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– Badanie postrzegania marki regionalnej i lokalnej  –

advantage. This hypothesis is confirmed by the analysis of the selected region, shows the 
changes of the place perception in the process of the image repositioning. Conducted the 
questionnaire surveys on the knowledge and level of knowledge about brand awareness 
and brand image, about perception of the spatial and socio – economic changes by direct 
methods.

key words: local and regional brand, image, Carp Valley 
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