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THE INFLUENCE OF THE ,KOMISARZ ALEX“ TV
SERIES ON THE DEVELOPMENT OF LODZ (POLAND)
IN THE EYES OF CITY INHABITANTS

Waldemar CUDNY

Abstract

The issues of creative and cultural industries and their role in city branding and development are explored
in this paper. Activities enhancing city placement and city branding via a TV series are subject to enquiry. As a
result, the city becomes a film-friendly destination, attracting people and firms from the film industry. Besides,
the city is perceived more favourably, standing out from the competition and possibly attracting tourists and
potential investors and immigrants. Such a policy has been introduced in £6dZ, a large Polish post-socialist
and post-industrial city. With the city authority’s support, the town has become the location of a popular TV
crime series, entitled “Komisarz Alex” (“Inspector Alex”). The main aim of the research was to investigate how
L6dz inhabitants perceive the series and what influence they think the film-making would have on the city. The
evaluation of the perception of the series is based on structured interviews, and is generally very positive.

Shrnuti

Vliv televizniho seridlu “Komisaf Alex” na rozvoj Lodze (Polsko) oc¢ima jeho obyvatel

Clének prezentuje problematiku kreativniho a kulturniho primyslu a jejich roli pro marketingovou znacku
a rozvoj mésta. Autor uvddi aktivity, zvysujici méstské renomé a povédomi o mésté diky televiznimu seridlu.
Mésto se diky filmu stdvd atraktivni destinact a pritahuje lidi a firmy z filmového priimyslu. Mimo to je
mésto vnimdno v konkurencénim prostredi priznivéji a miiZe byt atraktivni pro turisty, potencidlni investory
1 tmigranty. Takovd strategie byla prijata v LodZzi, velkém polském post-socialistickém a post-industridlnim
mésté. S podporou méstskych tUradii se mésto stalo mistem populdrnich krimindlnich seridlii nazvanych
“Komisar Alex (“Inspector Alex”). Hlavnim cilem autora bylo zjistit, jak obyvatelé LodZe vnimaji seridl a jeho

mozny vliv na rozvoj mésta. Hodnoceni vychdzelo ze strukturovanych rozhovorii.
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1. Introduction

This paper presents the development opportunities
and creation of a positive image for the post-socialist and
post-industrial city of 1.6dz, by locating it in a popular TV
crime series entitled Komisarz Alex (Inspector Alex). The
research used a questionnaire survey conducted among the
inhabitants of 1.6dz, regarding the perception of the series
and its impact on the promotion and further development
of the city. The main aim of this article is to answer the
following questions: What do 1.6dz inhabitants think of the
series? What is the way in which 1.6dz is presented? How can
the fact that the series is made in the city influence its socio-
economic development? Do the inhabitants think that the
support, which the series received from the city authorities,
was justified?

In recent years, 1.6dZ has been shrinking due to the
decline of its industrial economic base. Poor development
prospects made many inhabitants move abroad or to other
cities in Poland. As a result, negative stereotypes of the
city, perceived as impoverished, neglected, uninteresting
and dangerous, became deeply rooted in people’s minds
(see Cudny, 2012; Young, Kaczmarek, 1999, 2008). The
negative image of 1.0dz could even be found in the British
media, where in 2013 it was criticized in The Sun magazine.
In a report concerning the development of Polish cities,
prepared by the PWC Polska consulting company (formerly
PriceWaterhouseCoopers -  http://www.pwe.pl/pl/wielkie-
miasta-lski/lodz.jhtml), improving the city’s image was

considered to be one of the main challenges. The problem
was also voiced in public debates. Therefore, in recent years,
a lot has been done not only with the restructuring of £.6dz in
mind, but also to change the unfavourable image of the city.

Given these recent trends, this research examines how
the role of the Inspector Alex TV series in the development
of the city is perceived by L.6dZ inhabitants. The scarceness
of studies presenting inhabitants’ opinions regarding pro-
development activities carried out in their cities was pointed
out by Olsson and Berglund (2009, p. 127). However, such
analyses of the perception of the cultural economy and
creative industries have been conducted before, as in studies
of the role of events in the development of regions, as
perceived by their inhabitants. A similar approach was taken
here - to evaluate the influence of television productions on
the development of £.6dz — in the eyes of its inhabitants.

2. Research themes in the literature

The socio-economic development of regions (including
urban areas), as well as the transformation of post-
communist countries, are key issues in modern sciences such
as geography (Jancéak et al., 2010; Hampl, 2007; Rusnak,
Korec, 2013). Recently, some urban centres have climbed
the hierarchy of cities (see Lentz 1997; Connell, 2000),
while others have lost their economic status and a large
number of their inhabitants (depopulation, the phenomenon
of ‘shrinking cities’) (see Vaishar, 2002; Liszewski, 2009;
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Cudny, 2012; Rumpel, Slach, 2012; Bucek, Bleha, 2013).
Such changes have been analysed in Western Europe or
the United States for several decades, due to the decline of
traditional economies based on mass industrial production,
the emergence of post-Fordism and, consequently, the
formation of a new type of city. Economically, it is based on
modern industries, services, and also culture-related ones,
as well as on a social group - the creative class (Amin, 1994).

