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ABSTRACT 
 

The aim of the following article is to emphasize the 
crucial factors of economic development of regions and 
states one has to approach this process in an 
interdisciplinary manner. Second aim is to illustrate the 
importance of selected aspects of communication 
processes that clearly imply regional development. 
Methods and techniques of communication significantly 
gain in importance. In the long term the development of 
a state will be determined by a continuous development 
of regions, assisted by the processes of communication. 
This is a real challenge for those who seek new methods 
of effective management. 

Keywords: processes of the communication, regional 
development 

    Introduction 

   Continuous and dynamic development of regions and 
stated lead to a permanent quest for novel systemic 
solutions, the aim of which is to increase the efficiency of 
human action. As a result of growing competition 
between various domains of human activity, natural 
elements of human behavior gain in importance, as these 
will be the factors that will indicate the most effective 
methods of fulfilling all the needs – both the basic and 
the higher-level ones. Business entities and 
organizations that influence the development of regions 
have to rise up to the challenges peculiar to the current 
phase of civilization and cultural development. Effective 
identification of these challenges is the determinative 
factor in the development processes inlocal and regional 
communities.                                                                            
Continuous quest for new solutions that will guarantee 
development – or even survival – has to be based on 
knowledge, intuition and human experience. All the 
actions that are inherently pragmatic and correspond to 
good communication will form an effective imperative 
for the improvement of methods and ways of regional 
development. 

Communication as a tool of motivation and 
development 

    The Polish terms such as “komunikacja”, 
“komunikowanie”, “komunikowaniesię” are the 
translations of the English terms“communication” and 
“communicate”[1]. The concept of “communication” 
appears in many academic disciplines, including 
psychology, sociology, cybernetics, biology and the 
humanities. Communication is set of complementary 
processes understood as continuous and unremitting 
exchange of information between the participants of 
these processes. 
    Human behavior is a crucial factor in the both 
professional and private life of each individual. For the 
point of view of an organization and its development this 
factor is responsible for our satisfaction (or lack thereof) 
with all the professional and social relations that we are 
engaged in. Human behavior may become (…) a solid 
basis of public support, (…) and the source of synergy, 
because […]”mutually-supportive people who 
experience good cooperation may accomplish much 
more than those who do not support each other and 
cannot cooperate” [2]. In modern organization where 
process management is the dominant ensemble of 
practices, communication is perceived as “affiliate” 
philosophy – as a modern management style. 
    Communication should be treated as a process that 
enables us to interpret information through some 
contractual messages. Thus, the following question 
arises: is ideal communication possible in reality? In fact, 
it is impossible to trigger exactly the same “image” in the 
recipient as it was in the intentions of the sender. In the 
process of communication, i.e. the flow of information 
from one person to another, what counts is the 
effectiveness. People think, talk and act – “[E]veryone 
who develops in these three domains will discover that 
everything goes well in their hands” [3]. As a 
consequence, we struggle for a redundancy rather than 
entropy, that is, the state in which the message is 
proximate to the intentional one. There internally 
complex processes of information evaluation are 
conditioned by numerous (psychological) personality, 
social, economic and cultural variables, all of which 
shape the mechanisms of market behavior [4]. The 
processes of communication may and should serve as a 
tool that motivates to take up various action that will 
lead to a broadly perceived development. What is useful 
here is the concept of relevance which enables to 
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separate relevant elements of methods of verbal 
communication. It “forces” the recipient to be more 
creative and inquisitive about the intentions of the 
sender, but always on the assumption that we exclude 
advanced social engineering and manipulation from this 
category. In some situations during the communication 
process we experience a typical communicative event 
which is counseling. It takes place when the level of trust 
in the interlocutor is low or we donot trust them at all. 
According to Norman Kagan, “as a matter of fact we 
indirectly tell someone <<You make song and dance of a 
problem the solution to which is for me instantly 
obvious – you are so stupid>>” [5]. Such events also take 
place at the level of organization and lead to numerous 
consequences. An ubiquitous phenomenon in 
interpersonal relations is manipulation, where it is not 
always true that to be praised mans to be accepted. 
Praise often becomes a method to exploit other people. 
It often enables to outfox and out man oeuvre with 
sweet nothings [6]. 
      In order to avoid or limit unfavorable phenomena 
that influence the development of organizations 
stimulating the regional development, one has to focus 
on the quality and scope of information which is 
determined by knowledge of the above mentioned 
human behavior. 
      Information is, therefore, a necessary tool in the 
hands of organizations that function in an effective and 
modern way. In the decision-making processes it is 
information that is required to set and carry out tasks 
that are helpful in setting the goals of the organization, 
as it enables to decrease uncertainty “about the current 
or future state of affairs, which it refers to” [7]. 
       In the light of the variety of concepts related to the 
development of both organizations and regions, one has 
to refer to the concept of emotional intelligence put 
forward by Daniel Goleman. At this stage we may 
propose the following thesis: why is emotional 
intelligence crucial to the regional development? This is 
because it indicates psychological factors of local 
community members and enables to expose elements 
such as attachment to a particular environment or 
culture. What confirms this thesis is the activity of local 
communities that create the environment and “climate” 
for local and regional development. Recently, following 
Gardner, more and more psychologists come to similar 
conclusions that the old concepts of IQ revolve around a 
narrow domain of language and mathematical skills, and 
the results of IQ tests might serve as a forecast of 
successes in education or academic career, but only to a 
lesser extent do they determine the success in other 
domains of life [8]. The crucial aspect of these 
considerations is to build and consolidate emotional 
competence through empathy. One of influential 
definitions of empathy includes the following phrase: “it 
is an experiencing of the consciousness 'behind' 
another's outward communication, but with continuous 
awareness that this consciousness is originating and 
proceeding in the other” [9].Empathic paraphrasing is 
the most important skill here. In the words of Bolton, “a 
paraphrase is a concise verbal reaction to the 
interlocutor, which expresses the essence of his/her 
content articulated in the hearer’s own words” 
[10].Shaping emotional competence has a major impact 
on the process of interpersonal communication, which 

