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Introduction 
 

Local and regional labour markets of the South Baltic region, including the market of Gdańsk 

and the entire Pomerania Province, are characterised by the diverse social and economic 

development, but all of them, to a lesser or greater extent, are facing the problem of 

unemployment caused, inter alia, by the global crisis, and above all, by the mismatch of 

labour supply and the current demand in the labour market. To improve the competitiveness 

of the entire region and its individual economies under the project "South Baltic 

Professionals", the situation in labour markets of the project participants is analysed, as well 

as the barriers to the mobility of employees searching for jobs. One of the most important 

tasks, not only of this project, but of all institutions responsible for the labour market, is to 

inform on the current situation on the labour market and demand on specific professions, 

not only in the local market, but also to provide information on work possibilities abroad, in 

another country. Apart from the information on employment offers, it is also necessary to 

provide reliable information on working and living conditions in individual countries and 

regions. Despite the absence of boundaries, efficient and quick car and air transportation 

and media, especially electronic ones, contributing to the fact that the world is a global 

village, a decision to change the place of residence and wok is still one of the most difficult 

ones. Therefore, relevant information and promotion of employment through carefully 

considered channels and marketing tools are so important, which makes it possible for the 

information on employment opportunities to reach all interested parties. This study is 

supposed to be the first step, a concept plan for the promotion of employment in Gdynia, 

which only initiates the creation of a comprehensive promotion strategy document. 

 



  

 

Page 4 
 

1. Economic and business background of the 
area of Gdynia and Gdańsk-Sopot-Gdynia 
Tricity metropolis 

 
Gdynia, a city with county rights, is located in Northern Poland, in the Pomerania Province, 

which, in addition to the West Pomerania Province and Warmia-Masuria Province, is one of 

three provinces situated at the Baltic Sea. The number of inhabitants of the province 

amounts to 2.28 million, and its area is 18 310 km², which places it on the 8th position in 

Poland, both in terms of population and area. The Pomerania Province is highly urbanised - 

with the index of 67.8% it is on the 4th position in Poland.  

In the east, on the Vistula Spit, it borders on the Kaliningrad Oblast of the Russian 

Federation, while through the sea border on the Baltic Sea, it neighbours on the 

Scandinavian countries. 

The capital of the Pomerania Province, and also its largest city is Gdańsk, which together 

with Gdynia, the second largest city of the region, and Sopot forms a complex referred to as 

the Tricity. The third largest city in the Pomerania Province is Słupsk, which acts as the main 

city centre in the western part of the province.  

 
 
 
 
 
 
 
 
 
 
 
 
 
Source: "Memorandum Gdyni", study of ARG 

LEGEND 

Tricity 

Tricity agglomeration 
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The most important centre of both the Pomerania Province and the entire Northern Poland 

is the Tricity agglomeration, which has been characterised in the "Land Use Plan for the 

Pomerania Province" developed in 2009 by the Department of Regional Development and 

Planning of the Marshal Office of the Pomerania Province. The area of the agglomeration is 

3069 km² and it has the population of 1.24 million inhabitants. Central cities are inhabited by 

60% of the population, including in Gdańsk 37% (460.5 thousand of inhabitants), in Gdynia 

20% (249.1 thousand of inhabitants) and in Sopot over 3% (38.7 thousand).  

The Tricity agglomeration is not only the fastest growing urbanised area in the north of 

Poland but also an important centre for integration processes in the Baltic Sea basin and one 

of the most competitive regions in the country. Its strength, which attracts investors, 

includes primarily the potential and quality of human resources, location at the intersection 

of major transportation and communication routes, rich academic, office and port facilities. 

The agglomeration has a very good economic situation and GDP per capita indicator higher 

than the national average. According to the research of the Institute for Market Economics 

(Instytut Badań nad Gospodarką Rynkową, IBnGR), the Tricity subregion is on a leading 

position among subregions that are highly attractive for investors, including in particular for 

service (4th position in the rating) and technologically advanced activities (5th position). The 

agglomeration is also a very attractive market for the development, tourist and meeting 

industry. The undoubted advantages of the Tricity agglomeration include also the beautiful 

seaside location that allows for attractive leisure and practising of water sports, the 

neighbourhood of Kashubia and long cultural heritage, which manifests itself, inter alia, in 

the abundance of monuments. 

 

For years, the city of Gdynia has been attracting foreign investors and stimulating local and 

national capital. The city offers great basis, especially for the development of BPO centres, 

sectors of new technologies, education, tourism and medical services. Due to its values, 
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Gdynia is very popular with investors from the Scandinavian countries, including from 

Finland and Sweden, as well as from France, Germany, the Benelux countries, the UK or 

Spain and has the highest share of companies with foreign capital in the group of cities with 

a population of 100-300 thousand of inhabitants. We should also remember about the 

marine economy and port of Gdynia, which originated the existence of the city. Marine 

economy, including shipbuilding industry, although it no longer is the power, still is an 

important sector for Gdynia and a major employer in the region. It is clear that after the 

years of crisis, the situation in the shipbuilding industry is improving in the Tricity 

agglomeration. It is proven, for example, by a big success and huge interest among 

prospective employees, both students and those at the age of 40-50, in Shipbuilding Industry 

Labour Fair held in September in Gdańsk, at which approx. 1.5 thousand job offers were 

presented. It is also worth emphasising the very high competitiveness of the Port of Gdynia 

among the most important ports of southern Baltic, and due to the planned transportation 

corridor Baltic - Adriatic, in which Gdynia participates, the activity of the port is going to be 

even greater and it will stimulate further investments, not only in the area of the 

transportation, but also logistics and related infrastructure. 

 
 
Selected factors of the success of Gdynia are as follows: 
 

� Educated, entrepreneurial inhabitants - human resources determine the position of 

the regional competitiveness in the context of economic growth based on 

knowledge. The city can boast of strong educational facilities - from the level of 

kindergartens to institutions of higher education, and education is one of the 

priorities of the authorities of Gdańsk - investments in education constitute the 

largest item of expenditure in the city budget.  The Tricity Region is one of the most 

important academic centres in Poland, and such institutions of higher education as 

the Maritime University in Gdynia, the Polish Naval Academy or the Faculty of 

Oceanography and Geography at the University of Gdańsk operate in Gdynia and are 



  

 

Page 7 
 

unique in Poland and originate from the seaside location of the city. The potential of 

human resources of Gdynia is also enriched by graduates from technical and 

vocational secondary schools which endeavour to adapt their educational offer to the 

current needs of the labour market and open courses with the so-called ordered 

majors. In Gdynia and in the entire Tricity you can easily find qualified employees 

who are fluent not only in the most popular foreign languages, such as English, 

German or French, but also in those less common, such as the Scandinavian 

languages. Marine traditions of Gdynia mean that you can find here skilful 

shipbuilders, forwarding agents, builders, welders, locksmiths or seamen. The staff 

potential of the city is increased by neighbouring areas of Sopot, Gdańsk and 

communes that are members of the Metropolitan Forum NORDA, which due to good 

municipal transportation system create a single agglomeration structure.  

