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ABSTRACT: Purpose: Image is one of the key issues in city marketing and branding. City image studies are essential tools for 
urban planners, social researchers as well as political decision-makers and local authorities aiming to understand how people 
perceive the urban space in which they live. The objective of this article is to identify the image of voivodeship cities among their 
residents based on the respondents’ age categories. 
Methodology/approach: The article relies on the results of a quantitative study conducted with a sample of 728 respondents 
residing in selected voivodeship cities in Poland. The research tool employed in the study was a standardised survey question-
naire.
Findings: The findings reveal a statistically significant difference in the assessment of the overall city image by residents across 
various age categories. 
Practical implications: This article may serve as an inspiration for city managers who, in shaping a positive image of urban 
centres, can communicate information about selected city attributes tailored to the chosen age category of inhabitants. 
Originality/value: The research results unequivocally confirm that older city dwellers appear to be more inclined to feel an emo-
tional connection to their place of residence and express positive opinions about it. 
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Introduction 

Cities are becoming increasingly global and competitive while simultaneously becoming integral 
to people’s sense of belonging (Pedeliento & Kavaratzis, 2019; Zenker et al., 2017). They are 
immensely complex social, economic, and cultural entities. Regardless of their size, all cities compete 
to attract more tourists, new residents and investors who will contribute to the development of the 
locality and initiate a favourable growth cycle. Almost every city is interested in enhancing its attrac-
tiveness and striving to strengthen a positive image among various target groups. Therefore, measur-
ing the perception of a city is a crucial tool in strategic urban development planning. City image stud-
ies are essential tools for urban planners, social researchers as well as political decision-makers and 
local authorities aiming to understand how people perceive the urban space in which they live or 
experience. 

Image is one of the key issues in marketing, place marketing, and place branding (Ashworth & 
Kavaratzis, 2009; Braun, 2012; Braun et al., 2013; Kavaratzis, 2004; Adamus-Matuszyńska et al., 
2019). Urban marketing, as a set of coherent promotional activities based on the concentration on 
the needs of recipients, aims to generate, deliver and exchange an attractive urban offer and bring 
benefits to various groups associated with the city (Braun, 2008). Marketing has evolved over time, 
and in the current phase, it is synonymous with territorial branding (Kavaratzis, 2004). City branding 
is a management tool that connects the city’s image with communication from the municipal govern-
ment (Zucco et al., 2017). It is a process of designing, planning, building and communicating the city 
brand based on its specific identity to achieve the desired image of a particular urban centre (Florek, 
2014). Effective city branding should emphasise the city’s image to meet social, environmental and 
economic challenges (Scholvin & Van der Westhuizen, 2019). One of the goals of urban development 
is to create a favourable image and a positive reputation for the place to support efforts to improve its 
competitiveness. The crucial and central value of the city brand is always its image (Gartner, 2014). 
Determining the city’s image is the first significant step in a branding strategy (Gilboa et al., 2015). 
However, the observation of city branding practices demonstrates a gap between theory and the 
actual actions of municipal authorities in this sphere (Kavaratzis, 2015). 

The previous studies highlight the crucial role that residents play in the city branding process 
(Braun et al., 2013; Manyiwa et al., 2018; Zenker et al., 2017). The local community not only ‘con-
sumes’ a particular place where they live but, together with other stakeholders, co-creates the city 
(Rozhkov & Skriabina, 2015) and its image (Rozhkov et al., 2020). As evidenced from the literature, 
residents are ‘co-producers’ of the city’s mega-product and co-creators of the place’s image as per-
sonalised sets of benefits and associations (Kavaratzis, 2004; Braun et al., 2013; Rozhkov et al., 2020). 
This target group is directly connected to the urban space in which they live, work, and spend their 
time. A positive city image plays a key role in residents’ decisions to stay and live in a particular city 
(Zucco et al., 2017; Manyiwa et al., 2018). Their experiences, opinions, and perceptions of the city 
significantly impact its reputation and attractiveness. Satisfied residents can serve as ambassadors 
for the city (Braun et al., 2013; Styvén et al., 2020; Tse & Tung, 2022), actively promoting its merits. 
Furthermore, their engagement in local issues can contribute to the development of entrepreneur-
ship, culture and social activities, leading to an improvement in the quality of urban life. Residents 
have the ability to transform the city’s image into an authentic local story, creating deeper emotional 
bonds that translate into loyalty, activity and positive associations with the place’s brand. The local 
community plays a significant role in building the brand of a particular centre (Braun, 2012; Zenker 
et al., 2017; Manyiwa et al., 2018; Priporas et al., 2020). Therefore, incorporating the residents’ per-
spective becomes an essential element of effective marketing and branding strategies for cities (Mer-
rilees et al., 2009; Manyiwa et al., 2018). 

