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A B S T R A C T A R T I C L E I N F O 

Tourists‘ decisions on selecting their destinations are driven by their imagination of 

available offers, rather than by the real offers. The special role of the image of tourism 

destination in the process of building a competitive position result, among other things, 

comes from the fact the image is a factor of competitiveness influenced by both 

intentional and accidental actions of entities, whom are active in a particular tourism 

destination as well as environmental elements, which are beyond the influence of these 

entities. The cities of the Upper Silesian Conurbation were for many years perceived as 

completely dominated by heavy industry. Nowadays, after significant changes in their 

economy and environment, local authorities are struggling to fight that negative 

perception. The aim of the paper is to examine if the negative image of the Conurbation 

is grounded by the textbooks for geography for secondary schools in Poland. The 

textbooks were studied using the content analysis as an example of important  

autonomous sources of information. Particular stress was put on analysis of the heading 

and pictures in the chapters on the Conurbation. The results prove that industrial image  

of the region is being grounded by the geography textbooks. It was discovered that the 

picture of Upper Silesian Conurbation that might be found in researched textbooks is 

almost identical with what was previously presented in the literature as tourists‘ 

perception of the Conurbation. The results prove the role of the textbooks and the whole 

school education as factors shaping the image of particular places that people have also  

as adults. That role was neither researched nor clearly stated in the literature so far. 
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1. INTRODUCTION 

 

Different places compete on the tourism market to attract visitors (Crouch and Ritchie1999). Creating an 

attractive, competitive offer is not an easy task, as potential customers do not have extended knowledge about 

competing destinations and do not have opportunity to test the product offered before consuming it (Enright and 

Newton2004). So, tourists‘ decisions on selecting their destinations are driven by their imagination of available 

offers rather than by the real offers (Kocket al.2016). Establishing distinctive and competitive image became 

crucial for destinations competing to attract visitors (Chi and Qu2008;Pike and Mason2011;Pike2018) and 

destinations‘ marketers attemptedto influence that image (Selby and Morgan1996;Chen and Tsai2007;Lai and 

Vinh2012). However, establishing the desired image is difficult due to a series of reasons (Echtner and 

Ritchie1991; Gallarzaet al.2002; Pike2018). Among them, the fact that a destination image is based on both 

information dependent and independent from purpose marketing actions, is one the most important(Tasci and 

Gartner2007). Potential tourists learn about features of particular places during their education, from media and 

from friends and relatives, and those messages are completely independent from the destination and their 

marketing strategies. The tourists‘ low level of knowledge (Tapia 2017) and the simplified messages  sent 

through mass (including social) media, make stereotypes about particular places even more firmly rooted. Those 
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stereotypes do not often make attracting visitors easier, as they present particular places in a very simplified 

(Chen et al.2016;Avraham2018), one-dimensional and often negative way (Muhwezi et al.2016). Making an 

image of a destination more firmly rooted and/or changing it is a difficult and time-wasting task, which  

influences the rooted needs of the stereotypes with even more effort and time (Chen et al.2012). It can even 

happen that the feature of the place, which is the base for the stereotype, was weakened or even disappeared from 

the real world, while the stereotype still exists in people‘s mind although the place representatives undertake 

actions to communicate the change. 

The paper is devoted to analysis of a region where this really happens. The cities that are the part of Upper 

Silesian Conurbation were perceived for many years as completely dominated by heavy industry, and, in 

particular, coal mines, and that image was right. However, after systemic changes in Poland in the early nineties, 

coal mining and the heavy industry as a whole became economically less profitable; these cities started changing 

their economy and landscape step by step. Nowadays, in particular Katowice, the capital city of the region, is a 

modern and dynamic city, similar to many other cities of the same size in Poland and the industry here is modern 

and plays a secondary role in its economy, after services and new technologies. However, the situation is more 

differentiated in other cities of the Conurbation, and in some of them, coal mines and ironworks are still playing 

an important role in their economies and societies. 

The industrial image of particular cities and of the Conurbation as a whole brought  many associations  

which are extremely undesired for the image of an attractive tourist destinations. Those associations are usually 

connected with dirt pollution and the general perception of an unattractive place to spend the time. Authorities of 

Katowice and of other cities as well as regional authorities of Silesian Voivodeship spent a lot of effort to 

communicate a new modern and attractive nature of the Conurbation but the research presented in the literature 

proves that these actions are far from beingefficient (TNS Polska2014 HendelandZ˙ emła2015;Szubert andZ˙ 

emła2019). For example, youngpeople who study in Krakow located less than a 100 km from Katowice, 

presented a rather negative image of the Conurbation as a tourism destination and their responses proved that an 

industrial, negative stereotype of the region is still deeply rooted (Szubert and Z˙ emła2019). The aim of  the  

paper is an attempt to examine if the negative image of the Conurbation is grounded, among others, by the school 

textbooks for geography in Poland. The textbooks were studied using the content analysis asan example of 

important autonomous sources of information. Apart from the destination image and stereotype literature review, 

which was the starting point of the paper and a short description of the Conurbation, it contains three major parts. 

The first one is connected with the results of researches of the image of the Conurbation which were already 

presented in the literature. The second one is an analysis of marketing actions and strategies  implemented by 

local and regional authorities in order to make the Conurbation an attractive and competitive tourist destination. 

Finally, the third and most important one, is a presentation of the results of the content analysis of school 

textbooks that shows how the Conurbation is presented to pupils in the school education. 

 
 

2. TOURISM DESTINATION IMAGE AND ITS FORMATION PROCESS 

 

An image is perceived as a very important element of contemporary marketing. After gaining a big 

popularity on traditional tangible goods and services markets, the issue of an image also became a point of 

interest, and later on it even became a focal point in place marketing, including tourism destinations marketing. 

According to  a widely cited definition by John Crompton (Crompton1979, p. 18), ―destination image‖ is ―the 

sum of beliefs, ideas and impressions that a person has of a destination‖. Tourism researchers have frequently 

examined the concept of destination image (Pike and Ryan2004).A number of tourism studies have shown the 

theoretical and practical importance of destination image (Beerli and Martín2004;Echtner and 

Ritchie1991;Souiden et al.2017;Pike2018); however, most tourism researchers also agree that the nature of 

destination image is too complex to be fully understood (Beerli and Martín2004;Gallarza et al.2002;Chen et 

al.2012). 

