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THE ROLE OF LOCAL GOVERNMENT IN ENHANCING ENTREPRENEURSHIP ON EXAMPLE OF POLISH TOWNS

Abstract 
Transformation of the political system, radically modified the development conditions for local communities in Poland. In the lives of local communities, the key role is now played by local governments whose powers and responsibilities are determined by relevant legislation. One of the main tasks of the local governments is to indicate directions for further socio-economic development and to ensure appropriate conditions for it. This is conducted primarily by creating the environment  for the development of broadly understood entrepreneurship and innovativeness. Changes in Polish administration system and economic globalization have resulted in an increase of competition between the cities/towns. The competition concerning the usage of available opportunities has started and regarded  such prospects as: investments creating new job opportunities, increasing number of tourists arriving to cities, increasing number of inhabitants and finally public financial means for city development as well as access to funds from domestic sources, but also from European Union funds. 
The greatest chance for fulfilling the requirements of rapidly growing competition between territorial units had in particular these cities which created highly differentiated socio-economic structure which enterprises are able to participate in national or even international competition. At the same time, it does not mean that small an average cities or towns of ten, twenty or fifty thousand inhabitants do not have any chance in global competition about development. The active attitude of local self-government authorities and the policy of city development approved by them (including initiatives aimed at an increase investment attractiveness of the centers and attraction of business from outside) have a decisive influence on working out an adequate level of competition of a particular place. 
In the above context, the aim of this paper will be presenting the role of the local government in enhancing  entrepreneurship according to present situation in Poland and showing good practices  of selected municipal offices which undertook some interesting initiatives aimed at business climate improvement. 
The main research method used in this paper is analysis of case studies of two Polish towns located in Podlasie province. One of this towns – Zambrow – is an example of marketing activity of local authorities connected with  a coherent concept of gaining European Union founds for urban area expansion, which allow to maintain the industrial identity of this place. The second example is Suprasl, very small town, which image of entrepreneurship is founding at the craftsmanship, tourism  and agriculture.
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Introduction
The city and process of  urbanization have been subjects of complex issues since XIX century.  In 1916 R.E. Park – the most important American urban sociologist – wrote: “The urban area is more than just an agglomeration of units equipped in all municipal amenities such as: streets, real estates, electricity, trams, telephones, etc. The city is also something more than a simple constellation of institutions and administration units: tribunals, hospitals, schools, police stations and offices of all variety. The city is rather a state of spirit, complex of customs and traditions, attitudes and sentiments inseparably, correlated with these customs and transmitted through tradition” (Czornik, 2004, p. 7). The above-quoted definition can form a starting point for further considerations; however, such a way of perceiving the city in particular illustrates the atmosphere of small or average-size cities or towns, and concerns bigger agglomerations in smaller sense.
The transformation of social, political  and economic system in Poland, as well as dynamic development of local self-governments created better  conditions for territorial units functioning. Municipal self-government authorities  through democratic elections and development of market mechanisms enforced the application of modern methods of management at the local level (ed. Frankowski, 2000, p. 7).
Changes in Polish administration system and economic globalization caused the increase of competition between the cities (Kauf, 2002, p. 243). The competition concerning the usage of available opportunities has started and regarded such prospects as: investments creating of new professions and job opportunities, increase of number of tourists arriving at cities, increasing number of inhabitants and finally public financial means for city development as well as gaining money from domestic sources, but also from European Union founds (Komorowski, 2000, p. 157). 
The greatest chance of fulfilling the requirements of rapidly growing competition between territorial units was received in particular by these cities which have highly differentiated socio-economic structure which comprised branches and enterprises able to participate in national or even international competition. Institutions functioning as customer service, administration, financial, trade and cultural centers appeared to be highly privileged here. At the same time, it does not mean that small and average cities or towns of ten, twenty or fifty thousand inhabitants do not have any chance in a global competition in development. The active attitude of local self-government authorities and the policy of city development approved by them (including actions for increasing investment attractiveness of the centers and actions to attract business from outside) have a decisive influence for working out an adequate level of competition of a particular centre (Staszewska, Wdowicka, 2005, p. 92-93). 
