can be seen in table 12, the majority can be classified as Novelty seekers (67,5%), while 

Urban life seekers and Sports/Activity seekers amount to 17,1% and  15,4% respectively.  

 

Market segment 

―Generally, when going on a city break I… 

Count Percentage 

(%) 

Sports/Activity seekers: …look for fun and excitement (e.g. aquaparks, events, 

nightlife, entertainment, etc)‖ 

19 15,4% 

Novelty seekers: …seek something new and want to broaden my mind by 

experiencing a place I have never been to before‖ 

83 67,5% 

Urban life seekers: …want to pamper myself by going to museums, shopping and 

eating at good restaurants‖ 

21 17,1% 

 

Source: Author’s own creation 

Table 12: Traveler Market Segments of respondents 

Source: Author’s own creation 
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8.1.2.   Self Concept of international students 

In section 7.1. Destination Image and Brand Personality it was argued that if destination 

brands need to be effective, they need to communicate a brand personality (which is the 

human side of the brand image) which allows for the creation of a link to the tourist‟s self-

image through their needs and motives.  

Travel has grown into being increasingly more about experiences, fulfillment and 

rejuvenation than about „places and things‟. There is therefore a need for tourism destinations 

to focus on lifestyle communication and to pay heightened attention to ―what the customer 

would like to see in and of themselves rather than on the physical properties of the product or 

service being promoted.‖ (Murphy, et al., 2007).  

It is further argued that the consumer‟s attitude toward a product (or service, or destination, 

etc) is dependent on the matching of the perceived image of the destination with the 

consumer‟s self-concept. The greater the match between the perceived image of a tourism 

destination and the consumer‟s self-concept, the more likely it becomes that the consumer 

will have a favorable attitude toward the destination. Consequently, the tourist will also be 

more likely to visit. This process of matching a tourist‟s self-concept to a destination image is 

called self-congruity (Sirgy & Su, 2000). 

Self-congruity is thus a concept which connects tourists‟ needs and brand personality 

perceptions to their overall destination image/attitude. Tourists compare their own needs 

(emotional and self-expressive) to the perceived personality of the destination, and the 

resulting match contributes directly to self-congruity. In other words, beyond a clear and 

recognized brand personality to effectively compete with other destinations, destinations also 

need to make sure that their communicated personality is related to the needs and desired 

experiences of the customer/tourist (Sirgy & Su, 2000). 

In order to be able to match Warsaw‟s brand personality with the self-concept of 

international students, the survey „Travel Behavior and Self-concept‟ therefore contained 

questions as to respondents‟ self-concept.  

The data reveals that respondents overwhelmingly see themselves as being adventurous and 

claim to like experiencing new things and places. A mean of 4,01 with a standard deviation of 

1,09 (where 1 = totally disagree; 2 = somewhat disagree; 3 = neutral/no opinion; 4 = 

somewhat agree, 5 = totally agree) and table 13 presenting the results support this. 
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Table 13: I see myself as an adventurous person and I like to experience new things and 

places: 

 Count Percentage (%) 

1. Totally disagree 6 5% 

2. Somewhat disagree 9 7,6% 

3. No opinion 7 5,9% 

4. Somewhat agree 53 44,5% 

5. Totally agree 44 37% 

 

Further, data indicates that respondents like sharing such new places with friends.  A mean of 

4,24 with a standard deviation of 1,09 (where 1 = totally disagree; 2 = somewhat disagree; 3 

= neutral/no opinion; 4 = somewhat agree, 5 = totally agree) and table 14 presenting the 

results support this. 

Table 14: I like discovering new things/places that I can share with my friends: 

 Count Percentage (%) 

1. Totally disagree 6 5% 

2. Somewhat disagree 5 4,2% 

3. No opinion 8 6,7% 

4. Somewhat agree 35 29,4% 

5. Totally agree 65 54,6% 

 

Next, respondents were asked to identify 5 personality traits (from a specified list containing 

19 traits) which they believe describe themselves the most.  These traits originate from 

Aaker‟s (1997) brand personality framework and have been shown as having the highest 

item-to-total correlations. In other words, these traits exhibit the highest reliability in relation 

to the overall personality dimensions (Sincerity, Excitement, Competence, Sophistication, 

Ruggedness) as identified by Aaker (1997).  

As can be seen in table 15, results show that in terms of overall personality dimensions they 

are ranked as follows: Sincerity (domestic, honest, genuine, cheerful) = 37,7%; Competence 

(responsible, dependable, efficient) = 28%; Excitement (daring, spirited, imaginative, up-to-

Source: Author’s own creation 

Source: Author’s own creation 
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date) = 25,7%; Ruggedness (tough, strong, outdoorsy, rugged) = 16,2%; Sophistication 

(glamorous, pretentious, charming, romantic) = 15,7%. 

Table 15: Please choose 5 words which you believe describe you the most: 

Trait Count Percentage (%) 

Honest 74 63,8% 

Responsible 70 60,3% 

Imaginative 60 51,7% 

Cheerful 50 43,1% 

Efficient 37 31,9% 

Genuine 35 30,2% 

Charming 33 28,4% 

Romantic 30 25,9% 

Spirited 29 25% 

Strong 24 20,7% 

Outdoorsy 24 20,7% 

Tough 23 19,8% 

Dependable 23 19,8% 

Daring 17 14,7% 

Domestic 16 13,8% 

Up-to-date 13 11,2% 

Pretentious 8 6,9% 

Rugged 4 3,4% 

Glamorous 2 1,7% 

 

 

 

8.2.   Competitors 

Businesses (or cities for that matter) compete against each other for their share of customers 

(tourists).  They must therefore be very aware of who their competitors are and what their 

offer consists of (Keller, 2008, 3
rd

 ed.).  

 

In order to be able to position Warsaw‟s city brand, one needs to know who, i.e. other 

European cities, to position in relation to. Respondents were therefore asked to name the first 

five cities that come to mind when thinking of Central/Eastern Europe. The term 

Central/Eastern Europe (as opposed to all of Europe) was chosen deliberately, in order to 

narrow down the options of cities. The rationale for doing so was to see which cities from 

neighboring countries were mentioned.  The mentioned cities are hence treated to be 

Warsaw‟s competitors. 

Sincerity      Excitement                 Competence 
Sophistication                      Ruggedness 

Source: Author’s own creation 
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Results show (in table 16) that the most frequently mentioned cities are as follows: Prague, 

Warsaw, Budapest, Berlin, Krakow, and Vienna. The demographical data of respondents in 

this section on competitors is the summary of the two respondents groups „Have been to 

Warsaw‟ and „Have not been to Warsaw‟. 

Table 16: Name the first five cities that come to mind when thinking of Central/Eastern 

Europe: 

 

Due to the limited scope of this thesis, two of the identified competitors were chosen for 

closer examination, namely Prague and Budapest.  

The examination of these two competitors was carried out the same way as that of Warsaw„s 

image, except for personality which was not included for the competitors. Respondents were 

thus asked to answer the questions: ‗name the first thing that comes to mind when thinking of 

Prague/Budapest‘; and ‗if you could describe Prague/Budapest in 5 words what would they 

be?‘; and ‗please choose one aspect which you believe characterizes the city of 

Prague/Budapest the most‘.  

The results will first be shown for Prague and later for Budapest. 

8.2.1   PRAGUE 

As can be seen in table 17 Prague is primarily associated (primary word association) with 

terms like Architecture (21,5%), Beautiful (20,7%), Beer (8,8%), History (7,2%).  It is 

important to note that the term architecture covers all responses related to architecture – this 

includes responses like Old Town, Astronomical Clock, Charles Bridge, Prague Castle, etc. 

Further, the term beautiful covers all responses relating to Prague‟s aesthetic/visual appeal – 

this includes responses like beautiful, picturesque, pretty, etc.  

City Count Percentage (%) 

Prague 183 13,9% 

Warsaw 174 13,3% 

Budapest 138 10,5% 

Berlin 88 6,7% 

Krakow 76 5,8% 

Vienna 69 5,3% 

Moscow 52 4% 

Bratislava 46 3,5% 

Kiev 40 3,1% 

Source: Author’s own creation 
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Table 17: Primary word association with Prague 

 

Further, table 18 shows that when describing Prague in five words, the city is associated with 

terms like Beautiful (14,2%), History (12,7%), Architecture (11,5%), Cheap/affordable 

(4,2%), Culture (3,6%), but also party/nightlife, touristic, cold, and romantic.  