 

 

 

� High quality of life – according to the report "Social diagnosis 2011, conditions and 

quality of life of Poles", among Polish cities, the greatest number of people "very 

satisfied with their place of residence" are living in Gdynia - as many as 41%. It is the 

result of such factors as, inter alia,  

the beautiful location of the city on the Baltic Coast, surrounded by natural forest 

areas, which provides perfect conditions for recreation and practising of numerous 

sports disciplines; convenient access to an extensive labour market across the Tricity 

metropolis; support for economic and social initiatives provided by the authorities - 
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self-development is one of the major factors of high level of inhabitants' satisfaction; 

effective system of health protection constantly improved by the commune and very 

high level of education; very rich cultural and sports offer and access to restaurants, 

clubs, outlets and service points. 

 

� Business and financial environment – Gdynia has a modern, regularly developed 

infrastructure, necessary to conduct business in the service sector -  BPO (Business Process 

Outsourcing) centres, financial and analytical centres, medical or training services, and to 

take key investment decisions by international companies and corporations. For prospective 

investors, it can be also important that the areas of the Tricity agglomeration belong to the 

Pomerania Special Economic Zone (PSEZ), which includes 21 subzones with the total area of 

1,323.2310 ha. The zone covers separated areas intended for business activities under 

special, preferential conditions. Apart from good infrastructure - modern office areas of A 

and B+ class, storage areas (the Tricity market of storage areas are the largest logistics 

facilities in Southern Poland) and commercial centres and areas - support and perfect 

conditions for business development are provided by such entities as, inter alia Pomerania 

Science and Technology Park, Gdańsk Science and Technology Park, Invest in Pomerania – a 

regional initiative helping foreign investors to implement investment projects in 

Pomerania, Baltic Port of New Technologies - a part of the Pomerania Special 

Economic Zone on the areas of the former Gdynia Shipyard, Agency for the 

Pomerania Development, Economic Foundation - which operates, inter alia, the 

Pomeranian Campus of Professions, supporting further training and looking for a job, 

Gdynia Entrepreneurship Support Centre - provides comprehensive support, advises 

and informs future entrepreneurs and provides assistance for the representatives of 

the sector of small and medium enterprises , Pomorski Regionalny Fundusz Poręczeń 

Kredytowych sp. z o.o. and many others.  
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� Transport accessibility - the entire Tricity agglomeration is an important 

transportation centre of European importance. It is located at the junction of two 

transportation corridors critical for the transit traffic - IA (Helsinki - Tallinn - Riga - 

Kaliningrad - Gdańsk - Gdynia) and VI (Gdynia – Gdańsk – Katowice – Žilina). Gdynia 

has a direct connection between the port and ferry basis with the Tricity ring road 

and A1 motorway running to the south of Poland. The port of Gdańsk is equally well-

communicated. This is where national road no. 91 starts and it is connected with two 

transit ring roads (the Tricity Ring Road and Southern Ring Road) by Sucharskiego and 

Słowackiego's routes. A1 that originates in the Tricity is part of the so-called Corridor 

VI, through Toruń, Łódź and Upper Silesia, leading to the Czech border. Road S6 is 

running westwards and through Słupsk, Koszalin and Szczecin it reaches the border 

with Germany where it connects with German motorways leading to Berlin. Whereas 

road S7 (a route through Warsaw to the border with Slovakia) is leading eastwards 

towards the Kaliningrad Oblast and behind Elbląg route S22 is leading towards the 

Russian border. The Lech Wałęsa Airport, which has direct flight connections to 49 

cities in Europe and Poland (as at September 2013), and is the largest one in 

Northern Poland and the fourth largest airport in the country, is located in the 

distance of only 25 km from the city centre.  Moreover, in the vicinity of Gdynia, 

Gdynia-Kosakowo airport is being built, which initially will support civilian aircraft of 

"B" code, and ultimately charter and cargo flights. Gdynia has also a well-developed 
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rail transportation - both passenger and cargo traffic; and in terms of rail connection 

it is the city with the best transportation infrastructure among Polish cities with up to 

300 thousand inhabitants. In June 2012, PKP Intercity and Deutsche Bahn 

Fernverkehr AG railways opened direct connection on the route Gdynia - Berlin. 

"Berlin-Gdynia-Express" runs every day and the journey to Berlin takes slightly more 

than 7 hours. One of the most important investments that are currently in progress in 

the Pomerania Province is the construction of the Metropolitan Railway, which in 

mid-2015 will connect the region of Kashubia with the Tricity and will enable 

effective commuting to work for prospective employees living in smaller centres on 

the outskirts of the agglomeration or outside it. 

 

2. Basic information on the labour market in 
Gdynia 

 

The global economic crisis that has been lasting for several years has strong impact on the 

not too stable situation both on the national and local labour market. Nevertheless, Gdynia 

and the entire agglomeration, are distinguished by their high position in the country in terms 

of professional activity. It is the effect of high employment and relatively low unemployment 

rate. These indices would not have been advantageous, had not been for the attractive jobs, 

entrepreneurship of Gdynia inhabitants and good perception of Gdynia as a place to live.  

In July 2013, there were 6629 unemployed persons registered in Gdynia and the 

unemployment rate amounted to 6.4%, i.e. it was higher compared for example to 2009, 

when it amounted to 5.3%. In the same period, the unemployment rate in the Tricity 

amounted to 6.7%, in the Pomerania Province it was at the level of 13% and for the entire 

Poland it was 13.1%. 
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Figure 1 Unemployment rate in Gdynia in the years 2009-2013 (%) 

 

Source: own work of ARG based on the CSO data 

 

Nevertheless, the consequences of the crisis can be felt both by employees - there has been 

a reduction in remuneration and many jobs have been liquidated - and by employers, who, 

as a result of the decrease in orders in some industries, had to reduce the number of 

employees and reduce the creation of new jobs as part of costs cutting. The significant 

structural mismatch of supply and demand has also a significant impact on the labour 

market situation. According to the reports of the District Labour Office in Gdynia (e.g. 

"Reports on the labour market for July 2013", "Information on the condition and structure of 

unemployment in 2012") it is the result of, inter alia, improperly created training 

programmes, both in secondary and vocational schools, as well as institutions of higher 

education, which introduce to the local labour market employees with insufficient or 

inadequate skills and qualifications in relations to the needs of the labour market.  

For several years, the District Labour Office in Gdynia has been monitoring the jobs in short 

supply, balanced and surplus jobs, and the results are published at the end of the year in the 

study "Monitoring of jobs in short supply and surplus jobs in Gdynia".  
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Monitoring activities are performed based on the information which is in the possession of 

the District Labour Office in Gdynia and include, inter alia, the analysis of unemployment by 

occupation and by activity of the last place of work, analysis of job offers by profession and 

by the type of operation conducted by the employer who submits a job offer, the analysis of 

occupations in short demand and surplus occupations created based on the interpretation of 

the intensity of indices of surplus/deficit for occupations for which the largest number of job 

offers was reported in a given year. Without undermining the validity of such studies, in the 

context of the comprehensive overview of the labour market of Gdynia and other place, they 

are incomplete and they do not meet the demand for this type of analysis. Their weakness 

lies in the fact that they are prepared solely on the basis of the data collected by the 

employment office, where only some of job seekers go. Employers coming there with job 

offers constitute an even smaller percentage of those reporting to this type of institution. At 

present time, in the era of the Internet and social media, the vast majority of employers post 

their announcements about vacancies on web portals specialised in job services, both the 

general ones, such as Money.pl, Pracuj.pl or Gowork.pl, and the specialised, trade ones. 

Moreover, personnel consultancy agencies and job centres, which are involved in all the 

formalities and search for employees who are best suited to a job, are very popular. 

