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1. Introduction 
 
In the project CIVITAS-ELAN great changes of traffic regulations along the corridor “Dragon’s 

tail” are foreseen. For this purpose, several options are being examined and analysed, e.g. 

the closure of the corridor, except for public transport and taxis; authorization of usage of 

personal cars in which will be two or more passengers, etc. 

 

In this context, the main goal of the Individualised Mobility Marketing Campaign is targeted to 

public understanding of the proposed changes to traffic arrangements in the city. Simultane-

ously, one of the more important goals is to present to the public alternative modes of 

transport (public transport, bicycle, walking) and how it is possible to develop, integrate alter-

native uses to/ of the car, which is now by far the most predominant i.e. dominating mode of 

transport in the city. The Individualised Mobility Marketing Campaign will try to actively en-

gage people in the process of ’habit change’ i.e. encourage them to change the perspective 

of their travel habits and switch to specific alternative modes of transport. 

 

As stated in the measure description of 4.1-LJU, the Individualised Mobility Marketing Cam-

paign will provide information about the new traffic arrangement and in this sense offer im-

portant support to implementation of other CIVITAS-ELAN measures and most importantly 

help motivate people to think about their daily travel and how to change their way of travel in 

order to assure a high quality of life to all citizens. 

 

The following document describes the implementation status of the individualised marketing 

strategy. 

 

2. Overview of the report 
 
The document is structured in 5 sections: 

• The first section includes a detailed presentation of the first preliminary strategy that 
has been prepared for the future implementation of Individualised Mobility Marketing 
Campaign; 

• The second section includes a list of selected streets in the specific geographical ar-
ea, from which 2,000 individuals were gathered; 

• The third section includes a geographic representation of the mentioned areas; 

• The fourth section presents the two leaflets used in the Mobility Marketing Campaign 
and  

• In the fifth section the implementation of the first part of the IMMC is presented. 
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3. First preliminary strategy prepared for the future im-
plementation of the Mobility Marketing Campaign 

 
1. The purpose of the strategy  
 
This strategy aims to outline the activities for the Individualised Mobility Marketing Campaign 
(IMMC) and divide the tasks between the University of Ljubljana - Faculty of Social Sciences 
(Measure Leader) and the Regional Centre for the Environment. 
   
2. The purpose of the IMMC  
 
Within the CIVITAS-ELAN project it is planned to change traffic regulations along the corridor 
called “Dragon's tail” (several options: close the corridor, except for public transport and tax-
is; only for cars with two or more passengers, etc.) 
 
The purpose of the IMMC is to acquaint the public with the planned changes in traffic ar-
rangements in the city, with alternative modes of transport (public transport, cycling, walking) 
and with the smart car use and then “encourage” as many people as possible also to change 
their travel habits. 
 
As noted in the measure, the campaign will provide information on the new traffic arrange-
ments and offer support to the implementation of other measures and help motivate people 
to think about their daily travel and changing their modes of transport. 
 
 
3. Target groups 
 
Our broader target group consists of 2,000 people; these are people that we need to inform 
about the project and about the proposed changes to traffic arrangements. 
 
The main attention will be paid to residents on the corridor and its area of influence, plus the 
following target groups: owners of shops and cafes, employed in shops and cafes, shops and 
cafe's deliverers; customers;  employees of various state or city institutions, students, people 
who use this corridor on daily basis, visitors to the city. 
 
Our core target group is 500 people of those same target groups; these are the people who 
will be included in the IMMC. 
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4. Flow of activities within the IMMC  
 
Within measure 4.1-LJU the Faculty of Social Sciences in 2009 conducted a “Public opinion 

survey”. 

 

1. Preparation of a leaflet with information about the project, changing travel habits and 

with an invitation to participate in the IMMC – 15.9.2010 

2. Preparation of the data base (list of streets) of 2,000 individuals, which will be in-

formed about the project and called to participate in IMMC – 10. 9. 2010; REC 

3. Preparation of the information sheet with a questionnaire – do 15. 10. 2010; REC 

4. Informing 2,000 individuals and gathering people to participate in the IMMC – 15. 9. – 

15. 11 2010; REC 

5. In necessary once more distributing the leaflet for gathering people to participate in 

IMMC (February, March 2011) 

6. Processing of acquired questionnaires – completed no later than April 2011) 

7. Implementing IMMC 500 persons –from April  to June 2011; REC 

8. Preparation of the report about the completed IMMC (July 2011); REC 

9. Repetition of the Public opinion survey (including our 500 people) – in one year; FDV 

10. Presentation of the results of this survey – April 2012; FDV  

11. Preparation of a Trainings manual for the employees of the municipality and other 

stakeholders on the implementation of Mobility Marketing Campaign – May 2012; 

REC 

12.  Implementation of a workshop for the employees of the municipality and other stake-

holders on the implementation of Mobility Marketing Campaign – May 2012; REC 

 

5. Evaluation: The success of the implementation of the IMM will be reflected in the compar-

ison of responses of selected 10 questions (those that are taken from the Faculty's survey, 

and used in our questionnaire), which indicate whether individuals changed their travel be-

haviour, and additionally we will ask them what influenced the change in their travel habits, 

with a possible answer as well: a home visit in the campaign IMM. 