The paper focuses on the city’s image among its residents, with a specific emphasis on analysing 
the perception of urban space based on their age. The perception of the city as a physical and social 
space evolves as individuals age. Previous studies (Baloglu & McCleary, 1999; Beerli & Martin, 2004; 
Stylidis et al., 2016) demonstrate a significant correlation between the demographics of respondents 
and their image of a tourist destination, with older individuals exhibiting a more positive perception. 
Dynamic changes in urban space impact the subjective perception of the city, reflecting both individ-
ual experiences and the socio-cultural context. Therefore, a study on how representatives of diverse 
age groups perceive the cityfills an interesting research loophole and represents an intriguing area 
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that can provide a deeper understanding of residents’ needs in the dynamically changing spaces of 
contemporary cities. 

The objective of the article is to identify the image of voivodeship cities among their residents 
based on their belonging to specific age categories. The results of this study will contribute to the 
literature in two ways. Firstly, the investigation into the city’s image focuses on the residents’ per-
spective, filling a gap in the literature (Gilboa et al., 2015). Research issues related to the internal 
image of the city are indeed of interest to researchers but represent a less explored area of study (Hsu 
et al., 2004; Phillips & Schofield, 2007; Merrilees et al., 2009; Merrilees et al., 2018; Nunkoo & Ram-
kissoon, 2011). Existing tools for measuring the city’s image typically concentrate on attributes val-
ued among tourists and visitors, neglecting those that are significant for the local community. Sec-
ondly, city residents are treated in the article as an internally diversified group of audiences. They do 
not form a cohesive group but encompass many environments with diverse and sometimes conflict-
ing preferences, needs and desires. Previous assumptions that residents constitute a homogeneous 
group of stakeholders are likely misleading. For instance, Zenker and Braun (2017) suggest that dis-
tinct segments are comprised of current and potential residents. The research results may serve local 
government practice. Specifically, they can provide a hint on how to plan image campaigns for resi-
dents depending on their belonging to a specific age category. 

An overview of the literature 

The image of the city is a key concept in the theory of territorial marketing (Adamus-Matuszyńska 
et al., 2019). It is a comprehensive mental construct that people form about a specific territory based 
on objective knowledge and, simultaneously, on emotions associated with that place (Stylidis et al., 
2017; Manyiwa et al., 2018). The image reflects a combination of both the objective spatial character-
istics of the city and the subjective experiences of the observer connected to it. It constitutes a com-
plex process of shaping opinions and feelings towards the city, involving both material elements, such 
as architecture, infrastructure, and landscapes, and immaterial elements, such as culture, history and 
atmosphere. The city’s image is of significant importance for both its economic and social develop-
ment, influencing, among other things, tourism, investments, population migrations and the level of 
social engagement of its residents. As a crucial category in territorial marketing, the city’s image has 
become the starting point for the development of the concept of city branding (Gaggiotti et al., 2008). 

The image is an abstract feeling and a subjective perception of an individual, a kind of mental 
representation of a city or place created in human minds, and a comprehensive embodiment of 
human experiences, opinions, knowledge, assessment and emotions (Kotler et al., 1999; Bai & Zhao, 
2011). The city’s image depends on internal perceptions and individual characteristics of the individ-
ual (Loureiro et al., 2019). The immaterial nature of the city’s image (Pike et al., 2019), its complexity 
and the dynamic nature of its perception evolve over time and space (which has a different impact on 
people’s satisfaction, attachment and knowledge about the city) (Kim et al., 2019). 

The image is simultaneously the perception of urban identity, composed of distinctive attributes 
that a city wants to communicate to its surroundings. Shaping the city’s image should be carried out 
deliberately, purposefully, in an organised manner, and aligned with a unified vision for the city’s 
development (Stanowicka, 2020). According to Kavaratsis and Ashworth (2005), city marketing spe-
cialists too easily assume that places are simply products extended by the aspect of their spatiality. 
The difficulty in capturing the uniqueness of a city as a product is mainly related to the multitude of 
elements making up the mega-product of a given city, their interconnection, the influence of territo-
rial sub-products on each other, and the diversity of needs and expectations of many city audience 
groups (Kavaratsis & Ashworth, 2005).