Table 18: 5 word association with Prague 

 Count Percentage (%) 

Beautiful 123 14,2% 

History 105 12,7% 

Architecture 99 11,5% 

Cheap (affordable) 36 4,2% 

Culture 31 3,6% 

Party/Nightlife 30 3,5% 

Touristic 26 3% 

Cold 24 2,8% 

Romantic 18 2,1% 

 

Again, like in the case of the previous question, the terms architecture and beautiful cover the 

aforementioned responses. 

Further, respondents were asked to choose one aspect from a list of specified characteristics, 

which they believe describes the city of Prague the most. Results show that respondents 

identify Prague as being a city of history (27,5%), architecture (21,1%), culture (17,9%), 

artistic city (11,2%), nightlife (5,6%), and capital city (5,2%) (for full list of results see 

Appendx 21).   

 

 

 Count Percentage (%) 
Architecture 54 21,5% 

Beautiful 52 20,7% 

Beer 22 8,8% 

History 18 7,2% 

Culture 14 5,6% 

Capital 10 3,9% 

Czech Republic 9 3,6% 

Party 8 3,2% 

Touristic 8 3,2% 

Romantic 7 2,8% 

Exciting/Cool 5 2% 

Kafka 4 1,6% 

Art 3 1,2% 

Cheap (affordable) 3 1,2% 

Source: Author’s own creation 

Source: Author’s own creation 
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8.2.2.   BUDAPEST 

Budapest is the second competitor to be analyzed. As can be seen in table 19 Budapest is 

primarily associated (primary word association) with Architecture (9,7%), Danube River 

(8,9%), Hungary (7,3%), Beautiful (6,5%), a city divided in two (5,3%).  It should be noted 

that the term architecture cover all responses related to Budapest‟s architecture and 

monuments – this includes responses like the Parliament building, Buda Castle, Fisherman‘s 

Bastion, bridges, etc. Further, the term beautiful covers all responses relating to Prague‟s 

aesthetic/visual appeal – this includes responses like beautiful, picturesque, pretty, etc. The 

term city divided in two covers all responses related to the fact that Budapest is in fact two 

separate towns (Buda and Pest) on each side of the Danube river, which have been merged 

into one single city. 

Table 19: Primary word association with Budapest 

 

Further, table 20 shows that when describing Budapest in five words, the city is associated 

with terms like Beautiful (11,8%), History (9,5%), Architecture (6,2%), Cheap/affordable 

(5,1%), Danube river (3,9%).  Again, like in the case of the previous question, the terms 

architecture and beautiful cover the aforementioned responses. 

Next, respondents were asked to choose one aspect from a list of specified characteristics, 

which they believe describes the city of Budapest the most. Results show that respondents 

identify Budapest as being a city of history (16,2%), culture (11,2%), architecture (10%), 

and capital city (5,2%). The most dominant response however was no idea, indicating that to 

 Count Percentage (%) 
Architecture 24 9,7% 

Danube river 22 8,9% 

Hungary 18 7,3% 

Beautiful 16 6,5% 

A city divided in two (Buda + Pest) 13 5,3% 

Capital city 11 4,5% 

Party/Nightlife 11 4,5% 

Eastern Europe 7 2,8% 

Baths 7 2,8% 

Fun/Exciting 5 2% 

Developing 5 2% 

Cheap (affordable) 3 1,2% 

Culture 3 1,2% 

Contrasts 3 1,2% 

Food 2 0,8% 

Music 2 0,8% 

War 2 0,8% 

Source: Author’s own creation 
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a significant proportion of respondents Budapest is a quite unknown city (for full list of 

results see Appendix 22).   

 Table 20: 5 word association with Budapest 

 

8.3.   Points of Parity and Points of Difference 

This section will look at Warsaw‟s point of parity and points of difference in relation to its 

competitors, Prague and Budapest. In other words, it will be examined what similarities and 

differences are perceived between Warsaw and its two competitors.  

First, the primary word associations for all three cities will be compared. This is done by 

taking the results from previous sections and listing them up against each other in table 21. 

For the sake of simplicity, terms with a response frequency rate of less than 3% were not 

included in this comparison. Similarities/overlaps are highlighted in the same color.  

Table 21: Comparing primary word associations 

 

 

 

 

 

 

 

 Count Percentage (%) 

Beautiful 75 11,8% 

History 60 9,5% 

Architecture 39 6,2% 

Cheap (affordable) 32 5,1% 

Danube river 25 3,9% 

Party/Nightlife 20 3,2% 

Fun/Exciting 17 2,7% 

Food 17 2,7% 

Capital 15 2,4% 

Hungary 14 2,2% 

Culture 14 2,2% 

Big 13 2,1% 

Warsaw Prague Budapest 
War Architecture Architecture 

Cold Beautiful Danube river 

Poland Beer Hungary 

Grey History Beautiful 

Vodka Culture A city divided in two (Buda + Pest) 

Chopin Capital Capital city 

Capital Czech Republic Party/Nightlife 

 Party  

 Touristic  

Source: Author’s own creation 

Source: Author’s own creation 
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As evident form table 21, on the primary word association Warsaw is similarly to Prague and 

Budapest associated with being a capital city.  On the other hand, terms like war, cold, 

Poland, grey, vodka, and Chopin are distinct for Warsaw, as compared to the two 

competitors. 

Secondly, the 5 word association results for all 3 cities are compared by taking the results 

from previous sections and listing them up against each other in table 22. Again, for the sake 

of simplicity, terms with a response frequency rate of less than 3% were not included in this 

comparison. Similarities/overlaps are highlighted in the same color.  

Table 22: Comparing 5 words associations  

Warsaw Prague Budapest 
Dynamic/Developing Beautiful Beautiful 

Cold History History 

Big City Architecture Architecture 

Cheap/affordable Cheap/affordable Cheap/affordable 

War Culture Danube river 

Grey Party/Nightlife Party/Nightlife 

Historical Touristic  
Modern   

 

Table 22 shows that Warsaw, Prague, and Budapest are all considered to be affordable 

(cheap) and historic cities. Obviously, the history of each of the three cities is unique, 

however, in the eyes of respondents all three are historically significant. On the other hand, 

terms like dynamic/developing, cold, big city, war, grey, modern are all distinct for Warsaw.  

Thirdly, respondents were asked choose one aspect which they believe describes each city the 

most. The results shown in table 23 make it clear how Warsaw compares to Prague and 

Budapest. For the sake of simplicity, only responses with minimum 5% response frequency 

were included. As evident, Warsaw is similarly to Prague and Budapest associated with being 

a city of history and a capital city. Further, with Prague it also shares the association of being 

a city of nightlife. 

Table 23: Aspect which describes Warsaw/Prague/Budapest the most 

Warsaw Prague Budapest 
City of Contrasts  History History 

History    Architecture Culture 

Developing City    Culture Architecture 

Capital city   Artistic city Capital city 

City of Nightlife    Capital city  

Source: Author’s own creation 
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What distinguishes Warsaw form its competitors are the associations of being a city of 

contrasts and a developing city.   

  

8.4.   Summary of ’Developing Brand Positioning’ 

International students generally consider themselves as being adventurous and enjoy sharing 

new discoveries (things; places) with their friends. The most dominant personality dimensions 

of international students were shown to be Sincerity (domestic, honest, genuine, cheerful) = 

37,7%; Competence (responsible, dependable, efficient) = 28%; Excitement (daring, spirited, 

imaginative, up-to-date) = 25,7%; Ruggedness (tough, strong, outdoorsy, rugged) = 16,2%; 

Sophistication (glamorous, pretentious, charming, romantic) = 15,7%. 