Therefore, an image can be an essential factor that builds the market position of the touristreception area 

(Enright and Newton2004). On the other hand, an unfavorable image may also be a significant limitation in 

tourism development in a given tourism destination. In some destinations that meet all conditions to  serve 

tourism, it is particularly easy to see that these areas are still relatively unknown to potential tourists who are 

driven by unfavorable stereotypes (Avraham and Ketter2017) rather than by real facts. Stereotypes of this kind 

are also the case on the international tourism market where most potential tourists are aware that there are many 

attractive countries and regions, but what they really know about their tourist offer, natural conditions and the 

history of all these countries is much too little. 

The special role of the image of tourism destination in the process of building a  competitive  position 

results, among other things, comes from the fact that image is a factor of competitiveness influenced by both 

intentional and accidental actions of entities who are active in a particular tourism destination, as well as 

environmental elements that are beyond the influence of these entities (Chen et al.2017). One of the issues that 
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are particularly important for using the image in building a competitive position of tourism destination properly 

is to understand the nature of dependent and independent factors in the process of image formation of tourism 

destination. The process of image formation of tourism destination is defined in literature as creating a mental 

ideas image, representation of tourism destination based on information cues provided  by image  formation 

agents and selected by a specific person (Tasci and Gartner2007). As part of the research on the process of image 

formation of tourism destination, according toBaloglu and McCleary(1999),Gallarza et al.(2002) indicate two 

approaches used in the literature. Numerous researchers referred to a strong positive relationship between both 

the image of individual attributes with the holistic image of tourism destination and the behavior  of the buyer 

both before during and after the tourist trip. (Ross1993;Chen and Kerstetter1999; Chen and Hsu2000). 

The model of image formation of tourism destination, which takes into account both the causes and the 

effects of the image of tourism destination, was presented byTasci and Gartner(2007). The basic assumption 

underlying the model discussed is the statement that the image of tourism destination consists of elements 

originating from an individual and from elements of tourism destination. Three sources of factors that shape the 

image of the tourism destination were distinguished: the destination itself, independent sources and the recipient. 

A similar concept was presented earlier by (Gunn1972) who identified two levels for the image of a tourist 

destination based on the type of information transmitted to the tourist—organic and induced images. According 

to (Gunn1972), during the process of destination-image formation, organic images are first formed based on non- 

commercial information sources. That of organic and induced destination image was later used by numerous 

researchers (Chung et al.2016). 

An organic image is created by all information transmitted unintentionally. This information may be 

transmitted either via television, radio, books on geography or history, newspapers, magazines, or by people 

living at a tourist destination. As people tend to consider information from non-commercial sources as credible 

knowledge, organic images have a strong influence on how people evaluate a tourist destination image 

(Gartner1994;Fakeye and Crompton1991;Tasci and Gartner2007; Chung et al.2016; Chen et al.2017). An 

induced image is an image formed by promotions and communications of  the tourism organizations involved in 

a particular region. In this context, it is naturally true that both reference or membership groups and opinion 

leaders can powerfully influence the way tourists perceive a particular destination (Lopes2011, p. 310). This 

statement also indicates not only that the promotional message of tourism destination should be carefully 

prepared, but also indicates thatit should be followed how it is presented in independent messages, in the media, 

in the education process and other processes. 

As it is noticed by Charlotte Echtner and Brent Ritchie (Echtner and Ritchie1991, p. 38), a greater part of 

majority of products and services, information sources is of commercial nature. Destination images, however, 

seem to be derived from a much wider spectrum of information sources. This means that the information gleaned 

from non-commercial sources concerning various historical, political, economic and social factors is  

incorporated into destination image and plays an important role, which is much more substantial than it is for 

many other products. This is also the reason why it is so important to analyze the formulation of the organic 

image of a destination. However, there are not too many examples of scientific analysis of an organic image of a 

tourism destination as well as of marketing practices used to reconstruct the image based on an analysis like this. 

Among rare examples, works bySelby and Morgan(1996),Lepp et al.(2011) andChoi et al.(2007) can be pointed 

out. 

The image that prospect visitors derive from autonomous sources both media education and private ones 

(friend, relatives) can stimulate rooting of positive or negative stereotypes of a particular destination. 

Additionally, the existing stereotypes might also become rooted more firmly that way. Negative stereotypes 

created and being sustained that way might be extremely difficult to get rid of for destination marketers and their 

commercial messages. Still the issue of sources of these negative stereotypes, of their influences on a destination 

image and finally on customers‘ market behavior were not studied thoroughly so far (Avraham2018). Single 

works dealing with that issue like works by Di Marino(2008), byAvraham(2018), byChen et al.(2012) and byFu  

et al.(2016) deal rather with images of particular countries on the international tourism market rather than with 

images of regions on the domestic market. 

 
 

3. UPPER SILESIAN CONURBATION 

 

The Upper Silesian Conurbation is located in southern Poland, in the central part of the Silesian 

Voivodeship. It is the largest urban-industrial area in Poland. The cities of today‘s Conurbation wereformed  

along with the GOP .Its origins and development since the end of the 18th century was associated with coal 

mining andferrous metallurgy. The Conurbation consists of 19 cities inhabited by 2011.3 thousands  of persons  

on the surface of 1468 km2 (Table1). Katowice is the largest city of the Conurbation and the capital of the 

province (Figure1). This is the area with the highest population concentration in Poland. The average population 

density is 1370.1 persons/km2. 
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Table 1.Cities of Upper Silesia Conurbation by number of inhabitants in 2017. 
 