On the grounds of a professional literature on this matter, basic factors for local development are (Jaroszynska, 2005, p. 12).:
· the needs of inhabitants;
· resources and assets of natural environment;
· infrastructure and the level of its development;
· level of education and social local culture;
· existing economic, scientific and personnel potential;
· official regulations encouraging local development;
· support of local authorities for social initiatives;
· employment resources;
· financial capital (in particular investment capital);
· modern technologies of production;
· access to attractive areas and space (investment areas);
· international relations and foreign cooperation. 
For the expansion of the factors listed above to expand in particular cities a shift in the manner of management at the local level is needed. From a “managerial” attitude (which concerns mainly the administration of resources) to an “industrial” type (where the development and transformations within the urban area are stimulated). This transmission is strictly connected with the necessity of choosing the marketing orientation in management, but also with selection of more flexible approach to the way of financing of local development and with abilities of searching by local authorities ways of financing from outside sources (for example the European Union funds (Staszewska, Wdowicka, 2005, p. 102).
In this paper  authors would like to consider two major ways that can decide about the development of the Polish cities (also those situated in peripheral, agricultural areas) by supporting entrepreneurship: 
1. Acceptance of marketing orientation in urban area management  (preparation of  promotion strategy of urban image) and preparation of a coherent and consistent concept of gaining European Union founds for urban area expansion.
2. Development of entrepreneurship and craftsmanship on the base of local resources in the small towns in rural areas.

Acceptance of marketing orientation on urban area management in the process of enhancing of entrepreneurship in Polish cities

Although implementation of a theory of territorial marketing to self-government practice is still limited in the Polish reality, it should be stressed that a constantly growing competition between the cities is the reason why they are forced to create a positive image of their city (Szromnik, 1996, p.8) . It is highly important to stress that the above-mentioned trend can in a significant way decide about the success of not only big but also small and average cities and towns.
The urban image according to Kotler (1999, p. 160-161) is “a sum of beliefs, ideas and impressions that people possess about a specific place”. It is not established forever, but it is dynamic. It is a process of creation of common imagination of inhabitants and  stakeholders  concerning their environment of the daily life.  Depending on the type of a receiver, the image created in connection to the inner environment (inhabitants) and outer image are differentiated. The inner recipients include: inhabitants of the municipal unit including local entrepreneurs, companies owners, local activists, local institutions, territorial self-government and public institution employees. The outer recipients are for example: national and foreign investors, investment founds, banks, governmental organizations and agendas, tourists, inhabitants of other settlement units as possible migrants, customers of  service, educational and medical centers as well as teenagers as statistical pupils or students (Szromnik 1997, p. 39).  The two following definitions must be now differentiated from each other and these are: “urban image” and “urban identity”. The initiative point of all actions taken up by local authorities regarding shaping urban image is a clear and precise definition of the identity of a particular territorial unit. This, however, constitutes a first step to  conduct any actions and urban behaviour connected to creating pre-planned way of perceiving of a specific place. The urban identity defines the limits for these actions, granting them a particular coherence.
Taking into account the towns and cities of Poland it should be suggested to them the acceptance the following sample “identities”: tourist city, ecological city, multi-cultural city, historical city, boarder city, “small metropolis of countryside”, etc. Wroclaw is a good example of such city in Poland that built-up its identity from ashes. This city is particularly  efficient in implementation into practice of marketing strategy which aim was to persuade teenagers from all over Poland  to  study in Wroclaw and link  their future professional  career with this town. Krakow has an image of old, cultural and  touristic, European city. Problem how to build image concerns other important Polish cities, like Lublin and Lodz whose historical identities are strong, but touristic images rather weak.  
	The major point of urban identity is defined by Luczak (2000, p. 50) as “a collection of historically dependent features characteristic for the city that distinguish them from others and are expressed by all actions that are taken up in order to create a specific character and personality.
Similar to shaping corporate identity, creating city identity is based on the three major fundaments of corporate design which means visual presentation of the city and its symbolism, corporate communication meaning city communication with its inhabitants and outer recipients of urban offer and corporate behavior which constitutes specific behavior of local authority representatives (Töpfer, Mann, 1995, p. 16).
Urban identity, in other words some complex individual image – is the way the city wants to be perceived and should be relatively stable, but also flexible in some way. The stability of the identity is based on the features of the city that does not change over time, as for example location of the city, its history, cultural heritage and nature. As far as the flexibility in an approach to the city identity should be derived from the necessity of the city to adjust to changeable conditions of the environment (the aims of the city expansion, its market positions, etc.). New goals of town identity are connected to activities of local elites and authorities in the process of creation of new job places and new investments.
