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2 STRATEGIC GOALS

: to increase share
of domestic and foreign tourists
who visit Ljubljana
for the cultural offer

: to increase share
of foreign visitors among
the visitors to cultural events,
establishments, and institutions
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Wider working group: ‘Z.Sml r-gtakeholder group:

v Cultural institutions (15) ¥ Cultural institutions (15)
_ ¥ Hotels . vLjubljana Tourism
v’ Restaurants | v|Cultural department of the

v' Tourist agencies
v" Ljubljana Tourism

_Municipality of Ljubljana

Goal: promotion and marketing  Goal: the development of cultural
Meetings: on the project basis tourism

Meetings: twice a year

kulturniturizem@visitljubljana.si



2. DEVELOPMENT OF CULTURAL PRODUCTSH

AND LINKING OF CULTURAL TOURIST OFFER™
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Ljubljana Tourlsm Co- flnanced 48 projects anc more
than 1000 open air events in publlc areas |n 2017
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3. MARKETING OF CULTURAL TOURIST OFFER Q

(2
N
N)

R\
Upgrade of Ljubljana tourist card \
in 2017 with 4 new cultural institutions:

useum of lllusio

nion Beer Ex




4. EDUCATION & RAISING QUALITY OF OFFE

Trainings for staff
working.in Tourist
information centres and
cultural institusions



5. MEASUREMENT & ANALYSIS |

* Development of the tool for collecting,
measuring and analysing data about the number
and origin of foreign tourists in galeries and
museums in Ljubljana

* Test: December 2017
* Implementation: January 2018
* 8 institutions in the system
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Cultural tourism as the key
element of promoton of Slovenia
on foreign marketsin 2018 and
2019

Slovenian National Tourist Board
elaborated a 2018-2020
marketing plan for cultural
tourism in which Ljubljana has the
leading role
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