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Abstract
In this paper a modified Preuss model was used to assess the factors to enhance the
competitiveness of the region and the SMEs located in the region. To accomplish
the above, six types of event-structure were applied: infrastructure, knowledge, net-
works, culture, image and emotions. They were described in detail in reference to
the case of Euro 2012 in Poland and the Pomeranian region in particular. Finally the
Authors take the attempt to describe the connection between the determinants and
the possible competitive position of region and its SMEs.
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Introduction

The Preuss model (2007a) combines two groups of theoretical divagations:
the theory of the impact mega size events have on the region, and the theory of the
region’s competitiveness. Both lines emphasise the measurable factors (infrastruc-
ture, human resources), and the non-measurable aspects (emotions, perceptions, cul-
ture, etc.).

Preuss pointed to the changes occurring before and during the sports event,
and to the change in the location factors, which leads to enhancing the competitive
position of the region after the event. The latter stimulates additional local demand,
which then triggers increased production leading to higher employment, and finally
to higher income and taxes. An increase of the latter generates further growth in the
demand. The changes identified in the Preuss model are here discussed on the exam-
ple of the Euro in Poland and the Pomeranian region in particular.
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The main aim of this paper is to use a modified Preuss model to analyse the
regional environment factors, which will contribute to improved competitiveness of
the region and its SMEs on the example of Euro 2012 within Pomeranian region.

1. The Preuss model in describing region’s competitiveness

Today, mega cities are in global competition to attract economic activity to
their city. Preuss (2007a) indicates that all event—structure that is in existence prior
to or after the momentum of the event will change, for a certain period of time, the
so called ‘quality of location factors’ in a positive or negative way. Preuss notes six
types of event-structure: infrastructure, knowledge, networks, culture, image and
emotions. While the first four derive from the fact of the preparations for the event,
two more are dependent on the momentum the event develops (Preuss, 2007b). It is
noted that a planned legacy to strengthen other aspects of a city requires the imple-
mentation of additional measures. For example, a better business destination would
be developed through event infrastructures such as an upgrade of the general infra-
structure (notably traffic systems), knowledge understood as security and organisa-
tional and service skills, skilled labour, image as a business location, and political
and business networks.

2. Findings

Infrastructure

Infrastructure is the element unquestionably contributing to the region’s com-
petitiveness. The infrastructural projects in the discussed case include four stadiums
in the host cities of Gdansk, Poznan, Warsaw, and Wroctaw, two alternative stadi-
ums in Krakéw and Chorzow, team base camps, and the remaining infrastructure,
primarily public transport in the cities, road and transport infrastructure, safety, and
security. The listed projects have been grouped into three sub-categories:
— key investments,
— important investments, and
— other investments.

The key status is allocated to 45 prime infrastructural projects of the highest
significance in the light of the correct preparation for the final tournament. ‘Important
investments’ comprise 36 projects, whereas the catalogue of ‘other investments’ is
made up of 146 projects. The sub-grouping implies each category is burdened with
a different risk of actual implementation. A stronger link between the key and im-
portant infrastructural projects with the Euro 2012 makes their execution more prob-
able. The same approach adopted with respect to the portfolio grouping the largest
number of projects carries the risk that some of them might remain uncompleted by
mid-2012 (Zawadzki, 2011) .
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The stadium-related infrastructure is included in the key investments. Even
though the arenas themselves rank among the most important projects pursued under
the Euro 2012 programme, the share of their construction costs in the total expend-
iture on the key investments is relatively low and represents less than 6%. A far
higher emphasis in this respect is put on non-sport infrastructure, most of all roads
planned to account for over 80% of the cost budget (see table 1). This proposition is
reasonable, as Poland has a very poor transportation system and this kind of legacy
would for sure increase the competitiveness of all regions in Poland.

Concluding, the cost of stadium facilities represents a minor share in the over-
all infrastructural expenditure. The conclusion is particularly true for less developed
countries perfectly exemplified by Poland. Nevertheless, the same trend is observed
in highly industrialised countries, even though their road and transport infrastruc-
ture stands much higher. Germany, organiser of the FIFA 2006 event, can provide
a good example. Their investments in non-sport infrastructure took about EUR 2 bil-
lion, which was over 40 per cent more than the arena-related expenditure (du Plesis,
Maennig 2006).