The identified similarities between Warsaw and its competitors can be summarized as the 

points of parity.  These points of parity are a way of defining the competitive frame of 

reference for a brand positioning, as they so to speak determine category membership. As 

stated by (Keller, 2008, 3
rd

 ed., p. 111) “The preferred approach to positioning is to inform 

consumers of a brand‟s membership before stating its point of difference in relationship to 

other category members. Presumably, consumers need to know what a product is and what 

function it serves before they can decide whether it dominates the brands against which it 

competes.”  

As such, Warsaw‟s competitive frame of reference (points of parity) could be stated as being 

similar to Prague and Budapest in that all three cities are capital cities of their respective 

countries – countries which share a common communist history and which since have 

emerged as part of the „New Europe‟. Given their communist legacy these cities are today less 

affluent, i.e. more affordable (cheaper), than their West-European counterparts. 

All the remaining terms which have been indentified to be distinctly associated with Warsaw 

(war, cold, Poland, grey, vodka, Chopin, dynamic/developing, big city, modern) can be used a 

point of difference in order to differentiate Warsaw form its competitors. Equally important to 

note is the fact that Warsaw is generally not considered to house an equally beautiful 

architecture as its competitors Prague and Budapest. This will take place in the next chapter. 

 

 City of Nightlife  

   

Source: Author’s own creation 



69 
 

9. Warsaw’s Brand Positioning (Identity Prism) 

This chapter is the final part of this thesis. Where up until now Warsaw‟s identity and image 

were broken down and analyzed, along with an analysis of competitors and the target 

customers‟ (international students) travel behavior and self-concept, so will this final chapter 

provide an integration of all the insights gained from the analysis so far. The result of this 

integration will be the final brand positioning for Warsaw. 

 

9.1.   Kapferer’s Brand Identity Prism 

As a framework for the brand positioning development for Warsaw, Kapferer‟s (2008) Brand 

Identity Prism (see Figure 10) will be used. The Brand Identity Prism was chosen for the 

final positioning construction as it arguably provides a more holistic view on brand 

experience than the CBBE-Pyramid (as will be seen in the course of the theory description). 

The Brand Identity Prism acknowledges the fact that any brand is ultimately about creating an 

experience, and as such it consists of six facets (Physique, Personality, Relationship, Culture, 

Reflection, and Self-Image), each of which is contributing to the brand experience. The facets 

explained: 

 Physique: The physique facet includes all the physical specificities and qualities of 

the brand. The physique is therefore the combination of objective images that come to 

the consumer‟s mind when thinking of the brand. As such, this facet includes product 

features, symbols, attributes, logo, etc. 

 Personality: The personality facet describes what personality the brand would have if 

it were to be a human being. The personality facet is hence defined by the way the 

brand speaks of its products and services – by showing character and attitude. 

 Culture: The culture facet defines the basic principles and values the brand stands for. 

By taking a holistic view of the organization behind the brand, the culture facet 

identifies those values that feed the brand‟s inspiration and are the source of its 

aspirational power. 

 Relationship: The relationship facet defines the way the brand connects to its 

customers. In other words, it describes the mode of conduct which identifies the brand 

the most and how the brand contributes to the customer‟s experiences and emotions. 
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 Reflection: The reflection facet describes how the customer wishes to be seen as a 

result of using the brand. As such, reflection is the image of himself/herself the 

customer wishes to project to his/her environment. 

 Self-Image: The self-image facet describes how the brand makes the customer feel 

about himself. As opposed to reflection which is the customer‟s outward mirror (‗they 

are…‘), self-image is the customer‟s own internal mirror (‗I feel, I am….‘). 

Figure 10: Kapferer’s Brand Identity Prism 

 

 

The Brand Identity Prism thus incorporates the idea that for any brand experience to occur 

both a sender and a recipient are necessary, as any experience only takes place when the 

customer uses the given brand. The sender side thus consists of the physique and personality 

facets, while the recipient side consists of the reflection and self-image facets. The 

relationship and culture facets are where the sender side and recipient side merge and thereby 

create the brand experience (Kapferer, 2008).  

In all this, the Brand Identity Prism acknowledges that brand experiences take place on two 

different levels, the internal and external. The external level is so to speak the brand 

experience as projected to the outside world through the Physique (product features, symbols, 

attributes, etc), Relationship (connection between sender and recipient, often communicated 

Source: Kapferer (2008) 
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through a slogan or tagline), and Reflection (customer‟s outward mirror). On the other hand, 

the internal level is the brand experience which is experienced subjectively and internally 

facilitated by Personality (character, attitude, tone of voice, etc), Culture (driving principles 

and values of the organization), and Self-Image (customer‟s inward mirror) (Kapferer, 2008). 

 The insights gained from the analysis throughout the thesis so far will now be 

integrated into one coherent whole, using the Brand Identity Prism as a guiding framework. 

The result will be the final positioning for Warsaw‟s city brand with international students as 

a target. (The final Brand Identity Prism for Warsaw can be seen in Figure 11 at the end of 

this section) 

 

9.2.   Brand Identity Prism for Warsaw 

 

PHYSIQUE 

Theory: all physical specificities and qualities + combination of objective images that come 

to the consumer’s mind when thinking of the brand. 

Warsaw‟s communicated physique should be comprised of the answers given by respondents 

when asked about word associations (primary word association + 5 word associations) with 

Warsaw and the aspect which characterizes the city the most. The two respondent groups 

(have been to Warsaw vs. have not been to Warsaw) showed the following overlap in 

answers: Poland, war, dynamic development, vodka, cheap (affordable), grey, history, big city 

(see tables 7, 8, and 9). However, respondents who had been to Warsaw also identified the 

aspect of city of contrasts as the strongest characteristic of Warsaw, while nightlife also 

figured as a significant characteristic (see Appendx 16). 

In other words, Warsaw‟s physique should be presented as the vibrant dynamo of „New 

Europe‟s‟ largest country (Poland) – a city which on one hand can be experienced as a rapidly 

developing and rising modern capital, while on the other hand being an extraordinarily 

moving city to connect with the past, serving as a reminder of the unforgiving hand of history. 

Once sentenced to death and deliberately and systematically destroyed street by street, 

Warsaw rose from the ashes only to be modeled to the tune of socialist realism. In short, 

Warsaw is the most vivid example of the post-communist transformation in Central/Eastern 
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Europe, today being a city defined by contrasts (rich vs. poor, beautiful vs. ugly, historic vs. 

modern, grey and dull vs. lively nightlife etc.). 

 

PERSONALITY 

Theory: describes the brand as if it were a person. 

Warsaw‟s communicated personality should be comprised of the answers given by 

respondents as to how they perceive Warsaw as if it was a person (see table 10).  As found in 

section 7.4 of this thesis, the analysis revealed that when it comes to the perceived personality 

of Warsaw, the two respondent groups (have been to Warsaw vs. have not been to Warsaw) 

only seem to match on the two of the five overall personality dimensions – Warsaw is 

perceived as not being Sophisticated (mean of have been to Warsaw = 2,77 vs. mean of have 

not been to Warsaw = 2,75) , but quite Rugged (mean of have been to Warsaw = 3,15 vs. 

mean of have not been to Warsaw = 3,12). Since both groups perceive these two overall 

personality dimensions very similarly (Sophistication mean difference of 2,77 – 2,75 = 0,02; 

Ruggedness mean difference of  3,15 – 3,12 = 0,03), it seems logical to take these two 

personality dimensions as a point of departure for building Warsaw‟s personality.  

The remaining three personality dimensions (Sincerity, Excitement, and Competence) exhibit 

significant differences in how they are perceived by both respondent groups (have been vs. 

have not been to Warsaw). All three personality dimensions are perceived significantly more 

positively by those respondents who have been to Warsaw, as opposed to those who have not 

been to Warsaw who seem to vastly undervalue the city ( mean difference of Sincerity = 3,21 

– 3,08 = 0,13; mean difference of Excitement dimension = 3,5-3,03 = 0,47; mean difference of 

Competence dimension = 3,43-2,92 = 0,51).  

