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1. INTRODUCTION 

 
 
The idea of the European Capital of Culture was designed in 1983, 
with the city of Athens organizing the first event two years 
afterwards. Until 2013, the title was held by 46 cities, and an 
additional 14 cities are expected to hold the title until 2020.  
The organizational approach and the concept of each capital 
naturally vary from city from city, however, due to its positive 
effects, the changes it brings to the environment, and the close ties 
of the project with the European Commission, the title of European 
Capital of Culture carries great reputation and invokes a positive 
connotation with the general public throughout Europe. 
The trademark itself is thus highly respected and valued, and is 
associated with a high level of public recognition. By participating in 
the project, an organization or entity is undoubtedly able to acquire 
an exceptional international track record.  
 
 
2.  MARIBOR 2012 TRADEMARK PRIOR TO THE CAPITAL 

YEAR 

 
 
During the candidacy stage, the European Capital of Culture 
received much support from the general public, as the latter was 
full of expectations, mostly due to the international reputation and 
development opportunities referred to previously.  
Unfortunately, the support and reputation soon began to fade due 
to anunexpected and omnipresent crisis, significant financial 
investments required by the project, and certain personnel shifts in 
the Institute’s leading positions. The murky situation regarding the 
future of the project, which arose in 2010 and lasted until the 
summer of 2011, also harmed the general visibility of the project, 
since marketing activities were not carried out as planned. During 
the aforementioned period, the visibility and recognition of the 
trademark, as well as the intent and purpose of the project, were 
limited only to expectations regarding the constructionof new 
project-related infrastructure.     
It was clear as day that Maribor and its five partner towns were 
marred in a two decades-long stagnant state, a fact clearly reflected 
by the town’s negative image and the poor self-image of its 
inhabitants. However, there was still hope that ECoC was the 
chance for a big break. The breaking point, brimming with energy 
for a new beginning. The opportunity called for active identity 
management, which would in turn be reflected in the revived image 
of the town, the minds of its inhabitants (workers, artists, authors, 



 

 
 
MARIBOR 2012 – EUROPEAN CAPITAL OF CULTURE THE TURNING POINT! 

etc.), and other stakeholders: tourists/visitors, investors, 
immigrants, consumers, etc.   
Only with a new definition of the vision, mission, and goals did the 
shift begin to emerge, and the trademark began to grow.  
 
Vision 

 
The diversification of cultural creation, ignited by the town’s creative 
inhabitants, can boost all levels of development in Maribor.  
Maribor, its partner towns, the North-eastern cohesional region, and 
the state of Slovenia will become more successful as the 
endeavours will contribute to economic innovation and boost the 
self-confidence of the people. The society will gain in creativity and 
become more open and vibrant.  
 
Mission 

 
The mission of the European Capital of Culture is to encourage a 
culture-filled relationship with life, develop new visions and 
strengthen the creativity of inhabitants of partner towns and the 
country, as well as expand mutual familiarity in Europe and 
promote all levels of European culture on a broader scale. 
All aforementioned terms are crucial to increasing the value and 
visibility of the trademark.  
 
 
Goals 

 
The goals have been defined with utmost clarity and were aimed at 
attaining the following effects: 

� visibility,   
� familiarity, and 
� acceptance and participation (co-create or visit), 
� increasing the desire to visit cultural events,  
� encouraging stakeholders to achieve “enlightened self-

interest” and promoting the desire to engage and 
participate by means of direct communication.  
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Circular connectivity of interim goals into a global, common goal. 

 
 
3. MARKETING AND PROMOTIONAL ACTIVITIES DURING THE 

CAPITAL YEAR AND POSITIVE EFFECTS OF A STRONG 

TRADEMARK 

 
As part of endeavours aimed at realizing set goals and increasing 
the reputation of the trademark, the Institute performed various 
activities centred on corporate-level marketing campaigns.  
Two campaigns which announced the capital year and launched a 
new slogan were held in 2011, whereas the four campaigns held in 
2012 were already inviting people to attend ECoC events and 
communicated the desire for change and development of towns 
closely associated with ECoC. Available data suggests that all 
campaigns have been designed well and the visibility of the 
trademark was already at a high level, since the level of 
spontaneous recall of posters and other marketing materials 
reached up to 55%. 
A comprehensive communication strategy was certainly a key 
aspect of the visibility of the project, therefore the Institute closely 
cooperated with major Slovene media outlets, hosted numerous 
foreign journalists, published own media contents, implemented 
new communication strategies, made ample use of new media, 
equipped participating towns, venues, and other key locations 
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across the country with trademark insignia, regularly published 
updated programmes and other promotional materials, etc.   
Marketing campaigns resulted in a positive perception by both the 
media and inhabitants. In 2012, the Slovene media alone published 
nearly 13.000 ECoC-related contents, with 83% of those carrying an 
openly positive note. Maribor and its partner towns were visited by 
approx. 400 foreign journalists from 28 countries, following which 
the Institute recorded over 800 published contents, most of them 
positive. 
A public opinion poll showed that nearly 39% of visitors to Maribor 
or one of the partner towns visited exclusively because of the 
European Capital of Culture. The number of overnight stays in 
Maribor increased significantly in comparison with the year before, 
whereas the number of daily visits increased by a stunning 61%. 
The partner towns recorded positive results as well, as Slovenj 
Gradec, for example, recorded a 26% increase in overnight stays 
and a 10% increase in visits to the TIC Tourism Centre. Velenje 
recorded a 3% increase in overnight stays and a 36% increase in 
visits to the Tourist Centre. Even though Ptuj and Murska Sobota 
did not record any material increase in visits or overnight stays, 
both towns recorded a positive trend. Novo mesto did not record 
any increase in overnight stays, however, the number of visitors 
increased by over 40%.   
The public opinion poll also showed that Slovenes mostly graded the 
project on a positive curve. On a scale from 1 to 5, Slovene poll 
participants graded the statement that Maribor can be justifiably 
proud to host ECoC at 4,47 as early as summer 2012, and graded 
the statement that ECoC materially contributed to the growth, 
development and reputation of the town at 3,85 in the same time 
frame.  
 