Considering the non-sport infrastructure in Gdansk and wider in the Tricity ag-
glomeration, a broad range of projects is undertaken, of which the most important are:
— the road investments implemented by the Gdansk Municipal Investments 2012

Ltd.,
— investments in public transport and traffic system implemented under TRISTAR,
— investment in air transport, involving the expansion of passenger terminals,
— investments, including development of public transport.

Although stadiums being the legacy of a sports event left to the city/region
are intended to pertain to the latter’s success, they are commonly known never to
pay back. The stadiums under construction in Poland were designed to meet the
UEFA requirements, which have nothing to do with their potential use in the future.
Therefore, this legacy will require wise management afterwards, the more so that the
construction costs are continually growing. Today, at the end of 2013, it is known
that Poland will spent about PLN 1.5 billion over the anticipated sum of PLN 3.122
billion. The preparation of stadium in Gdansk alone was assessed at over PLN 900
million and it exceeded the primary assumptions of about 40 per cent. This exorbi-
tant cost of putting in place the arena infrastructure exceeds the financial potential
of the Polish host cities. Therefore, it will be necessary to secure external sources of
funds to ensure unperturbed implementation of the initiated projects. Debt support,
however, carries a high risk of becoming a long-term burden on the local budgets,
continuing for years after the Euro 2012. To prevent the scenario of the Portuguese
public stadiums, it will be of paramount importance to manage the facilities effec-
tively and ensure they generate an appropriately high operating income to enable
efficient debt service. At this point, it is worthwhile to refer to Kurscheidt (2007) and
his analysis of the effects of the World Cup 2006 in Germany, where he emphasised



The Determinants of the Region’s and its SMEs’ Competitive Position ... 9

the necessity of planning the use of the sports infrastructure beyond the single event
it is erected for and the need to do it before the event ever takes place.

The possible solutions include incorporating the feature of multi-functionality
in the erected facilities so that they can swiftly be transformed from a football arena
to an athletics track and field, or a performance stage. Poland taps on the experi-
ence of other countries in this respect. The new facilities are intended to combine
their sports function with other designations. They are planned to be accompanied
with shopping malls, congress centres, cinema halls, recreational, and other facilities
meant to attract people other than football fans.

The PGE Arena in Gdansk, located in Pomerania region, can be served as an
effective example here. Gdansk stadium can accommodate 42,000 spectators. More
than 2,000 square metres devoted to special guests and more than 40 sky boxes. In
addition, there are planned over 1,000 business seats on the main grandstand. The
city authorities are already looking for effective ways of managing the modern sports
site. The arena is planned to suit purposes other than sport, primarily music concerts.
Interestingly enough, the Gdansk stadium is already generating an income, even
though it has not yet been put in operation. December 2009 brought the resolution of
the competition for its titular sponsor. Polska Grupa Energetyczna SA will pay PLN
35 million over the years 2010-2014 for the naming rights. Under the agreement, the
new sponsor is entitled to use the stadium image and name, and the facility itself for
advertising and commercial purposes under the rights package granted to it. Since
the estimate annual operating costs of PGE Arena oscillate between PLN 10 and
12 million, this means that at least 60% of the funds needed to cover them will be
earned on the sale of the right to the name alone. Additional income will be earned
on the rental of boxes and VIP seats, and the commercial space reserved for shops,
pubs, and restaurants. Further plans envisage locating one of the largest fitness clubs
in the Tri-City on the stadium grounds (4.5 thousand sq.m.). This will be appended
with fan souvenir shops combined with a museum of the Lechia Gdansk sports club,
a sports shop, and a centre of entertainment. A professional roller-skating track de-
signed to encircle the estate is perceived to add to the site attraction.

Images

Developing the potential and position of the city and businesses should be
built in Gdansk in strategy Stretch, which is based on inner strength and skill to over-
come weaknesses in the international market. Stretch strategy should indicate the
strengths of the city, not only in the context of a sporting event, but in the direction
of the city building strategy through its strong attributes. Both strong national brand,
and the city means the use of country of origin effect, i.e. a state in which domestic
firms, goods, services, places, ideas, and human resources are recognized, positively
associated and represent above-standard value for foreign customers. National pride,
the ethos of Solidarity is not enough for Polish cities and companies to succeed
abroad. Continued promotion of the city, building the brand and its identity in the
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world should be built based on the symbols of Solidarity, but also based on cultural
and business centres: Gdansk is an attractive city for tourists and business, but poor-
ly recognized worldwide as an international brand. Yet Gdansk is a city historically
perverse.