Therefore, in order to effectively respond to the needs of the local labour market, and in 

particular of job seekers and institutions training graduates, and to provide them with 

reliable information, once a quarter (due to the changeable conditions and situation in 

economy, once a year is definitely not enough) a report on occupations in demand in a 

particular period should be prepared. Such an analysis should include data collected by the 

employment office, job centres, and internet portals and based on the needs of the largest 

local entrepreneurs, to which four times a year a special survey, developed especially for this 

purpose, would be sent. The research conclusions would be published on the websites of 

local institutions, and above all, on the website of the South Baltic Professionals project.  

This would also contribute to the fact that prospective employees from abroad, in particular 
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from Germany and Lithuania (all information will be published in Polish and in English, but 

also in German and Lithuanian), will have deeper knowledge on the Tricity labour market 

and its needs. At present, foreigners, who apart from their mother tongue can also speak 

English, can find jobs primarily in numerous BPO centres in Gdynia and the Tricity.  

According to "Monitoring of jobs in short supply and surplus jobs in Gdynia" developed by 

the District Labour Office in Gdynia, the professional structure of the unemployed registered 

was very diverse. The majority of the unemployed were sellers (18%) and office workers - 

management specialists (7.2%) and intermediate-level administrative personnel. 

 

Figure 2 The structure of the registered unemployed persons by occupation in Gdynia, as at 

the end of 2012 (%) 

18,0%

7,2%

6,3%6,2%

6,1%

4,7%

4,6%

4,0%

3,9%
3,4%

Sprzedawcy i pokrewni - 18%

Specjaliści do spraw ekonomicznych i
zarządzania - 7,2%

Średni personel do spraw biznesu i administracji
- 6,3%

Pracownicy usług osobistych - 6,2%

Robotnicy obróbki metali, mechanicy maszyn i
urządzeń i pokrewni - 6,1%

Specjaliści z dziedziny prawa, dziedzin
społecznych i kultury - 4,7%

Robotnicy budowlani i pokrewni (z wyłączeniem
elektryków) -4,6%

Robotnicy w przetwórstwie spoŜywczym,
obróbce drewna, produkcji wyrobów tekstylnych i
pokrewni- 4%

Średni personel nauk fizycznych, chemicznych i
technicznych - 3,9%

Specjaliści nauk fizycznych, matematycznych i
technicznych - 3,4%

 

Source: "Monitoring of jobs in short supply and surplus jobs in Gdynia for the year 2012", District Labour Office 

in Gdynia 

 

Sellers and related professions – 18% 

Specialists for economics and  

management – 7.2% 

Intermediate-level personnel for business and 
administration – 6.3% 

Personal services – 6.2% 

Metalworking, machines and equipment mechanics and 

related professions – 6.1% 

Specialists in law, social and cultural areas – 4.7% 

Builders and related professions (excluding electricians) 

– 4.6% 

Workers in food processing, wood processing, 

manufacture of textiles and related professions - 4% 

Intermediate-level personnel in physics, chemistry and 

technical science – 3.9% 

Specialists in physics, mathematics and technical science 

– 3.4% 
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In 2012, the employers from Gdynia submitted 5126 job offers to the District Labour Office 

in Gdynia, 

the majority of which concerned ship hull fitter, MAG welders and painting and coating 

technicians of metal products, which together accounted for nearly 20% of all offers. 

 

 

Figure 3 Structure of job offers submitted to the District Labour Office in Gdynia by major 

occupational groups in Gdynia, as at the end of 2012 (%) 

28,6%

19,9%

7,0%
6,7%

4,8%

33,0%

Robotnicy obróbki metali, mechanicy
maszyn i urządzeń i pokrewni – 28,6%

Robotnicy budowlani i pokrewni (z
wyłączeniem elektryków) - 19,9%

Sprzedawcy i pokrewni – 7%

Pracownicy usług osobistych – 6,7%

Średni personel do spraw biznesu i
administracji – 4,8%.

Pozostałe - 33%

 
Source: "Monitoring of jobs in short supply and surplus jobs in Gdynia for the year 2012", District Labour Office 

in Gdynia 

In order to obtain the list of jobs in demand and surplus jobs, a comparative analysis was 

conducted of the average monthly number of job offers submitted by employer at the end of 

2012 and the average monthly number of the unemployed registered. 

 

 

Metalworking, machines and equipment 

mechanics and related professions – 

28.6%  

Builders and related professions 

(excluding electricians) – 19.9% 

Sellers and related professions – 7% 

Personal services – 6.7% 

Intermediate-level personnel for business 

and administration – 4.8% 

Other – 33% 
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Table 1 List of top 10 jobs in demand and surplus jobs in Gdynia at the end of 2012 

No. Jobs in demand No. Surplus jobs 

1 Painting and coating technician of metal 

products 

1 Economist 

2 MAG welder 2 No profession 

3 Sandblaster 3 Counsellor 

4 TIG welder 4 Public administration specialist 

5 Stock-taker 5 Psychologist 

6 Renewable energy equipment assembler 6 Seller 

7 Electronics installer - radio communication 
equipment 

7 Legal assistant 

8 Truck driver 8 Mechanic technician 

9 Steel construction fitter 9 Deck officer 

10 Leaflet distributor 10 Warehouse worker 

Source: "Monitoring of jobs in short supply and surplus jobs in Gdynia for the year 2012", District Labour Office 

in Gdynia 

 

As already mentioned, the report prepared by the Labour Office in Gdynia is not a full 

picture of the developments on the labour market, the scale of the actual unemployment 

and real needs of employers. However, some conclusions coincide with broader research, 

including the analysis "Future labour qualification demands in the South Baltic Region – 

maritime economy, maritime tourism, health care tourism and wellness" prepared for the 

South Baltic Programme.  This refers particularly to such industries as maritime economy, 

marine tourism and medical tourism, which the project and this concept plan for the 

employment promotion are focused on. 

 

In 2012 there was a significant increase in the demand for workers in maritime economy, in 

particular in the shipbuilding industry - the majority of offers in the labour office were 

waiting for ship hull fitter. Other so-called shipbuilding jobs were also in demand. It is due to 
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the fact that despite the collapse of large shipyards, medium and small companies from the 

Tricity carry out contracts for the execution of different types of shipbuilding works, 

construction of steel structures, drilling platforms or wind power plants. A special 

opportunity for employment in the sector of maritime economy is especially the 

development of shipbuilding manufacture of offshore energy type - wind power plants and 

offshore oil - towers to search for oil and structures for their erection. Moreover, the report 

"Future labour qualification demands in the South Baltic Region" sees a chance for the 

increase in employment in the entire Pomerania Province, thus also in Gdynia, which can 

boast with a large sea port, in the port industry. However, it is does not apply to 

employment in terminals at handling, where we can observe the increasing mechanisation 

of work, but in companies providing logistics services for the port. The industries of maritime 

economy and regions of the South Baltic participating in the project, where a demand for 

labour is forecast in the future, are presented below. According to this statement, this is 

precisely the Pomerania Province where the demand for specialised personnel in the largest 

number of maritime economy industries is forecast. This is a chance for employees not only 

from the Tricity or Poland, but it is also a chance to attract professionals from abroad. 