This discrepancy in perception of the three personality dimensions by both respondent groups 

poses a challenge in developing a brand personality for Warsaw. However, basing Warsaw‟s 

personality on the similar perception that the city is not sophisticated but rather rugged, one 

has a basis to continue adding personality traits (as opposed to dimensions). These 

personality traits ought to be those, which respondents who have not been to Warsaw perceive 

with a mean of minimum 3,2 (traits with a mean falling between 3 and 3,2 are considered to 

be too „neutral‟). As such, the following traits emerge: unique (mean: 3,34), hardworking 

(mean: 3,34), real (mean: 3,52), spirited (mean: 3,22), original (mean: 3,22), tough (mean: 
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3,37), rugged (mean: 3,2), masculine (mean: 3,35). By basing Warsaw‟s brand personality on 

these traits, one ensures that international students who have not been to Warsaw recognize 

the personality as being believable (sse Appendix 23). 

Such a personality would however not reflect the true personality of Warsaw – the true 

personality of Warsaw arguably being the one perceived by respondents who have been to 

Warsaw (see table 10). Therefore, the personality traits mentioned above should be 

supplemented by those traits which exhibit the greatest mean differences and can thus be 

considered to be greatly undervalued (see Appendix 23). These are as follows: small town 

(0,73), successful (0,73), cool (0,7), corporate (0,67), exciting (0,66), confident (0,66), trendy 

(0,65), secure (0,64), young (0,59), reliable (0,51), and independent (0,48). The challenge of 

overcoming Warsaw‟s deflated image (the undervalued personality traits) among international 

students who have not been to Warsaw will be addressed more closely later when developing 

the RELATIONSHIP facet of the Brand Identity Prism. 

Meanwhile, based on the selected personality traits, one could hence shortly summarize 

Warsaw‟s personality (to be communicated to the target audience) as being one which 

exhibits the character and attitude of: refusing to give up/refusing to accept defeat (e.g. 

tough, rugged, masculine), courageously pursuing one’s inner drive (e.g. hard working, 

successful, confident, independent, reliable), and having an optimistic and youthful outlook 

on the future (e.g. spirited, cool, exciting, young).  

 

CULTURE 

Theory: defines the basic principles and values the brand stands for 

Warsaw‟s basic principles and driving values should be found in how the inhabitants perceive 

their city. In fact, the most telling indication of Warsaw‟s essence is arguably the inhabitants‟ 

favorite aspects of their city. In section 6.3.3 of this thesis it was revealed that inhabitants feel 

a great sense of pride of Warsaw‟s history, and consider their city to be a „heroic city‟, „a city 

of national remembrance‟, a „resilient city‟, and „rebuilt form the ashes’. Further, 

inhabitants were proud of the changes sweeping across Warsaw, and emphasized that the city 

is „developing rapidly‟.  

It can be argued that these most favorite aspects of Warsaw (its tragic history and the 

subsequent rise and transformation) serve as a powerful source of inspiration for the 
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inhabitants. As described in section 6.1. of this thesis, aspects of national/city identity (but 

applies equally well to any community) are abstract in their nature, and nations/cities are thus 

de facto imagined communities. The idea of identity and culture is upheld by collectively held 

myths, which serve as a shared basket of values and ideas to relate to. 

The collectively held belief of Warsaw being a resilient city which defied all odds by rising 

from the ashes and today standing stronger than ever before can therefore be considered to 

be the foundation of Warsaw‟s brand principles and values. In other words, Warsaw‟s brand 

essence (principles and values) revolves around the notion of resilience – the ability to face 

life‟s difficulties with courage and determination and refusing to surrender to hardships. ―It is 

the quality of character that allows a person or group of people rebound from misfortune, 

hardships and traumas. Resilience is rooted in a tenacity of spirit – a determination to 

embrace all that makes life worth living even in the face of overwhelming odds.‖ (Wisdom 

Commons – Resilience [Website]). 

 

RELATIONSHIP 

Theory: defines the way the brand connects to its customers 

Warsaw‟s relationship with its visitors (tourists) should be founded on the finding that 

Warsaw is generally vastly undervalued by respondents who have not been to the city (as 

opposed to those who have been).  

Paharia et al (2009) argues that underdog narratives can be a powerful way of building a 

relationship with customers. Underdog narratives ―tell the stories about entrepreneurs of 

humble origins who struggle against the odds to build their brands and businesses through 

sheer will and determination‖ (Paharia et al, 2009). It is argued that consumers identify with 

underdog brand narratives, as they recognize underdog aspects in their own lives – most 

people have felt disadvantaged at times.  

By adopting such an underdog brand narrative, Warsaw could tackle the challenge of 

discrepancy in its image as seen by international students who have been there vs. those that 

have not been in Warsaw, as it would position Warsaw as an underestimated tourist 

destination and thereby bridging the gap in perception. Further, the underdog brand narrative 

would relate well to Warsaw‟s CULTURE facet which revolves around resilience. After all, 
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underdogs must be resilient, working with passion and determination to overcome a 

disadvantage. 

The functional benefit would thus be good value-for-money as Warsaw offers an urban 

experience greater than what is believed by those who have not been there. 

Further, by adopting an underdog brand narrative Warsaw would position itself as a not top-of 

–mind tourist destination, i.e. as a destination which is not as touristic as many other 

competitors (Prague, Paris, London, Rome, etc). As such, Warsaw would appeal to 

international students‟ desire to explore and experience something new (see tables 11 and 

12).   

Another concept to consider is „Zeitgeist‟ which Dinnie (2008) identifies as an important city 

brand construct. Zeitgeist is described as being ―the defining spirit or mood of a particular 

period of history‖ (Dinnie, 2008) and represents the social trends and general mainstream 

atmosphere that nation/city brands operate in. No brand exists in a vacuum.  

Our time‟s Zeitgeist is arguably heavily influenced by constant negative news about the 

economy, environment, conflicts, etc. Respondents were therefore asked to which degree they 

believe the world is facing big challenges. An overwhelming majority (mean = 4,2; standard 

deviation = 1,15) responded that the world is indeed facing big challenges, and further believe 

that it will require a great effort to overcome these challenges (mean = 4,23; standard 

deviation = 1,08) (see Appendix 24).  

Warsaw‟s way of connecting with international students should therefore on one hand focus 

on the functional benefit of being an exciting new urban experience with good value-for-

money. On the other hand, Warsaw becomes the underdog one cheers for and is inspired by in 

these challenging times. Not through success alone, but primarily through its character. The 

emotional benefit would thus be the inspiration to find and nurture one’s own capacity for 

resilience in these troubled times. Resilience will be a quality of character in high demand as 

world events continue to unfold. 

 

REFLECTION 

Theory: describes how the customer wishes to be seen as a result of using the brand. 
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The recipient side‟s (international students) Reflection should be based on the findings from 

section 8.1.2.  about respondents‟ self-concept. As shown in table 13, respondents see 

themselves as adventurous people who like to experience new places. Respondents not only 

like discovering new places, but also like sharing these places with their friends (see table 

14). Further, the majority of all respondents identified themselves as being responsible 

individuals (see table 15). 

Warsaw should therefore strive to create a customer reflection (self-expressive benefit), which 

would endow tourists (international students on city breaks in Warsaw) with the image of 

being seen as adventurous pioneers who are not afraid of exploring unchartered terrain – and 

consequently having a unique story and experience to share with friends . As such, they 

(tourists) would project an image of being self-reliant (able to get by in unfamiliar 

surroundings), optimistic (having confidence in a positive urban experience even though 

Warsaw is largely unknown as a tourist destination), and responsible (Warsaw‟s affordable 

and good value-for-money urban experience offers an attractive alternative to other pricier 

European cities in times of economic woes). 

 

SELF-IMAGE 

Theory: how the brand makes the customer feel about himself (I feel, I am…) 

The recipient side‟s (international students) Self-Image should be based on the component of 

the CULTURE facet of Warsaw which is characterized by the value resilience. Therefore, it 

was gauged whether the concept of resilience resonates with respondents. They were asked to 

state to which degree they identify themselves with several quotes all dealing with resilience. 

These quotes were retrieved from the website „Wisdom Commons‟ (Wisdom Commons – 

Resilience [Website]). An overall mean of 3,58 indicates that the notion of resilience 

resonates quite strongly with international students, with the strongest identification occurring 

with the quotes: ―Our greatest glory is not in never falling, but in rising every time we fall‖ 

and ―Life is not about finding yourself. Life is about creating yourself‖ (see Appendix 24).  