According to Olins (2008), a British specialist in states marketing, Poland has
extraordinary creativity and individualism. His research showed that they are the
most characteristic features of the Poles, which are not found in other nations. Poles
should use the term “creative tension” in everything they do, then the perception of
Polish cities will change abroad. Competitive identity, magical places, recreation
with access to the sea, the high potential for academic-scientific, art and culture,
sporting aspirations, creative perversity-that’s THE BRAND OF CITY GDANSK.
The city must develop its own brand — a set of characteristics, which differs from
other cities and so that will be recognized abroad, and provoke tourists to choose
Gdansk. During the few weeks before and during the Euro 2012 matches, media
from all over the world will direct attention not only to sport events, but also to
the surroundings, giving a unique opportunity to build brand in Polish cities like
Gdansk. Euro 2012 gives the chance, acting in a peculiar impulse to create common
goals, which is the result of increased interest of tourists, investors, supporting new
businesses, and thus the benefits flowing from new investment, new jobs, and an
increase in the share of creative industries in the economy of cities.

Knowledge

Preparing an event so prestigious and huge takes organisational skills. They
are needed not only on the event level, but also on the regional level. To cope with
the job, a special vehicle company, PL.2012, has been called into being. Its tasks
include monitoring and coordinating the projects connected with the preparations to
the event, and seeing to the training. The company cooperates with 46 institutions
and governmental agencies at the regional and national levels.

The decision to organise the European Championship spurred numerous of-
fers of broadening knowledge in managing selected areas related to the Euro 2012
such as safety, quality of the hotel services, or mass events. The local authorities
are learning multi-dimensional planning so as to meet all EUFA requirements.
Academies of physical education on the one hand, and college of economics on the
other hand offer new, specialist areas of studies, to name e.g. sport management. The
Technical University of Gdansk has launched a unique, Management in Sport, MBA
course. Educational projects co-financed from the EU funds are arranged, to name
e.g.: ,,New Businesses for the Euro 2012”, or Steer for Success Today — Euro 2012 —
Our Qualifications, Your Win”.

The necessity to seek sources of financing the investments, primarily the sta-
diums, cannot be disregarded. Addressing it, the local authorities develop new skills,
particularly that the new financial burden must not push current projects, necessary
in every region as they are, into oblivion.
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On top of this all comes knowledge in the area of creating sports infrastruc-
ture. Its growth has been noticed among the companies entrusted with constructing
our stadiums, (the PB Group from Greater Poland, and Hydrobudowa Polska), as
they have been invited to take part in negotiating contracts for the erection of two
stadiums in Qatar totalling over USD 1.5 billion.

Further knowledge growth will accompany promotion and voluntary ser-
vice to be engaged in keeping law and order. The visitors arriving from abroad to
watch the tournament will be provided information via the planned so-called Fan
Embassies. They are intended to assist the spectators, journalists, and residents alike
by providing information about the city and the event organisation, and support the
security forces and medical teams in their tasks. Each of the 2 830 voluntary service
members will go through 283 hours of lectures and 1594 hours of workshops.

Additional knowledge will also be gained from various ad hoc actions taken
by non-governmental organisations and research entities.

Noteworthy, each of the cities preparing for the Euro 2012 is building expe-
rience through smaller-scale projects to be resorted to during the event. One should,
for example, mention the BIEG initiative (Euro 2012 Investment Agency of Gdansk),
which organised a fan park during the Euro 2008. The idea behind the initiative was
to accumulate experience in arranging fan zones for people to spend time together
watching the matches on telebeams.

Emotions

The organisation of the Euro doubtlessly evokes positive emotions both lo-
cally and nationally. These are enhanced through minor events in anticipation of the
Championship. Gdansk organises picnics, matches and shows to develop an emo-
tional bond with the pending event in the local community. This is also a way to
boost their sense of pride in the home city. Similar events have also been held in oth-
er Polish cities. One should appreciate the pilot programme called ‘Fans Together’.
Even though its prime goal is to curb violence among the Polish football club fans,
it is likely to contribute to positive channelling of the emotions evoked during the
tournament. The programme envisages setting up the so-called local Fan Embassies.
The idea behind them is to engage active fans of the local clubs in voluntary work to-
wards preparing the tournament in the city and to distribute vital information among
the local fan groups.