According to Florida (2002b), the creative class is a social
group which is to become a city’s driving force in the post-
Fordist era. The question is why creative people tend to be
attracted to particular cities. Florida (2003) believes that
this is caused by three “I’s: technology (innovation and high
technology concentration), talent (concentration of people
with university degrees), and tolerance (inclusiveness and
diversity of all ethnicities, races and walks of life). Florida
also noticed the correlation between the level of urban
modernity and the presence of artists and artistic activity.
A “bohemian” atmosphere attracts other representatives of
the creative class, who in turn contribute to the economic
development of cities and regions (Florida, 2002a).

The creative class theory has permeated local and regional
planning strategies in most parts of the western world, but
it has been often criticised (Rausch, Negrey, 2006; Asheim,
Hansen, 2009; Storper, Scott, 2009) for adopting research
schemes created in the Anglo-American world in other
regions, where they sometimes are not applicable (Gibson,
Klocker, 2004; see also Martin-Brelot et al., 2010; Hansen,
Niedomysl, 2009). The significance of the creative class
for the economic development of cities is also questioned
(Kratke, 2010), as well as the methodological assumptions
of the theory and insufficient empirical studies (Peck, 2005;
Hansen, Niedomysl, 2009). Despite these reservations, many
cities that are currently in crisis and searching for new
opportunities, are trying to introduce development strategies
based on attracting the creative class to their region.

Moreover, such cities often choose the development of
culture and related services as a strategic branch of economy
(Pratt, 2008). That is why it is possible to create the
“bohemian” atmosphere mentioned above, which is crucial
for attracting the creative class, but also for generating
additional jobs and income.

Activities related to culture, entertainment and media
belong to the category of creative or cultural industries. Both
of these terms have very similar meanings (Pratt, 2008).
Cultural industries deal primarily with symbolic goods,
whose primary economic value derives from their cultural
value. There are the ‘typical’ cultural industries (broadcast
media, film, publishing, recorded music, design, architecture,
new media), and the ‘traditional arts’ (visual art, crafts,
theatre, musical theatre, concerts and performance,
literature, museums and galleries). Cultural industries
generate certain values, like income, taxes and jobs, and
form the cultural economy (O’Connor, 1999; Scott, 2010).
Activities related to cultural industries are often seen as a
possible way to restructure post-industrial cities and often
become pillars of a new economic base®. Such processes are
called culture-led regeneration strategies (Binns, 2005).
Film production is a part of cultural economy, as it may well
be included in the group of creative and cultural industries
(Scott, 2002; Gibson, Kong, 2005). TV series production

may be approached in a similar way (Evans, 2009), and film
and television artists should also be treated as members of
the creative class.

In the last decades of the 20" century, the media started
to be treated as a means of promoting the geographical
spaces of regions, including cities. The important role
of the media in shaping images of space was noted by
geographers, who changed the geographical research
paradigm concerning cultural geography. It evolved from
a descriptive approach to the new cultural geography (see
Cosgrove and Jackson, 1987; Hermanova et al., 2009).
Researchers representing the latter trend are presently
dealing with media issues, including the role of films
and TV series in creating the image of regions and their
development (Beaton, 1983; Scott, 2002; Arreola, 2005;
Lukinbeal and Zimmermann, 2006; Reijnders, 2009, 2010).

This was reflected as well in the development of
media geography - a cultural geography sub-discipline
(Zimmermann, 2007; Déring and Thielmann, 2009). The
media take part in the geographical study of the human
environment. Therefore, they are an object of geographers’
interest (Burgess, 1990). The influence of media on the
awareness and perception of geographical space is not a
new fact (Zimmerman, 2007): along with the development
of electronic media, including film and television, their role
in shaping the perception of space was growing. Modern
media are extremely important from a geographical point
of view, because they have a strong effect on people’s psyche
and their perceptions of geographical space (see Escher,
Zimmermann, 2001; Aitken, Craine, 2006; Lukinbeal,
Zimmermann, 2006). Modern media, such as the Internet,
video animations, Google Maps, Facebook, Flickr (see
Doring, Thielmann, 2009), have become increasingly
influential as well.

Many regions and cities exert a lot of effort in creating a
unique and positive brand in order to achieve economic and
tourist growth through ‘place branding’. This is a process
of creating an image of a given space, e.g. of a city, taking
advantage of human perceptual processes. People usually
evaluate places on the basis of simple clichés, which they
associate with a given site. Therefore, city authorities prepare
promotional campaigns, which evoke positive associations.
They choose a typical element and try to popularize it so that
it becomes the city’s cliché, with which it will be associated
(Anholt, 2007).

Examples of complex promotional campaigns, which aim to
create a positive brand, can be found in many European cities.
Amsterdam authorities, for example, noticed the problem of
the city being commonly associated with drugs and sex, so
they embarked on a mission to change this image and create
a new brand. Their strategy included developing cultural
events and hospitality, a new press policy, key projects, and
inventing new city slogans and logos (Kavaratzis, 2008).

