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INTRODUCTION
Changes of business environment bring about changes in the activities of  business enterprises. In new conditions it is important for all large and small organizations to find their own way for achieving their goals and success. . One of the viable strategies is to provide marketing on the suitable level to deal with customers. However, rapid changes affect  not only the circumstances businesses operate in but as all the world is changing new opportunities are revealed  for developing novel approaches to provision of business services. This is happening in many fields of the socio-economical activities of people including innovations process which is bound to business life and regional development and should  be initialized by universities and local government simultaneously.
THE CONSTANTLY CHANGING WORLD  AS A NEW ENVIRONMENTAL RELATIONSHIP FOR REGIONAL DEVELOPMENT
We should not see the violence of globalization purely and simply as a process of domination-like some new form of colonialism. The power of its impact is all the greater for the fact that it consists of a profound change in our awareness of time and space
.

In order to understand the dynamics of development in a given place, we must comprehend how places are being transformed by flows of capital, labour, knowledge, power etc. and how, at the same time, places (or more specifically their institutional and social fabrics) are transforming those flows as they locate in place-specific domains. Globalization (for that is the shorthand for our concerns) has undercut the validity of traditional, state-centred, forms of social science, and with that the agendas that hitherto have guided the vast majority of research on economic and social development. Investigations adequate to the study of globalization and its consequences demand of social scientists the elaboration of analytic frameworks and research programmes that simultaneously foreground the dynamics of uneven development transnationally, nationally and sub-nationally
.  

Perhaps more than anything else, new ideas that allow firms to have a comparative advantage over their competitors and thereby increase productivity and output are the keys to increasing prosperity and living standards around the world. Trademarks, formulas, business processes, designs, copyrights, computer algorithms, intellectual property rights, patents, recipes, trade secrets, and the like all present opportunities for comparative advantage 
.  

Globalization is reshaping business strategy on a scale never before seen in modern history, and nowhere is it more obvious than in marketing especially marketing strategy. And marketing is where we have experienced some of the greatest even insurmountable challenges in business, as marketers and their companies strive to transition from essentially a domestic marketing focus to one of true global proportions and perspective
. The globalization of the world and the increase of the international competition make firms dependant on their way of integration and adaptation not only in the region but also among other firms creating and selling analogous products and services. Consequently, business clusters may affect strongly the economic growth and well-being of the operating firms inside of a cluster. Therefore business clusters may influence the growth of the region and its transition from poor to developed region and vice-versa
.
This territorial/neo-endogenous approach as a mode of production is potentially applicable to any sub-national geographical scale and it is characterized by three main components. First, it suggests that development is best managed and sustained by focusing on territories of need rather than on certain sectors of the rural economy. Moreover, the scale of territory must be smaller than the national or regional level. Second, economic and other development activities are re-oriented to valorize and exploit local resources (physical) and human and thereby to retain as many of the resultant benefits within the local area. Third, development is put in context by focusing on the needs, capacities and perspectives of local people; the principle of local participation is emphasized in the design and implementation of action and through the adoption of cultural, environmental and community values within a development intervention
. 

Analysis of the changing world in in the context of the globalization process lets us  be sure that  that it never stops because it is happennig in our minds.  We can observe its distinct shapes on the market place by constant improvements in competitive advantages of firms and better understanding of the global costumer.
CLUSTERS AND ITS IMPORTANCE FOR REGINAL DEVELOPMENT 

A cluster is markedly different and much more complex than the traditional organisation. It brings profit and non-profit organisations together, companies that are competitors as well as companies that are engaged in buyer-supplier relationships. Organisations in the cluster have their own corporate cultures and follow their own strategies. Clusters do not usually have a formal organisational structure and often informal relationships predominate. All of this means that there may be some differences in the characteristics of leadership in a cluster as opposed to a traditional organisation. Cluster leadership is exhibited in cluster development and its further evolutionary process by cluster managers, representatives of participating firms, academia or other participating institutions
.

A regional economy is a lot dependent on an economic cluster (figure 1.), because local business institutions play an important role influencing the development level of the region. The cluster is the one that serves as a driving force in most regional economies
. 
Figure 1.Core linkage among companmy, Cluster, Region.
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Source: Pilinkienė, V.; Kardokaitė, V., Tendencies of business cluster development, Economics & Management; 2008, p623-629