Poland has over 100 000 active fans, out of whom 10% are deemed hooli-
gans. Polish fans at football matches, both home and abroad, are synonymous to the
English football fans from 20 years back. On 1 August 2009 Poland promulgated
the act on mass event safety aimed at introducing stricter regulations and combat-
ing hooliganism. The new solutions require every football arena to be fitted with
a monitoring system, all spectators must be seated, each stadium must be fitted with
barriers, and most of all with an IT system reading the spectator’s data. The authors
are of the opinion that before the Euro 2012 Polish stadiums will be safe again.
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Fan zones, or the so-called fanmeilen as the ones arranged in Germany during the
World Cup 2006, are a good idea for fans unable to get to the stadium to watch
a match. Those designated areas at downtown locations attract throngs. In Berlin,
for instance, 700 000 fans would watch the matches there on huge telebeams. For
Polish entrepreneurs they will offer an opportunity to combine good fun with busi-
ness brought into the zones.

One should also anticipate that as the date of the event approaches, new pro-
posals will be put forward heating up emotions among the residents. It is already
known that the opening of the constructed stadiums will be combined with major
sports events.

Networks

Holding an event of that scale requires cooperation between numerous and
varied entities at both the local and national levels. The fact that the PL.2012 compa-
ny cooperates with other local special vehicle companies formed in the other cities to
affect the stadium construction projects and other entities such as e.g. the Euro 2012
Investment Agency of Gdansk Sp. z o0.0. or the National Centre of Sport, will create
bonds of formal nature, not to mention the highly likely informal bonds. These will
be ready to tap in the future to pursuance of similar projects. Moreover, working in
a “’partnership” of that size carries the invaluable effects of synergy.

The infrastructure under construction, e.g. the stadiums, necessitates coop-
eration with researchers developing technical and technological solutions. Various
research programmes on the Euro 2012 are in progress, to name e.g.: ‘Safety of the
European Football Championship 2012 in the Context of the Terrorist Threat’, the
‘Community Project 2012°, or the ‘Euro 2012, Chances and Threats for Pomerania’.
The pursuance of the programmes calls for cooperation between individual
centres of research, and presentation of their results pertains to the emergence
of other interesting partnership relations.

Culture

The Euro 2012 games to be held in Gdansk can contribute to cultural identi-
fication and give a boost to products typical for the region. The event was also sup-
posed to become the vehicle to win the title of the 2016 European Capital of Culture,
as was the case with Barcelona after the Olympic Games. Gdansk has successfully
passed subsequent pre-qualification stages and was then among the top leading cit-
ies aspiring to the title. It finally failed in the last stage of competition but lost to
Wroclaw, another Euro 2012 venue.

Promotion of the city/region can attract other cultural events into Gdansk, and
thanks to its well-developed tourist infrastructure the city will be an excellent venue
to hold them. Moreover, a typical tourist usually buys souvenirs at the places he/she
visits. With that demand in mind, ‘Cepelia’ for instance is planning to increase its
sale of souvenirs and folk art on the occasion of the Euro 2012. It has announced
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a competition among folk artists for designs of the folk products to be sold at the
Championship. The idea is mutually beneficial: the residents and tourist will inciden-
tally become involved in a cultural event, while the artists will have an opportunity
to broaden their customer base and become an element of the city’s hallmark. The
ultimate benefit will come the city’s way, as it will broaden its image in the European
context. Sports tourism can combine with cultural tourism.

At this point, it is worth mentioning the opinion shared by many Poles, name-
ly that by organising a sporting event of this stature Poland gains a chance of making
a civilisation leap ahead. There is much hope for not only infrastructural develop-
ment, but also a shift in the approach to outsiders, a change in the fan behaviour, and
a change in the perception of mass events, including sporting ones, as safe enough to
take a whole family to, etc.

3. Discussion

The determinants discussed above should contribute to improved location fac-
tors, which in turn should trigger activity among the existing local entrepreneurs
facing the inflow of visitors and spur the establishment of new businesses.