By creating a positive image of the city and its brand, local communities aim to promote both its 
tangible and intangible attributes (Gilboa et al., 2015; Nallathiga, 2011). The city’s image serves a 
magnetic function in attracting desired urban development, urban stakeholders, people, investments 
and businesses, thereby enhancing the dynamics of cities and making them more prosperous (Beck 
& Storopoli, 2021; Beck & Ferasso, 2022). In this context, the concept of building a brand for cities 
gains significance in the academic environment and becomes an increasingly important endeavour 
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undertaken by municipal authorities (Kavaratzis & Hatch, 2013; Manyiwa et al., 2018; Sahin & Balo-
glu, 2014). 

Emphasising the uniqueness while also highlighting the added value of the city, the image allows 
us to discover both the merits of the city and its ‘products’ (the offering of the city’s mega-product) 
(Caldwell & Freire, 2004). Cities can leverage their image, attractions, infrastructure and people to 
attract target markets, improve city management and satisfy a broader group of urban stakeholders 
(Kotler et al., 1993; Zucco et al., 2017; Beck & Storopoli, 2021; Beck & Ferasso, 2022). The city’s image 
can, therefore, be interpreted as a tool for promoting and initiating urban development (Yigitcanlar 
et al., 2018). 

Researchers focusing on territorial marketing and city image consistently emphasise that the 
city’s image fundamentally comprises cognitive and emotional (affective) components (Gallarza et 
al., 2002; Lin et al., 2007; Manyiwa et al., 2018; Zhang et al., 2018). Cognitive components of the image 
relate to knowledge about the place and assessments of known attributes of the urban product 
(Gartner, 1994). Meanwhile, emotional components pertain to the individual’s feelings, subjective 
impressions, biases and concerns (Griszel, 2015). 

The identification of the city’s image or the city’s brand image is a widely recognised issue in the 
literaturein the field of territorial marketing. The multidimensional nature of the city’s image con-
tributes to the complexity of its measurement processes (Cassia et al., 2018). Previous research 
focuses on identifying the holistic and/or attributive image, taking into account the emotional and 
cognitive dimensions (Echtner & Ritchie, 1993; Baloglu & McCleary, 1999; Zhang et al., 2014; Zhang 
et al., 2018; Manyiwa et al., 2018; Afshardoost & Eshaghi, 2020; Chan et al., 2021). Scientific studies 
so far have primarily dealt with measuring the city’s image among specific target groups, such as 
tourists, residents or investors (Gallarza et al., 2002; Yuksel & Akgul, 2007; Tasci et al., 2007; Byon & 
Zhang, 2009; Boo et al., 2009; Ramkissoon & Nunkoo, 2011; Tegegne et al., 2018; Hsu et al., 2004; 
Phillips & Schofield, 2007; Merrilees et al., 2009; Merrilees et al., 2018), or comparing the perceived 
image of the city between these groups (Jutla, 2000; Ryan & Aicken, 2010; Stylidis et al., 2017; Mous-
taka & Constantoglou, 2021). 

According to the literature, the overall city image among residents is mainly influenced by cogni-
tive elements (Stylidis et al., 2017). Conversely, tourists tend to have a more positive city image than 
residents because they are primarily influenced by the emotional component (Stylidis et al., 2017; 
Cassia et al., 2018). However, there is still no clear consensus on this matter in the literature. Some 
researchers have not found significant differences in the perception of a city’s image between inter-
nal (residents) and external stakeholders (Ryan & Aicken, 2010; Cassia et al., 2018). Additionally, 
residents’ perception of a city’s image is not static. It follows the same process as the evolution of 
image perception among tourists but with different factors involved, such as awareness and age of 
the recipients (Kherbouche & Djedid, 2019). 

Some authors have attempted to identify the city’s image among residents, focusing their research 
on their affiliation with a selected socio-demographic category. For example, Priporas et al. (2020) 
conducted a study on the city’s image among residents representing Generation Z. The authors high-
light, among other things, the positive and significant role of the city’s image and the city brand per-
sonality in engaging Generation Z residents in social media activity. The literature emphasises the 
necessity of deepening knowledge regarding the understanding of the city’s perception by its resi-
dents (Styvén et al., 2020). 

Literature on city branding often emphasises the success of brands that focus on coherence and 
consistency (Zenker & Braun, 2017). According to research conducted by Casais and Monteiro (2019), 
respondents representing city residents confirm that the place brand harmonises with their individ-
ual sense of identity associated with a particular area. However, they express the belief that the 
adopted branding strategy is mainly focused on attracting tourists rather than effectively strengthen-
ing the relationship between residents and their place of residence. As illustrated by the analysis of 
literature on city brands, those who are not aware of the significant desires and aspirations of their 
community expose themselves to the risk of self-destructive devaluation in the eyes of internal audi-
ences (Bonakdar & Audirac, 2020). 