After the fall of communism in Hungary, Budapest
authorities launched an innovative marketing campaign.
The promotion of the city, presented as a centre of business,
creativity, culture and entertainment, was to attract western
tourists. Together with other European cities, Budapest was
promoted outside Europe. Private investors and EU funds
helped to develop the infrastructure (Kavaratzis, 2008).

! Cultural economy is used in restructuring large cities, but recently it has become a frequent element of restructuring and
development plans for small towns (Lorentzen, Van Heur, 2012), regions (Gibson Connell, 2012; Lindeborg, Lindkvist, 2013), as
well as rural areas (Drda-Kiihn, Wiegand, 2010; Gibson, Connell, 2011).




Vol. 22, 1/2014 MORAVIAN GEOGRAPHICAL REPORTS

Films and TV productions often become a part of such
procedures, known as product placement. Certain products
are shown in films and TV series to increase their sales.
Using film and TV productions for such purposes is also
possible due to the strong impact, which they have on human
perception? (Lukinbeal, Zimmermann, 2006). A positive
brand of a city can also be created by showing it in films
and TV productions (Morgan et al., 2004, p. 208). If a city is
presented in a popular film or TV production in a positive
way (as clean, safe, fascinating, connected with culture,
entertainment, modern industry), it is extremely significant
for its branding.

Tourists often choose the destination of their trip on
the basis of what they have seen in the movies (Bolan,
Williams, 2008; Mathews, 2010). For instance, in the Italian
region of Apulia it was calculated that 1 Euro invested
in film production brings 6 Euros of profit, mainly from
tourism. In Poland, such calculations were made for Krakow,
where 1 zloty (PLN) invested in film production brings on
average 1.5 zlotys of profit from tourism (Gorczyca, 2013).
Note that over the year 2013, 1 PLN = ca. 0.24 EUR. Film
tourism involves travelling in order to visit places and
buildings where films were made, attend film festivals, visit
film-related institutions (e.g. museums, film studios), or take
part in a film production (e.g. as an extra) (Zmyslony, 2001;
Hudson, 2011). Apart from cinema movies, film tourism
also refers to TV productions, such as crime drama series
(Reijnders, 2009, 2010). There are numerous places all over
the world, where famous films and TV series were made
(Fig. 1). Many of them attract tourists, who travel there
individually or take part in organized trips (see: http://www.
movie-locations.com).

Apart from tourists, inhabitants, immigrants and investors
are also intended recipients of urban marketing campaigns
(Philo, Kearns, 1993; Short et al., 1993, Gémez, 1998). The
inhabitants wish to live in an appropriate place, work and
relax, companies look for suitable places to do business
and recruit employees. Therefore, media-based marketing
strategies create the image of a geographically-defined place
also with the inhabitants and investors in mind. Activities
aimed at improving the inhabitants’ perception of the city,
integrating them and preventing them from leaving the city,
are called ‘internal marketing’ (Hospers, 2004).

The 1990s were marked by substantial transformations
of cities in countries where communism had been abolished.
“The post-socialist cities are at the transition stage. They are
characterized by dynamic processes of change rather than by
static patterns. The urban environment formed under the
previous system is being adjusted and remodelled to match
the new conditions of the political, economic and cultural
transition towards the capitalist society. Many features of a
socialist city suddenly stood in opposition to the capitalist
principles, which led to the restructuring of the existing
urban areas. With time, new capitalist urban developments
are having more and more influence on the general urban
organization. Some pre-socialist patterns are re-emerging,
some areas from the socialist times are being transformed,
and new post-socialist urban landscapes are being created”
(Sykora, 2009 cited in Cudny, 2012, p. 7; see also Matlovi¢
et al., 2001; Sykora, Bouzarovski, 2011).

Transformations in the post-socialist cities are similar to
those observed earlier in the West, moving from Fordism
to post-Fordism. Thus, strategies which proved effective in

[reland 5]

International TV-series

1. Buffy the Vampire Sk yer (1997-2003): Los Angeles.

2. Desperate Housewifes (2004-2012): Los Angeles.

3.ER (1994 —2009): Chicago, LosAngeks

4. Friends (1994-2004): New York.

5. Game of Thrones (2011-2014): Ireland. Scotland. Malta,
Morocco, Croafia.

6. House (2004-2012): Los Angeles, New York.

7. Monk (2002-2009): Vancouver, Toronto, Los Angeles,
San Francisco.

8. Sex and the City (1998-2004) New York.

9. The Sopranos (1999-2007): New York.

10. The X Files(1993 —2002): Los Angeles, Vancouver.

ondon: 17]

T
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Movies
11. Star Wars E pisode IV: A New Hope (1977):
Tunisia - Malmata, California - close to Los Angeles.
12. The Riders of the Lost Ark (1981): Tunisia, France
(La Rochelle), San Francisco.
13. Gladiator (2000): Sumey-Great Britain, Morocco, Malta.
14. The Lord of The Rings (2001) New Z ealand.
15. The Godfather (1972): New Yaork, Los Angeles, Pakrmo.
16. Blade Rumer (1982):L os Angeles.
17. The Dark Knight (2008): Chicago. London, Hong Kong.
18. Heat(1995): Los Angeles.
19. The Matrix (1999): Sydney.
20. Australia (2008): Australia.