works like communicating vessels andthat involve the 
following three elements: psychological competence, 
social competence and praxeological competence. 
Appropriate work environment can be defined by shaping 
relations, exchange of knowledge and communicativeness 
of local and regional community members. Major changes 
that currently take place and fierce competition pose 
more and more challenges. 
   Apart from creativity and innovation, it is interpersonal 
communication that is important. This is a common 
element of life and in the future it will become the tool of 

motivation and development of regions and the state. 

Regional development as a complex process 

      Continuous and systematic changes in the 
surrounding pose new challenges connected with 
systemic solutions to all the organizations. New ideas 
and solutions are introduces in all domains of life. To 
meet the continuously growing requirements, all the 
organizations – irrespective of their size and structure – 
introduce various innovations that modify or reshape 
their structure. 
    By this process organizations that stimulate local and 
regional development try to stay on the market and/or 
consolidate their strategic position. Most of the changes 
are endogenous and exogenous and influence both the 
macro- and micro-surrounding of the organizations and 
the region. In the current economy endogenous factors 
of regional and local development over balance the 
exogenous ones. The latter one cannot substitute the 
former; they can only serve as a support. If there is no 
home capability or if it is very weak, even a significant 
intervention from outside will not alter it [11]. 
    Regional development treated as a process is a very 
complex phenomenon determined by a number of 
psychological, cultural and economic factors, and 
cultural factors are of particular importance here. Social 
groups creates some episodes and activities that 
constitute affective relations. For an individual these are 
“internal cognitive representations of common, 
repeatable and routine interactions within a defined 
cultural environment” [12 ]. 
     Needs of people are satisfied in an ongoing and 
infinite way. Thus, the following question arises: how, 
through natural means, to increase the awareness of 
society that performs this difficult process? With 
appropriate bilateral communication which is 
comprehensible for the majority of local or regional 
community members and shapes the awareness of local 
brands and their potential, we increase the chances that 
the society will accept regional development. It is similar 
to the concept of branding – the process of generating 
positive associations in the minds of potential and real 
clients. The justification of such an approach can be 
found in the rule of persuasion, which says that we like 
what we know [13].The understanding of it enables to 
activate employees and stimulate bigger creativity of 
both inhabitants and the entire surrounding of a 
particular region. Management that embraces branding 
requires managers to pay more attention, because it 
involves more personality traits of this process 
participants. Managing in such a complex structure will 
be based on professional management of sign transfers, 
because only then can the information absorption 
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process will be “usefully transformed”. Success depends 
on the degree of accuracy in identification of 
opportunities and threats in the surrounding. The 
characteristic elements of all analyses is anticipation of 
development constraints and the ability to formulate 
strategies not on the basis of forecasts, but on the basis 
of deduction based on changes that have already taken 
place in the environment or were identified in the past 
as changes to take place in the future” [14]. These 
considerations serve as a suggestion that our ways of 
thinking, managing and leadership should change. New 
levers for leadership entail more collegial, voluntary and 
bidirectional relations that are to ensure the formation 
of w community to which clients will want to belong 
[15]. The need to create another environment that has 
its moral and social dimension – and not only the 
economic one – means that the factors that responsible 
for the success of leadership are completely different. 
    The greater the public awareness is, the bigger local 
and regional development takes place. Human activity is 
connected with the effectiveness of local institutions, 
which translates into economic developments. The 
existence of social institutions increases both the ability 
to resolve conflicts and the mutual trust of all the 
participants of economic life. It becomes crucial to big 
cities, towns and villages. Therefore, various activities 
targeted at increasing the importance of society will in 
the long run influence local and regional economy. 
Within a community, the importance of local 
communication, local information flow, and the resulting 
meaning of media that take part in these processes, 
refers to the political-democratising, economic and 
cultural dimensions of functioning. Permanent fusion of 
these elements may guarantee regional and state 
development. 
 