Factors influencing the perception of a city include the city’s characteristics (physical, socio-eco-
nomic), individual traits (socio-demographic, socio-economic, socio-cultural, and psychological, as 
well as prior experiences with the place), activities and opinions of other entities associated with the 
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city, mass media messages, literature narratives, and the actions of local authorities (Dudek-
Mańkowska, 2011). The image depends on the individual traits of recipients in terms of selecting and 
accepting specific signals (Glińska, 2016). Determinants of a city’s image perception vary depending 
on the recipient and are associated with three categories of factors influencing an individual’s per-
ception of the city. These are external factors (demographic, socio-economic, socio-cultural), internal 
(psychological) and others (interpersonal communication relating to mutual relations between peo-
ple interested in the city, information messages from the media, the influence of “opinion” leaders) 
(Łuczak, 2006). Additionally, researchers particularly highlight demographic characteristics such as 
age and education as the primary determinants of the perception of a place (Niemczyk, 2018). The 
above considerations constitute the formulation of the main research problem: Does the image of the 
city among its inhabitants depend on their belonging to a specific age category? The main hypothesis 
was formulated as follows: there is a statistically significant relationship between the image and 
belonging of residents to a specific age category. 

Research methods 

Due to the fundamental importance of the city’s image in constructing a specific place brand, this 
article attempts to identify the image of voivodeship cities in a holistic and attributive approach, 
considering the variable characterising residents belonging to a specific age category. The nature and 
number of attributes used to measure the city’s image vary significantly in the approaches of individ-
ual authors, indicating the complexity of the city’s image as a research category. 

The research method employed to achieve the objective of this publication involved a diagnostic 
survey conducted on a sample of 728 residents from six voivodeship cities in Poland, including 
Gdansk, Poznan, Wroclaw, Krakow, Lodz and Bialystok. The research tool was a standardised ques-
tionnaire survey. The surveys were conducted simultaneously in all analysed cities using the CAWI 
technique in the second half of 2019. 

Respondents were asked to assess the holistic and attributive image of the city on a 7-point Likert 
scale (Sabari Shankar, 2018; Martín-Azami & Ramos-Real, 2019). The proposed scale for identifying 
the city’s image included its cognitive and emotional dimensions. 

The main research problem was concretised in the following three detailed research questions: 
• Is there a statistically significant relationship between the residents’ holistic image of their city 

and their belonging to a specific age category? (RQ1) 
• Are there statistically significant relationships between the residents’ emotional attributive 

image of their city and their belonging to a specific age category? (RQ2) 
• Are there statistically significant relationships between the residents’ cognitive attributive image 

of their city and their belonging to a specific age category? (RQ3) 
Detailed hypotheses were also formulated for each of the detailed research questions: 

H1  There is a statistically significant relationship between the residents’ holistic image of the city 
and belonging to a specific age category of residents. 

H2  There are statistically significant relationships between the residents’ emotional attributive 
image of their city and their belonging to a specific age category. 

H3  There are statistically significant relationships between the residents’ cognitive attributive image 
of their city and their belonging to a specific age category. 
The characteristics of the research sample are presented in Table 1. The number of respondents 

representing each of the six cities included in the study was comparable, ranging around 120 individ-
uals. 

The participation of women in the study was 53%, and men accounted for 47%. Among all 
respondents in the study, individuals above 55 years old constituted 27% of the participants. Mid-
dle-aged respondents (35-45 years) comprised 21% of the surveyed, while both young individuals up 
to 24 years old and those aged 25 to 34 accounted for 18% each. A slightly smaller group was repre-
sented by respondents aged 45 to 54 (15%). The sample structure in the quantitative study reflected 
the diversified age structure of the population in individual cities not only in terms of respondents’ 
age but also their education level and employment status. 
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Table 1. Characteristics of the research sample, N=728 

Characteristics
N=728

Total

%

Gender
female 384 53%

male 344 47%

Age

up to 34 years 266 37%

35-54 years 261 36%

over 55 years 200 27%

Level of education

higher 392 54%

secondary 269 37%

vocational 60 8%

primary 7 1%

Employment status

employed 550 76%

pupil/student 108 15%

retired/pensioner 53 7%

unemployed 17 2%

City

Bialystok 125 17%

Gdansk 115 16%

Krakow 121 17%

Lodz 126 17%

Poznan 116 16%

Wroclaw 125 17%

The material obtained from the conducted research was subjected to statistical analysis. The 
non-parametric Kruskal-Wallis test was employed in the analysis, and the statistical calculations 
were carried out using the SPSS package. 