Therefore, the carefully considered and consistently implemented promotion of 

employment with the use of appropriate marketing tools is so important. 
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Table 2 Forecast of the demand for personnel in individual industries of maritime economy 

in the Pomerania Province and in the South Baltic regions  

Medium and high demand for labour force 
 

Segments of maritime 
economy 

Mecklenburg -  
Upper 

Pomerania 

West Pomerania 
Province  

Pomerania 
Province  

Klaipėda  

Ship building and 
repairing 

  �  �  

Offshore – wind power 
plants 

�     

Offshore - support   �   

Port and related logistics 
services 

 
�  

conditionally 
�   

Fishing  �   �  

Maritime tourism �  �  �  �  

Source: "Future labour qualification demands in the South Baltic Region – maritime economy, maritime 
tourism, health care tourism and wellness" 

 
In the report developed by the District Labour Office in Gdynia there is no information on 

the employment in maritime tourism, however, there are conclusions concerning specialists 

for organisation and food and beverage services, hospitality and tourist services that 

coincide with the observations in the document entitled "Future labour qualification 

demands in the South Baltic Region". It is important, as maritime tourism affects the labour 

market by creating employment in industries serving persons using its various forms. This 

applies to the direct employment in the tourism industry, including, inter alia, hotels, food 

and beverages services, but also in other areas, such as culture, trade and transportation. 

According to the analyses, these are tourism-related infrastructures that are capable of 

generating definitely more jobs than the ferry and cruising tourism alone. It certainly should 

be noted that there is a correlation between these industries, as the more developed the 

ferry and cruising tourism is, the more tourists there are and thus, there is greater demand 

on tourism-related services and increase in the employment there.  
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In the tourism industry, personnel are of key importance for the operations and position of a 

company. This results in the need to employ highly qualified and competent staff, who will 

meet the high demands of tourists. The ability to establish and maintain contacts easily, 

good manners, empathy, ability to persuade and negotiate are essential here. Personnel are 

also required to know foreign languages. Majority of prospective employees use mainly 

English, at a communicative level, and there is a great demand for employees who can 

additionally speak, e.g. German, Swedish or Russian. 

 

The least specific figures can be found on the labour market in health tourism, which is one 

of the youngest and at the same time one of the most promising industries in Poland. As this 

industry is addressed primarily to foreign tourists coming here for medical reasons, for 

whom comprehensive care before and after a procedure is prepared, a demand has been 

created for a completely new profession as a foreign patient coordinator. Another new 

speciality is a medical services specialist. Despite the impact of the international financial 

crisis, the situation of companies operating in the area of health care tourism/wellness is 

relatively good and most of them do not plan to dismiss employees. The main occupations 

where demand is reported in the Pomerania Province include beauticians, masseurs, 

physiotherapists and physicians. Features of the desired employee of medical/spa/wellness 

tourism, apart from the so-called hard skills, typical for the profession, include also good 

manners, empathy and language skills. Unfortunately, the last ones still remain at a very low 

level and the people who can speak at least one foreign language do not have any problems 

with finding a job. 
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3. Introduction - assumptions of the 
marketing communications programme  

 

� The concept of the marketing communication programme takes into account the 

conclusions from consultations with strategic Partners of the project in the region of 

the Tricity and Northern Kashubia, as well as the recommendations and proposals 

from the international conference held in Gdynia on 11 June - "Mobility in the labour 

market in the sector of medical tourism, marine tourism ad maritime economy". 

 

� The determined strategic objectives of the marketing communication programme are 

based on two key success factors: 

• building of an effective system of marketing communication and flow of 

information in the local and regional market, affecting the improvement of 

mobility and attractiveness of the business environment 

• differentiation of the image of Gdynia as a strategic "hub" - a high quality of 

personnel - maritime economy industries, BPO sectors, leisure time industry, 

health industry, creative industries. 

 

� Concepts of specific activities or a strategy implementation plan, have been prepared 

on the basis of on a group of proposals of marketing activities, based on local and 

regional experience of Gdynia and its Partners, including strong emphasis on event 

marketing, social communication, direct marketing and e-marketing. The proposals 

are of a flexible and optional nature, which will affect a more efficient execution of 

the program, adapted to dynamic changes in the environment. 
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� Assumptions of the concepts of the marketing communication programme relate to 

specific, defined groups of recipients (addressees) - defined as strategic segments of 

the programme. 

 

4. Assumptions for the concept of the 
regional promotion plan - based on 
attracting to the region of highly qualified 
personnel 

 

���� Objectives of the communications programme  

���� Main promises of marketing communications  

���� Strategic segments of addressees in the planned 

marketing communication processes 

���� Strategic beams of marketing messages in 

conjunction with target segments 

���� The tone and style of the marketing message - 

building of the desired image 

���� Tactics and directions of promotional activities 

���� Proposed concepts of actions and tools in the 

process of the execution of the marketing strategy 
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4.1 Objective of the communications 
programme 
 

Convincing young people - interested in the offer of 

employment, education and residing in Gdynia or other 

cities of the Tricity agglomeration - to come to the region. 

 

Complementary objectives:  

� Increasing the awareness of inhabitants of Tricity and Northern Kashubia within 

the scope of professional mobility, including the possibility of searching for and 

finding a job in the South Baltic area 

� Building of an attractive business and economic image of the region, including 

Gdynia, as ahub of professional mobility on the national level and of the South 

Baltic region 

� Indication of the attractiveness and future potential in the area of the labour 

market, selected sectors of the economy - including: creative industries, health 

and medical tourism, offshore, BPO, advanced technology sectors. 

 

Main promises of the marketing message (USP concept) 

 

 

 

 

 

 

 

Here (in Gdynia, Tricity agglomeration) you will find access to the most dynamically 

developing labour market in the area of such sectors as BPO, TSL, offshore, health 

industry and meeting industry, and you will find the best place to acquire - obtain rare 

qualifications predestining you to signing profitable contracts in different parts of the 

world.  
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� Elaboration on the main promise: 

The main promise of the Programme is based on important values of Gdynia and 
agglomeration for groups of recipients within the scope of the development potential and 
competitive specializations not only in Poland but in this part of Europe, including the area of 
the Baltic Sea. The dynamic development of the BPO sector in recent years contributes to 
attracting, almost every year, of new well-known entities (corporations, companies of high 
technology sectors), which prepare to launch their branches of outsourcing services in the 
Tricity (services of such processes as accounting and bookkeeping, customer service), 
including prestigious development centres.  
 
Moreover, the already functioning BPO centres (such as Reuters, Intel, Sony Entertainment, 
Geoban, Lufthansa, DNV, Missoni), continue to conduct an active employment policy, usually 
extending the present potential of their branches in the Tricity, and due to the establishment 
of the close cooperation with institutions of higher education from the region, they 
strengthen the competitiveness of the regional system of training new staff. The main 
promise indicates also other economic sectors that are key for the region and competitive in 
Poland and Central Europe. Undoubtedly, the broadly defined maritime industry, including 
the quality-shaped brand of the education system and human resources development in such 
specialisations as, e.g. officers of merchant and passenger vessels, service of special vessels, 
service of vessel traffic, as well as employees servicing port processes and maritime logistics, 
the area of ship designing and building - this is an asset not only of Gdynia and Gdańsk, but 
of the entire region.  
 
The labour market in the area of maritime economy is one of the most open markets to 
mobility and flexibility of employment (locations, contract type, necessity to obtain additional 
qualifications). These are huge advantages of the agglomeration that can significantly affect 
the attraction of new, educated employees from outside the region, as well as young people, 
intending to acquire attractive qualifications, who are currently at the stage of study 
selection.  
 