No. City Number of Inhabitants in Thousands Area in km2 Density of Population People /km2 

1 Katowice 298.1 165 1806.7 

2 Sosnowiec 205.9 91 2262.7 

3 Gliwice 182.2 134 1359.7 

4 Zabrze 175.5 80 2193.8 

5 Bytom 169.6 69 2458.0 

6 RudaŚlą ska 139.1 78 1783.3 

7 Tychy 128.4 82 1565.9 

8 Da˛browaGórnicza 121.8 189 644.4 

9 Chorzów 109.4 33 3315.2 

10 Jaworzno 92.5 153 604.8 

11 Mysłowice 74.6 66 1130.3 

12 SiemianowiceŚlą skie 67.9 25 2716.0 

13 TarnowskieGóry 61.2 84 728.6 

14 Będzin 57.6 37 1556.8 

15 PiekaryŚlą skie 56.0 40 1556.8 

16 Św iętochłowice 50.6 13 3892.3 

17 Knurów 38.7 34 1138.2 

18 Mikołów 40.1 79 507.6 

19 Czeladź 32.1 16 2006.3 

 Total 2011.3 1468 1370.1 

Own study based on(2017). 

 

Figure 1. Upper Silesian Conurbation. 
 

 
On the verge of the economic transformation, in 1989, the GOP was dominated by the extraction 

industry and the heavy industry. 38 coal mines with 228,200 people employed were operating there which 

accounted for 44.8% of the total employment in the industry. City of Katowice was the largest  mining 

center. 16 ironworks employing 68,000 employees were operating in the same year,which accounted for 

13.3% of people employed in the industry. The largest metallurgical centers were  Da˛browaGórnicza, 

Bytom, Gliwice and Katowice (Tkocz2015). For over 25 years of the GOP restructuring, the economy of this 

district underwent profound transformations. In 2012, 35.3% of allemployees were employed in the heavy 

industry and construction industry, while the share of other sectors, especially services, increased to 64.7%. 

The production of cars and products for automotive industry, cement, glass, plastics, wood products, food 

and electrical equipment was developed. IT companies were also created (Tkocz2015). As the metropolitan 

functions were developed, the urban landscape has changed; the cultural potential of cities has increased and 

specialized services of a higher order were provided in the Conurbation (Zuzan´ska-Z˙ ys´ko2016). 
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New areas with metropolitan features are best shaped in Katowice where urban regeneration projects 

have been implemented in the former coal mining areas, i.e., StrefaKultury and the Silesia City Center. The 

gated communities‘ settlements typical for metropolises were alsocreated. On a smaller scale, Gliwice, 

Chorzów and Sosnowiec are also undergoing transformations. Like in Katowice, metropolitan projects for 

business, administration, culture and science are carriedout there. Also, nation-wide cultural institutions have 

emerged (e.g., orchestras, opera, operetta, theaters, museums, amusement parks), events (e.g., congresses, 

concerts, festivals, exhibitions, fair, sports events) of international importance as well as sports and  

recreation facilities (golf courses, water parks, e-sport zone) (Zuzan´ska-Z˙ ys´ko2016). 

The growing space of culture, sport and recreation merges with the tourism space, extends  it,  and 

makes it more attractive. This is why the cities of the Upper  Silesian Conurbation are becoming attractive to 

a wide range of cultural tourism. Cultural tourism based on the historical, cultural andeconomic heritage of 

the Upper Silesia and Zagłe˛bie is crucial. Undoubtedly, tourist attractions on the Industrial Monuments 

Route of the Silesian Voivodeship, which are the industrial legacy of the Upper Silesian Conurbation, are of 

transregional importance. Post-industrial tourism and events such as Industriada, international cyclic 

conference on industrial heritage tourism in Zabrze combined with the International Trade Fair of Industrial 

Heritage and Underground Tourism are thriving. Cultural tourism is a significant contribution to  changing 

the image of Upper Silesia Conurbation cities also by exposing the rich history and traditions of the region. 

Tourists are also attracted by sport events (sports halls Spodek in Katowice and Arena in Gliwice and the 

SilesianStadium in Chorzów). The image of the Conurbation is also changed by business tourism (associated 

with the modern industry and services), congress tourism, event tourism aggregated in Katowice. Theimage 

of the Conurbation is also changed by business tourism (associated with the modern industry and services) 

and congress tourism aggregated in Katowice. 

The tourist development in the Upper Silesian Conurbation is further enhanced via the ease of access  

and transportation in this region and its well-developed tourist infrastructure. Throughoutthe Conurbation, 

multinational routes can be found, such as A1 (E-75), and A4 (E-40) highways as well as railway routes: 

Wrocław-Katowice-Kraków-Przemys´l, Katowice-Warszawa-Gdan´sk and  Katowice-Wrocław-Szczecin. 

Air link is provided by the airport Katowice-Pyrzowice. The hotels‘capabilities meet the demand for 

accommodation. A constant increase in the numbers of hotels can be observed in the cities within the 

Conurbation—the highest in Katowice, whilst the older hotels are modernized. The majority of the hotels are 

three- or four-stars standard. However, hotels of a very high standard (five stars) remain few. 

 

4. ACTIONS AND CONCEPTS OF CHANGING THE NEGATIVE,  STEREOTYPICAL  PERCEPTION 

OF THE UPPER SILESIAN CONURBATION CITIES 

 
Unambiguous associations with the heavy industry and degraded natural environment and  pollution 

were perceived as a serious problem blocking the socio-economic development of the region for many years. 

In 1997, a local government reform was carried out in Poland, which also introduced new subdivisions of the 

country. The Silesian Voivodeship with the capital in Katowice was established, strong local governments 

were established at the level of the voivodeship and particular cities and communes. This was also when the 

problem of industrial associations with the name ‗Silesia‘ was sostrongly voiced in the public debate for the 

first time. Popular tourist destinations in the Silesian Beskids Mountains and the Kraków-Cze˛stochowa 

Upland became parts of the newly created voivodeship. From the very beginning, representatives of these 

regions expressed their concerns that the ‗S´la˛skie‘name of the voivodeship would be a factor that would 

hamper attracting domestic tourists. Therefore, it is not surprising that the first plans for actions to  refresh  

the image of Silesia (more precisely: of the Upper Silesia) are parts of the strategies developed by the 

authorities of the entire voivodeship, especially by those involved in the development of tourism. In 

subsequent years, similar plans were also created in the self-governments of the individual cities of the 

Conurbation, as the Conurbation as a whole is not subject in terms of the country subdivision and there are 

no local government authorities or other bodies that represent it. In general, two complementary directions to 

refresh the industrial image of the Conurbation cities can be distinguished in these planned (and already 

partly implemented) actions. The first is based on a partial detachment from industrial roots and on creating 

new associations. The Katowice authorities are particularly active in this field. The second direction is using 

the industrial heritage of the region to build positive associations. This direction can be clearly seen in the 

actions of the voivodeship authorities and the Regional Tourist Organization (Silesian Tourist Organization) 

that cooperates with them. 