Results of the research 

To identify the holistic image of the city, respondents were asked to express their agreement with 
the statement ‘I have a positive image of my city’. The vast majority of respondents, regardless of their 
age category, perceive their city positively. An ambivalent assessment of the statement was expressed 
by 9% of respondents in the youngest age category and 5% and 6% of respondents in the second and 
third age categories, respectively (Figure 1). 

In seeking answers to the first research question (RQ1): Is there a statistically significant rela-
tionship between the residents’ holistic image of their city and their belonging to a specific age cate-
gory? The Kruskal-Wallis test was used. This non-parametric test serves as an equivalent of a one-
way analysis of variance, relying on ranks and intended to compare at least three groups (Niewiaro-
wski et al., 2013; Wiktorowicz et al., 2020). It can be applied when the considered variable is expressed 
on at least an ordinal scale (Stanisz, 2006). 

The results of the Kruskal-Wallis test (H=9.65; p<0.01) confirmed the statistical significance of 
differences in the assessment of the city’s image by residents in the individual age categories labelled 
as codes 1, 2, and 3 (Table 2), which allowed for a positive verification of H1. The average rating of the 
overall positive image of the city increases with the age of respondents and is highest among resi-
dents over 55 years old. 
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Figure 1.  Level of acceptance of the statement “I have a positive image of my city” among respondents depending 
on their age category (percentage of responses) 

Table 2.  Differences in the assessment of the city’s holistic image depending on the age of the respondent 
(Kruskal-Wallis test) 

City image Age category N Average Median SD Kruskal-Wallis Test 
The value of the statistic

I have a positive 
image of my city

up to 34 years (1) 266 5.44 6 1.22 Chi-square
df
Asymptotic 
significance

9.65
2
0.008**

35-54 years (2) 262 5.68 6 1.17

over 55 years (3) 200 5.70 6 1.27

total 728 5.59 6 1.22

Three levels of statistical significance were adopted: p<0.001, marked with ***; p<0.01, marked **; p<0.05 marked *. 

The Kruskal-Wallis test was also used to seek answers to the second research question (RQ2): 
Are there statistically significant relationships between the residents’ emotional attributive image of 
their city and their belonging to a specific age category? 

The test results showed that the average rating of individual emotional attributes of the city’s 
image depends on the respondent’s belonging to a specific age category (Table 3). Statistically signif-
icant differences between respondents belonging to the three analysed age categories occurred 
regarding the perception of emotional attributes of the city’s image, such as old-fashioned city/mod-
ern city (H=9.25; p<0.010), unsafe city/safe city (H=18.60; p<0.000); unfriendly city/friendly city 
(H=13.20; p<0.001); poorly managed city/well-managed city (H=19.81; p<0.000); city poor in smart 
solutions/city rich in smart solutions (smart city) (H=30.96; p<0.000); a city without development 
prospects/city with development prospects (H=9.74; p<0.010). However, regarding belonging to a 
specific age group, respondents did not differ in evaluating the statement ageing city/young city 
(p>0.05). The older the respondents, the higher they rated the city in terms of perceiving the speci-
fied emotional image attributes. This states that partially positive verification has been obtained for 
H2. 
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Table 3.  Differences in the assessment of the emotional attribute dimension of the city’s image depending on the 
age of the respondent (Kruskal-Wallis test) 

City image Age category N Average Median SD Kruskal-Wallis Test
The value of the statistic

Outdated/
Modern

up to 34 years (1) 266 5.06 5 1.19
Chi-square
df
Asymptotic significance

9.25
2
0.010*

35-54 years (2) 262 5.28 5 1.23

over 55 years (3) 200 5.35 5 1.36

total 728 5.22 5 1.26

Dangerous/
Safe

up to 34 years (1) 266 4.65 5 1.54
Chi-square
df
Asymptotic significance

18.60
2
0.000***

35-54 years (2) 262 5.05 5 1.52

over 55 years (3) 200 5.17 6 1.57

total 728 4.94 5 1.55

Unfriendly  
to residents/
Friendly  
to residents

up to 34 years (1) 266 5.06 5 1.39
Chi-square
df
Asymptotic significance

13.20
2
0.001**

35-54 years (2) 262 5.35 5 1.31

over 55 years (3) 200 5.50 6 1.28

total 728 5.29 5 1.34

Poorlymanaged/
Wellmanaged

up to 34 years (1) 266 4.58 5 1.65
Chi-square
df
Asymptotic significance

19.81
2
0.000***

35-54 years (2) 262 5.09 5 1.56

over 55 years (3) 200 5.13 5 1.55

total 728 4.91 5 1.61

Poor in intelligent 
solutions/ 
Rich in intelligent 
solutions  
(smart city)