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Figure 1 City identity in the process of supporting local entrepreneurship 
Resource: authors based on: A. Luczak, Istota tożsamości miasta, “Samorząd Terytorialny” 2000, no10, p. 50. 

	Local authorities as major subject of these actions based on the identity of a particular territorial unit should by its actions strive to diminish a dissonance between city identity and its image created both by its inhabitants and outer environment.
A strong and expressive urban image is the important stimulator of the development of local economy. As a result of the flow of investment or qualified personnel within the borders of the city, the parameters of local economy are changing, what simultaneously influences the quality of urban space. Moreover, a positive urban image in the eyes of its inhabitants creates more opportunities for local authorities to fulfill the tasks that can result in bigger  social approval and happiness (Szymendera, 1996, p. 3). 
Due to specific manner of city management that derives from the necessity of adjustment of local authorities’ actions to the requirements of market economy, it is in the city’s interest to care for significant and persistent creation of self-identity so that in consequence its image, that constitutes a relevant factor of this identity, was positive.
	Creation of image of town at the base of its identity depends on strategy   of local authorities related  to profits  from   European projects and founds as a set of activities. 
  
Characteristics of local entrepreneurship in Podlaskie Province  

	Podlaskie belongs to the least urbanized and to the most rural provinces in Poland. Most of population lives in towns - 55%. Podlaskie province area is 20180 km² , which gives its sixth position in the country. It is divided on 118 communities, among which 13 is urban, 23 is urban-rural and 82 is typically rural. Already this kind of division suggests that rural lifestyle is dominant, even in smaller towns. So it is worth to separate and pay attention to urban-rural centers, that once we were naming them small rural metropolis witch fulfill function like: administrative, trade, workplace, entertainment, place of healthcare and education on higher and primary level, residence of banks and similar institutions to the banks. It also means that population of this small towns consist of rural social stratum (between 30% and 60%) or working indirectly in agriculture. Unfortunately agricultural population can not accumulate capital on development if the members of family do not work abroad. Small towns in periphery regions are characterized by rural identity and necessity of solving common with rural environment agriculture problems. Their inhabitants live from agriculture or use functional space that is created by the surrounding rural communities. 
Multifunctional rural space development is a chance for the rural centers area and counteracts enforce rural people migrations. Mostly the target is holistically organized and flexible against the market -  both in high area and middle farms, co-operative makers, agricultural groups, farmers association that run non specialized production farms, planters, raisers and pickers or dual profession men – that entertain vacationers, tourists or work on railways, in local industry, agricultural service or in production of souvenirs that characterized specific region as for example: regions like Kurpie, Puszcza Bialowieska or other settled by minorities. The whole rural and comestible sector employs 25-30% people from among 44% presently working in agricultural in Podlaskie province. It means that the rest of rural population (also farmers from small towns) will have to live from the social benefits, find a workplace for themselves in town or abroad, study or start to work by public investments such as construction of motorways, fast railways,  building the infrastructure of the frontier of the European Union on eastern border of the province etc. 
An agreement in strategy for agriculture and development small towns should lead to fulfilling of the targets which are significantly superior to come down to the role of “bedroom” for  Bialystok, a capital of province. In Podlaskie province strategy exists nine more detail assumptions that are second line targets against to rural areas and agriculture based entrepreneurship. It requires approval by administrative power of small towns for suitable strategy against mentioned assumptions like:
1. farm rationalization and modernization,
2. agricultural restructuring;
3. developing produce processing base on communities area,
4. improvement forestation,
5. creating and building technical country infrastructure,
6. construction of Centers of Market Agricultural Products in next communities area,
7. promotion of positive Podlaskie countryside image,
8. orientation on rural production,
9. creating conditions for heath food production.
Second line targets provided substantiation strategic ways but they neither consist of timing  their realization nor institution and people that are responsible for it. The most important need in current situation is not the number of maintained jobs in agriculture but transfer of some employment in agriculture to the industries connected with rural environment e.g. wood, alimentary , machine building, textile industries.  