 

6. Planned deliverables 
 
6.1. 
In the survey obtained data that will show the eligibility of other measures in the project. 
 
6.2. 
Information material to be used in the campaign IMM. 
 
6.3. 
Trainings manual for municipal employees and other stakeholders on the implementation of 
Mobility Marketing campaigns. 
 
6.4. 
The workshop for municipal employees and other stakeholders on the implementation of 
Mobility Marketing campaigns. 
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4. List of selected streets in the specific geographical area, from 
which 2,000 individuals for IMM were/ are gathered  
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5. Geographic representation of the area, from which 
2,000 individuals for IMM campaign were gathered 
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6. Notification of Individualised mobility marketing cam-
paign in the local media 
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7. Leaflets, used in the Mobility Marketing Campaign 
 
Two types of leaflets are/ were used during the Mobility Marketing Campaign.  
 
5.1 Leaflet used for gathering specific groups of people and other stakeholders to participate 
in the IMMC.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 



 

 
 

 

11

5.2 Leaflet used in the first part of IMM campaign for 2,000 individuals  
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5.3 Preliminary leaflets used in the preparation stage 
 

 

 

*** 

 

Spoštovani ! 
 

 

V okviru projekta CIVITAS ELAN, katerega koordinatorka je Mestna občina 

Ljubljana (www.civitasljubljana.si) bomo v letu 2011 izvajali kampanjo "individu-

aliziranega mobilnostnega marketinga". Da pa bi to lahko storili, potrebujemo 300 

oseb (čim bolj različnih profilov, starosti itd), ki stanujejo v širšem pasu 

ob Barjanski, Slovenski in Dunajski cesti in bi bili seveda pripravljeni sodelovati. 

Več je zapisano v informaciji, ki jo pripenjam! 

 

 

Ker je precej ulic oz. na njih stanujočih občank in občanov, ki pridejo v poštev za 

našo kampanjo, iz vaše četrtne skupnosti, bi vas prosili za pomoč pri razširjanju 

informacije o tej kampanji in pridobivanju morebitnih zainteresiranih, morda z ob-

javo na oglasnih deskah, pošiljanjem po e-pošti itd.  

 
 

 

Regionalni center za okolje 

za srednjo in vzhodno Evropo  

Slovenska cesta 5 

1000 Ljubljana, Slovenija 

tel.: + 386 1 251 92 24 

faks: + 386 1 421 0939  

http://www.rec-lj.si/    

 

The Regional Environmental Center 

for Central and Eastern Europe  

http://www.rec.org/ 

 

 

*** 

 

 

http://www.civitasljubljana.si/
http://www.rec-lj.si/
http://www.rec.org/
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Povabilo k sodelovanju je naslednje: 

 

Sodelujte v naši kampanji “mobilnostnega marketinga” -  spremenite svoje poto-
valne navade! 
 
V sklopu projekta CIVITAS ELAN bomo izvajali  "kampanjo individualiziranega 
mobilnostega marketinga".  Gre za seznanjanje občank in občanov z zdravju in 
okolju prijaznejšimi potovalnimi navadami in pomoč pri iskanju zanje najustrez-
nejših načinov “premikanja po mestu” v okviru danih možnosti. Morda se že leta v 
službo vozite z avtom, stojite v kolonah in se mučite z iskanjem parkirnega pro-
stora, ker imate še vedno v glavi, da avtobus do vaše lokacije ne vozi. Medtem pa je 
bila npr. vzpostavljena nova avtobusna trasa, kar pomeni, da bi lahko spremenili 
vaš vsakodnevni način prevoza v službo. 
 
Da pa bi to lahko storili, prosimo za vašo pomoč: za izvedbo te kampanje potrebu-
jemo 300 oseb (čim bolj različnih profilov, starosti itd), ki stanujejo v širšem pasu 
ob Barjanski, Slovenski in Dunajski cesti v Ljubljani, ki bi si bile pripravljene vzeti 
nekaj časa za: 
- izpolnjevanje kratkega vprašalnika, ki ga bomo poslali po pošti; 
- pogovor z našim anketarjem, ki bo sodelujoče  spomladi 2011 obiskal na domu in 
jih povprašal o njihovih potovalnih navadah ter seznanil z novimi prometnimi 
rešitvami in možnostmi prevoza; 
- potencialno sodelovanje v raziskavi javnega mnenja, ki bo izvedena v letu 2012. 
 