StrategiaPromocjiKatowic(Katowice Promotion Strategy) adopted in 2012, basically does not address 

the subject of industrial history and heritage as an element of promotion and creation of a new brand of the 

city. The authors of the strategy pointed out the need to find the widest possible and inclusive range of  

unique factors/complementary features that,when aggregated, will create a new, desired image of Katowice 

(StrategiaPromocjiKatowicKatowice Promotion Strategy, p. 146). According to the strategy, a 
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multidimensional transformation is to be the main feature of the new image of the city with five features as 

its components that will ultimately be a prism to view Katowice. These features are metropolitanism heritage 

alternative activity and eco-responsibility; at the same time the first two features have been at least part of  

the city image before, while the other three features were to become new components of Katowice‘s 

promotion. (StrategiaPromocjKatowicKatowicePromotion Strategy pp.148–49). The process described 

resulted in the use of numerous signs and slogans to promote Katowice. Signs and slogans of heterogeneous 

stylistics, different colors and diverse purposes were also often used. 

The current promotional messages of the city are dominated by two messages related to the 

unquestionable successes of the city authorities and adhering to the assumptions presented above. The first 

one of them is promotion of the city as a meeting place based on the image of one of the largest and most 

modern congress centers in Poland (Mie˛dzynarodowe Centrum Kongresowewhich is a host of numerous 

events of international significance. The second course of actions of the city‘s promotional activities is the  

use of the UNESCO‘s Creative City in music title obtained in 2015. The Silesian Voivodeship is the first 

region in Poland that took on the task of creating a tourist promotion strategy as well as investment and 

economic promotion strategy, which means building a coherent brand of the region. According to the 

diagnosis made for the purposes of the Marketing Communication Strategy of the Silesian Voivodeship 

(2014), the image is the weakest sideof the ‗S´la˛skie‘ brand and it required immediate and thoroughly 

considered communicationactions, because the image of the voivodeship was much worse than the 

voivodeship condition actuallywas in reality, while the biggest difference between the real and emotional 

dimension can be seen in the tourist offer (StrategiaKomunikacjiMarketingowejWojewództwa 

S´la˛skiegoSilesianVoivodeship Marketing Comminication Strategy). 

At the level of communication and creation, the ‗S´la˛skie‘ brand definition was based on the so-called 

big idea, which reads ‗S´la˛skie. PozytywnaEnergia‘ . ‗Positive Energy‘ is supposed to be a universal 

message that will function as a bracket that combines various branches of activity, cities and subregions. 

Interpretations of this phrase are diverse (‗energy infects‘, ‗spiritual energy, ‗energy of wild nature‘, ‗full of 

energy‘), depending on the situation and context, taking the right form. However, it is always supposed to 

mean that ‗thanks to its diversity, Silesia is a region full of energy‘ and to evoke linguistically resonant 

associations such as ‗creative, dynamic, effective optimistic‘ (www.slaskie.pl). The identity of the 

voivodeship suggested in the strategy clearly breaks away from industrial roots and associations, which is 

natural, the more so if you consider that industrial conurbation cities are only a part of the voivodeship and 

their negative stereotype was perceived as a threat to the development of the entire region. 

Being part of theVoivodeship Development Strategy(2013) and  the  Marketing  Communication 

Strategy (2014), theTourism Development Strategy in the Silesian Voivodeship 2020 + 2017(2017) indicates 

that the target image of tourism development in the voivodeship is: ‗The Silesian Voivodeship is a region 

full of positive energy, where tourism is one of the important sectors of the economy, which develops taking 

into account the principles of sustainable development using the richness and diversity of natural  and 

cultural assets, in particular the post-industrial heritage, which gives tourists, both domestic and foreign, and 

residents of the region the opportunity to relax, as well as for active and attractive leisure activities 

throughout the year.‘ (Tourism Development Strategy in the Silesian Voivodeship 2020+ 2017, p. 61) It can 

be seen that in this case there is a clear reference to the industrial heritage of the region, which is to be 

perceived as a serious asset rather than as weak point of the region on the tourist market. Creation, constant 

development and promotion of the Industrial Monuments Route of the Silesian Voivodeship, which is the 

oldest and largest route of this kind in the country, is one of the components of the implementation of this 

Strategy, as well as of the previous one. The Industrial Monuments Route is a subject-related, road tourist 

and cultural route that connects the industrial heritage culture sites of the Silesian Voivodeship. At present, it 

consists of 42 locations. It includessites located in the Conurbation area as well as in other areas that belong 

to the Silesian Voivodeship. The voivodeship authorities are heavily involved in the development of  the 

route the Industrial Monuments Route is a multi-award-winning project. In 2008 it was awarded the Gold 

Certificate of the PolishTourist Organization for the best tourist product in the country 

(www.zabytkitechniki.pl). 