Fig. 1: Location of international TV series and well-known movies
Source: Author’s compilation based on hitp:/lwww.imdb.com/; hitp:/lwww.wikipedia.org/; hitp://www.movie-locations.com/

2 Perception is very important for the understanding, interpretation and assessment of geographical space. Perception means
‘seeing’ phenomena, but this seeing is not completely objective. The process of perception is influenced by a number of factors,
such as experience, culture, current attitude or external stimuli (Siwek, 2011). All these elements can be modified by the media,

including film and TV productions.
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western cities can be used in the restructuring of post-socialist
cities (Ondos, Korec, 2006, p. 52). Some of these strategies
are to attract the creative class and creative industries to the
city. Culture is being promoted by developing festivals and
building cultural facilities. In some marketing campaigns,
film, television productions and the Internet are used.

3. Description of the study area, the “Komisarz
Alex” series, research methodology and
socio-demographic characteristics of survey
respondents

1.6dz is an example of a Polish post-socialist city which
experienced rapid socio-economic transformation after 1989.
The city developed in the 19'" century as a large textile
industry centre exporting its goods to the Russian market.
In the socialist era in Poland (1945-1989), this traditional
economic structure based on the textile industry was
preserved and strengthened, but other industries and
services were underdeveloped. After introducing a free
market in 1989, the out-dated structure of L6dz industry
became a burden to the city. Most state textile factories went
bankrupt and mass structural unemployment appeared
(Liszewski, 2009).

The situation improved slightly when private
entrepreneurship started to develop, foreign investors entered
the market and the city authorities supported restructuring.
At present, 1.6dz is a large city, showing typical post-Fordist
features. Most inhabitants are employed in services, while
industry has been partly restructured by introducing
modern branches. Powerful investors in the computer and
home appliances industries have been attracted to the city.
It can boast numerous universities, design and fashion
centres, and a rapidly developing cultural and entertainment
function, including festivals. It is still difficult to find well-
paid jobs, however, and young people are moving abroad or
to other Polish cities. The most serious social problems are
depopulation and population aging, which in the long run
may cause economic breakdown (Cudny, 2012).

Even in communist times there were cultural institutions
based in £.6dZ which performed important roles. It was also a
good time for festivals and avant-garde art events to develop.
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Fig. 2: Cities in which well-known Polish TV series are
set: the number of media appearances

Source: Author’s compilation based on http:/[www.press-
service.com.pl/
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Moreover, after World War II, the city was the largest centre
of film and television production. After 1989, the cultural
function collapsed, but later it started to revive (see Cudny,
Rouba, 2012).

In recent years, the city authorities have been searching
for new investors, promoting cultural development, as well as
supporting the making of films and TV series in 1.6dZ. In the
“L6dz Brand” strategy for 2010-2016, the development of the
creative sector has become the city authorities’ priority. The
strategy is based on four pillars: culture, economy, education
and tourism, and sport. The new promotion slogan adopted
for the city is “Creative L6dz”. The authorities started to
sponsor activities such as design or fairs and organization
of festivals. Events receiving a lot of support include the
Design Festival (presenting world achievements in industrial
design) and the 1.6dz Fashion Week (the only Fashion Week
in Poland). The city collaborates with 1.6dZ high technology
industry companies (e.g. Dell) and universities to create a
cluster of new technologies. Film production, based on the
already-existing institutions and on the activities attracting
new specialists and investors, is also strongly supported
(http://www.kreatywna.lodz.pl/).

As mentioned above, 1.6dZ is a city which in socialist
times already had a well-developed film and TV production
sector, despite its predominantly industrial character (see
Cudny, Stanik, 2013). It is now one of the most popular
Polish tourist destinations as regards film tourism (Stefanik,
Kamel, 2011). After World War II, 1.6dZ became the largest
centre of film and TV production, with a famous film school
established there. Famous Polish TV series and films were
made there in those times. Recent years have brought the
renaissance of TV series in Poland and %.6dz has become
the location of two new crime drama series (Paradoks (The
Paradox) and Komisarz Alex).

Research on the influence of these TV series on the cities’
presence in the media was conducted in 2013 by the Press
Service Agency. The city which benefitted most from being
promoted in a TV series was Sandomierz, featured in Ojciec
Mateusz (Father Matthew) - it was mentioned in the media
about 900 times. The series entitled Lekarze (Doctors),
shot in Torun, and Pierwsza Miloé¢ (First Love), made in
Wroctaw, were both mentioned over 800 times. L.6dz was
mentioned 650 times in connection with Komisarz Alex.
Lublin, famous for another TV series shown on the national TV
channel - Wszystko Przed Nami (The Bright Future Ahead) -
appeared in the media 487 times (Gajda Zadworna, 2013; see
Fig. 2). As for the Advertising Value Equivalent (i.e. the sum
which the city would spend on advertising in order to achieve a
comparable number of media appearances), it was 12.9 million
zlotys in Wroctaw, 10.8 million in Sandomierz, 9.2 million in
Torun, and over 6 million in £.6dZ (http://www.press-service.
com.pl/pl/firma/pressroom/informacje-prasowe/art312,w-roli-
glownej-miasto.html).