 
Processes of communication as tools of cooperation 
and regional development in research 
 
    The following chapter presents the empirical 
verification of selected aspects of communication 
perceived as tool of cooperation in regional 
development. It includes the presentation of research 
procedure, research tools and the results of the analysis 
conducted. The aim of the study was to analyse the 
importance of communication and its various forms in 
management and development of local authorities. 
    The analysis conducted in the following chapter will 
serve as a basis to verify hypotheses presented in the 
this article. 
In the research the following hypotheses were proposed: 
1. Mixed forms of communication are an important 

factor contributing to regional development 
2. The processes of communication are a crucial 

tool of cooperation and create the environment 
for local and regional development. 

The basic tool was the survey questionnaire. The 
research was conducted in the first quarter of 2012.  
     The survey included 300 randomly selected 
inhabitants of Rudnik, Nisko and Krosno communes in 
the Podkarpackie voivodeship (Poland). The gender 
structure of the respondents was the following: 142 
women (which gives 47.3 % of respondents) and 158 
men (52.7 % of respondents). When it comes the 

education, 40 % of respondents had higher education, 
37.7 % of respondents had secondary education, 14.3 % 
of respondents had secondary general and vocational 
education, and 8 % had vocational education. The chart 
below illustrates the structure of respondents’ 
education. 
 
Chart 1. The structure of respondents’ education. 

 
Source: Own elaboration based on the survey. 

     The research has shown that 70 % of respondents are 
interested in the current affairs connected with the 
functioningof commune self-government (activities and 
initiatives taken up by the voyt and the self-
government), while the remaining 30 % of respondents 
does not have such an interest. The chart below 
illustrates the answers to this question.  

Chart 2. Response to the question “Are you 
interested in the current affairs connected with the 
functioning of commune?” 

 

Source: Own elaboration based on the survey. 

     The respondents have also stipulated their attitude to 
whether they have a sufficient influence on the activities 
of the commune authorities, so – also – whether the 
messages they send are a tool of effective cooperation 
being an essential element of development. The results 
of the research have shown that 7.7 % of respondents 
think that they definitely have such an influence, 35.7 % 
of respondents think that they rather have it, and 14 % 
of respondents answered that they do not have such an 
influence. 11.3 % of respondents answered “neither yes 
or no”. The table below illustrates the relation between 
respondents’ answers to this question and their 
education. 
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Table 1.Respondents’ opinions about their influence on the 
decisions of commune athorities. 

Question 2. 

Do you 

think that 

you have a 

sufficient 

influence 

on the 

activities 

of the 

commune? 

Education Total 

Vocational 
Incomplete 

Secondary 
Secondary Higher 

N % 

N % N % N % N % 

Definitely 

yes 
1 2.3 1 4.2 12 10.6 9 7.5 23 7.7 

Rather yes 11 25.6 6 
25.

0 
47 41.6 42 

35.

0 
106 

35.

3 

Rather no 14 32.6 7 
29.

2 
32 28.3 42 

35.

0 
95 

31.

7 

Definitely 

no 
7 16.3 6 

25.

0 
13 11.5 16 

13.

3 
42 

14.

0 

Neither yes 

nor no 
10 23.2 4 

16.