 
 

5. ATTEMPTS  TO IDENTIFY THE  IMAGE OF THE UPPER SILESIAN CONURBATION 

 

So far, most of the subject of research was the image of the voivodeship as a whole (Millward-Brown 

SMG/KRC2010;ARC Rynek i Opinia2014;TNS Polska2014;Hendel andZ˙ emła2015), which may bethe 

result of among others the way how tourism in Poland is spatially organized and of particular activity of 

regional tourist organizations, including the Silesian Tourist Organization whereas the way the Conurbation 

is perceived has not been commonly analyzed in detail. The results of those studies areusually a bit 

ambiguous and reflect the fact that the Silesian voivodeship consists of differentiated areas such as the Upper 

Silesian  Conurbation  a  popular  mountain  resortsKraków-Cze˛stochowa  Upland  being  very  attractive for 
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tourists and Czstochowa the most important pilgrimage place in Poland. Itis not surprising that interviewees 

asked about their associations connected with such a region were also giving differentiated answers, 

however, those connected with industry were among the most popular (Millward-Brown 

SMG/KRC2010;ARC Rynek i Opinia2014;TNS Polska2014;Hendel andZ˙ emła2015).Szubert and  Z˙ 

emła(2019) recently presented their results of studies dedicated particularlyto the image of the  Upper  

Silesian Conurbation carried out with students from Kraków which means that the sample consisted of 

interviewees who lived relatively close to the area analyzed (Katowiceand Kraków are in distance of less 

than 100 km to each other, the cities are connected by a highway). Characteristic is the fact that as many as 

76% of interviewees indicated associations related to theextraction industry when asked about their 

associations with the Conurbation in open-ended question. Most of these answers were: coal, mines, 

industrialdistric extraction heavy industry steelworks. Very similar conclusions can be drawn from further 

results presented in the cited paper. The only answer (out of the list of 19 potential associations) selected by 

over half of the interviewees (62%) was ‗dominated by industry‘, followed by another unambiguously 

negative associations related to the industrial character of the area: ‗made of concrete‘ (46%) and ‗dirty‘ 

(38%). Although as many as 31% of the interviewees noticed that the Conurbation and its individual cities 

are also changing, very few people noticed the positive effect of these changes. Associations related to 

promotional slogans which were quoted previously were indicated at most 12% (‗full of energy‘ and 

‗creative‘) and in most cases it was even less than 10%, while the green character of this area was hardly 

ever noticed by anyone. In place of this, the most negative associations from the point of view of the ability 

to attract the potential tourists ‗uninteresting‘ and ‗boring‘ were indicated by about 20% (Szubert and Z˙ 

emła2019). 

 
 

6. GEOGRAPHICAL EDUCATION IN POLAND 

 

The image of a location is a conglomerate composed of feelings, judgments, opinions, attitudes and 

facts. The image of a location understood in this way is shaped by a dynamic process throughout a person‘s 

whole life. It may change as a result of learning a region or a location by one‘s own experience or indirectly 

through the reception of various information about it. This process can be ordered or random, chaotic. In the 

first case, it takes place in school, at different levels of education, especially geographical education. In the 

second case, the image of a location is shaped by spot-checking observations while visiting a given location, 

by accidentally received or media reports limited to a few instances or subjective opinions of other people, 

not always certified by up-to-date knowledge about the place being discussed. Thus, the image of a location 

can be coherent and consistent with reality or inconsistent with it, based on stereotypes or outdated 

knowledge. 

Geographical education plays an extremely important role in shaping the image of  a  location. 

Therefore, the fact that the way tourist destinations are presented in geographic textbooks and its impact on 

the image of these destinations has not been the subject of in-depth scientific research so far, is surprising.  

As the researchers analyzed autonomous sources of information, they were focusedmainly on the analysis of 

media reports (Rodríguez Campo et al.2011;Wang et al.2015;Kim et al. 2017) television series (Fu  et 

al.2016) and the social media (especially the Trip Advisor portal) (Ghazali and Cai2014;Kladou and 

Mavragani2015;Sun et al.2015;Tamajón and Valiente2017). It should be emphasized that analyses of the 

content of geographic textbooks is also restricted by a number ofimportant factors. First of all, the point is  

the fact that geography school education is diversified across individual countries and adapted to local 

conditions and educational needs of these countries, and what is always presented in a particularly detailed 

way is just the geography of each home country. Therefore, the analysis of the content of geographic 

textbooks is particularly useful for destinations where a significant part of tourism is domestic tourism. The 

Upper Silesia Conurbation is precisely an example of such a region. 

The most important document that defines the course, goals and curriculum in Poland is the core 

curriculum of general education approved by the Minister of National Education. Study group students 

started their geographic education in middle school/junior high school and it lasted three years. At this stage 

of education, the geographical education about Poland was most extensive. 

In the interaction that occurs between the student and teacher, a significant role is played by the 

textbook. Its contents require being supplemented or updated by a teacher who can be creative in his/her 

approach when teaching about geographical regions of Poland by presenting new trends in the development 

of regions based on deliberate selection of the textbook‘s content. Textbook and geography lesson are the 

basic sources of information for students both in middle schools/junior high schools (12–13 years, 15–16 

years) and high schools (17–18 years). This is confirmed by research carried out in  eight  countries 

(Germany, Poland, Slovenia, Greece, Sweden, Cyprus, Ireland, France) with a population of 2080 students. 

The vast majority (79.0%) indicated that geography lessons and textbooks for this subject provide them with 

the best knowledge about Europe (Piróg 2013; Resnik-Planinc 2013). 
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The school textbook market in Poland is a commercial market. There are many competing publishing 

houses, and the market leaders are: Nowa Era and Wydawnictwa Szkolne i Pedagogiczne. Other significant 

publishers are: Wydawnictwo Edukacyjne Wiking, Wydawnictwo Szkolne Polskiego Wydawnictwa 

Naukowego and Wydawnictwo Pedagogiczne Operon. These are nationwide publishing houses. There are 

also other publishing houses operating on a regional scale, e.g., Stowarzyszenie O´swiatowców Polskich, 

Oficyna Wydawnicza Turpres. In practice, this means that there are many geography textbooks by different 

authors on the market. The content of all textbooks must be in line with the core curriculum for a given stage 

of general education. This is  the basis for the textbook‘s approval to be used for school use by the Minister  

of National Education. They are different in terms of their publishing concept (including graphics) and the 

substantive presentation of topics, because it is the author of the textbook who decides it. The most popular 

textbooks for Polish geography for grade 2 and 3 in the middle school/junior high school were analyzed in 

detail (Table 2). It should be emphasized that the study covered all textbooks of the most popular  

pedagogical publishing houses in Poland. 