It is also worth to pay attention on those what economist called “pension backwardness”, which positively testify to agriculture just as low consumption agricultural fertilizer (70-80 kg chemical fertilizer per 1 ha) or natural fertilizer use for soil or wastes in feeding animals and the farmers role in natural food production.
The alternative in creating new jobs in Podlaskie suburban regions (Lomza, Suwalki, Bielsk Podlaski, Bialystok) and in district capitals should be jobs in services, agency on agriculture matter in small rural metropolis area (Poplawski, 1993), and even in key countries and suburban countries.   
Agricultural policy led by the local governments for the small towns is a big chance for development and mainly should be realized by:  
· grants for rural institutions development,
· preferential tax regulation in local taxes,
· giving specific financial allowance depending on location,
· bringing investments in wide agricultural business area,
· creation some forms that will help rural tourism located on valuable and protected nature area and also organizing entertainment of countries where the host is obliged by some code of behavior to arrange good rest conditions for visitors,
· promotion of secondary education and professional preparation against to agriculture in rural areas,
· promotion of new jobs in agriculture surrounding, mainly in Small and Medium Enterprise sector, 
· creation of planning institutions – it mainly concern main and suburban rural areas,
· making new marketing firms, that will organize contacts between market and rural economy,
· exert pressure on localization of new financial institutions branch offices (banks, insurance agencies, producers representations),
· promotion cultural rural institutions that will keep local tradition such as: craft, craftsmanship ( from wicker, artistic blacksmithing and ironwork, paper decorations, waving). Coherent ethnography regions are: Kurpie Zielone rural region, Polish eastern orthodox church region, Tatars and Lithuanian region also have chance to pull especially Polish tourists,
· location for example. social houses mostly in rural areas and in Podlaskie province because in this district  the number of that places is the lowest in Poland  (only exists  22 social houses have 2031 places in this province, whereas average for voivodship is  5218 places in 59 houses) and other similar institutions, that would help create jobs especially for women outside agriculture.
Small towns in agricultural regions should try to set own development targets in regional policy of both state and European Union subsidies, which are granted for cohesive development of regions and realization frame programs. Enhancement of rural entrepreneurship is one of most important tasks of countryside areas development, particularly in East Poland, where an inflow of foreign investments was and is, up to now, very limited.  Labor places creation in rural  areas depends on internal sources of capital and entrepreneurial attitudes of its inhabitants. There will be presented two different case studies of  small towns identity, mainly   founded on local entrepreneurship and resources, but also external financial sources from Polish and European Union  funds. These towns are situated  in the peripheral, rural region of Podlaskie voivodship in  East of Poland.

Modernisation of industrial  identity. The case of Zambrow
Authors would like to illustrate the above-mentioned thesis with an example of a particular Polish town – Zambrow (24000 of  inhabitants). This example is a good illustration of a previous thesis concerning the necessity of making changes in the way a particular city or town is perceived. Zambrow is a town of almost twenty three thousands inhabitants situated at the border of Mazowsze and Podlasie, at the south-west part of the Podlasie province. The town lies at crossroads of important communication routes – between domestic routes of eight, sixty four and sixty six.
As many other towns and cities in Poland, Zambrow during its almost six-hundred-year history has been characterized for both periods of its great economic development, but also a stagnation or a decline. The history of the town shows how within the passing years and changing “town-creation” factors, Zambrow transformed from a minor prince possession, trade settlement and a place making its living from a military service to a dynamic industrial centre that occurred in the sixties and seventies of the former century and had a significant influence on the economy of the whole province and country.
A crucial phase in the life of Zambrow began in 1949, when the decision about building a cotton factory in Zambrow was taken up in the Cabinet of Light Industry. In the Act on “a six-year plan of economic development and constituting the grounds of socialism for the years of 1950-1955 dated on 21 July 1950”, the building of Cotton Industry Centre of Zambrow was listed as one of the most relevant investments.
In 1950 Zambrow was a small, war-destroyed town, inhabited with only 4000 people. Until 1989 this amount increased for more than 1600%. The emerging of a cotton factory in town played a truly significant role in its growth. Cotton Industry Centre of Zambrow was the biggest workplace in the region, offering employment for about 3000 workers, which is why it is industry that has had a significant influence on the level of employment within the whole economy of district.