The self-image of tourists (international students) in Warsaw would thus be a resilient 

individual who courageously pursues his/her own inner drive, but remains down-to-earth 

and responsible in doing so and would thus ensure the self-congruity for international 

students. 
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Figure 11 presents the final Brand Identity Prism for Warsaw. 

Figure: Brand Identity Prism for Warsaw 
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PERSONALITY: 

Refusing to give 

up/refusing to accept 

defeat (tough, rugged, 

masculine), 

courageously pursuing 

one’s inner drive (hard 

working, successful, 

confident, independent, 

reliable), and having an 

optimistic and youthful 

outlook on the future 
(spirited, cool, exciting, 

young) 

PHYSIQUE: 
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Dynamic development (changing 

urban landscape) 

Affordable 

Nightlife 

CULTURE: 
Resilience 

Determination 

Perseverance 

Optimism 

RELATIONSHIP: 

Unchartered urban 
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SELF-IMAGE: 
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Optimistic 

Responsible 

REFLECTION: 

Adventurous 

Pioneer 

Self-reliant 

Optimistic 

Responsible 

 

Source: Author’s own creation 



78 
 

10.   Conclusion 

The aim of this thesis was to investigate how Warsaw is perceived by foreign international 

students, and what brand identity, i.e. positioning, should Warsaw communicate in order raise 

its appeal as a city break destination for international students. 

In order to do this, Warsaw‟s identity was first to be examined. This was done by analyzing 

Warsaw City Council‟s vision for the city for the year 2020. The goal of this analysis was to 

uncover Warsaw‟s desired image.  Next, Warsaw inhabitants‟ image of the city was 

examined, and compared to the City Council‟s desired image for Warsaw. The overlap of 

these two images is considered to be Warsaw‟s actual/true identity. The research thus showed 

that Warsaw‟s true identity consists of the following components: 

Affective:  modern, friendly, dynamic, attractive 

Cognitive: rapid economic development, rich culture, good quality of life, remembrance 

and pride of its history 

Next, Warsaw‟s communicated image to tourists was examined. The research found that 

Warsawtour.pl (The Official Tourist Website of Warsaw) was communicating a very diffuse 

and unfocused brand positioning. In fact, Warsawtour.pl resembles a random collection of 

facts about the city without actually telling a story about itself. It was found that its 

communication efforts focus predominantly on the performance building block of the CBBE-

pyramid, while severely neglecting the imagery building block. This is highlighted by the 

complete absence of any consideration of user profiles (what kind of a person might want to 

visit Warsaw?) and brand personality and values. In other words, the „emotional route‟ to 

building a strong brand is underdeveloped. 

Having established Warsaw‟s identity, the research set out to investigate how Warsaw is 

perceived by two separate groups of international (non-Polish) students – those who have 

been to Warsaw, and those who have not been there. The analysis revealed that Warsaw is 

generally associated (by both respondent groups) with such terms like Poland, war, dynamic 

development, vodka, cheap/inexpensive, grey, history, big city. However, what remains 

unknown to those who have not been to Warsaw, is the fact that Warsaw is also a city full of 

contrasts and houses a vibrant nightlife. 
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The analysis further revealed that Warsaw is generally significantly undervalued and 

underestimated on the personality dimensions of Sincerity, Excitement, and Competence by 

those who have not been there. In other words, Warsaw has more to offer (is much more 

exciting and competent) than what is believed, yet suffers from a deflated image among non-

visitors. On the other hand, both respondent groups similarly perceive Warsaw as not being 

sophisticated but rather rugged. 

It was further revealed that the target group (international students) does indeed engage in city 

break travel, and when doing so they generally seek to broaden their minds and experience 

something new. Further, international students generally consider themselves as being 

adventurous and enjoy sharing new discoveries (things; places) with their friends. The most 

dominant personality dimensions of international students were shown to be Sincerity 

(domestic, honest, genuine, cheerful) = 37,7%; Competence (responsible, dependable, 

efficient) = 28%; Excitement (daring, spirited, imaginative, up-to-date) = 25,7%; Ruggedness 

(tough, strong, outdoorsy, rugged) = 16,2%; Sophistication (glamorous, pretentious, 

charming, romantic) = 15,7%. 

Prague and Budapest were identified as the two closest competitors of Warsaw. The points of 

parity and points of difference analysis revealed that all three cities (Warsaw, Prague, 

Budapest) are perceived to be capital cities of countries which share a common communist 

history and which since have emerged as part of the „New Europe‟. Given their communist 

legacy these cities are today less affluent, i.e. more affordable (cheaper), than their West-

European counterparts. What distinguishes Warsaw from its competitors are terms like war, 

cold, Poland, grey, vodka, Chopin, dynamic/developing, big city, and modern.  

Warsaw should thus be branded as a resilient city which defied all odds by rising from the 

ashes and today standing stronger than ever before. Bearing the signs of a tragic history, 

Warsaw is the most vivid example of the post-communist transformation in Central/Eastern 

Europe, today being a city defined by contrasts. Its communicated personality should focus on 

being characterized as refusing to give up/refusing to accept defeat (e.g. tough, rugged, 

masculine), courageously pursuing one’s inner drive (e.g. hard working, successful, 

confident, independent, reliable), and having an optimistic and youthful outlook on the 

future (e.g. spirited, cool, exciting, young). Warsaw would thus be positioned as the 

underestimated underdog which offers the benefits of being an exciting new urban 

experience with good value-for-money and being an inspiration to find and nurture one’s 
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own capacity for resilience in these troubled times. Warsaw should further strive to establish 

a reflection of its tourists as being adventurous pioneers who are not afraid of exploring 

unchartered terrain. International students would feel like resilient individuals who 

courageously pursue their own inner drive, but remain down-to-earth and responsible in 

doing so when visiting Warsaw. 

Its needs to be remembered that this positioning is developed based on the 

responses of international students. It therefore follows that the identified positioning would 

not necessarily work for other target groups. The communicated value-proposition of Warsaw 

would probably have to change in order to appeal to other target groups (e.g. middle aged 

professionals, retirees, young people without education, etc). However, any positioning to any 

chosen target group would have to revolve around the essence (driving values and principles) 

of Warsaw, which was identified to involve resilience, determination, perseverance, and 

optimism. 

Further, Warsaw‟s competitors should be analyzed on their personality dimensions in order to 

calibrate Warsaw‟s positioning if necessary. This should be done not only for Prague and 

Budapest, but also cities like Berlin and Vienna for example. 
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Appendix 1 - Survey: Warsaw and Competitors 

Please fill out the data 
Age  

Gender  

Nationality  

Occupation (e.g. student, full-time work, etc)  

1) Questions about Warsaw 
 

1. Name the first 5 cities that come to your mind when thinking of Central/Eastern 

Europe: 

a. ………………. 

b. ………………. 

c. ………………. 

d. ………………. 

e. ………………. 

 

2. Have you ever been to Warsaw? 

 Yes: 

 No: 

 

3. What is the first thing that comes to mind when you think of Warsaw? 

…………………………………………………………………………………………………

……… 

 

      5.  If you could describe Warsaw in 5 words what would they be?  (if you are not able to 

find 5 words just list as many as you can) 

 1) …………………………………….. 

 2) …………………………………….. 

 3) …………………………………….. 

 4) …………………………………….. 
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 5) …………………………………….. 

6. Please choose 1 aspect which in your opinion characterizes the city of Warsaw the 

most: 

 

Residential city Shopping city Capital city 

Artistic city City of Events City of knowledge 

City of History City of culture Nightlife 

Architecture Livable city Business City 

City of contrasts Compact city City under development 

City of skyscrapers City of parks No idea 

 

 

7. Imagine, if Warsaw were to be a person, what would that person be like? Please rate 

every personality trait in the following table on the next page by putting a cross in the 

box from 1 to 5. Whenever an item is unclear to you, please mark the box „not clear‟. 