Gdynia and the entire Tricity agglomeration this is also a fast-growing offer of medical and 
health tourism, as well as leisure time industry, including the meetings and maritime tourism 
industries. Having analysed selected case studies from the area of Europe (Turkey - medical 
tourism, Gothenburg - meetings industry, Świnoujście - maritime tourism), in Gdynia and the 
agglomeration selected areas of economy may relatively quickly affect the recovery of the 
local labour market, including the need to attract human resources from other regions of 
Poland (Western Pomerania, Warmia-Masuria, Kujawy-Pomerania) and the area of South 
Baltic (Lithuania - Klaipeda, Nida, Germany - Mecklenburg Upper Pomerania), and thus also 
the promotion of mobility at the national and cross-border level.  
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The programme also provides for activities oriented at the so-called internal marketing 

l4.2 Strategic segments of the recipients of 
the communications programme 

Segments - who do we address the 

activities of the marketing 

communication programme? 

The main message addressed to target 
groups - what do we want to inform them 

about?   

EXTERNAL SEGMENT 1 (20-30+) 
graduates from vocational secondary 
schools, students, graduates from 
technical and economic universities, 
the Warmia-Masuria area (Olsztyn, 
Ełk, Mrągowo, Giżycko), the Kujawy-
Pomerania Province (Toruń, 
Bydgoszcz), Kashubia, Western 
Pomerania (Koszalin, Kołobrzeg) 

• informing about the opportunities and 
prospects for employment and professional 
development in such sectors as BPO, maritime 
economy, leisure time industry, maritime 
tourism, health industry, creative sectors.  

• informing about the opportunities for 
professional development in Gdynia, including 
acquiring new qualifications allowing for 
effective search for employment in the South 
Baltic area  

EXTERNAL SEGMENT 2 (30-60+) 
specialists of rare occupations and 
professions, essential for the 
development of selected strategic 
sectors of the region (a list of 
important rare professions will be the 
area of independent periodic analyses) 
- the area of selected cities of South 
Baltic + 
 

• communicating the benefits connected with 
development prospects of selected sectors of 
the local economy and high quality of life (for a 
few years, Gdynia has been on the 1st position 
in Poland in national public opinion surveys - in 
terms of the assessment of the quality of life by 
inhabitants) 

 

INTERNAL SEGMENT 1 - inhabitants 

of Gdynia and metropolis, 
professionally active 40+ / 50+, 
unemployed or at risk of 
unemployment as a result of 
transformation processes on the local 
labour market  

 

• informing on the possibilities of acquiring new 
skills offering a chance to find an attractive job 
on the spot or in other regions of the South 
Baltic area 

• breaking the sociological and social barriers in 
mobility of 40+/50+ segments 

INTERNAL SEGMENT 2 - students 
and graduates of the Tricity 
institutions of higher education 

• informing on the opportunities for professional 
development in the Tricity area and the most 
promising business areas. Convincing to the 
permanent relation with Gdynia/Tricity, even in 
case of a temporary work abroad 
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4.3 Tactics and courses of action - based on 

the example of activities for the city of 

Gdynia 

 

Gdynia as the national hub of labour market mobility 

� Building of a competitive image of a city friendly for young people searching for an 
attractive place to acquire new skills, study at higher education and post-graduate 
institutions and young, educated, active in the labour market. 

� Gdynia - as a leader of innovation in the effective attracting of highly qualified 
personnel of such sectors as maritime economy, maritime tourism and in the 
improvement of their qualifications. 

� Image-building events that build the brand of the hub - professional and publicity 
activities. 

� Attracting of both the educated and those who decide to acquire their education at 
Tricity institutions of higher education - the entire area of Poland, in particular 
Northern Poland (Kashubia, Warmia-Masuria, Kujawy-Pomerania, Western 
Pomerania). 

� Hub servicing - creation of the necessary communication and marketing platform in 
correlation with SB Professionals project, District Labour Office, Provincial Labour 
Office, Commune Information Centre, Tricity institutions of higher education and 
leading employers from the area of Gdynia, preparation of a multimedia PR 
presentation, a video promoting the concept, information brochures (pdf, printed 
matters updated at job fairs/HR events, BPO). 

� Main lighthouses of the hub strategy of labour market mobility:  

• sector of maritime economy - a strategic sector, 

undoubtedly leading in the area of Gdynia, Tricity, 

Northern Kashubia, including also the industry of 

knowledge in professional qualifications of the area of 

maritime economy 
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• BPO sector - work in service centres of large foreign 

corporations, including accounting, information and IT 

services. The sector notably predestined to activate the 

global concept of mobility in the EU market 

• leisure time industry - including maritime tourism, urban 

cultural tourism, health tourism, educational tourism, 

shopping tourism - development of attractions and 

tourism products (new museums, Experyment Centre, 

events), infrastructure (SPA centres, marinas, hotels), 

shopping centres 

• meetings industry - development of a strong conference 

and congress centre and events in the area of Gdynia 

(Conference Centre in the Pomeranian Science and 

Technology Park, Musical Theatre, hotels with conference 

centres), creation of an integrated convention image 

together with Sopot and Gdańsk 

• creative industries - development of the Design Centre in 

Gdynia, including the exhibition centre, prototype 

workshop, integrated marketing, workshops, trainings, 

human resources based of the Academy of Fine Arts in 

Gdańsk and experienced project leaders and creative 

companies 

• health industry - the dynamic development of private 

facilities in the area of Gdynia and Tricity agglomeration, 

including SPA centres, rehabilitation centres and 

specialist centres and clinics (Non-Public Primary 
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Healthcare Facilities), attracting foreign tourists with a 

competitive offer. 

 

 

Stabilisation of the local labour market 

� Effective communication - information in the local labour market 

- on the opportunities for employment, acquiring qualifications, 

professional attractiveness outside the place of residence. 

� Promotion of professional mobility of professionally active 

people, including the unemployed, in the industries most 

threatened by the crisis and staff reductions.  

� Promotion of professional mobility among students of maritime 

economy majors, which significantly affects the improvement of 

professional qualifications and the potential of their flexibility in 

the integrated EU labour markets (conference conclusions).  

� Promotion of the high-quality human resources from the area of 

Kashubia in labour markets of the regions of South Baltic and 

European Union.  

� Mobilisation of professional mobility of young unemployed 

people 25+ and the group 40+, providing opportunities for both 

improving the skills they have and acquiring new qualifications, 

effective job searching, including outside the local labour market, 

due to the SB Professionals programme. 

� Promotion of opportunities for temporary employment outside 

Gdynia, particularly attractive in the area of maritime economy.  

� Promotion of entrepreneurship in a correlation with the labour 

market mobility - funds earned under employment - temporary 
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work, e.g. on ships, may be later used to open one's own 

business initiatives. 

 

4.4. The tone and style of the marketing 

message - building of the desired image 

 

The tone and style of the message often determine the cognitive effect, including 

becoming familiar with and full understanding of the message.  