 
4. PROPOSED ACTIVITIES FOR CONTINUED DEVELOPMENT 

OF THE MARIBOR 2012 TRADEMARK   

 
As can be summarized from previous paragraphs, there are 
numerous reasons for optimism when deciding on the preservation 
of the MARIBOR 2012 – European Capital of Culture trademark. The 
trademark is an integral component of the capitalization of cultural 
equity, brought forth by the one-year project. The trademark is a 
means of identification, which denotes firm and unquestionable 
value added in the eyes of performers, visitors of cultural events, 
townspeople and citizens, as well as sponsors. The MARIBOR 2012 
trademark became an integral part of activities hosted and 
organized by towns sharing this prestigious title, and is considered 
a permanent asset and a permanent characteristic. Since 2012, 
Maribor and its partner towns are firmly etched on the list of towns 
that held the EU-endorsed title, and have thus attained immortality 
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in the ECoC network. International visibility is therefore a 
permanent marker on the global stage, and contributes to the 
development of the European Capital of Culture as a whole.    
The value of a trademark cannot be easily determined, as it mostly 
depends on associative strength with regard to all levels of cultural 
events and their various effects. It is therefore of utmost 
importance to link the broadest possible circle of cultural activities 
with MARIBOR 2012, and nourish the link in Maribor, its partner 
towns, as well as in the entire European Union.  
 
Activities necessary, required and essential to the preservation of 
the trademark:  
 

• Selection of the ECoC trademark and heritage manager; 
participation of partner towns in the preservation of the 
trademark. In other words, it is imperative to appoint persons 
and institutions in Maribor that will manage the MARIBOR 
2012 trademark.  
 

• A visual upgrade of the trademark would be most beneficial 
for the development of Maribor, the region, and the state, 
especially with regard to the post-ECoC period. 
Simultaneously, an upgrade could thus be adapted to new 
contents and needs.  

 
• Since the trademark is internationally recognizable and 

renowned, it can greatly contribute to the visibility of cultural 
events both at home and abroad. The trademark is also of 
great importance for public-private partnerships 
(endorsements, sponsorships), therefore it is imperative to 
unite artists from all ECoC partner towns within a single 
entity, which would be responsible for preparing and 
publishing common promotional and other materials and 
ensuring the visibility of all artists from the region.  

 
• The use and co-use of the MARIBOR 2012 trademark in 

Maribor and its partner towns should be given adequate legal 
regulation. MARIBOR 2012 would thus become an umbrella 
trademark for all cultural events in the aforementioned towns, 
similar to the manner in which the identity of the European 
Union and its insignia act as an integral component of all 
public events in the Republic of Slovenia. As a result, all 
events and entities financed by local municipalities should be 
obligated to use the MARIBOR 2012 trademark as a 
supporting element for its own trademarks and insignia.  

 
• The development of the trademark is also considered an 

integral part of broader economic and tourism promotion and 
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trade-marking of an individual town. Maribor, as the project 
bearer, should first and foremost erect permanent 
monuments or markings, which would signify the project in all 
parts of town and invite visitors and tourists to relive this 
significant part of the town’s heritage.  
Most certainly, every partner town should be given similar 
markings, signifying the link of the towns’ identities with ECoC 
(e.g. road and motorway signs, markings placed within 
cultural venues, flags, etc.).  
A special and permanent info point, signifying the cultural 
characteristics of the town throughout 2012, is also a most 
important marking. Such a signpost should be erected as a 
central marking of each town, as it too would signal to both 
visitors and inhabitants that the town once held ECoC 
honours, and point the visitors in the direction of other 
partner towns which were the constituents of the ECoC 
network.  

 
• Tours across towns, as well as other tourist presentations and 

materials, should include information on ECoC (basic and key 
information, e.g. headquarters, number of events, highlights, 
etc.) and a presentation of venues.  
It is also imperative to integrate the trademark into activities 
of local and regional tourism organizations, as well as 
activities of the national tourism board SPIRIT.   

 
• Design and sales of special ECoC memorabilia which would 

remind people of the capital year.  
 

• Permanent ECoC exhibition, chronicling of events through 
photography, ECoC symbols, event props, documents, etc., 
which would relive the events of 2012.  

 
• Various lectures, presentations, panel discussions and 

markings, which would help keep the project in the memory 
of all stakeholders and highlight the importance of ECoC (held 
during the first three years after the project, according to a 
special promotional plan; later reduced to anniversary 
events).  

 
• Organization of own events under the helm of the MARIBOR 

2012 trademark (exhibitions, concerts, performances, etc.) or 
even an ECoC festival, which would join Maribor and its 
partner towns.   

 
• Connecting Maribor and partner towns with the European 

ECoC network, with special emphasis on MARIBOR 2012.  
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• Continuation of selected marketing and PR activities, mostly 
with foreign journalists, the web and new media, and free 
publications and promotional activities.  
 

 
The trademark strategy and the proposal for continued preservation 
have been drawn up by the MARIBOR 2012 trademark manager 
Mitja Šeško.  
The underlying documents used in the preparation of these 
materials were mostly internal documents of the Institute, as well 
as studies and analyses commissioned by the Institute with 
independent entities and institutions. The author also relied on his 
personal observations, gathered during the preparation of the 
project, and the analysis of continued development of the 
trademark performed by other European Capitals of Culture.  
 