Komisarz Alex is a crime drama series, in which the
main characters are a Polish police officer and his dog, Alex
(Fig. 3). The series is a Polish version of Komisarz Rex (Rex,
Cop’s Best Friend), an Austrian-Italian detective series. By
August 2013, three Polish seasons of Komisarz Alex had
been shown, and the fourth season followed at the end of
August / beginning September.

All the seasons have been shot in 1.6dz (http://komisarzalex.
tvp.pl/o-serialu/) (Fig. 4). The main male part is played by
two young actors — Jakub Wesotowski (1% and 2" season)
and Antoni Pawlicki (3" and 4™ season). According to the
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Fig. 3: The main characters of Komisarz Alex (1% series): Inspector Marek Bromski (Jakub Wesotowski), Inspector
Lucyna Szmidt (Magdalena Walach) and Alex the dog. Source: £.6dz Film Commission materials

Fig. 4: The making of Komisarz Alex, 4" season. Source: Author

Newsweek magazine (Polish edition), the first episode of
Komisarz Alex was watched by over five million viewers. In
this way, the story about the adventures of a 1.6dZ policeman
helped by a dog beats popular shows presented on other TV
channels at the same time: X factor and Battle of the Voices
(Szadkowska, 2012).

The idea to set the series in %Lodz was supported
by the city authorities from the very beginning. They
allocated one million zlotys to the first two seasons and
offered organizational assistance through the %.6dz Film

Commission, which helped with logistics, mediated with the
Police and Municipal Police, as well as with property owners.
It also suggested locations®, such as the revitalized areas of
Piotrkowska Street, Manufaktura, or Wilhelm Scheibler’s
factory*. The city benefits economically from being the
location of the series. The producers pay fees for the use
of public spaces. The film crew spends money on taxis,
accommodation and restaurants.

Making a popular series in 1.6dz benefits film institutions
as well, as film production offers work opportunities to actors

3 Nowadays, in many countries, regions and cities, special institutions are being established, which cooperate with the film
industry. They are generally called film commissions, whose task is to attract film producers to given locations (e.g. California
Film Commission, The Office of Film, Theatre and Broadcasting in New York, 1.6dz Film Commission). They have financial
means obtained from public funds and private donors, which they may use to subsidize film productions. Moreover, they assist

in organizing the very procedures of film and TV series making.

4 Piotrkowska Street is the main shopping street and promenade in the centre of L.6dz. It is the major tourist asset of the city,
boasting lavish 19" century architecture in eclectic, secession (art deco) and some historical styles. The Manufaktura Centre
is the largest shopping and service centre in L6dz, situated in the former 19 c. revitalized factory built by Israel Poznarniski.
Wilhelm Scheibler’s factory complex (Ksiezy Miyn) is the largest post-industrial area in the centre of L.6dz. Its valuable, 19 c.
factory and residential architecture is currently being revitalized.
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and other film-makers associated with the £1.6dZ film school.
The film crew cooperates with the already-existing £.6dz film
production firms (e.g. Opus Film). The Komisarz Alex crew
perceive L.6dZ as a film-friendly destination, thanks to the
considerable help and flexibility of the city authorities (1.6dz
Film Commission’s materials).

The promotional role of Komisarz Alex is also very
important. The series presents 1.6dZ in a positive way and
fights the stereotype of a dirty and neglected post-industrial
city by showing mostly its revitalized areas. The main
characters are young, creative police officers. They are
intelligent, funny, well-dressed and fit. Alex — the dog - is
also a very likeable character.

This research project investigated the perception of the
series by 1.6dZ inhabitants. This sort of study is used for
example in analyzing the influence of events, which generate
tourism and additional income, and also used for creating a
destination’s image (Cudny et al., 2012). Thus, they perform
a number of functions similar to those performed by film and
TV productions. The research approach used here is similar
to the one taken to evaluate the influence of sports events
(Fredline, Faulkner, 2001; Waitt, 2003; Lorde et al., 2011,
Cudny, Rouba, 2013) or festivals (Cudny et al., 2012) on
cities, in the eyes of their inhabitants. Such studies show
how the inhabitants assess the promotional and economic
role of events or perceive organizational problems related
to them (e.g. organization costs, higher prices, etc.), and
whether they approve of the authorities’ actions supporting
the organization of such events.

The aims of this research were similar - to check whether
1.6dz inhabitants were familiar with this particular TV
series, how they evaluated its potential effect and the support
it received from the local authorities. Such an analysis also
shows whether the inhabitants notice an improvement in the
city’s image and potential positive socio-economic effects.