Scale                     1 = totally not descriptive                 5 = very descriptive 

Traits 1 2 3 4 5 Not clear 

Down-to-

earth 

      

Family 

oriented 

      

Small town       

Honest       

Sincere       

Real       

Wholesome       

Original       

Cheerful       

Sentimental       

Friendly       

Daring       

Trendy       

Exciting       

Spirited       

Cool       

Young       

Imaginative       

Unique       

Up-to-date       

Ambitious       

Reliable       

Hard 

working 

      

Secure       

Intelligent       

Organized       

Corporate       
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Successful       

Chaotic       

Confident       

Upper class       

Glamorous       

Good 

looking 

      

Charming       

Feminine       

Smooth       

Outdoorsy       

Masculine       

Western       

Tough       

Rugged       

 

2) Questions about Competitors 

Prague: 
1. What is the first thing that comes to mind when you think of Prague? 

…………………………………………………………………………………………………

……… 

     2.    If you could describe Prague in 5 words what would they be?  (if you are not able to 

find 5 words just list as many as you can) 

 1) …………………………………….. 

 2) …………………………………….. 

 3) …………………………………….. 

 4) …………………………………….. 

 5) …………………………………….. 

 

3. Please choose 1 aspect which in your opinion characterize the city of Prague the most: 

 

Residential city Shopping city Capital city 

Artistic city City of Events City of knowledge 

City of History City of culture Nightlife 

Architecture Livable city Business City 

City of contrasts Compact city City under development 

City of skyscrapers City of parks No idea 
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Budapest: 
 

1. What is the first thing that comes to mind when you think of Budapest? 

…………………………………………………………………………………………………

……… 

 

     2.    If you could describe Budapest in 5 words what would they be?  (if you are not able to 

find 5 words just list as many as you can) 

 1) …………………………………….. 

 2) …………………………………….. 

 3) …………………………………….. 

 4) …………………………………….. 

 5) …………………………………….. 

 

 

 

2. Please choose 1 aspect which in your opinion characterize the city of Budapest the 

most: 

 

Residential city Shopping city Capital city 

Artistic city City of Events City of knowledge 

City of History City of culture Nightlife 

Architecture Livable city Business City 

City of contrasts Compact city City under development 

City of skyscrapers City of parks No idea 
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Appendix 2 -  Survey: Travel Behavior and Self-
Concept 

Please fill out the data 
Age  

Gender  

Nationality  

Occupation (e.g. student, full-time work, etc)  

 

1)  Respondents’ city break travel behavior and motivation 
 

1. I go on a city break: 

a. never 

b. Once a year 

c. 2-3 times a year 

d. More often than that 

 

2. When choosing where to go on a city break I like to choose a city I have never been to 

before: 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 

     

 

3. Please choose only one statement with which you agree the most:  

―Generally, when going on a city break I… 

a. Sports/activity seekers: …look for fun and excitement (e.g. auquapark, 

events, nightlife, entertainment etc.)” 

b. Novelty seekers: …want to learn something new and broaden my mind by 

experiencing a place I have never been to before.” 

c. Urban life seekers: …want to pamper myself by going to museums, shopping 

and eating at good restaurants.” 

2)    Respondents’ self-concept and beliefs 

 

1. I see myself as an adventurous person and like to experience new things and places: 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 
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2. I like discovering new things/places that I can share with my friends: 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 

     

 

 

3. Please choose only 5 words which you believe describe you as a person the most: 

1) Domestic 

2) Honest 

3) Genuine 

4) Cheerful 

5) Daring 

6) Spirited 

7) Imaginative 

8) Up-to-date 

9) Responsible 

10) Dependable 

11) Efficient 

12) Glamorous 

13) Pretentious 

14) Charming 

15) Romantic 

16) Tough 

17) Strong 

18) Outdoorsy 

19) Rugged 

 

4. I believe the world is facing big challenges (e.g. economic crisis, global warming, etc) 

 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 

     

 

 

5. I believe it will require a great effort to overcome these challenges: 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 

     

 

6. Please state to which degree you identify yourself with the following statements: 

 

Man never made any material as resilient as the human spirit 

Scale                    1 = totally disagree                             5 = totally agree 
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1 2 3 4 5 

     

 

Our greatest glory is not in never falling, but in rising every time we fall 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 

     

 

Life is not about finding yourself. Life is about creating yourself 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 

     

 

The life of man is like a game with dice; if you don‘ get the throw you want, you must 

show your skill in making the best of the throw you get 

Scale                    1 = totally disagree                             5 = totally agree 

1 2 3 4 5 
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Appendix 3 – City Mayor address to Warsaw People 

The following is a direct translation of the City Mayor‟s address to the city‟s inhabitants, 

where he explains the motivations behind such a document (Strategy for Development of 

Warsaw until the year 2020‟, p. 5) 

―Dear Everybody! 

Warsaw – the capital of a country located in the very heart of Europe, has in the past dozen years witnessed 

events which have had a significant impact on its perspectives of development. The transformation of the 

political regime in Poland, the opening of its borders and releasing its growth potential, along with its latter 

accession to the European Union, have all created tangible foundations for autonomy and conditions for the 

development of many cities in Poland. For Warsaw itself there was a breakthrough as well – in the year of 2002 

the country district and eleven capital communities were merged into one coherent city organism, which allowed 

for the creation of a new and uniform structure of management. These circumstances require the formulation of 

a new direction for the development of the capital city. 

Burdened with a troublesome history, destroyed by the tragedy of World War II and still not fully reconstructed 

yet, Warsaw today faces the opportunity to reclaim its rightful position on the political, cultural, and economic 

map of Europe. For our efforts to show some tangible results a common vision for the development of the city is 

needed. We need a document which clearly outlines the actions and direction which both the Warsaw City 

Council and its inhabitants should follow and pursue in order to seize this historic chance. The presented 

‗Strategy for the Development of Warsaw until the year of 2020‘ is the result of several months of efforts made 

by the City Council along with independent experts, who were charged with the difficult task of determining the 

basic propositions of the development of Warsaw and its community for the next 15 years. 

We looked at all aspects of life in the capital city. In the process we were confronting the plans with the opinions 

of various segments in Warsaw‘s environment and we asked Warsaw inhabitants to tell us about their ideas for 

the development of their city. The number of responses surpassed our most optimistic expectations. Many of 

these ideas were incorporated in the final strategy document. 

Today it is with great satisfaction that we can say that the ‗Strategy for the Development of Warsaw until the 

year of 2020‘ is the common work of all Warsaw inhabitants. It is also our obligation to work for the 

advancement of these plans. I invite all of you to join the process, so that in 15 years Warsaw will be just as 

beautiful as our current dreams!‖ 
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Appendix 4: Elaboration of components of City 
Council’s Vision 

(The following components are directly translated from  the Strategy Development 2020 

document) 

1. Attractive and modern Warsaw:  

Warsaw in the year of 2020 is an attractive city attracting 

inhabitants from Poland and abroad. It gathers young people who 

are dynamic, well educated and/or wishing to expand their 

education here. 

2. Dynamically developing metropolis: 

 The vision for Warsaw becomes real thanks to the devotion of 

tens of billions of PLN (Polish Zloty) for urban investments up 

until the year 2020. The open and accessible Warsaw community 

secures a lasting and balanced development of the city, 

considering economic, societal, and ecological aspects.  

3. City with a knowledge-based economy 

Warsaw is chosen as office location by numerous international 

corporations, and possesses a strategy for the cooperation with 

private capital, benefiting both parties. It provides a rich and 

attractive investment opportunity, pursuing a sound policy in 

regards to small and medium sized businesses. 

 

4. Central-European financial centre 

Thanks to a skillful regional policy and the wise use of funds 

from the European Union, Warsaw – home to the largest stock 

exchange in the region – will become Central Europe‟s 

financial/economic centre. Warsaw is also the leading exhibition- 

and congressional centre of the country, with an accompanying 

base of hotels and gastronomy. 

5. Important European capital 

Warsaw is seen as an attractive European metropolis, home to 

international institutions, the center of Central-Eastern Europe. 
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Warsaw effectively utilizes its status as the capital city of the 

biggest country in the region.  

6. Open and accessible community 

Permanent inhabitants as well as expatriates, exchange students, 

tourists, and investors love Warsaw for being open and full of 

unlimited possibilities. 