Economic transformation, expressed for example in a loss of outlets for textile industry, economic recession, restructuring and privatization of enterprises and the development of competition led to a major aggravation of the economic situation of cotton industry. This further resulted in a crisis in a dominant industrial function of Zambrow.
Numerous inhabitants of Zambrow lost their jobs what in consequence meant also a loss of a source of financial income; moreover, these workers often did not have any chance for employment in other branches of economy. This situation was followed by a 26% increase of unemployment rate what caused a significant aggravation of financial situation of local community.
In the nineties of the past century, when employment at Cotton Industry Centre of Zambrow was bound to be reduced, the community of Zambrow started heading in a search of a new strategy for living. For the majority of them migration abroad, especially to the USA, has become such a strategy. For this day on, foreign departures of Zambrow’s inhabitants form a significant feature characterizing the identity of the town described as a “dollar field”.
The problem of unemployment together with foreign migration of Zambrow’ inhabitants became the most burning issue of the town in the beginning of the XXI century. In 1999, the local authorities of the third term of office of Zambrow decided about the necessity of creating a long-run plan of the development of the town. The works over preparation of a document titled “Strategy of Zambrow development” that would define the vision of changes satisfying its residents, but at the same time being competitive against other towns and cities.
During the works over “Strategy of Zambrow development” the method of social dialog was applied. A questionnaire research was carried out among the town residents but also its local entrepreneurs. The aim of implementation of research projects was to define the most burning issues, of which the solution by the local authorities was expected for a long time.
As the effect of a joint effort of all people involved in preparation of the above-mentioned document, its final version has eventually been developed within few months.
The creation of the document: “Strategy of Zambrow development” formed a solid ground for defining the most important investment needs of the town. As it was stressed in the document, maximum high investment expenses should constitute an immensely strong impulse for the town expansion. On the other hand, being fully aware of the fact that growing burden of current expenses can – in a long run – make unable maintenance of high level of investment from the town’s own financial means and became a reason for taking into account the necessity of looking for financial means from outside for bigger investments.
Within the years 2004-2006 twelve projects applied for a financial support from the European Union funds, the majority of them applied to Integrated Program of Operational Regional Development and tackled upon the following issues:
· green area adaptation
· transformation of communicative layout within the town centre;
· renovation of a local hospital;
· renovations of local kindergartens;
·  adaptation of industrial properties after PPB – Production-Construction Enterprise “Zamtex” S.A in Zambrow for production and service purposes.
Among all twelve applications made by self-government of Zambrow to Integrated Program of Operational Regional Development in the period of 2004-2006, not even one (despite receiving a high evaluation) after first consideration was granted a financial support. Only one project – transformation of communicative layout within the town centre gained it, but off the list of reserves.
	This situation, however, did not discourage local authorities of Zambrow from further efforts to receive European Union funds. 
Of all projects “adaptation of industrial properties after PPB Production-Construction Enterprise “Zamtex” S.A in Zambrow for production and service purposes” was of the greatest relevance. And that was mainly due to the fact that it implied creation of new places for enterprise development, what in consequence meant 400 new job openings in town. It was then decided to form a municipal joint-stock company called Real Estate Management and with its force apply for “Creating the Industrial Park of Zambrow” to other European Union Program – Sector Operational Program: “ Increase of Enterprise Competition”. This move brought an expected effect and the town has been granted 7,5 million of Polish currency of donation. A complete implementation of the project coasted 14 million. The Industrial Park of Zambrow created convenient conditions for forming brand new companies and development of those already existing. The aim of this investment was to initiate, but also improve local industry and in consequence whole local economy. So far contract with three foreign and domestic investors have been signed, and these include: Keylite Roof Windows (Ireland), Tefim Ltd. (Belgrad stationary company) and Oknorex sp. z o.o. (Polish company).
Due to a great interest of investors with industrial estates offered by The Industrial Park of Zambrow, local government has decided to adopt another market hall after Zamtex for production and service purposes. In September 2005, the Head of County of Zambrow transferred another market hall after cotton factory of a 7687,6 square meters (eastern part of weaving section). This project did not receive any funds either from Zambrow Program of Operational Regional Development or European Union Program – Sector Operational Program: “ Increase of Enterprise Competition”, but it was placed on a list of projects that will be granted with financial support of the Operational Program: “Eastern Poland Development 2007-2013.”