Če ste pripravljeni sodelovati, prosimo, pošljite e-pošto z vašimi podatki (ime in 
priimek, točen naslov, zaposlitveni status, telefon in e-naslov, ) na ni-
na.urataric@rec-lj.si ali pokličite po tel. 0590 81 261 
 
Že vnaprej se Vam najlepše zahvaljujemo! 
Ekipa projekta CIVITAS ELAN 
www.civitasljubljana.si 

 

 
 
 
 
 
 

mailto:nina.urataric@rec-lj.si
mailto:nina.urataric@rec-lj.si
http://www.civitasljubljana.si/


 

 
 

 

14

8. The implementation of the first part of the IMMC  

 

The first part of the IMM campaign includes informing 2,000 citizens in the specific 

geographical area about the improvements in the city's transport scheme and alternative 

modes of transport in Ljubljana (and also about this project measure and about the project in 

general). 

 

We decided that the best way to reach such a number of people in a specific area is with so 

called »direct mail«. 

 

So we prepared a leaflet with necessary information (see chapter 5.2) and list of streets to 

which this mail should be delivered (see chapter 3.). As there are a lot more than 2,000 

households in the assigned area, we calculated that approximately 7 to 8 households in one 

street should receive the leaflet.   

 

The leaflet was distributed on 1 and 2 September 2011. 
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9. Implementation of individualised marketing strategy 

kicked-off  

 

The implementation of the IMM was kicked off with a slight delay, i.e. on 9 May 2011 

 

Below are presented various scenarios – i.e. Guidelines for interviews with people which use 

different modes of transport – IMMC. The guidelines helped us to properly lead the inter-

views in a certain direction – towards the discussion about alternative modes of transport. 

 

Scenario 1: 

 

Scenarij 1: najpogostejše prevozno sredstvo AVTO 

Zakaj?  

Kaj vidite kot največji problem vožnje z osebnimi vozili v širšem mestnem središču 

Ljubljane? (gneča na cesti, iskanje parkirnih prostorov …) 

Ali menite, da lahko sami kako pripomorete k rešitvi tega problema? 

Ste morda že kdaj razmišljali oz. poskusili z uporabo javnega prevoza/kolesa?  

Pod kakšnimi pogoji oz. v kakšnem primeru pa bi se odločili za JP/kolo? 

Ali poznate spremembe oz. izboljšave, ki so bile uvedene v zadnjih treh letih na področju 

javnega prevoza/kolesarjenja?  

• … mnoge izmed njih so ukrepi projekta CIVITAS ELAN (se jih našteje, na kratko opiše …) 

• …v prihodnje se načrtuje tudi uvedba t.i. koridorja »Zmajev rep« (se opiše) – se vam zdi to 

dobra ideja? 

 

Scenario 2: 

 

Scenarij 2: najpogostejše prevozno sredstvo JAVNI PREVOZ 

Zakaj?  

Kaj vidite kot največji problem javnega prevoza v Ljubljani (kaj vas jezi)?   

Kako menite, da bi to lahko izboljšali? 

Ali poznate spremembe oz. izboljšave, ki so bile uvedene v zadnjih treh letih na področju 

javnega prevoza/kolesarjenja?  

• … mnoge izmed njih so ukrepi projekta CIVITAS ELAN (se jih našteje, na kratko opiše …) 

• …v prihodnje se načrtuje tudi uvedba t.i. koridorja »Zmajev rep« (se opiše) – se vam zdi to 

dobra ideja? 

 

Scenario 3: 

 

Scenarij 3: najpogostejše prevozno sredstvo KOLO 

Zakaj?  

Kaj vidite kot največji problem vožnje s kolesom v Ljubljani?  

Kako menite, da bi to lahko izboljšali? 
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Ali poznate spremembe oz. izboljšave, ki so bile uvedene v zadnjih treh letih na področju 

javnega prevoza/kolesarjenja?  

• … mnoge izmed njih so ukrepi projekta CIVITAS ELAN (se jih našteje, na kratko opiše …) 

• …v prihodnje se načrtuje tudi uvedba t.i. koridorja »Zmajev rep« (se opiše) – se vam zdi to 

dobra ideja? 