 

� The general style of marketing messages  

 

optimistic - fresh - refreshing - dynamic - use of short sentences - promises supported by facts 

- concretes - inspiring graphic design - attractive visual form of the message - personalisation 

of the message - indication of specific persons, employees --> employers --> experts --> 

opinion leaders 

 

� Recommended forms of the message 

Brochures, comics - picture stories in the form of a professional A3 bulletin - photographs 

+ graphics, "balloons", image maps - simplified versions of maps, photographs showing 

actual people, e-marketing - pdf files, short videos (up to 2 minutes, e.g. video blogs), 

posters, gadgets such as cotton bags, sailor's bags, compasses etc.  
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4.5  Creative concepts - proposals for action 

 

• A list of new and rare specialities in the labour market  

• Economic barometer of the local labour market  

• Interactive Map - Job Offers of the South Baltic Region  

• Municipal Board - ATTENTION, JOBS!!! - Świętojańska St. - 10 Lutego St. (jobs)  

• Maritime Academy - Road Show Poland - unconventional marketing campaign 

• EXCELL DAYS - Baltic Labour Games 

• Mobile BOX - Mobile Labour Force 

• Periodic conference - medical tourism - new challenges for health industry 

• InfoBox LECTURES - "Employers, get ready"  

• Education and information - unconventional tools - (comics, e-marketing - blog, FB, 

twitter, direct marketing - brochures, QR Codes) 

 

NOTE: it is recommended to prepare the corporate identity manual of the 

Programme - with its distinguishing features and individual characteristics, 

although consistent with the graphic study of the SB Professionals project (e.g. 

introduction of additional colours, graphics - "picture story"). Each region may 

have different detailed objectives, assumptions of the promotion programme, thus 

the absence of "differentials" at the level of regions - the local level, may result in 

the information chaos when it reaches the same target groups. 
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4.5.1 A list of new and rare specialities 

 
 
 
The labour market in the area of Gdynia and the Tricity agglomeration, including the entire 
South Baltic area, is undergoing constant evolution, inter alia, in the structure of the demand 
for specific specialities that require additional qualifications and professional experience. 
Such an example is the development of medical tourism and the related need to develop 
new specialities strengthening the competitiveness of an integrated offer (e.g. consultant - 
personal attendant to patients - tourists, coordinator of medical tourism in hotels), as well as 
many new professions, resulting from the development of Off-Shoring (wind platforms) or 
modern methods of exploitation of energy reserves (shale gas, oil extracted from the 
seabed).  
 

Elaboration - description 
 
This type of a list cannot be defined on the basis of a single document, study. It should be treated as 
an area of dynamic research, analyses and consultations, published periodically along with the user's 
manual - guidelines concerning the possibilities of acquiring new, rare specialities and resulting 
benefits. On the other hand, for employers, the study will allow for effective, gradual reorganisation, 
modernisation of the employment structure as a response to the current market needs. This type of a 
study should be prepared in cooperation, in consultation with selected scientific and research 
centres. The aim of this activity is to publish and disseminate the content of the study, together with 
analyses, in the local labour market (including among employers and educators).  The list can be 
made public during an international economic and professional conference concerning the needs of 
the local and regional labour market.  

 

Justification 
 
A study of this nature should provide an important impetus in the process of the development and 
modernisation of the structure of the local labour market, as well as affect greater professional 
mobility.  The study and published letters will have influence on the improvement of the processes of 
information flow from the labour market to employers and prospective employees, contributing to an 
increase in the interest in professional mobility.  

Partners/implementation leader 

Partners: 
Employers, confederations of employers, employees' trade unions, District Labour Office, Provincial 
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4.5.2 Local Labour Market Barometer 

 

 

Labour Office, selected institution of higher education, Gdynia Development Agency, Gdynia 
Entrepreneurship Support Centre, foreign partners of the SB Professional project 

Implementation leader:  
Gdynia Entrepreneurship Support Centre or an entity from the economic consulting industry selected 
in the contest 

Execution - implementation schedule 
Periodically - publication once a year, delivery time about 6-8 weeks, recommendation October - 
November. 

Elaboration - description 
 
A concept of a dynamic information channel in the field of information policy, whose idea - 
methodology, is based on the proven concept - based on a network of Partners - entities directly 
interested in searching for and employment of new employees. 
The objective of the Local Labour Market Barometer is to generate quarterly analyses (with 
comparative dynamics of the periods year/year - quarter/quarter) based on the information received 
from a selected group, the largest and most active employers in the area of Gdynia, Gdańsk, Sopot 
and the region of Northern Kashubia and major offices employing employees to work abroad. The 
reports would be published by the District Labour Office, Provincial Labour Office and posted on the 
websites of Partners of the SB Professionals project, offering the possibility for easy and free 
downloading of the study by the stakeholders (employers, employees).  

 

Justification 
 
One of the most critical issues in the area of the development of an effective promotion programme - 
is an effective policy of communication - information in the area of the regional labour market and 
integrated EU markets. The concept of the Local Labour Market Barometer is relatively cheap to 
implement, and yet it allows for significant improvement in the quality and validity of information in 
the area of the local labour market. The report will play an important role in the mobilisation of the 
labour market and will support employers' activities, having influence on lower costs of acquiring new 
employees, including from outside the region. The report will also present tendencies in the demand 
for specific specialisations and professions, providing important guidelines for institutions of higher 
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4.5.3 Interactive Map  - Job Offers of the South 

Baltic Region     

 

education and schools and entities of vocational training.  

 

Partners/implementation leader 

Partners: 
A selected group of about 30-40 entities from the area of the Tricity and Northern Kashubia, including 
employers and a job centre, including abroad.  

Implementation leader:  
Implementation leader - the Provincial Labour Office or District Labour Office in Gdynia and a 
selected Partner - an institution of higher education, a consulting company 

 

Execution - implementation schedule 
Launch of the barometer - spring 2014  

Elaboration - description 

 
Map of the South Baltic region in the form of an LCD screen or an electronic board, with a dynamic 
on-line platform, including the possibility of on-line updates of the content.  
The main information will concern the number of job vacancies, in geographical terms, with the 
possibility of displaying the information by sectors/industries, along with the information concerning 
employment conditions (contract term/earnings). With the use of QR Codes, it will be possible to go 
to a website with a specific offer, as well as to forward one's data, a short CV to the employer.  

 

Justification 
 
The programme's objective is to promote human resources mobility, and, apart from attracting 
young and educated people to Gdynia and the Tricity, an important aspect of the programme is also 
the stabilisation of the local labour market by creating attractive possibilities for job searching, 
including temporary employment, acquiring new competences and professional experience in other 
regions of the South Baltic area. The basis for such an intention is the availability of current 
information on professions and specialists in demand, and on the terms and conditions for contract 
conclusion. The Interactive Map is to be the first stimulus, a specific sparking plug in the processes of 
breaking of cognitive, sociological and cultural barriers to searching for a job abroad.  
Due to the multimedia concept applied and the location in the city centre of Gdynia, excellent 
availability and visibility will certainly be its advantages. 
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4.5.4 Labour Municipal Board (ATTENTION, JOBS!) - 

Świętojańska St. - 10 Lutego St.  

 

 

Partners/implementation leader 

Partners: 
Polish Naval Academy - Electrical and Electronic Faculty, Gdańsk Technical University, District Labour 
Office, international job centres. 

Partners: 
Leader of the SB Professionals project - Internet portal operator.  

 

Execution - implementation schedule 
2014 - II half - testing stage 
2015 - I half - operation stage 

Elaboration - description 
 
An experimental tool dedicated to the local promotion of employment, using the potential of the city 
centre of Gdynia. Many eateries, outlets or service points often post sheets of papers with 
information that an employee is wanted. The concept of creating a simple, multimedia information 
board, with the possibility to post advertisements for free by owners - tenants of offices and service 
points at the streets of Gdynia city centre, will facilitate the access to information scattered in the 
distance of 2 km. The board may also contain advertisements from the marina area (marine tourism), 
the end parts of Świętojańska St. or Władysława IV St. and side streets (including medical services, 
Non-Public Primary Healthcare facilities). The point where people can add advertisements can be 
located in the InfoBox Gdynia information point (through an on-line panel).  
 