The Mayor of Zambrow is currently planning the adaptation of the third market hall after cotton factory to broadening the Industrial Park of Zambrow. There is also another project included to the list of applications for donations out of Operational Program: “Eastern Poland Development 2007-2013” and that is the one concerning terrain adaptation for investment purposes.
The analysis of actions implemented by local government of Zambrow shows that the activeness and determination of local authorities, supported by wise and far-vision politics can lead to success. The emerge of the Industrial Park of Zambrow in town not only significantly reduced the problem of unemployment, but what is even more important – helped to develop local economy. Left useless after cotton factory halls are full of life again and the residents of Zambrow do not have to leave their town in search for employment in foreign countries. Today, Zambrow has new identity by which it distinguishes itself everywhere, within and  outside of our country.   

Small town traditional resources and  entrepreneurship. The case of Suprasl
Suprasl, as a very  small town (3500 of inhabitants) situated in agricultural region, should implement a mediator role in realization above strategic targets, in receiving multifunctional agricultural region development. Nowadays management of this process requires preparing basis and staff which could help supporting farmers in production and sales. Towns like Suprasl should start to serve agricultural region in comprehensiveness mainly because of agricultural secondary schools existence that overrule about their role in country recovery and in creation modern agricultural service. Some European Union and current programs will be an indirect chance for Suprasl development because they will stabilized agricultural people area by a forestation program, programs connected with technical infrastructure improvement of the countries and aimed on development healthy food production, but also programs aimed at development of food processing industry. There should be used near connection among farmers and town inhabitants with tourists visiting the town in order to put in motion local fairs, being tourist attraction equally big like Uroczysko is. Also, there should be strengthened programs for young farmers so they could take over farms and have better financing. 
Region of Puszcza Knyszynska and Suprasl is an ideal place for ecological food production. There exists a need for promotion it and create suitable service that will keep pro-ecology product, not mentioning the necessity of implementing law regulations creating new category products so that they could stresse theirs better way of production without of usage agricultural chemistry in Podlaskie region. Pro-ecology and natural production of the product, its production simplicity, idyllic landscape and even horses usage should not symbolized backwardness of agriculture in Podlaskie region but nobility of agricultural product from this land on the scene in general agricultural Polish product. Marketing describes it as aiming product, so it could take place in consumers mind, awareness and be distinguished on the market from other products and subsidies.( Following the question: “Which liveliness product is first in your mind when you think about delicious natural product”? The answer is : There should appear product from eastern Poland and  Podlasie, Suprasl green area).
The strong point of this area can be herbs production because of its huge potential and development, mainly in surrounding of national parks and reservations. Herbs production on this area is let by the natural conditions and the lowest industry, communal, dust and air emission of pollution in the country. It was underlined in National Development Program for Poland  - “ Relatively the lowest pollution is made by lubelskie, podlaskie and warminsko-mazurskie  provinces. The lag of  Puszcza Knyszynska and reservations from Suprasl region should be an example of such environment value usage. The affiliation among environment protection and landscape care with agriculture function – affect countries in lags of national parks and landscapes. Natural cultivation and at least clean eco development ways of production should lead on receiving higher price of products from such regions. 
The big Suprasl asset is education of own graduate staff  in Technical Agricultural Mechanization College. Unfortunately students are not widely enough informed about Polish agriculture value, so that they exorcised feeling of unproductively and old fashioned agricultural. They should be proud of natural productivity and products. 
Small towns, situated near the big metropolis are not able to save their own identity. In Poplawski work from 1994, “ Towns on of the beaten truck. Contribution to sociology periphery”  he had stressed that, among seven researched towns like Monki, Knyszyn, Ciechanowiec, Wasilkow, Bransk, Suraz, only Suprasl (next to Ciechanow) has stressed its own autonomy and identity. It is clearly seen on the background of Choroszcz, Wasilkow or even bigger Lapy, so towns in direct neighborhood of Bialystok. Mostly such towns are assimilated and “crushed” by metropolis. However, about Suprasl identity decides its tourist attractiveness and cultural visage. Promotion of Suprasl history is a significant element and it should be professionally made at first by usage of the Internet and then by the publications and conferences. It is mostly visible cultural carousal swing for example in Uroczysko. The Theatre Wierszalin Piotra Tomaszuka which has found its place in Suprasl, exerts stamp on cultural visage of this town and is well known not only in Poland but also out of state border. Art Collage in this town performs cultural role, promotes local patriotism, help in cultivate regional patterns and canons in art. 