Clustering of enterprises is commonly held to mean that enterprises are physically close to each other and that this proximity creates opportunities for collaboration, other externalities, etc. However, this colloquial use of the term is somewhat problematic. Exactly how proximate firms need to be in order to constitute a cluster depends, for instance, on the context 
.
It is a need to emphasize that one of the crucial factors of regional development is an equality of firms development (entrepreneurship) in  a given area  which is capable of  bringing into being strong cooperation between companies, reshaping approaches to business provision. As a result, it generates more potential sources as well as positional and performance advantages.
The external knowledge network was further globalized by direct foreign investment. In the cases of Britain, Portugal and Poland, indigenous small and medium-sized firms had to learn the art of “networking”. The university developed as an important mediator between the global knowledge sources and the local small and medium-sized enterprises, while the Polish and part of the Portuguese firms used written and electronic media, meetings and fairs. In all cases, the global value chain provided a major source of international contacts. Customers and suppliers abroad were very important partners in the knowledge and innovation networks. Access to knowledge sources was sustained primarily by virtual and temporary proximities. In sum, even global knowledge is accessed by individual firms through virtual, temporary, cognitive, organizational, proximity, knowledge and innovation in peripheral regions. The different fields of technology are represented in global spaces of knowledge in which the firms are embedded, to the extent that their other resources and capabilities allow them. The access to extra regional knowledge is most often organized as projects in which the firms take part, and which facilitate the exchange of both tacit and codified forms of knowledge. International fairs, meetings and the internet have evolved as important sources of global “buzz”, which is easily accessible even for firms in more peripheral locations. Yet, how much of this information is actually converted into innovation depends on the professional capabilities as well as on the attitude of firms within the region, including the inclination, “join up” locally. Where knowledge sourcing is often a “global” affair, this is less so for other aspects of business development. The local and regional levels of the case regions hold vital local capabilities such as specialized labour markets, local branches of national universities, and business support institutions. The local labour market is largely a product of the development of urban agglomerations, and plays a major role in the circulation of existing knowledge. The local universities may be a point of departure for entrepreneurship or joint projects with local firms. In various instances, universities manage to connect the firms with global research. Cognitive and institutional proximities then facilitate the knowledge exchange between universities and firms, benefiting from physical proximity. So where indirect effects of localization tend to make an impact, direct local interaction among firms does not seem to be very important, although the results show some divergence. For instance, the high level of integration of Polish firms did not stimulate the emergence of local suppliers, while the emergence of local suppliers in the Finnish and Norwegian cases encouraged the forging of some local innovative linkages between suppliers and producers. It is noteworthy that the meaning of local buzz seems to be limited in all of the cases. Not only was local knowledge exchange and innovation formally organized in projects and contracts, local firms also tended to be so specialized that they needed to pursue individual knowledge search strategies beyond the local environment.
. 

Firms have often achieved greater competitiveness and growth, and new firms have formed more frequently when they work within a cluster. Clusters, however, do not form spontaneously, but are heavily influenced by promotion, funding, public policy, social awareness, open collaborative values and formal professional management over decades. Operating in an optimal manner within a cluster environment is also a learned skill for businesses, involving different knowledge bases, education levels and managerial strategies. While business makes products, enterprises and jobs, government plays an equally important role in structuring the rules and providing visions, incentives and subsidies on a wide variety of critical factors. Regional and municipal governments have important independent roles in addition to the national government. Universities are the third major player, which provide skilled people and create knowledge for business to exploit commercially, as well as promote cluster building and analyze their operations. Fundamental to a knowledge-based economy are social values that promote trust, sharing and collaboration in order to create and operate long term visions
. 


Spread of cooperation outside  cluster has a great importance for the local environment in the globalizational process especially oi the field of knowledge exchange between the internal and external actors. This fact has a cognitive and innovation aspect for all participants in this chain.
IMPORTANCE OF MARKETING FOR CLUSTER ACTIVITIES 
Marketing can be described as one of the functional areas of a business, distinct from finance and operations. Marketing can also be thought as one of the activities, that, along with product design, manufacturing, and transportation logistic, comprise a firm’s chain value
.
In order to create marketing strategies suitable for customers, we must first understand what the customer is influenced by during the decision-making process. This might be the most important way to learn how and where to correctly invest our marketing efforts
. One of the ways of kepping stronger relations is a network marketing. It is a fairly simple concept - build strong relationships with like-minded people and sell quality products and services within this network
.
Positional superiority, based on the provision of superior customer value or the achievement of lower relative costs, and the resulting market share and profitability performance 

Cluster marketing is the best strategy. It allows branding to occur at a level that is manageable, effective and affordable for the small and medium enterprises. In fact, the marketing effort should not be focused on branding but on finding and converting interest into a spending desire in turbo time frames. Cluster marketing allows to focus efforts on creating a marketing launch point in the specific geographic or profiled cluster. It is from this cluster launch point that growth can occur. Your cluster marketing effort should focus the marketing, sales and executive teams on that tightly defined cluster for a pre-determined cycle of time. Once the launch point is attained, growth will follow. A failure to attain a cluster launch point results in wasted effort and budget
.

Creation of right marketing activities on a market is affected by  a segmentation strategy which is an extremely important means in strategic marketing concept in the foreseeable future as firms progress from acquisition to true relationship building
. Changing the risk/reward calculus as a shape strategy in a time of rapid change involves three interrelated elements: a shaping view, which helps focus participants; a shaping platform, which provides leverage to reduce the investment and effort participants need to make; and specific shaping acts and assets, which persuade participants that the shaper is serious and can pull off the shaping initiatives. The three shaping elements combine to help shapers quickly attract and mobilize a critical mass of participants. That unleashes powerful network effects, making shapers difficult to stop. Yet, as many failed shaping efforts reveal, reaching a critical mass can be extremely challenging
. 

Marketing activities have a strong position in building a competitive advantage in the business in  free market economy simultaneously keeping business in the right direction and creating value for customer. 
Summary:

We are  witnessing  global changes in  local market economy. Better understanding of this process is important in order to  facilitate business  activites and for achievement of its  economic goals. But it is important to emphasize a closer connection between business growth and the region development which has special meaning for the locals who live there. One of the ways which  offers better  development prospects for  region is the idea of business clusters which is provides  it with competitive advantage and a better conditions for  business and wealth of the local society. 
In the prevailing economic situation the growth of region would not be possible without the combined efforts of institutions like university and the local government. There is a need to  pay more attention to marketing activities as they bring a new dimension to promotion of a whole region and make  more visible and attractive for investments.
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