Justification 
 
These types of local, spatial initiatives also promote mobility in the labour market, reaching for 
example the inhabitants of Northern Kashubia (Hel, Wejherowo, Rumia, etc.) and inhabitants of 
Sopot and Gdańsk visiting Gdynia. Another advantage of this concept is the promotional and image-
building effect, attracting attention to the city as an innovator in the area of solutions improving the 
mobility in the local and regional labour market.  

 

Partners/implementation leader 
Partners: 
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4.5.5 Road Show Poland "MARITIME STAFF" - 

Partner Maritime Academy  

 

Gdynia InfoBox, Gdynia Entrepreneurship Support Centre, operators of service facilities, including 
catering services, but also entities such as SPA, health, shopping, educational centres, etc. 

Implementation leader: 
The City Hall of Gdynia 

 

Execution - implementation schedule 
I quarter 2014 - test run of the boards, II half of April - official launch (before the long weekend in 
May)   

 

Elaboration - description 
 
A direct marketing campaign promoting studies at Gdynia Maritime University, the flagship institution 
of higher education of the city of Gdynia, one of few such institutions in Poland where qualifications, 
certificates, licences (at selected faculties and majors) obtained allow for finding an attractive job - in 
the majority of sea areas in the world. The curriculum of the university supports considerably the 
processes of labour market mobility, and the university itself has graduates who additionally increase 
the competitiveness of the local and regional labour market. 
The Road Show campaign would be based on a modern formula of direct presentation of major 
benefits from studying at the university, including the possibility of obtaining education and 
professional qualifications that allow for becoming independent on local and regional labour markets, 
provide flexibility in the selection of the employer and offer opportunities to sign profitable contracts.  

 

Justification 

 
From the point of view of the SB Professionals programme and local and regional needs, this activity 
fits perfectly in its basic assumptions.  
The training profile of the Maritime University perfectly achieves the objectives of the programme - 
by stimulating the professional mobility, providing necessary qualifications, knowledge and 
experience for this purpose. Graduates of the Maritime University are fluent in foreign languages and 
proficient in the application of international procedures and regulations. Moreover, from the point of 
view of the local labour market and the knowledge industry market, the supply of additional groups 
of students from outside the region will allow for the increase in the competitiveness of the Tricity 
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4.5.6 Mobile Gdynia BOX - Mobile Labour Force 

 

 

industry of maritime economy and will strengthen the economic and educational position of the 
institution. It will be also beneficial for other subregions of the South Baltic area, as an additional 
group of students and, ultimately, university graduates, will provide a higher supply of highly-
qualified employees in such areas as maritime economy and marine tourism.  

 

Partners/implementation leader 

Partners:  
Gdynia Maritime University or selected faculties of the Maritime University, and possibility to add the 
Naval Academy to the campaign (I road show should preferably have one leading Partner)  
District Labour Office in Gdynia, a selected entity - organiser of event marketing 

Implementation leader: 
cooperation - City Hall of Gdynia - Gdynia Maritime University  
 

Execution - implementation schedule 
1st quarter of 2014, about 50 days, 20-25 selected cities in Poland 

 

Elaboration - description 
 
The concept of an image, unconventional marketing campaign, based on a mobile outdoor 
information media, which can be a supplement to the Road Show "Maritime Staff" campaign, or it 
can be an independent component of the marketing strategy, promoting and communicating the 
basic assumptions - messages and selected benefits tailored to target groups. Mobile Box is a form of 
a modified or specially constructed (partly glazed) container - with the presentation, information on 
selected aspects of the SB Professionals programme, including the context of the region of the Tricity 
and Northern Kashubia.  

• Attracting young people from the area of Northern Poland to Gdynia - container, e.g. in the 
campus in Kortowo, Koszalin, Bydgoszcz (also during the event "Ster na Bydgoszcz"). 

• Content - a model of the Pomerania Science and Technology Park, visualisation of Gdynia 
Waterfront, attractive visualisations - diagrams presenting average earnings (graduates from 
the Maritime University, maritime staff, professional medical, tourism staff, etc.), films on 
LCD - post-graduate studies at the Maritime University, possibility of employment in the 
sector of maritime economy (electronic board with professions in demand), marine tourism 
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4.5.7 Periodic conference - medical tourism - new 

challenges for health industry 

 

or creative industries and leisure time industry. 

• Combining the Mobile Box campaign - with the competition for graduates from across Poland 
- e.g. "Ster na Gdynię" (attractive prizes, e.g. funding of 30% of the contribution to an 
apartment in Gdynia) 

 

Justification 
 
These types of actions enjoy much more popularity than a typical billboard campaign, especially that 
they offer the possibility for direct interaction (QR Codes, augmented reality). 
Costs of the campaign can be reduced by hiring a similar container from a strategic Partner, directly 
interested in the effects of the campaign. This type of a container of one of the companies managing 
a container terminal in the Sea Port of Gdynia (BCT Terminal) has proved effective in the promotion 
of new investments - development of the road - transport infrastructure of the Sea Port of Gdynia.  
 

Partners/implementation leader 
Partners: 
Sea terminals in ZPMG SA, Maritime University in Gdynia, Pomerania Science and Technology Park, 
Gdynia InfoBox, Gdynia Entrepreneurship Support Centre 
District Labour Office in Gdynia, a selected entity - organiser of event marketing 
Implementation leader: 
City Hall of Gdynia, Pomerania Science and Technology Park 
 

Execution - implementation schedule 
2nd quarter of 2014, about 100 days, 10 selected cities in Poland 

Elaboration - description 

 
The idea to organise a periodic thematic conference in Gdynia, dedicated to the field of 
medical tourism and aspects of staff mobility in this sector, building of offer competitiveness 
based on high professional competences of employees - the quality of human resources.  
The conference would be held jointly with the Polish Association of Medical Tourism and 
project leaders of the Programme of the Promotion of Polish Medical Tourism (PAIiIZ and 
AMEDS Centrum).  
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4.5.8 The leading theme - LECTURES - InfoBox 

lectures - "Employers, get ready" 

 

Justification 
 
Medical tourism has great potential for development in Poland, including in the area of Gdynia and 
the Tricity agglomeration. The first conference in Gdynia under the SB Professionals project showed 
considerable demand for this type of events in the field of the meetings industry - combined with 
presentations, expert's lectures, and workshops, trainings for professional staff. The conference 
bringing together trade representatives and media is usually also a perfect tool to promote specific 
ideas, communicate marketing messages - including the communication concepts under the strategy 
for the promotion of staff mobility for Gdynia, the Tricity and the area of Northern Kashubia. Due to 
the initiation of their first editions, Gdynia may become a long-term host of the thematic conferences 
in the field of medical tourism and the quality of human resources of the health industry.  