The actual benefits an individual enterprise will gain on the mega sports event
will largely depend on the approach of its proprietor. Entrepreneurs can actively
prepare for the event so as to generate additional profit in the phase of preparation to
it or in its course. Alternatively, they can remain passive watching for the potential
changes following the event, and only then make decisions about injecting additional
funds in the business, if any.

If the particular entrepreneur decides to get actively engaged in the event, he/
she can choose between two economic options. He/she can invest to enhance the
production capacity, e.g. increase the number of beds offered, open a new restau-
rant etc., i.e. decide on the path involving capital expenditure. Alternatively, he/she
can brace the business to cope with the increased demand without engaging any or
minimum capital by changing the business organisation, hiring additional personnel,
or — in the case of a restaurant — simply putting in additional tables. Such actions are
considered adaptive. The active stance will, however, be taken by a minor group of
SMEs, mostly businesses operating in the industries relating to the building of the
infrastructure and serving the fans/sportsmen, i.e. construction, tourism, hoteleering,
transport, or catering. The latter of the two adaptation methods seems safer, since
there is no guarantee that the demand boosted before or during the event will remain
high after the event.

The passive stance comes down to waiting for the effects of the event, e.g.
changed location factors, which may then stimulate increased activity among entre-
preneurs. This increase in activity may be shared by the enterprises already rooted
in the region, and new businesses set up in response to the region’s perceived higher
attractiveness. Visitors can also perceive the region more attractive thanks to promo-
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tion. Arriving here, they will generate additional income for the entrepreneurs and
the region alike. The passive attitude applies only to the entrepreneur’s engagement
in the firm’s preparation to the event or in the event itself, not to changes in the
overall environment. The entrepreneur may not even be thoroughly aware of the fact
that higher activity in the region comes as a multiplier effect of the organised event.

4. Conclusion

Success of the Euro 2012 understood as city promotion and new infrastructure
will not suffice, if the as yet passive entrepreneurs do not change their attitude at the
proper moment opting for a strategy adjusted to the new conditions. Quoting after
Szymanski (2002) and his absolutely right observations, “the mere fact of organising
a sports event in a city/region does not translate directly to business development”
(p. 175). Many small and medium-size enterprises engage in ad hoc business activ-
ities taking advantage of the opportunity as it arises. SMEs planning their activities
long in advance are rare to find. It is quite likely that the Euro 2012 has not yet
seeped into the conscious minds of many entrepreneurs. That is why it is important
to make them aware of the arising developmental opportunity as soon as possible
and in the best possible way. It is also important to suggest specific actions to them.
Much will depend on the promotion of the event and the information thereon distrib-
uted among the entrepreneurs. Saying that, one should highlight the role of the local
authorities in the task.
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CZYNNIKI WSPOMAGAJACE POZYCJE KONKURENCYJNA REGIONU
| PRZEDSIEBIORSTW SEKTORA MSP W KONTEKSCIE
WIELKOFORMATOWYCH IMPREZ NA PRZYKLADZIE EURO 2012

W niniejszym opracowaniu wykorzystano zmodyfikowany model Preussa w celu oszacowa-
nia czynnikoéw przyczyniajacych si¢ do zwigkszenia konkurencyjnosci regionu i zlokalizo-
wanych na jego obszarze przedsigbiorstw sektora MSP. Model Preussa nawigzuje do czynni-
kow ksztattujacych konkurencyjnos¢ regionu, ukazujac powigzania pomigdzy wydarzeniem
sportowym a zmiang czynnikéw lokalizacji czynnikow, ktore zmieniajg si¢ pod wpltywem
wielkoformatowego wydarzenia sportowego. Zalicza si¢ do nich: infrastrukturg, wiedze,
emocje, sieci, kulturg i wyobrazenia. Model Preussa zespala dwie grupy teoretycznych roz-
wazan: teorii wptywu imprez wielkoformatowych na region oraz teorii konkurencyjnosci
regionu. W obu przypadkach podkresla si¢ wystepowanie nie tylko czynnikow mierzalnych
(infrastruktura, zasoby ludzkie), ale takze tych niemierzalnych (emocje, wyobrazenia, aspek-
ty kulturowe itp.).