up to 34 years (1) 266 4.42 4 1.53
Chi-square
df
Asymptotic significance

30.96
2
0.000***

35-54 years (2) 262 4.86 5 1.39

over 55 years (3) 200 5.14 5 1.42

total 728 4.77 5 1.48

Without  
development 
perspectives/ 
With development 
perspectives

up to 34 years (1) 266 5.34 4 1.49
Chi-square
df
Asymptotic significance

9.74
2
0.008**

35-54 years (2) 262 5.68 6 1.40

over 55 years (3) 200 5.64 6 1.45

total 728 5.54 6 1.45

Three levels of statistical significance were adopted: p<0.001, marked with ***; p<0.01, marked **; p<0.05 marked *.

The Kruskal-Wallis test was also used to seek answers to the third research question (RQ3): Are 
there statistically significant relationships between the residents’ cognitive attributive image of their 
city and their belonging to a specific age category? The results of the Kruskal-Wallis test confirmed 
statistically significant relationships between the cognitive image of their city held by residents and 
their belonging to a specific age category in relation to half of the attributes included in the research 
tool, which allowed for a partially positive verification of H3. 

Differences in the assessment of the cognitive dimension of the city’s image are statistically sig-
nificant in various age categories concerning the following city attributes: extensive educational offer 
(H=13.32; p<0.05); extensive sports and recreational offer (H=6.91; p<0.05); the level of residents’ 
identification with the city (H=19.87; p<0.000); intangible historical heritage (history, culture, tradi-
tions of the city) (H=19.87; p<0.000); the city’s competitive position compared to other cities in the 
country (H=9.38; p<0.01); and well-known, recognisable residents/celebrities from the city 
(H=47.33; p<0.000) (Table 4). Regarding the evaluation of other attributes analysed, no differences 
were found based on respondents’ age (p>0.05). The following attributes were excluded from further 
analysis: historical monuments and architectural-urbanistic attractiveness, natural and landscape 



ECONOMICS AND ENVIRONMENT  1(88) • 2024

DOI: 10.34659/eis.2024.88.1.743

9

values of the city and its surroundings, urban transport system, transportation accessibility (city 
location), extensive housing offer, extensive cultural offer, extensive entertainment/nightlife, and 
economic potential. 

Table 4.  Differences in the assessment of the cognitive attribute dimension of the city’s image depending on the 
age of the respondent (Kruskal-Wallis test) 

City image Age category N Average Median SD Kruskal-Wallis Test 
The value of the statistic

Extensive  
educational offer

up to 34 years (1) 266 5.31 5 1.30
Chi-square
df
Asymptotic significance

13.32
2
0.001*

35-54 years (2) 262 5.57 6 1.29

over 55 years (3) 200 5.72 6 1.18

total 728 5.52 6 1.28

Extensive sports 
and recreation 
offer

up to 34 years (1) 266 5.32 5 1.26
Chi-square
df
Asymptotic significance

6.91
2
0.032*

35-54 years (2) 262 5.55 6 1.27

over 55 years (3) 200 5.55 6 1.26

total 728 5.46 6 1.27

Level  
of identification  
of residents  
with the city

up to 34 years (1) 266 5.04 5 1.34
Chi-square
df
Asymptotic significance

19.87
2
0.000***

35-54 years (2) 262 5.47 6 1.29

over 55 years (3) 200 5.37 6 1.38

total 728 5.28 5 1.35

Intangible  
historical heritage 
(history, culture, 
traditions  
of the city)

up to 34 years (1) 266 5.21 5 1.44
Chi-square
df
Asymptotic significance

19.87
2
0.000***

35-54 years (2) 262 5.64 6 1.31

over 55 years (3) 200 5.76 6 1.21

total 728 5.52 6 1.35

The city’s  
competitive  
position compared 
to other cities  
in the country

up to 34 years (1) 266 5.08 5 1.53
Chi-square
df
Asymptotic significance

9.38
2
0.009**

35-54 years (2) 262 5.42 6 1.34

over 55 years (3) 200 5.47 6 1.45

total 728 5.31 6 1.45

Famous,  
recognizable  
residents/ 
Celebrities from  
the city

up to 34 years (1) 266 3.91 4 1.68
Chi-square
df
Asymptotic significance

47.33
2
0.000***

35-54 years (2) 262 4.49 5 1.81

over 55 years (3) 200 5.01 5 1.65

total 728 4.42 5 1.77

Three levels of statistical significance were adopted: p<0.001, marked with ***; p<0.01, marked **; p<0.05 marked *.