7. City with high quality of life 

The city has modern public safety systems, and the high quality 

of life of its inhabitants is guaranteed by prospering businesses 

and state of the art urban infrastructure built partly thanks to EU 

finds.  

8. Cultural centre 

Warsaw becomes the cultural capital of Europe. Large-scale 

cultural events of international scope are added to the city‟s 

official calendar.  

9. A city with a well-organized public space 

Warsaw counts almost 2,5 million inhabitants (with roughly 4 

million when including suburbs). For the Warsaw community a 

well-organized and rapidly developing public space will have 

been created including a modern and attractive city center and 

large-scale revitalization projects across the entire city. 

10. City with a soul 

Thanks to a rapid development of the cultural infrastructure, 

Warsaw is now home to new museums: the Museum of 

Communism; Museum of the History of Polish Jews; Museum of 

the Warsaw Rising. Numerous concert halls are erected. Sports 

fans benefit from numerous sproting events housed in newly built 

arenas, such as the National Stadium. 
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Appendix 5: PRINT SCREEN Warsawtour HOME 
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Appendix 6: PRINT SCREEN Warsawtour ABOUT WARSAW 
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Appendix 7: PRINT SCREEN Warsawtour EVERYONE 
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Appendix 8: PRINT SCREEN Warsawtour GOING OUT 
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Appendix 9: PRINT SCREEN Warsawtour ATTRACTIONS 
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Appendix 10: PRINT SCREEN Warsawtour SPORTS 
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Appendix 11: PRINT SCREEN Warsawtour WHERE TO STAY 

 

 

 



101 
 

Appendix 12: PRINT SCREEN Warsawtour EATING OUT 
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Appendix 13: PRINT SCREEN Warsawtour ESSENTIALS 
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Appendix 14 - Translation 

 

2011-03-12 

Pale image of Warsaw at the fair in Berlin 

At the tourist fair in the German capital, Warsaw is showing old 

pamphlets and the immortal Chopin CDs – complains "Życie Warszawy". 

The fair is one of the most important one in the industry. Warsaw is occupying two stands. 

Unfortunately, they’re not attracting many people. The offering is very predictable. There’s a lack of 

new attractive promotional material in paper form or in digital versions on CDs or DVDs. 

Equally pale and uninspiring is the promotional merchandise. Representatives of Warsaw’s City Hall 

who are present at the fair are answering that there are also more interesting gadgets, such as 

thermal cups, pens, and keyrings. But the stand crew keep them in the background so that they are 

not grabbed too early. 

At the fair also other cities are doing promotional activities, among others Poznan and Opole. Their 

offering is of higher quality than that of Warsaw. 

The City Hall of Warsaw showed three promotional videos of the city last Friday in Warsaw. 

Unfortunately, they were not taken to the tourist fair in Berlin – complains "Życie Warszawy". 
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Appendix 15 

 

Age of respondents: HAVE BEEN to Warsaw 

 

NATIONALITY of RESPONDENTS:  Have been to Warsaw 

Total number of respondents: 95 

 Count Percentage (%) 
Germany 16 16,84% 

Italy 10 10,53% 

France 8 8,42% 

Spain 6 6,32% 

Lithuania 5 5,26% 

Portugal 5 5,26% 

Austria 4 4,21% 

Belgium 3 3,16% 

Holland 3 3,16% 

Estonia 2 2,11% 

Latvia 2 2,11% 

Taiwan 2 2,11% 

Ukraine 2 2,11% 

Canada 2 2,11% 

Korea 2 2,11% 

Slovakia 2 2,11% 

Turkey 2 2,11% 

Switzerland 2 2,11% 

Peru 2 2,11% 

Singapore 2 2,11% 

Sweden 2 2,11% 

United States; Hungary; Philippines; 
Australia; Czech Republic; China; 
Finland; Bulgaria; India; Denmark 

1 
 (11 in total) 

1,05% 
 (11,58% in total) 

 

 

Age Count Percentage (%) 
18 1 1,1% 

19 0 0 

20 4 4,2% 

21 16 16,8% 

22 26 27,4% 

23 15 15,8% 

24 17 17,9% 

25 9 9,5% 

26 3 3,2% 

27 2 2,1% 

28 2 2,1% 

29 0 0 

30 0 0 

30+ 0 0 
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Appendix 16 

Full list of responses to SURVEY QUESTION: 

Please choose one aspect which in your opinion characterizes the city of 
Warsaw the most  
(HAVE BEEN to Warsaw, excl. Polish) 
 

 

 

Aspect Count Percentage (%) 

Residential City 0 0 

Artistic City 1 1,1% 

City of History 16 16,8% 

Architecture 0 0 

City of Contrasts 23 24,2% 

City of Skyscrapers 1 1,1% 

Shopping City 0 0 

City of Events 3 3,2% 

City of Culture 3 3,2% 

Livable City 3 3,2% 

City of Parks 2 2,1% 

Capital City 13 13,7% 

City of Knowledge 1 1,1% 

City of Nightlife 10 10,5% 

Business City 2 2,1% 

Developing City 14 14,7% 

No idea 3 3,2% 
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Appendix 17 

Age of respondents: Have NOT been to Warsaw 

NATIONALITY of RESPONDENTS:  Have NOT been to Warsaw 

Total number of respondents: 171 

 Count Percentage (%) 
Germany 23 13,45% 

France 19 11,11% 

China 16 9,36% 

USA 15 8,77% 

Spain 14 8,19% 

Italy 11 6,43% 

Finland 4 2,34% 

Czech Republic 4 2,34% 

Canada 4 2,34% 

India 4 2,34% 

UK 4 2,34% 

Austria 4 2,34% 

Holland 3 1,75% 

Singapore 3 1,75% 

Switzerland 3 1,75% 

Greece 3 1,75% 

Belgium 3 1,75% 

Slovakia 3 1,75% 

Ireland 3 1,75% 

Romania 3 1,75% 

Lithuania 3 1,75% 

Australia 2 1,17% 

Brazil 2 1,17% 

Denmark 2 1,17% 

Turkey 2 1,17% 

Ecuador; Mexico; Croatia; Ethiopia; 
Azerbaijan; Pakistan; Norway; Russia; 
Estonia; Korea; Sweden; Portugal 

1 
(total count: 12) 

0,58% 
(7,02% in total) 

 

 

Age Count Percentage (%) 
18 1 0,6% 

19 1 0,6% 

20 26 15,2% 

21 43 25,1% 

22 26 15,2% 

23 21 12,3% 

24 16 9,4% 

25 18 10,5% 

26 8 4,7% 

27 5 2,9% 

28 1 0,6% 

29 1 0,6% 

30 2 1,2% 

30+ 2 1,2% 
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Appendix 19 

Demographics of Respondents (survey: Travel Behavior & Self-

Concept) 
Age of respondents: 

 

Gender: 

 

Nationality: 

Nationality Count Percentage (%) 
Spain 31 22,6% 

Germany 26 19% 

Denmark 17 12,4% 

France 12 8,8% 

Turkey 9 6,6% 

USA 5 3,6% 

Italy 4 2,9% 

Russia 3 2,2% 

Belgium 3 2,2% 

Slovakia 3 2,2% 

Kazakhstan 3 2,2% 

Hungary 2 1,5% 

Croatia 2 1,5% 

China, Romania, Portugal, Finland, 
Argentina, Lithuania, Lebanon, 
Slovenia, Czech Rep., Malaysia, 
Netherlands, Ukraine, Moldova, India, 
Estonia, Vietnam, Filipino 

1 
(total count: 17) 

0,7% 
(in total: 12,4%) 

Age Count Percentage (%) 

18 0 0 

19 2 1,5% 

20 14 10,2% 

21 21 15,3% 

22 19 13,9 

23 21 15,3% 

24 20 14,6% 

25 14 10,2% 

26 10 7,3% 

27 7 5,1% 

28 3 2,2% 

29 2 1,5% 

30 2 1,5% 

30+ 2 1,5% 

Male 45,3% 

Female 54,7% 
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Appendix 20 

 

Question 1: I go on a city break: 

 Count Percentage (%) 