6 
9 8.0 11 9.2 34 

11.

3 

Total 43 
100.

0 
24 

100

.0 
113 100.0 120 

100

.0 
300 

100

.0 

Source: Own elaboration based on the survey. 

     It has to be noted that in the group of respondents 
with secondary education there were two highest scores 
for “definitely yes” and “rather yes”. Nevertheless, the 
highest percentage of respondents who answered 
“rather no” were those with higher education. The 
answer “definitely not” was the most common the group 
of respondents with incomplete secondary education. 
The answer “neither yes nor no” was most frequently 
chosen by respondents with vocational education. 
     Below, there are respondents’ opinions about the 
methods that commune authorities use to communicate 
with the inhabitantsThe list goes from the most popular 
to least popular: 
 Information boards and cases – 46.2% of answers. 
 Commune office bulletin – 18.4% of answers. 
 Direct contact of commune authorities 

andinhabitants – 17.7% of answers. 
 Cooperation with media to inform public about the 

activity of commune authorities – 8.6% of answers. 
 Catalogue of services offered by the commune – 

6.1% of answers. 
 Civicmailboxes – 3% of answers. 

Another issue analysed was the respondents’ opinion 
about whether the commune promotes itself outside. 
44.7 % of respondents gave a positive answer and 14 % 
of respondents gave a negative answer. The remaining 
41.3 % of respondents had a neutral attitude and chose 
the answer “I don’t know”. The chart below presents the 
structure of answers to this question. 

Chart 3. The structure of answers to the question 
"Does the commune promote itself outside?". 

 

Source: Own elaboration based on the survey. 

    Question 5 was related to the respondents’ attitude to 
promotion forms that commune authorities may use. 
The following list illustrates the percentage of answers 
for each of the points: 

 Participation in tourism fairs: 26% of respondents 
think that this form of promotionis used, 20.7 % 
think that it is not; the rest does not know if the 
commune uses the form of promotion. 

 Billboards and posters in other districts and 
voivodeships – 21 % of respondents think thatthis 
form of promotion is used, 20.7%, think that it is not; 
the rest does not know if the commune uses the form 
of promotion. 

 Paid advertising in the press: 38.3% of respondents 
think that this form of promotion is 
used,20.7%.think that it is not; the rest does not 
know if the commune uses the form of promotion. 

 Paid advertising on television: 24 % of respondents 
think that this form of promotion is used, 31% think 
that it is not; the rest does not know if the commune 
uses the form of promotion. 

 Paid advertising in the radio: 26% of respondents 
think that this form of promotion is used, 29.7% 
think that it is not; the rest does not know if the 
commune uses the form of promotion. 

 Paid advertising on the Internet: 50.3% of 
respondents think that this form of promotion is 
used, 12.7% think that it is not; the rest does not 
know if the commune uses the form of promotion. 

 Leaflets/folders sent to travel agencies and tourism 
organizations: 25.3% of respondents think that this 
form of promotion is used, 18.7% think that it is not; 
the rest does not know if the commune uses the form 
of promotion. 
Another important issue that defines the commune’s 

ability to attract external investors, which is a direct 
factor supporting economic development 
anddevelopment in general. Almost half of the 
respondents (49 %) are satisfied with the activities of 
the commune that are related to this topic. 13.7 % of 
respondents has a contrary opinion, while the rest 
answered “I don’t know”. 

By means of a Kruskal-Wallis1non-parametric test it 
was proved that the opinion about the commune’s 

                                                           
1
The calculations were done using the SPSS Statistics 20.0. 

software. The hypotheses of Kruskal-Wallis test: H0: the 
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ability to attract external investors depends on the 
interest in the current affairs connected with the 
functioning of the commune self-government. Value p 
gave 0, so it was less that the adopted significance level 
α=0,12. 

Another topic referred to in the research was the 
respondents’ awareness of the existence of a strategic 
document such as Strategy of Commune Development or 
Strategy of Commune Promotion. 38.3 % of respondents 
think that such a document exists. Only 4.3 % of 
respondents have a different opinion. The rest chose the 
answer “I don’t know”. The chart below presents the 
structure of these answers: 
     The respondents also expressed their attitude to 
whether the promotional activities taken up by the 
commune are sufficient. 6.4 % of them think that the 
communes do all they should, 25.3 % think that this 
activity is sufficient, but its scope should be expanded, 
42 % think that there are such activities, but it is 
definitely not enough, 7.3 % think that there are no such 
activities at all. The remaining 19 % gave the answer “I 
don’t know”. 