The positive holistic image of provincial cities is well-received by their residents, especially 
among individuals over 35 years old, i.e., in age groups 2 and 3. It is worth noting that both the emo-
tional and cognitive dimensions of the city’s image were rated highest by the oldest respondents. 

Discussion 

In recent years, there has been a clear increase in municipalities’ interest in shaping a positive 
image of their cities and building a city brand. This is evident in the growing engagement of local 
communities in promoting the city and its attractions. There is also a growing belief that city resi-
dents are one of the most important target groups for municipal activities. Undoubtedly, residents 
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should be treated as key recipients of the city, as they form its social fabric and influence its develop-
ment. Their satisfaction and loyalty to the city are crucial for its success. 

As cities become increasingly competitive in the battle for investments, tourists and new resi-
dents, building a positive internal image becomes essential. Currently, city residents not only contrib-
ute to shaping its image but can also serve as ambassadors of the city brand, being credible and 
authentic. Measurements of the city’s image among residents demonstrate that they are critical of the 
city’s attributes, about which they have objective knowledge (Baratta et al., 2017; Cassia et al., 2018). 

In light of the literature, it has been demonstrated that there is a connection between possessing 
a positive image of one’s city and a stronger attachment to it (Zhang & Li, 2022). Researchers argue 
that the way residents perceive the city is closely linked to the quality of public services, which, in 
turn, is associated with the satisfaction of recipients and the local quality of life in the city (Luque-
Martínez et al., 2007; Källström & Hultman, 2019; Priporas et al., 2020). According to the literature, 
residents who positively evaluate various city attributes, especially functional ones, also experience 
a higher level of satisfaction with life in that particular place (Zhang & Li, 2022). 

To shape a positive internal city image, it is recommended that specific city attributes be improved 
(Zhang & Li, 2022). Therefore, city administrations invest in cultural, educational, and recreational 
infrastructure, organise social and cultural events, and pay attention to the aesthetics of urban space. 
The aim is to build the image of a place that is attractive for living, working, and leisure and to increase 
residents’ sense of belonging to their city. 

According to the literature, age, education, and financial situation are the main determinants of 
the city’s image (Niemczyk, 2018). The research results presented in this article have shown that 
Polish voivodeship cities have a positive image among their residents. 

The majority of city image attributes, and consequently many areas of city functioning, are highly 
valued, especially among residents above 35 years old. The highest ratings concerning the city’s 
offerings and cognitive image attributes were declared by the group of residents above 55 years old. 
Emotional attributes of the image (the ‘intangible’ ones) are also rated the highest by respondents 
belonging to the oldest of the analysed age groups. 

In light of the conducted research, it can be stated that there is a statistically significant difference 
between the holistic image residents have of their city and their belonging to a specific age group 
(RQ1), with the highest ratings observed in the oldest group of residents. The article demonstrates 
that there are statistically significant differences between the emotional image residents have of their 
city and their belonging to a specific age group in terms of how the city is perceived in dimensions, 
such as outdated/modern, dangerous/safe, unfriendly/friendly to residents, poorly/well-managed, 
lacking/rich in smart solutions, and without/with development prospects (RQ2). There are statisti-
cally significant dependencies between the cognitive image residents have of their city and their 
belonging to a specific age group in relation to the following attributes: extensive educational offer-
ings, extensive sports and recreational offerings, the level of residents’ identification with the city, 
non-material historical heritage, the city’s competitive position compared to other cities in the coun-
try, and well-known, recognisable residents/celebrities originating from the city (RQ3). 

The results of the study confirmed the city’s image depends on the age of its inhabitants. Hypoth-
esis 1 (H1) was positively verified, while hypotheses 2 (H2) and 3 (H3) were partially confirmed. The 
conducted research essentially confirms previous conclusions found in the literature, emphasising 
the connection between residents’ ways of perceiving the city and their demographic variables. Sim-
ilar research results can be found in Glińska’s publication (2008). The author demonstrates that the 
highest level of life satisfaction in their city is expressed by individuals aged 50 and above. According 
to the author, this situation may largely result from rationalising their decision to reside in a particu-
lar city, a decision that, for various reasons, cannot be easily changed. Comparable research findings 
are available in Niemczyk’s study (2018). The author emphasises that the age of residents signifi-
cantly influences the assessment of the holistic image of the city and partially influences the emo-
tional and cognitive attributive image of the city. The age of inhabitants determines the assessment of 
nearly all city attributes, except for the investment climate and the ease of navigating the city. 
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Conclusions 

The image of a city is a crucial aspect in marketing, place marketing, and place branding. Through 
creating a city’s positive image and brand, local communities aim to promote both its tangible and 
intangible attributes. A positive city image serves as a magnetic force, attracting desired urban stake-
holders, people, investments and businesses, thereby enhancing the dynamics of urban development 
and increasing overall prosperity. 