The survey was conducted among the inhabitants of 1.6dz
and concerned the Komisarz Alex series and its potential
influence on the city. The study used structured interviews,
with the person conducting the survey reading questions
to respondents from a questionnaire. The respondents’
answers are then written down, and if they needed further
clarification, it is possible to ask additional questions
(Cudny et al., 2011). For this study trained interviewers
(The University of L.6dZ students, supervised by the author)
conducted the survey at public places, in the centre of 1.6dz,
mostly in Piotrkowska Street and at the Manufaktura
Centre, on 15 and 22 May 2012 in the afternoons.

All respondents were inhabitants of L.6dz. The survey
instrument included questions concerning four main
groups of problems. The respondents were asked if they
were familiar with the series, about their opinion of it,
and the potential effects of setting the series in 1.6dz on
the city. They were also asked typical socio-demographic
items (gender, age, education level, etc.). During the
survey, 334 interviews were carried out. In terms of
gender, 49.1% of the respondents were males and 50.9%
were females. Most respondents were 18-25 years of age
(43.1%), and most eager to take part in the survey. They
were followed by persons aged 26-35 (24%), 36-45 (14.4%)
and 46-65 (13.5%). The smallest group consisted of
respondents aged 66 and more years (5%).

The majority of respondents had completed secondary
and university education - 42.8% and 30.8%, respectively,
while 16.5% had completed vocational, 8.1% post-secondary

and 1.8% primary education. The survey included working
people (62.3%), school and university students (20.4%), old
age pensioners (9.5%) and some unemployed persons (7.8%).

4, Study results

The first question tested the respondents’ familiarity
with Komisarz Alex: “Describe briefly what the Komisarz
Alex series is about”. Most respondents claimed that it is
a crime drama series with a dog playing one of the leading
roles (47.6%), a crime drama series (29.9%), a Polish version
of another series — Komisarz Rex (3.6%). The respondents’
answers show they were familiar with the plot. Some of them
even knew what the original series was.

The next question tested the respondents’ familiarity
with the realities of the series: “Name up to three £od?
locations shown in the series”. This was asked in order to
check whether the inhabitants could recognize the places
shown in Komisarz Alex. This question was important,
considering the city authorities’ support for the series, which
is to promote the city by showing interesting locations. The
research aimed to check whether the inhabitants thought
that these locations were easily recognizable in the film.
Here, each respondent could quote several locations: we
received 792 answers. The locations shown in the series
were identified correctly. It was usually the Manufaktura
Centre (34.8%), Piotrkowska Street (27.0%), and the former
Scheibler’s factory (Ksiezy Miyn, 15.4%). Another site which
was mentioned quite often (7.4%) was one of the main
squares in the city centre — Wolno$ci (Liberty) Square; other
answers were more varied and were registered for 15.4%
of cases. The respondents recognized places such as L6dz
parks or the L.6dZ Gallery Shopping Centre. Also here the
respondents were well familiar with the film realities. The
locations pointed out by them are indeed the sites most often
presented in Komisarz Alex. For example, many scenes in
different episodes were shot at the Manufaktura Centre and
in Piotrkowska Street, while the former Scheibler’s factory
accommodated the police station (the building of the former
factory fire brigade).

The second part of the survey was devoted to the evaluation
of the artistic value of the series (the plot, directing and actors’
performance). It shows how popular the series is. On a Polish
internet portal devoted to films and TV series (http:/www.
filmweb.pl/), Komisarz Alex was described by 4,257 Internet
usersas “notbad”. It achieved an average of 5.6 points out of 10
(http://www.filmweb.pl/serial/Komisarz+Alex-2012-629466).
For comparison, another popular TV crime series made by
national television - Ojciec Mateusz — was rated only slightly
higher, achieving 6.1 points (http:/www.filmweb.pl/serial/
Ojciec+Mateusz-2008-487834).

The next question was “What is the one word you would
use to evaluate the series?” Generally, the respondents’
opinion regarding the artistic and entertainment value of
the series was positive, as 56% of them rated it as ‘very
good’ or ‘good’; 15.8% rated it as ‘average’ and 15.9%
expressed a negative opinion. Other answers, which were
quite vague, were given by 12.3% of the respondents
(Tab. 1). Although most opinions were positive, the average
and negative ratings still make up about 30%, which should
encourage the authors of the series to focus more on the
artistic side of the production. Increasing expenditure on
the series production, as well as devoting more attention to
the screenplay and directing, might improve the perception
of the series and its locations.
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The following question was “How do you rate (on a
scale 1-5) the following elements: screenplay, directing,
actors’ performance, the dog acting in the series?” The
respondents could allocate a number of points to each
element: 1 - ‘very poor’, 2 - ‘poor’, 3 — ‘average’, 4 - ‘good’
and 5 - ‘very good’. Based on the responses, mean values
for all the mentioned elements were calculated. The actors’
performance and the dog’s acting were rated the highest.
The remaining elements, such as screenplay and directing
were also evaluated positively — as average plus (Tab. 2). The
responses to this question confirm previous reservations
regarding the quality of the screenplay and directing, which
might have been of better quality.