 

 
Table 2.Selected geography textbooks for middle schools/junior high schools. 
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The analyzed textbooks were elaborated in the period between 2009–2010 and remained mandatory in 

schools in their original form in years 2011–2019. The contents concluded, related to the Upper Silesia‘s 

conurbation should include the changes that have occurred within the 20 years of economic transformation 

(since 1989) shown in Chapter 3. Primarily, the increase of the economical meaning of service should be the 

subject of concern, as well as the structural changes in industry, the reduction of mining and  iron 

metallurgy‘s participation in production and the increase of production related to the use of modern 

technology. During the edition of the analyzed manuals some changes to the cultural landscape took place. 

Urban cultural space was evolving, and cultural tourism with it. 

 
 

7. UPPER SILESIAN CONURBATION IN GEOGRAPHY TEXTBOOKS FOR MIDDLE 

SCHOOL/JUNIOR HIGH SCHOOL 

 
Description of Upper Silesia Conurbation in textbooks is contained in the following chapters:  the 

natural environment of Poland, population and urbanization, Polish economy (industry) and thedescription of 

Polish Uplands (Table3). The synthetic characteristics of the Upper Silesian Conurbation is related to the 

description of the Silesian Upland, the geographical region of Poland where it is located, while the detailed 

issues that make up the image of this region can be found in individual parts of textbooks. 

 
Table 3. Detailed analysis of the content distribution describing the Upper Silesian Conurbation in 

selected textbooks. 
 

Textbook Marking 
 

Rocks and Mineral Resources 

Distribution of Mineral Resources 

Population and Urbanization 

Urbanization 

Types of Urbanization 

1 Agriculture and 
IndustryTransformationsinPolishIndustry 
Industrial Districts in Poland Mining 

Energetics 

Polish Uplands 

Silesian-Krakow Upland 

Upper Silesian Industrial District 

Characteristics of Polish Geophysical Regions 
Uplands Silesian Upland 

Area, Population and Urbanization in Europe and in Poland 
 

Urbanization in Poland 

Industry in Europe and in Poland 
Extraction Industry in Poland 

2 EnergyResources 
Distribution and Extraction of Mineral Resources Upper Silesian Coal 
Basin 

Energy Industry in Poland 

The Largest Power Plants in Poland 
Processing Industry and Industrial Districts in Poland Metallurgical 
Industry 
Industrial Districts in Poland Upper Silesian 
Industrial District 

Population of Poland 
Internal Migrations and Urbanization Upper Silesian 
Agglomeration 

 

Industry 

3 Extraction Industry(mining) 
MetallurgicalIndustry 

Diversity of the Level of Industrialization in Poland, Industrial Districts 

Uplands 
Division of Uplands Silesian 
Upland 

From the Baltic Sea to the Peaks of the Tatras 

Geographical Regions 
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dscape within the Upland Silesian Upland 

Population of Poland 

4 Diversity ofPopulation 
The Largest Density of Population (in the Silesian Voivodeship) Expansion of Settlement 
on the Territory of Poland 
Polish Cities  and Villages 

Cityw ithth eHig hestPopu latio nDensity (Ś więtochłow ice) .Selected 
Ethnographic Groups in Poland 

Silesians 

Images from the Geological Past of the Present-Day Poland 
Mineral Raw Materials are the Wealth of Poland Coal, Upper 
Silesian Basin 

 

Population and Settlement in Poland 
The Urbanization Process and the Expansion of Large Urban Complexes Upper Silesian 
Conurbation 

 

Problems of the Polish Economy 

5 Traditional or Alternative—How We Use Energy Sources 

Thermal Power Stations 
Problems of Expansion and Concentration of Industry in Poland Upper Silesian 
Industrial District 

 

From the Baltic Sea to the Carpathians 
Assets and Economic Barriers of the Polish Uplands Silesian Upland 

Upper Silesian Industrial District 

Industrial Monuments Route of the Silesian Voivodeship 

Environment 
Mineral Raw Materials Energy 
Raw Materials 

 

Regional Overview 

Diversity of the Natural Environment in the Polish Uplands 

6 SilesianUpland 

Economy 
Changes in Population Distribution. Urbanization Processes Settlement and 
Protection of the Natural Environment Electric Power Industry and Its Role 
in the Polish Economy 

Industrial Districts. Contemporary Problems of Industry in Poland The Silesian- 
Kraków District 
Location and Geographical Environment of Poland 

Energy Raw Materials, Coal 
 

Population and Economy 

Polycentric Agglomeration (Conurbation) 

7 Industry 

Use of Non-Renewable Energy Sources Fuel and 
EnergyIndustry 

 

Geographic Regions of Poland 

Silesian Upland 

Upper Silesian Industrial District 

Features of the Territory of The Geographical Environment of Poland in Relation to Other Countries 

Mineral Raw Materials 

Activity of the Society in the Geographical Environment of Poland in Relation to Other 

8 Countries 
Industry in Poland in Relation to Other Countries Upper Silesian 
Industrial District 

My Little Homeland 

Polish Uplands 

Silesian Upland 
 

 

 

 

 

 

 
Natural Environment 

Types and Significance of Rocks in Poland 
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Population of Poland Cities are 
changing Urbanization 

Economic Geography of Poland 

Industry—Mineral Raw Materials 
9 Energy RawMaterials 

EnergyIndustry 
Energy Obtained from Coal Combustion Industrial Processing 

Metallurgy 

Electrical Machinery Industry 

Transport and Communication 

Air Transport 

Geographic Regions of Poland 

Silesian Upland 

Source:  own ellaboration. 

 

 
The analysis of the manuals‘ content has been based on three criteria: thematic, substantive and key 

words. Based on the thematic criterion, the subjects of the lectures, which contents are related to the Upper 

Silesia‘s Conurbation, have been extracted. The substantive criterion served as the basis for defining the 

range of the characteristics and extracting sets of key words related to e.g., natural conditions, economy, 

society, cultural landscape and tourism. Next, the occurrence of the key words has  been thoroughly studied 

in the analyzed manuals. An additional criterion for the manuals‘ analysis was the graphical layout related to 

the Upper Silesia‘s conurbation. 

