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The Małopolska brand was created to support the development of the 
region’s economic, innovation and entrepreneurial potential by making 
use of its natural, cultural and tourist assets. It testifies to the fact that 
“wisdom and imagination in harmony” is in the DNA of the Małopolska 
brand. 

One of the major undertakings in our long-term brand promotion 
strategy for Małopolska, and one which is aimed at building a 
community focused around local brands and promoting them 
together, is the “Made in Małopolska” project. It aims to increase 
recognition of the region as a brand built on the potential of different 
local brands from the sector of design, gastronomy, business, social 
life as well as cooperation with local governments. The main goal is 
to achieve image synergy between the region and its partners. The 
aim of the project is to encourage both local residents and tourists to 
associate different brands with their place of origin. The one factor 
shared by all the brands in the project will be the symbol “Made in 
Małopolska”, which highlights the place of origin of firms and products 
as well as their quality and renown. 

More than 100 entities are involved in implementing the Małopolska 
Brand Coordination System, including departments of the Marshall 
Office of Małopolska Region and Region institutions. Entities had until 
20 August 2016 to submit their marketing plans for 2017. From the 
activity plans for 2017 submitted by entities for 2017, in September 
2016, the Małopolska Brand Department selected more than 200 of 
the most important marketing activities out of a total of more than 580, 
and these constituted the 2017 Combined Annual Marketing Plan for 
Małopolska Region. 

The campaign was launched to accompany World Youth Day, Kraków 
2016. Built around the slogan “Youth is a state of mind” it portrayed 
Małopolska as a place where a person is young their entire life. An 
86-year old Benedictine monk, father Leon Knabit, wearing red coral 
beads from Małopolska and a T shirt with the KEEP CALM logo became 
the face of the campaign. The next campaign, launched in June 
2017, was “Małopolska on bikes”, which did much more than merely 
promote bike paths in Małopolska, as it also focused on social issues, 
presenting cycling as a sport that is economical and eco-friendly but 
also an opportunity to foster relationships and spend time together, 
a perfect antidote to modern-day addiction to digital devices. In July 
2017, the rules for implementing the “Made in Małopolska” project were 
established and the symbol to be used by project partners was designed. 

During the analysed period, i.e. July 2016 - July 2017, the Brand 
Department supervised, coordinated and monitored over 1,400 
marketing activities within the Małopolska Brand Coordination System. 
Małopolska Region is viewed as the first region in Poland to introduce 
and effectively pursue a coordinated marketing policy. We participate in 
various conferences and gatherings at which we present our strategy. 
Other Regions in Poland model their coordinated marketing policies 
on our example. Promoting the region via the Marketing 3.0 concept 
has proven to be a great success. The “Youth is a state of mind” 
advertisement, broadcast both by private and public TV as well as 
online, has been viewed by 35m people and the Małopolska campaign 
content was viewed over 6m times in social media. 
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