In recent years, there has been a clear increase in the interest of local authorities in shaping the 
positive image of their cities and building their brands. Changes in the demographic structure of 
society bring about new challenges in shaping urban spaces, encompassing social, economic and cul-
tural aspects. The results of the conducted research unequivocally confirm the statistically significant 
correlation between a positive city image and the age of residents. Older citizens appear to be more 
inclined to feel an emotional connection to their place of residence and express positive opinions 
about it. Analysing the presented results, it can be observed that older individuals more frequently 
exhibit a more positive attitude toward their place of residence. 

One possible explanation for this correlation could be the long-standing connection of residents 
aged 55 and above with their city. This may influence their perception of the city as a place full of 
value and positive experiences. On the other hand, older residents often have more stable profes-
sional and family lives, which can impact their overall quality of life and perception of their place of 
residence as more attractive and friendly. 

In the context of municipal authorities, it can be stated that treating residents as a priority audi-
ence is not only a trend but also an essential element of effective city management and its develop-
ment as well as the construction of a positive city image and brand. Local governments that focus on 
meeting the needs and expectations of their residents are more effective and achieve greater success 
in the long run. 

The research results described in this article contribute to the theory of territorial marketing. 
They fill the gap related to studying how residents of different ages look at the city they live in and 
what influences their cognitive and emotional perception of the place they live in, depending on the 
age category they belong to. 

The interpretation of the research results obtained in the survey conducted among residents of 
selected voivodeship cities is not without certain limitations associated with conducting research 
only in selected voivodeship cities in Poland. However, the authors hope that, despite the mentioned 
limitations, the research results presented in the article can serve as inspiration for further in-depth 
studies in this area. Directions for further scientific research include the identification of the city 
image in different types of cities (considering the size and/or character of the city) and in diverse 
socio-demographic categories of city product recipients. 

The article also has practical implications. It can serve as inspiration for city managers who, in 
shaping a positive image of the areas they manage, can communicate information about selected city 
attributes to residents, tailoring messages to the chosen age category of citizens. This is crucial for 
constructing an authentic and positive city image. 
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Ewelina Julita TOMASZEWSKA • Ewa GLIŃSKA

WIZERUNEK MIAST WOJEWÓDZKICH W OPINII MIESZKAŃCÓW 

STRESZCZENIE: Cel: Wizerunek to jedno z kluczowych zagadnień marketingu i brandingu miasta. Badania wizerunku miast są 
niezbędnym narzędziem dla urbanistów, badaczy społecznych, a także decydentów politycznych i władz lokalnych, których 
celem jest zrozumienie, w jaki sposób ludzie postrzegają przestrzeń miejską, w której żyją. Celem artykułu jest identyfikacja 
wizerunku miast wojewódzkich wśród mieszkańców w zależności od ich przynależności do poszczególnych kategorii wiekowych. 
Metodyka/zastosowane podejście: W artykule wykorzystano wyniki badania ilościowego przeprowadzonego na próbie 728 
respondentów zamieszkujących wybrane miasta wojewódzkie w Polsce. Narzędziem badawczym zastosowanym w badaniu był 
standaryzowany kwestionariusz ankiety. 
Sposób rozwiązania problemu badawczego: Wyniki wskazują na istotną statystycznie różnicę w ocenie ogólnego wizerunku 
miasta przez mieszkańców w różnych kategoriach wiekowych.
Implikacje praktyczne: Artykuł może być inspiracją dla zarządców miast, którzy kształtując pozytywny wizerunek ośrodka mogą 
komunikować mieszkańcom informacje o wybranych atrybutach miasta dostosowując komunikaty do wybranej kategorii wie-
kowej obywateli.
Oryginalność/wartość dodana: Wyniki badania jednoznacznie potwierdzają, że starsi mieszkańcy miast wydają się być bardziej 
skłonni do odczuwania emocjonalnego związku z miejscem zamieszkania i wyrażania o nim pozytywnych opinii. 

SŁOWA KLUCZOWE: marketing terytorialny, wizerunek miasta, mieszkańcy
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