In the textbooks analyzed, different terminology is used. In addition to the correct name, i.e., Upper 

Silesia Conurbation, the following names are used: the Upper Silesian agglomeration, the Urban Complex of 

the Upper Silesian Industrial District or, when writing about cities located on the Silesian Upland, the proper 

name is omitted. 

Upper Silesian Conurbation is presented as an example of a polycentric agglomeration that consists of a 

dozen or so cities (occasionally their number is specified—19); none of them dominates over the others. 

Several of them, the biggest ones, are sometimes specified: Katowice, Sosnowiec, Gliwice, Zabrze, and 

Bytom. Generalized maps of the Conurbation that show generalized shapes of urban areas were included  

only in several textbooks, while by means of circular signatures—their size expressed by the volume of 

population was shown. An important feature of the Conurbation, i.e., a network of road and rail connections 

connecting the Conurbation cities was also exposed. 

Fuel and energy industry, metallurgy and industrial processing were indicated in the characteristics of 

the economy of the Conurbation cities (in chapters related to industry). The maps show the UpperSilesian 

Industrial District and the largest industrial centers: Katowice, Bytom, Chorzów, Sosnowiec(Table3). In 

chapters related to the natural environment of Poland, the Conurbation is connected with hard coal deposits, 

i.e., with the Upper Silesian Basin. The characteristics of the Conurbation in the textbooks analyzed is 

different in terms of how many details are present. In  all textbooks,  the description applies to the entire  

area, not to individual cities. The origin and expansion of the Conurbation are associated with the expansion 

of industry, especially hard coal mining as well as iron and steel industry in the area of the Silesian Upland 

and with establishing the Upper Silesian Industrial District (Table4). The characteristics of the economy of 

this area begin with the exposure of the dominant share of the fuel and energy industry, i.e., with the 

aforementioned hard coal mining and thermal energy based on this fuel. This thread is additionally amplified 

by photographs of mine shafts and power plants. Subsequently, iron metallurgy, production of machinery  

and equipment (mainly for mining) and car production are mentioned. The car factories in  Tychy  and 

Gliwice are examples of new trends in the expansion of the Upper Silesian industry in connection with its 

restructuring. Degradation and transformation of the natural environment associated with the strong 

industrialization of the area is also emphasized. Air and surface water pollution is stressed. In some 

textbooks, photos of mine heaps are presented. 

A strong accent on the role of traditional industry, i.e. coal mining, makes information aboutindustrial 

restructuring hard to see. It is mainly about the economic problems of mining: declining profitability of  

mines and mines being shut down. Too little attention has been devoted to modern factories that are built in 

the Katowice Economic Zone, where, in addition to car production, the production of electrical  and 

electronic equipment chemical products and food is also expanding. Brief descriptions are  made  as 

comments on photographs that show the production of cars. 

Important areas of contemporary socio-economic development of Conurbation cities, such as the 

development of services higher education as well as science and culture have not even been raised in any of 

the textbooks discussed. References to other topics such as sports recreational and green areas, and 
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rehabilitation of degraded areas were made in just one of nine textbooks. The same applies to the Industrial 

Monuments Route advertised by the local government authorities of the region as a new showcase of the 

entire voivodeship. In one of the textbooks, a photograph of ‗Spodek‘ is presented, which is a sports and 

entertainment arena in Katowice. This is the most easily recognizable building in the Conurbation and 

unambiguously associated with Katowice (Table5). In one of the textbooks, a plan of the largest recreation 

area in the Conurbation, i.e., the Silesian Park was also presented. This park (about 500 ha) was established 

in the 1950s in post-mining areas, inthe center of the Conurbation, between Katowice, Chorzów and 

Siemianowice S´la˛skie. It includes recreational facilities and equipment, the Silesian Stadium, the Silesian 

Planetarium and the SilesianZoological Garden. 

Table 4. The most important features of the Upper Silesian Conurbation based on middle school/junior 

high school geography textbooks. 

 
 

Component of theConurbationDescription 
Textbook Marking(Table2.)

 
 

1 2 3 4 5 6 7 8 9 
Upper Silesian Industrial District The Most 

Industrialized Area of Poland 
The Most Populated Area of Poland One of the Most 

Urbanized Areas of Poland 
Coal Deposits  CoalBasin 

Deposits of Zinc and LeadOres CoalMines 

Iron Metallurgy 
Zinc and Lead Metallurgy Coking Plants 

Machine Production Thermal 
Energetics  Industrial Restructuring 

Shutdown of Mines and Steelworks Modern 
Industry 

E.g., Car Production Communication 
Networks Road, Railway 

Natural Landscape Degradation, Mining Damage, 
Heaps 

Air Pollution, Water Pollution Ecological Disaster 
Area Recultivation of Post-Industrial Areas Green 

Areas 
(Recreational Areas, Sports Areas) Development 

of Services Higher Education, Science 
Cultural Institutions (E.g., Museums, 

Theaters, etc.) 
Ethnographic Groups—Silesians Sport, Sports 

Facilities 
Tourism 

E.g., Industrial Monuments Route of the Silesian Voivodeship 
Source:  own elaboration. 

 

 

 

Table 5. The detailed analysis of illustrations related to the Upper Silesian Conurbation in selected 

textbooks. 
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Table 5. Cont 

 

Figures distinguished in the entire set analyzed were highlighted in bold font figures with an 

unambiguously positive overtone figures with an unambiguously negative overtone Source own elaboration. 

The image of the Upper Silesia Conurbation presented above is amplified by maps  and photographs  

that supplements the description of the region (Table5). Maps usually present coal deposits in the Upper 

Silesian Basin. Usually, there is only one city, i.e., Katowice. This city, as the largest one in the Conurbation, 

was also listed on the maps of the distribution of cities in Poland. Most of the textbooks contain a map of the 

Conurbation. In addition to the diversity of city size in terms of population number mentioned above,  the 

type of the industry that dominates in a given city was indicated. Most photographs present the urban- 

industrial landscape with mines or steelworks in the foreground. There are also photographs presenting a 

landscape degraded with heaps or smog. In a few cases, the message of individual photographs is 

additionally amplified with a strictly unambiguous comment (this applies especially to textbook No. 9, 

Table4). Photographs that present cultural features of the region (e.g., traditional Silesian costume) or 

interesting facilities (‗Spodek‘ Sports and Entertainment Hall in Katowice, Silesian Stadium, Silesian 

Planetarium) are rare. 