	Also, culture religious Ortodox Church experience some renaissance in this town which is connected with Ortodox church defense and near buildings reconstruction. There are organized old motorcycle reunions and conferences in the town. Suprasl is visited by the way of many festivities that are taken place in Bialystok and region such as: Ortodox Church choirs festival called Autumn with Blues etc. Such things like “Polish Orient”, Tatars track or Arboretum, but also relaxation centers which are situated in Suprasl and its near surrounding (for example Surazkow), guesthouses and well off people from Bialystok “dachas” are important and tourist attractive. From pine trees that were growing in this forests were built masts for the fastest selling ships of the world – clippers. This incredible tourist and cultural attractions can occurred important development factor via the Internet. Nowadays the health resort and relaxation function that Suprasl implement through Bialystok (to the II World War only well off inhabitants used benefactions of this town) is also important because of clean river, baths and Puszcza Knyszynska forrest existence. The health resort value for Suprasl should be strengthened by promoting it in Warsaw and abroad. The target will be achieved by utilizing cooperation with twin town from Switzerland and enter similar relations with other towns. We should also be prepared to relocation European Union border in the future, that will make stronger interest in tourist value on the north-eastern Poland, but towns with similar value to Suprasl is few in this part of the country. It will create an extra chance, because to Bialystok will be relocated some European Union institutions like (border services, logistic, banks and financial institutions, trade organizations) even Suprasl can achieve many profits from guests service that will visit this institutions.
	French model gives directions that in Suprasl region should be lead “net country entertainment”  program. It means such countries where all farms, in acceptance of the whole village, will submit and educate about running ways of attract attention and hold growing number outside guests, so that the goal could be achieved (Ceron, Passaris, Vinaver, 1996). Farmers should take care of visage and esthetic own farmyards, even then their farms only fulfill agricultural function. Coordinative and informative base, that promote this and similar programs, agro-tourism  should be existed in this types of small towns. 
Suprasl should also be promoted outside the state through taking part in cooperation twin town programs that was began with Switzerland. 
	Home industries in wood trade localized here are important element of Suprasl landscape. We think about numerous carpenters families who produce wooden houses and its furnishings. This kind of skills are appreciate not only in Bialystok but also outside province border. Crafts pulverization and entering new building models can lead to this tradition disappearance. The supposition is caused of natural client segment of this sector won’t be those who are building new houses, but those who are building dachas, summer resorts in Zapiecek, Sokolda, Cieliczanka and those coming back to country or pro-ecology oriented cities inhabitants. It is worth to promote some identification mark characteristic for Suprasl so that guests who see it will think about this region, something similar like Bialowieza has – bison wooden figure. It could give beginning souvenirs industry and help to change qualify at least some of the carpenters in Suprasl as well. There should be crate organizations that will represent Suprasl crafts. There exists opinion that wooden houses are natural, healthy and worm and much better than bricks are.
Conclusions
	Even the best programs can not be realized if there are no interested in their realization by the local elites. Zambrow town’s development is realized through methods of  enhancing  entrepreneurship by local government, which is preparing areas for external investors and  its promotion in Poland and abroad.  It is an example of modernization of base for entrepreneuship through building an institutional  support for investments (Zambrow Industrial Park).  Suprasl has  an intellectual elite,  mainly teachers from high schools, significant personality, authorities who has been engaged in process of promotion: artists, actors from Wierszalin, clergy and economy elites who are tourist organizers,  small and medium enterprise owners. They create autonomous space for entrepreneurship, rather family and traditional, based on crafts and tourist SME’s. Local governments should coordinate and support realization of  programs and take care about outside interests of the town, collect funds (particularly  profit from European founds), promote initiative, think long-sighted category about future generations. Small place’s success, located on the shadow of big metropolis or situated along the main roads  in the peripheral regions  depends on clear  cultural identity of entrepreneurs and their  own economy separate face. The autonomy of the local governments depends on theirs connection with environment that’s how mechanism of democracy acts and how to profit from European founds to create new market possibilities . The problem is weakness of this mechanism and low level  of small towns attractiveness in inhabitants eyes, which influence on image of this cities as the  places attracting external investors. 
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