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EGPA Permanent Study Group XVI on Public Marketing and Communication 

The general aim of EGPA Permanent Study Group on Public Marketing and Communication (PSG XVI) 
is to gather European academics working on marketing & communication in public sector. It focuses 
on the analysis of marketing and communication strategies and tools adapted by public organizations 
and more widely by public policies and services.  

 

Public Marketing & Place marketing 

Marketing is a new field of research for Public Administration. This specific managerial approach is 
adapted to improve public performance by a marketing thinking on the creation, communication and 
delivery of value (Alaux & Boutard, 2017; Pasquier & Villeneuve, 2017). This value can be private, public 
or hybrid (Alford, Douglas, Geuijen, & ‘t Hart, 2017; Moore, 1995). It requires a strong focus on 
psychological dimensions of behaviors and segmentation/targeting/positioning decisions to influence 
behaviors and attitudes (Kotler & Levy, 1969). For instance, tools of government (Hood, 1983) could 
be analyzed and developed with a better knowledge of the impact of these tools on behaviors targeted 
by public policies (health, road safety, pro-environmental behaviors). It could lead to an improvement 
of outputs and outcomes of public performance, as well as an increase of trust for governmental action 
(Bouckaert & Halligan, 2008). Currents practices of nudge (Thaler & Sunstein, 2008), artificial 
intelligence experimentations in public sector could be analyzed with these behavioral insights.  

For place attractiveness policies (and place marketing), a collaborative manifesto was recently 
established with 4 main principles each strategy should follow (Place attractiveness and place 
marketing chair, 2021): balanced, cultural, political and managerial governance, collective. 

Public marketing cuts across 3 specific fields of practices and research: 

- Place marketing & branding in public sector management, attract & invest management, 
destination management & MICE management:  Place marketing diagnostic, Place image and 
reputation, place identity, Stakeholders’ involvement: nature of stakeholders, Place branding 
governance, Place branding and place marketing strategies, Evaluation of place marketing 
practices 

o Social marketing : Pro-environmental behaviors, Healthy behaviors, Pro-social behaviors, 
Performance of social advertising campaigns, Community-based social marketing, Nudges  

- Marketing in public services:  Users/targets expectations/needs, Service delivery process, 
Measure of satisfaction 

Different research topics can be suggested for this SG XVI CFP: 

- Psychology of behaviors targeted by public policies; 

- Analysis of public marketing strategies to influence behaviors; 

- Analysis of public marketing tools to improve performance of public policies and public 
organizations:  

- Evaluation of public policies under the scope of market-oriented strategies (focus on 
behaviors). 



 

                                                      
 

 

 



 

                                                      
 

 

Public Sector Communication 

Communication cuts across all areas of development of the public sector. Public organizations are 
facing new problems, issues and challenges across the world, for which communication may have a 
relevant role, and this is one of the focuses of SGCVI. 

Public Sector Communication research is interested in the interaction taking place between public 
sector entities and stakeholders, with special emphasis on citizens as communication is at the core of 
democracy. Public sector organizations balance between the communication aims of engaging citizens 
with organizational and institutional contingencies and goals. They are challenged to incorporate a 
“communicative intelligence” to manage within a new public sphere in which people need and take 
information from multiple sources, and become, in turn, sources for a multiple-voices scenario.  

However, the role communication plays in developing the public sector is neglected in public 
administration studies, despite its rise of importance in both national and supranational entities and 
as an academic field. The goals of this study group include looking at public sector organizations’ 
communication covering its societal role, environment, aims, practices and development. Through an 
international and interdisciplinary scope, this study group calls for research describing and analyzing 
the contexts, policies, aims, issues, questions and practices that shape public sector communication.  

For “public sector communication” we understand the function that enables interaction between 
public organizations and different stakeholders that is at the core of public sector development, and 
PSG XVI proposes that this communication might be relevant for addressing current challenges and 
problems.  

Research on different topics in relation to public sector communication is invited, including the 
following: 

- Theoretical foundations: theories, concepts, approaches, and methodologies that allow a better 
understanding of the concept and role communication plays in developing the public sector;  

- Communication and relationships building in public organizations: research exploring the role 
communication might play in empowering different actors to uptake the challenge of 
relationship building: governments, political leaders and civil servants are being challenged to 
operate in more complicated and multidimensional contexts to become intermediaries with 
society, what requires a relationship-building capacity for managing partnerships, networks and 
collaboration.  

- Managerial aspects: research looking at the need to go beyond a craft approach (more focused 
on the formal presentation, like oral and written communication skills) to a strategic 
management function, aiming at providing knowledge and skills for successful interaction 
between public sector organizations and stakeholders: strategic communication planning, public 
communication campaigns, issue communication, public affairs, and so on. 

- Communication performance at contingent situations: crisis communication and its different 
variants: risk, emergency, conflict and disaster communication.  

- Public sector communication and intangible assets: research on intangible assets such as 
expectations, reputation, legitimacy, engagement, social capital, integrity, transparency, 
accountability, compliance, performance, intellectual capital, organizational culture, social 
responsibility, brand, and trust is welcomed.  



 

                                                      
 

 

- Public sector communication and public value: papers looking at the challenge of achieving 
professional and operational excellence to create and deliver impact and public value (change 
management, change leading, value creation, etc.); this includes the role the media (including 
new media) play in (de)constructing public value. 

- Teaching, training and learning public sector communication: contributions exploring how 
communication does/should take part of the curriculum of public administration programs to 
address the role communication plays/could/should play in current public administration 
management. 

- Assessing public sector communication: What are the effects, impacts and outcomes and how 
to assess them? This includes the challenge communication has to generate and transfer 
knowledge, counting on proper methods to monitor, assess and evaluate values in the 
relationships that are established between public sector organizations and citizens such as 
transparency, trust, accessibility, responsiveness, profiling and engagement. The use of big data 
for understanding public services’ end-users and stakeholders (expectations, attitudes, 
acceptability, satisfaction, etc.) is also an area of interest. 

- Digital Public Sector Communication: the impact of new media on public sector management, 
including the exploration of new ways of interaction, the development of electronic media, risks, 
opportunities and challenges of the development of technologies for public sector management.   

 

Practicalities 

Important dates: 
✓ Deadline for submission of Abstracts: Extended May 23, 2022 
✓ Deadline for notification to the authors: no later than May 30, 2022 
✓ Deadline for online submission of full papers: August 10, 2022 
✓ EGPA 2022 Conference: 6-9 September 2022 

 
EGPA 2022 Conference website:  
https://www.egpa-conference2022.org/ 
 
EGPA 2022 Conference Management System:  https://www.conftool.org/egpa-conference2022  
 
For any questions regarding EGPA 2022, please contact us at: 
 f.maron@iias-iisa.org  
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Co-chairs of Permanent Study Group XVI 

Prof Dr Christophe Alaux, Director of Chair « New Place Marketing & Attractiveness » 
Dean IMPGT (Public Management Institute), 
Aix Marseille University – Cergam, France 
E-mail : christophe.alaux@univ-amu.fr 
Twitter: @christophealaux 
 
Prof Dr Martial Pasquier, Vice-Rector Lausanne University 
IDHEAP-UNIL Lausanne, Switzerland  
E-mail: martial.pasquier@unil.ch  
 
Prof Dr María José Canel  
Professor of Political and Public Sector Communication 
Universidad Complutense de Madrid, Spain 
E-mail: mjcanel@ucm.es   Twitter : @mariajoseCANEL  www.mariajoseCANEL.com 
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