The third part of the survey concerned the support
provided by the city authorities and its influence on L6dz.
The first question asked in this part was “Do you think that
the city authorities’ support (also financial) for locating the
series in Lod% was appropriate? Please justify your answer”.
As much as 68% of the respondents said that the support
was justified, 29.6% were of the opposite opinion, and 2.4%
did not have any opinion. The most frequent justifications
of positive answers included the following: the need to
support the development of the city (by locating film and TV
productions there), and the fact that the money invested in
the series may be returned (e.g. due to increased number of
tourists). On the other hand, negative answers were mostly
justified by the opinion that the city should not support TV
series at all and should use the money for other purposes.
Negative opinions might have resulted from the low number
of tourist products associated with the series. Its potential
is not fully used and the inhabitants’ ratings are lower. So
far, only a tourist trail has been prepared, taking tourists to
places shown in the series. Apart from an Internet website
and materials for tourists and tourist guides, there are no
other attractions, such as an exhibition related to the film,
facilities, e.g. restaurants (places of this kind can be found in
Sandomierz, where Ojciec Mateusz is filmed), or promotional
events in which the series cast take place. Such steps should
be taken at the time when the series is broadcast, in order to
take advantage of its popularity in the media.

Rating % of answers
Very good 21.0
Good 35.0
Average 15.8
Poor 11.7
Very poor 4.2
Other 12.3
Total 100.0

Tab. 1: General rating of the Komisarz Alex TV series by
survey respondents. Source: Author’s compilation

Series element Average
Screenplay 3.6
Directing 3.6
Actors’ performance 3.7
Dog acting in the series 4.6

Tab. 2: Respondents’ rating of the series elements — mean
values. Source: Author’s compilation

The next question concerned the respondents’ opinion
about the influence of the series: “Do you think that the £6d%
locations shown in the Komisarz Alex series have a positive
effect on the perception of the city by the viewers (justify
your answer)?” As much as 92.8% of the respondents said
“yes”, 5.7% said “no” and 1.5% did not have any opinion.
Once again, the inhabitants of £.6dZ appreciated the role of
the popular series in creating a positive image of the city. The
affirmative answer was usually explained by the fact that the
series shows wonderful sites in £.6dzZ. In this way, it promotes
1.6dz and creates its positive image.

Next, the respondents were asked to refer in more detail
to the impact of the series on the city: “What influence
do you think the series will have on the image of L6dZ, the
tourist traffic in the city, the economy of L.6dZz, the amount
of investment in the city?” The aim was to assess to what
extent the series attracts specialists and investors, from
the film industry too, to L.6dZ (creative class and cultural
industries), as well as to evaluate the potential development
of the tourism industry and city promotion. Each respondent
could choose one of the following answers: good, slight, no
influence, bad, I don’t know (Tab. 3). The answers to this
question show a very positive opinion about the influence of
the series on the image of 1.6dz and tourist traffic (Tab. 3).

Category %
1.6dz image
Good 76.3
Slight 3.9
No influence 9.3
Bad 5.1
I don’t know 5.4
Total 100.0
Tourism
Good 44.9
Slight 10.2
No influence 24.6
Bad 1.8
I don’t know 18.5
Evaluation
of influence | Total 100.0

City economy

Good 19.5
Slight 6.0
No influence 33.2
Bad 15
I don’t know 39.8
Total 100.0
Investments
Good 18.6
Slight 4.8
No influence 35.3
Bad 5.7
I don’t know 35.6
Total 100.0

Tab. 3: Theinfluence of the series on the city as regards its
image, tourism, economy and investment (respondents’
answers). Source:Author’s compilation
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Such an impact of city placement in a TV series is well
described in the literature, as outlined above. It seems
that it was also quite well understood by the respondents,
who pointed to the positive effect of showing a city in
a popular TV series. On the other hand, the impact of
such an activity on the city’s economy and the growth of
investments was less obvious for the respondents. In this
case, the answer ‘good’ appeared in 19.5% and 18.6% of
responses, respectively (Tab. 3). However, such impact does
exist and it is connected with the potential development of
the creative field and creative class, due to the growing film
sector and the development of a ‘bohemian’ atmosphere.
Besides, the positive perception and the achievable brand of
a city associated with film and culture may make the city
additionally attractive as a good place to locate new economic
investments (not necessarily film-related).

The author believes that such effects are more obvious to
urban studies specialists than to the inhabitants, and thus a
considerable percentage of answers were ‘no influence’ and ‘I
don’t know’. Perhaps the responses to this question reflect the
relatively small activity connected with the effects of the series.
The insufficient number of series-related tourist products
may diminish the positive perception of some of its effects.
It is advisable to launch an advertising and event campaign,
financed by the city. The actors of the series cast could promote
the city in commercials and at events as a destination, which
is interesting to live in, work in and visit. This kind of policy
would help to take advantage of and strengthen the role of the
series in creating a positive brand of L.6dz.