 

Partners/implementation leader 

Partners:  
AMEDS Centrum, PAIiIZ (Polish Information and Foreign Investment Agency), Polish Association of 
Medical Tourism, local industry, Conference Centre of the Science and Technology Park in Gdynia 

Implementation leader:  
Selected local entity - experienced in the field of event marketing 

 

Execution - implementation schedule 
spring (April or May) 2014 - first edition 

 

Elaboration - description 

 
Meetings with practitioners, including lectures, presentations of representatives of leading employers 
in Gdynia and the Tricity agglomeration. The leading theme of the lecture - rare professions and 
expectations of employers in the field of most desirable competences of future staff, including in 
relation to the organisational changes in an enterprise.  
Lectures can be also recorded and posted on the project website. An employer's representative 
(member of the management board, HR manager) will gain the opportunity to promote its company 
and to directly affect the shaping of the labour supply market on the part of local schools and 
institutions of higher education.  
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4.5.9 Image-building event – "Kadry Doskonałe" 
("Perfect Staff") - (Excel HR Days) 
 
 

 

Justification 
 
The possibility of a face to face contact between the employer (his/her expectations) and prospective 
employee, will affect the greater efficiency of the functioning of the local labour market and the 
shaping of the labour market, which is always specific. 

 

Partners/implementation leader 

Partners:  
Entrepreneurs from Gdynia, the Tricity and Northern Kashubia 

Implementation leader:  
Gdynia InfoBox, Gdynia Entrepreneurship Support Centre 
 

Execution - implementation schedule 

2013 - November/December 
 

Elaboration - description 
 
A concept of an image-building event, based on the idea of 2-3-day competitions for individual 
employees and teams - specialists of various professions and occupations. Starting from computer 
scientists, programmers, computer graphic designers, furniture designers, to modellers, carpenters, 
parquet floor fitters, joiners, etc.   
Competitions should be at least at a regional level (Pomerania), ultimately - international. The event 
can be based on a similar idea - a licence, event organised periodically in the UK.  
 

Justification 

 
Drawing attention, highlighting the quality of human resources, including people 50+ in the region.  
The event will allow for a trade and regional integration, and it will draw media attention to 
professions that usually are not noticed or appreciated.  

 

Partners/implementation leader 

Partners:  
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4.5.10 Education and information - unconventional 

tools, e-marketing  
 
 

Chambers of commerce, associations of employers, District Labour Office, local government, Sports 
and Entertainment Arena, sponsors  

Implementation leader:  
Economic Foundation - Municipality of Gdynia 

 

Execution - implementation schedule 
2nd half of 2015  

 

Elaboration - description 
 
Preparation of specially dedicated marketing tools, which will improve the information processes 
and processes affecting the image of the region as an attractive place of employment and place for 
living and professional development.  
Suggested tools: 

• A series of proprietary HD Video documents - based on the idea of "Video Blogs" - young 
people who have selected our region, including in the field of creative industries (a 
designer) and in the second part - about qualified staff - employees of maritime economy 
(shipyard employees, port employees, sailors) from the region at the age 50+, who has 
chosen temporary employment abroad. Implementation with support of Gdynia Film School 

• Comics - bulletin - (on-line and printed versions) - picture short version of the lots of young, 
educated people who move to Gdynia, the Tricity to fulfil their professional ambitions and 
the increase prospects in the quality of life 

• Blog LIVE - Twitter - finding a few willing people who have moved to Gdynia or due to the 
education in Gdynia (e.g. the Maritime University) have found an attractive job in the South 
Baltic area. 

• A series of posters - image-building concepts prepared by various young designers, 
including references to e-marketing activities (blogs, video documents), young, educated 
people, who have chosen Gdynia, Sopot or Gdańsk, finding here a place for professional 
development 

Justification 
Marketing communication in the field of social marketing, including the one addressed to young 
people, is more effective if it uses channels of communications popular with particular groups of 
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Summary 
 

 
At present, in times of global crisis, affecting to a smaller or greater extent the economies of 

all the countries, rapid development of new technologies and the ever-changing conditions 

of life, the twentieth-century model of employment, the career path (from the beginning of 

employment until the retirement in one profession, or even in one company) and of the 

entire labour market is already in the past. In the face of the prevailing unemployment, 

changing demand for specialists in specific industries and different regions and countries, 

the most important features of a contemporary employee include flexibility and mobility. 

Up-to-date, reliable and comprehensive information on the situation in the labour market is 

necessary to make decisions concerning the selection/change of profession, change of jobs 

or starting work in another city or country. "South Baltic Professionals" project analyses the 

situation in labour markets of the project participants, and thus it offers the opportunity for 

the employment of the inhabitants of the region and for the increase in their 

competitiveness.  

recipients, including also those used for entertainment (in leisure time). 
Internet blogs, video diaries, modern documentary productions based on the materials of amateur 
recordings, or comics, i.e. a picture story with simplified narration and pictures, are in the group of 
media/communication channels the most popular among young and educated people, and more 
and more frequently used also by the group 50+.  

 

Partners/implementation leader 

Partners: 
Gdynia Film School, Maritime University, Gdynia Cultural Centre, APMAR, District Labour Office, 
Pomerania Science and Technology Park 
Implementation leader: 
Gdynia Development Agency (due to unique experience and qualifications) 

 

Execution - implementation schedule 
2nd half of 2014  
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The presented study - "Assumptions of the marketing communications programme for the 

regional labour market for the area of Gdynia, Gdańsk-Sopot-Gdynia Tricity agglomeration 

and Northern Kashubia" is to lead to the development of the employment promotion 

concept, whose main objective will be to inform inhabitants not only from Gdynia and 

agglomeration, but from the entire South Baltic region on the current situation in the local 

labour market.  

The assumptions of the communication programme constitute a tactically and strategically 

ordered set of proposals for implementation, whose execution will allow for the 

achievement of planned promotional and marketing objectives.  

However, the regional market of Gdynia, the Tricity agglomeration and Northern Kashubia, 

and its surroundings, including the South Baltic area, are subject to dynamic processes of 

changes, both in structural terms - in the area of leading industries and specialities, and in 

quality terms - within the scope of the labour market - the potential of human resources.  

Thus, there is no doubt that before the final execution of activities, the effect of the coming 

changes should be taken into account, as well as the latest trends and tendencies. For this 

purpose, additional ex ante analysis and ex middle analysis would be advisable in the 

complex area of the programme implementation, in this local and regional labour market.  

The key to the success of the programme is the conviction of the sustainability and validity of 

selected objectives, assumptions and promotional and marketing tactics. The final 

composition of the group of activities - marketing communication mix - may, or even should 

be modified in relation to the current economic situation of the city, region, and prospective 

chances for the recovery of processes in the labour market, including the professional 

mobility. In the long term, Gdynia will undoubtedly be a labour market with positive 

reception capabilities, or even with the need to attract to the city and region new, qualified 

staff, as well as young people, searching for attractive education, obtaining attractive 

qualifications and professional experience. The maritime economy in the broad sense, as 

well as health industry, leisure time industry, including marine and medical tourism and 
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meetings industry, will play leading roles in the process of attracting new people.  However, 

we should make sure that the programme is open, including within the scope of target 

segment groups, prospective, most desirable professional groups. Examples include strategic 

groups identified already at the stage of present analyses, implementation of the 

assumption of the Communication Programme, including, inter alia, BPO, offshoring - 

renewable energy sectors, creative industries, knowledge industry or sports and health 

tourism (understood more broadly than medical tourism).  

A comprehensive report on the current market needs and trends and tendencies around 

Gdynia, the Tricity agglomeration and Northern Kashubia should be drawn up at least once a 

year. It is also advisable to hold 2-3 meetings, consultations of teams in individual regions 

participating in the SB Professionals programme, even after the official conclusion of this 

stage of works. 

 