 
 

8. DISCUSSION 

 

One of the problems of stereotypical perception of a particular reality (including a tourist destination), 

is the fact that stereotypes do not present completely wrong and absent features of the reality, but, instead, 

they are focused too much on selected, often negative, features, ignoring other features. This problem can be 

easily found in the image of Upper Silesian Conurbation on the tourism market. It is extremely difficult to 

fight the negative stereotype of the region perceived as a dirty region and a polluted site with heavy industry, 

as the stereotype includes true history and presents an important part of the contemporary reality. However, 

the strength of the stereotype makes the rest of the reality, the rest which might be much more attractive for 

potential tourists, covered and unknown. This results in the region being perceived as uninterested and 

unattractive, not only for tourists. 

The problem was identified many years ago and both local and regional authorities were struggling to 

solve it. Two opposite ways of these actions were identified. Katowice city authorities decided to minimize 

the influence of the heavy industry in the image of the city. That strategy was possible as the capital city of 

the Conurbation is the leader in economic transformation and the heavy industry playsnowadays only a 

marginal role in its development. On the contrary, regional authorities of the Silesian voivodeship choose the 

way to transform the most important weakness of the image into a major strength by presenting how 
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industrial heritage can be attractive for visitors. Unfortunately, the results presented in the literature suggest 

that none of those strategies have brought the results expected. 

School education in geography seems to be among the most underestimated factors that  influence 

tourist destinations‘ image. The research presented proves that the features of the Conurbation that were 

often associated with the Upper Silesian Conurbation are almost the same features as presented in the 

textbooks they were learning from. The fact that the textbooks professionally prepared by experts and 

accepted by the Ministry of Education play such an important role in grounding the existing stereotypes 

instead of fighting them, might be surprising. It is difficult to suppose that their authors had no knowledge or 

good will. The reason is probably somewhere else and more complicated. During a few years  of  

geographical education students have to learn many different aspects of physical and social geography of 

Poland, Europe and the rest of the world. 

Geography of regions of Poland is just a small piece in that puzzle. In none of the textbooks analyzed, 

were all regions of Poland presented. Instead, particular regions were presented as examples of particular 

phenomena. Unfortunately, Upper Silesian Conurbation remains the most obvious example of 

industrialization and urbanization processes as well as of natural environment  pollution and degradation. As  

a natural consequence of this structure of the textbook, other aspects of development of particular cities of  

the Conurbation are marginalized, or even absent. However, one may expect, that more space is going to be 

devoted to the current processes of diversification of economic and social activities leading to Conurbation‘s 

transformation into a modern metropolis. Even though those processes are discussed in the majority of books 

analyzed, their role in the description remains minor. Additionally, nowadays, the readers, especially the 

younger generation, will remember the content of the text mainly on two bases: the title and the pictures. In 

all examples, those two elements of the content of the textbooks amplify stereotypical perception of the 

Conurbation. In particular, pictures and descriptions that present examples of successful transition of 

degraded areas into new, modern parts of particular cities (like the Culture and Business Zones in Katowice 

located in the area of the former Katowice Coal Mine) are desired. One must remember that the aim of the 

textbooks is not promoting the image of one of the regions, but extending the students‘  knowledge. 

However, here we can see that the knowledge transferred to readers is not complete. Local and regional 

authorities should be interested in influencing the content of the future textbooks, but they do not have any 

formal tools to do so. So, if the negative stereotypes are grounded as early as in the school education, 

development and promotional activities of local and regional authorities do not have too much chances to 

succeed. 

One more observation may weaken the conclusions derived from the results. The textbooks researched 

were published for the first time several years ago—between 2010 and 2012. Regarding the fact that the 

deindustrialization processes, which were visible earlier, were fostered within the last 10 years and all cited 

strategies of local and regional authorities were also announced between 2012 and 2017, it might be that the 

textbooks describe quite precisely the reality from the first decade of the century. 

 
 

9. CONCLUSIONS 

 

Organic image is perceived as an important factor of destination competitiveness. It is created by 

messages that potential tourists receive from autonomous sources, which means that those sources are not 

commercial and cannot be shaped by the destination‘s marketers. Usually media, including social media and 

word of mouth, are perceived and researched as the most influential examples of  such autonomous sources 

of information. The presented study adds to that list another source of information which has been so far 

hardly noticed in the literature and its influence on destination image has not been researched. This source is 

school education, especially geographical education. The content analysis allowed to find that the textbooks 

presented almost exactly the same feature ofthe researched destination as it was earlier detected in the 

literature as the most common associations with the destination. 

The research was conducted on the example of a single destination, and future research is necessary to 

confirm the relation between the image of a destination presented in geographical textbooks and the image 

tourists have regarding that destination. Possible confirmation of that  relation would create a challenging 

task for destinations‘ marketers as the content of the textbooks is especially difficult to be influenced by 

purposeful marketing actions of how it was at least partially possible in the case of media. However, this 

might also be the reason why contemporary people may perceive the content of textbooks as especially 

trustworthy and even more reliable than media. Much more questions connected with destinations‘  

marketing efficiency, the rules of creation of geographical textbooks and ethics should be posed if similar 

findings regarding the influence of those textbooks on destinations‘ images are also confirmed in other 

studies connected in different destinations. 
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Some interesting directions of future researches studies of international tourism should be pointed out. 

The presented research was concentrated on the image held by domestic tourists and on how a region of a 

country is presented in the textbooks in this country. The question, what kind of images of other countries  

are transmitted by Polish textbooks and how those images are repeated in Polish tourists‘ associations with 

those countries remains open. Information presented in geographical textbooks tend to be much more 

detailed regarding the home country and more general regarding the other states. How the fact influences the 

relation discovered in presented study seems to be an important part of future research in the field. 
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