Chart 4. Structure of answers to the question “Does 
the commune have a strategic document (Strategy of 
Commune Development or Strategy of Commune 
Promotion)? 

 

Source: Own elaboration based on the survey. 

    The table below illustrates the structure of these 
answers: 

                                                                                        
distribution functions of the analysed distribution are equal – 

the interest in the commune’s activity does not diversify the 

answers to questions from the variables under analysis, H1: the 

distribution functions of the analysed distribution are different 

– the interest in the commune’s activity diversifies the answers 

to questions from the variables under analysis. We compare the 

set value P (in the tables it is referred to as „asymptotic 

significance:) with the significance level of α: if p≤α, then we 

reject H0 and simultaneously adopt H1 – there is a relation 

between the interest in the activities of the commune and the 

variable under analysis, if p>α then there is no point to reject H0 

– the interest in the activities of the commune does not 

determine the variable under analysis. 

2Due to the fact that data refer to a survey of respondents' 

opinions and not "hard" data, the author adopted the 

significance level of 0.1 instead of 0.05. 

Table 2. Opinions about promotional taken up by the 
commune. 

Question 9. Do you 

think that 

promotaional activities 

are: 

Gender Total 

Woman Man 

N % 

N % N % 

Complete, the 

authorities do all that 

they should 

9 6,3 10 6,3 19 6,4 

Sufficient, but there 

could be more of them 
42 29,6 34 21,5 76 25,3 

There are some 

activities, but not 

enough of them 

58 40,9 68 43,0 126 42,0 

There are no such 

activities 
8 5,6 14 8,9 22 7,3 

Neither yes nor no 25 17,6 32 20,3 57 19,0 

Total 142 100,0 158 100,0 300 100,0 

Source: Own elaboration based on the survey. 

 
   The biggest group that had the opinion that there are 
some activities, but there is not enough of them was the 
group of women (40.9 %). Also the group of man (43 %) 
was the biggest one to give the same answer. The least 
popular answer among women was “there are no such 
activities” (5.6 %), and among men “complete, the 
authorities do all that they should” (6.3 %).        
Additionally, by means of Kruskal-Wallis non-parametric 
test it was proved that the answer to the question “Does 
the commune have a strategic document such as 
Strategy of Commune Development or Strategy of 
Commune Promotion?” determines the opinions about 
the scope of activities taken up by the commune. Value p 
gave 0, so it was less that the adopted significance level 
α=0,1. 
  
  Conclusions 
 
    Problems that lie ahead of regions perceived as an 
integral system, and related to the direction, scale and 
rate of development processes require a long temporal 
horizon, professional management, creativity of the 
authorities on all levels of self-government, 
systematicity and schedule for development decisions to 
be made. 
      The crucial element of it is to resort to thorough 
knowledge and skillful application of novel management 
techniques. It means that there is a need to simplify and 
integrate horizontal and bidirectional information flow 
systems. The solution to it is to gradually substitute 
traditional administrative methods (loose and 
inconsistent organizational, economic and technical 
solutions) with modern ones that are based on strategic 
and process management which embraces all spheres 
that determine the quality of life assessment in the 
inhabitants. The research conducted on selected self-
government entities clearly illustrate the role and 
importance of communication processes, and point to 
their dominant forms, the essence of bilateral 
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communication and the importance of mixed 
communication. The hypotheses presented here, i.e.  

- mixed forms of communication are an 
important factor contributing to regional 
development,  

- the processes of communication are a crucial 
tool of cooperation and createthe environment for 
local and regional development,  
        have been fully verified in the research conducted. It 
means that diversity of forms and methods of 
communication and the use of interdisciplinary 
information flow techniques may guarantee proper local 
and regional development and be a good prognosis for 
the development of the state. 
       Nevertheless, it has to be remembered that all the 
decisions – including those that lead to the development 
of regions and the state – made by people are a matter of 

choice. To manage this modern integrated system based 
on rationalism and pragmatism means to constantly and 
systematically improve it, and to remember about good 
and effective interpersonal communication that is 
perceived as the inherent element of human life. 
     The aim of this article was to briefly present the most 
important elements of communication processes that 
imply regional and state development. The research 
topic and the theoretical approach presented here may 
serve as a material for both researchers and local and 
regional decision-making entities. 
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