Never 6 4,9% 

Once a year 49 38,9% 

2-3 times a year 47 38,2% 

More often than that 21 17,1% 

 

Question 2: Please choose 5 words which you believe describe you as a person the most: 

Trait Count Percentage (%) 

Honest 74 63,8% 

Responsible 70 60,3% 

Imaginative 60 51,7% 

Cheerful 50 43,1% 

Efficient 37 31,9% 

Genuine 35 30,2% 

Charming 33 28,4% 

Romantic 30 25,9% 

Spirited 29 25% 

Strong 24 20,7% 

Outdoorsy 24 20,7% 

Tough 23 19,8% 

Dependable 23 19,8% 

Daring 17 14,7% 

Domestic 16 13,8% 

Up-to-date 13 11,2% 

Pretentious 8 6,9% 

Rugged 4 3,4% 

Glamorous 2 1,7% 
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Appendix 21 

Full list of responses to SURVEY QUESTION: 

Please choose one aspect which in your opinion characterizes the city of 
Prague the most  
 

 

 

Aspect Count Percentage (%) 

Residential City 1 0,4% 

Artistic City 28 11,2% 

City of History 69 27,5% 

Architecture 53 21,1% 

City of Contrasts 3 1,2% 

City of Skyscrapers 0 0 

Shopping City 2 0,8% 

City of Events 2 0,8% 

City of Culture 45 17,9% 

Livable City 1 0,4% 

City of Parks 0 0 

Capital City 13 5,2% 

City of Knowledge 0 0 

City of Nightlife 14 5,6% 

Business City 0 0 

Developing City 4 1,6% 

No idea 16 6,4% 

 

 

 

 

 

 

 

 

 

 



110 
 

Appendix 22 

Full list of responses to SURVEY QUESTION: 

Please choose one aspect which in your opinion characterizes the city of 
Budapest the most  
 

 

 

Aspect Count Percentage (%) 

Residential City 10 4,1% 

Artistic City 9 3,7% 

City of History 39 16,2% 

Architecture 24 10% 

City of Contrasts 22 9,1% 

City of Skyscrapers 0 0 

Shopping City 0 0 

City of Events 7 2,9% 

City of Culture 27 11,2% 

Livable City 9 3,7% 

City of Parks 1 0,4% 

Capital City 23 9,5% 

City of Knowledge 1 0,4% 

City of Nightlife 13 5,4% 

Business City 1 0,4% 

Developing City 10 4,1% 

No idea 45 18,7% 
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NOT BEEN to Warsaw 
(n=171) 

HAVE BEEN to Warsaw 
(n=95) 

  Personality Trait Mean Std Dev Mean Std Dev. Mean Difference  Standard Error 

Down-to-Earth 3,13 0,76 3,23 0,82 0,1 0,1 

Family oriented 3,13 0,74 3,08 1,03 0,05 0,12 

Small town 2,5 1,11 1,77 0,97 0,73 0,13 

Honest 2,94 0,74 3,36 0,94 0,42 0,11 

Sincere 3,01 0,65 3,33 0,86 0,32 0,1 

Real 3,52 0,81 3,9 0,79 0,38 0,1 

Wholesome 3,03 0,59 3,22 0,83 0,19 0,09 

Original 3,22 0,94 3,63 1,15 0,41 0,14 

Cheerful 3,07 0,91 3,23 1,1 0,16 0,13 

Sentimental 3,18 0,82 3,28 1,09 0,1 0,13 

Friendly 3,14 0,84 3,3 1,25 0,16 0,14 

Daring 3,05 0,65 3,31 0,91 0,26 0,1 

Trendy 2,87 0,86 3,52 1,05 0,65 0,12 

Exciting 3,16 0,92 3,82 0,97 0,66 0,12 

Spirited 3,22 0,84 3,58 1,07 0,36 0,13 

Cool 3,02 0,9 3,72 1 0,7 0,12 

Young 2,88 1 3,47 1,13 0,59 0,14 

Imaginative 2,99 0,78 3,39 1,03 0,4 0,12 

Unique 3,34 0,9 3,56 1,16 0,22 0,14 

Up-to-date 2,8 0,79 3,2 1,07 0,4 0,13 

Independent 3,02 0,74 3,5 0,91 0,48 0,11 

Contemporary 2,96 0,7 3,41 0,92 0,45 0,11 

Reliable 2,87 0,78 3,38 0,87 0,51 0,11 

Hard working 3,34 0,82 3,61 1,05 0,27 0,12 

Secure 2,69 0,83 3,33 1,07 0,64 0,13 

Intelligent 3,04 0,67 3,39 0,84 0,35 0,1 

Technical 2,92 0,74 3,19 0,85 0,27 0,1 

Corporate 2,92 0,71 3,59 0,82 0,67 0,1 

Successful 2,9 0,77 3,63 0,84 0,73 0,1 

Leader 2,77 0,85 3,23 1,03 0,46 0,12 

Confident 2,84 0,75 3,5 0,97 0,66 0,11 

Upper class 2,52 0,84 2,76 0,96 0,24 0,12 

Glamorous 2,6 0,89 2,58 0,88 0,02 0,11 

Good looking 2,95 0,89 2,73 1,16 0,22 0,14 

Charming 3,03 0,9 3,19 1,22 0,16 0,14 

Feminine 2,67 0,78 2,69 1,16 0,02 0,13 

Smooth 2,75 0,61 2,68 0,99 0,07 0,11 

Outdoorsy 2,94 0,75 3,14 0,93 0,2 0,11 

Masculine 3,35 0,83 3,36 0,91 0,01 0,11 

Western 2,75 0,86 2,88 1,08 0,13 0,13 

Tough 3,37 0,88 3,26 1,05 0,11 0,13 

Rugged 3,2 0,72 3,13 0,92 0,07 0,11 
 

Appendix 23 
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Appendix 24 

Full list of responses to SURVEY QUESTIONS: (questions were part of 

the Travel Behavior & Self-Concept survey. The same demographic 

thus apply) 
 

Question: I believe the world is facing big challenges (e.g. economic crisis, global 

warming, etc) 

 Count Percentage (%) 

6. Totally disagree 6 5,2% 

7. Somewhat disagree 8 7% 

8. No opinion 6 5,2% 

9. Somewhat agree 32 27,8% 

10. Totally agree 63 54,8% 

 

Question: I believe it will require a great effort to overcome these challenges. 

 Count Percentage (%) 

1. Totally disagree 4 3,5% 

2. Somewhat disagree 7 6,1% 

3. No opinion 11 9,6% 

4. Somewhat agree 30 26,1% 

5. Totally agree 63 54,8% 

 

Question: Please state to which degree you identify yourself with the following statements: 

Man never made any material as resilient as the human spirit  

(Mean = 3,32; SD = 1,11) 

 Count Percentage (%) 

1. Totally disagree 7 6,1% 

2. Somewhat disagree 19 16,5% 

3. No opinion 37 32,2% 

4. Somewhat agree 34 29,6% 

5. Totally agree 18 15,7% 
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Our greatest glory is not in never falling, but in rising every time we fall 

(Mean = 3,77; SD = 1,29) 

 Count Percentage (%) 

1. Totally disagree 10 8,7% 

2. Somewhat disagree 12 10,4% 

3. No opinion 15 13% 

4. Somewhat agree 36 31,3% 

5. Totally agree 42 365% 

 

Life is not about finding yourself. Life is about creating yourself 

(Mean = 3,7; SD = 1,19) 

 Count Percentage (%) 

1. Totally disagree 9 7,8% 

2. Somewhat disagree 9 7,8% 

3. No opinion 22 19,1% 

4. Somewhat agree 42 36,5% 

5. Totally agree 33 28,7% 

 

The life of man is like a game with dice; if you don‘ get the throw you want, you must 

show your skill in making the best of the throw you get 

(Mean = 3,54; SD = 1,23) 

 Count Percentage (%) 

1. Totally disagree 9 7,8% 

2. Somewhat disagree 17 14,8% 

3. No opinion 20 17,4% 

4. Somewhat agree 41 35,7% 

5. Totally agree 28 24,3% 

 

 

 

 