The last question in the survey was of conclusive nature:
“Do you think that the next season of Komisarz Alex should
be shot in £6d%?” The respondents were asked to justify their
answers. The most frequent response was in the affirmative
(87.7%), while 8.4% gave a negative answer and 3.9% did
not know. The most common justifications for the positive
answer were that the series promotes 1.6dz, the first season
was made in 1.6dZ, and that £.6dz needs a popular series. The
most common justifications of the negative answer were that
nobody watches the series, there are things more important,
and that the series does not show L.6dz in a good light. Here,
some respondents pointed to the fact that a crime series is
not a good method of promotion, as it shows a given location
as a city associated with crime. Such doubts are to a certain
extent justified, but the author believes that they are not
always confirmed. For instance, despite the criminal theme
of Ojciec Mateusz, tourist traffic in Sandomierz greatly
increased after it was broadcast. What is more, Komisarz
Alex is a series sending a positive message, because it shows
crimes that may be committed in any large city. It is not full
of violence or bloody scenes and the main characters are
positive and optimistic. It is not then an example of a sinister
and bloody crime story. The author believes that there is no
danger of associating 1.6dz with excessive criminality due to
the series presentation.

5. Conclusions

Currently, cultural and entertainment activities, including
those related to film and television, are used as a particular
kind of culture-based development booster in cities. It is an
approach taken as a part of the cultural economy of cities
(Scott, 2006, 2010), due to the growing role of cultural
industries with respect to economic development, generating
jobs and tourism. Another important element of this process
is the creative class, the representatives of which are
involved in media production (Florida, 2003). Therefore,

contemporary cities compete with one another for hosting
film and television productions. In post-socialist cities,
activities of this type have brought very positive effects, e.g.
in Prague, which after the fall of communism has become an
important centre of international film-making, thanks to a
well-planned policy (Iordanova, 2003).

Moreover, cities compete for resources, which are needed
for their future development. These resources include
people (inhabitants, immigrants, tourists) and investment
capital. Many contemporary cities are undergoing processes
of economic stagnation and depopulation (shrinking cities).
In such cases, the struggle for these resources is particularly
important. Such cities are not only decreasingly attractive for
tourists or investors, but they are also losing the resources
they have had so far, as a result of the inhabitants’ emigration
or firms fleeing to more attractive cities with a better image.

Such processes have been observed in the developed
economies of western capitalist countries for many decades.
More recently, they have appeared in post-socialist countries
as well (Lentz, 1997; Korec, 2007; Matlovi¢ et al., 2001;
Sykora, Bouzarovski, 2011). Any transformations taking
place in cities of these regions are similar to processes
observed in the West earlier, which were connected with
the transition from the industrial Fordist to a post-Fordist
economy (Ondos, Korec, 2006).

1.6dz is an example of such a post-socialist and post-
industrial city with serious socio-economic problems
(Liszewski, 2009; Cudny, 2012). It declined socially and
economically after the fall of textile industry. At present,
1.6dz has undergone partial restructuring, as services
and modern industry have replaced the traditional textile
production. However, the crisis has not finished yet, so the
city authorities are trying to introduce a new development
strategy. In recent years, the stress has been put on the
development of culture, events and creative industries. The
Creative L.0dzZ strategy includes supporting the development
of film and TV industries, aiming to attract film producers
and generate new jobs and income for the city. It is also
to support the promotion of 16dz through film and TV
productions (place branding).

At present, the role of the media, including film and
television, in the creation of an image is extremely
important (see Arreola, 2005; Zimmermann, 2007; Doring,
Thielmann, 2009; Reijnders, 2009, 2010). The possibility of
the development of film-making in the city, which has a long
and spectacular tradition, as well as for promotion, had been
noticed by the city authorities. Therefore, the production of
Komisarz Alex received financial and organizational support
from city institutions.

This study investigated how the inhabitants of %1.6dz
evaluated the role of this series and the support it received
from the city. The approach chosen has been used many
times for studying other cultural economy phenomena,
e.g. events (see Fredline and Faulkner, 2001; Waitt, 2003;
Lorde et al., 2011; Cudny, Rouba, 2013; Cudny et al., 2012).
Studies of this type seek to answer questions such as
whether the inhabitants notice the effects of such activities,
and whether they approve of the support given to it by the
local authorities.

The results of the survey point to a generally positive
attitude of the inhabitants of 1.6dz towards the series. They
recognized the majority of the L.6dZ locations shown in the
film and most respondents evaluated the series favourably.
As to individual artistic elements, actors appearing in the
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series and the dog were rated the highest, and the screenplay
and directing slightly lower. The organizational and financial
support from the city authorities was regarded as justified.
The respondents stated that making Komisarz Alex in $.6d%
has a positive influence on the city image and the growth of
tourism. The possible effect of the series on the economic
development of the city and the growth of investments was
rated lower. The author believes that this may result from
the fact that effects of this type are less obvious than the
promotional or tourist effects. Moreover, too little has been
done so far to take advantage of the promotional effect of
broadcasting a series made in 1.6dZ. There should be more
tourist products, events which would be based on the series
and strengthen its promotional effect for tourists, investors
or L6dz inhabitants. A promotional campaign should be
launched soon, the aim of which would be to intensify and
prolong the effects of the series.
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