 

 

 

As we are facing a problem low response rate of population to activities, which try to include 

them i.e. engage them to participate in the IMMC process, the schedule for the implementa-

tion of the Individualised mobility marketing campaign was divided into two parts – while one 

part was implemented according to the foreseen plan, the second part of activities will inten-

sify in October and November 2011.  

 

The division of the IMMC into two parts will enable the planners of the IMMC to have a pre-

liminary sweep (observation) of the terrain and the localities where the IMMC will be imple-

mented. This will give an opportunity to estimate the efforts, possible supplements and help 

to prepare the final phase of the implementation of the especially deep communication MMS. 

Expansion of period of implementation of IMMC is useful also due to the summer vacation 

during July and August, when a large number of inhabitants in the Ljubljana are absent.   

 

For actual terrain work we engaged 8 students, who were given exact instructions, how to 

perform interviews and various materials for citizens (CIVITAS-ELAN brochure, leaflet, etc.).  

Also it was agreed that for each individual interview they will prepare a so called “note” (pic-

ture 1), with which we will get some feedback and will at the same time serve as a proof of 

the performed interview.   

 

Picture 2 

 

On the actual field some problems arose with reaching people as contacts (e-mails, phones, 

addresses) were obtained some time ago. And also it has proven quite a challenge to coor-
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dinate day and time for the interviews.  These challenges will be properly faced in the second 

part of the campaign.  
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10. Overview of intermediary reports in Slovenian language 
(An English summary of this chapter is included in Chapters 8 and 9.) 

  

 

Poročilo o do sedaj izvedenih aktivnostih  

na ukrepu 4. 1.  – individualni mobilnostni marketing 

 
 

 

 

 

 

 

 

 

Pripravil: Regionalni center za okolje 

Ljubljana, September 2011 
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Do sedaj realizirane aktivnosti v okviru kampanje IMM 

1. Letak z informacijo o projektu in o spreminjanju potovalnih navad ter s povabilom, naj 

sodelujejo v kampanji mobilnostnega marketinga, je bil pripravljen 15.9.2010.  

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Načrtovali smo, da bo ta letak glavno komunikacijsko sredstvo ukrepa 4. 1 v sklopu 
Evropskega tedna mobilnosti 2010, vendar pa je veliko dogodkov ETM, kjer bi bilo to izved-
ljivo, zaradi slabega vremena odpadlo. Prav tako je pozivanje k sodelovanju na tovrstnih 
dogodkih lahko dvorezen meč, saj morajo osebe bivati na točno določenih ulicah, da so lahko 
vključene v to kampanjo.  
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Letak smo tako distribuirali prek zaposlenih na REC-u širšemu krogu potencialnih 
zainteresiranih ter preko elektronske pošte po CIVITAS adremi in privatnih adremah, preko 
katerih smo dobili nekaj interesentov, ter 17 podjetjem in institucijam na našem ciljem 
območju, s pozivom, naj ga posredujejo svojim zaposlenim (poslano 11. 2. 2011), kjer pa je 
bil odziv minimalen.  
Poleg tega smo se obrnili tudi na vse četrtne skupnosti na tem ciljnem območju in jih pozvali, 
če nam lahko pomagajo pri diseminaciji letaka in jim letak tudi poslali. Žal pa ČS nimajo 
sistema obveščanja svojih krajanov, tako da so letak le objavili na njihovih spletnih straneh in 
na oglasni deski na sedežu ČS. 
Informacijo o kampanji smo objavili tudi v glasilu Ljubljana (letnik XVI, številka 1, januar 
2011), ki ga prejmejo vsa ljubljanska gospodinjstva; odziv je bil minimalen.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
 

 

21

2. Podatkovna baza 2000 oseb iz naših ciljnih skupin, ki jih bomo informirali o projektu in 
pozvali k nadaljnjemu sodelovanju, je pravzaprav seznam ulic, na katerih morajo posamezni-
ki stanovati oz. morajo podjetja/institucije imeti svoj sedež, da jih lahko vključimo v našo 
kampanjo. Baza je bila pripravljena 10. 9. 2010.  
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3. Začetek izvajanja kampanje IMM na terenu je bil načrtovan za 15. 4. 2011 in dejansko smo 
imeli takrat vse pripravljeno za »štart« (materiali, študenti itd.). Nato pa je na sestanku pro-
jektne skupine CIVITAS 1. 4. 2011 padla odločitev, da se izvajanje kampanje IMM prestavi, in 
sicer zaradi njene navezave na ukrep 2. 1 (Koridor Zmajev rep). Nato je bil potreben ponoven 
razmislek, kako s kampanjo nadaljevati, o čemer smo se najprej pomenili vodja ukrepa, eval-
vator in izvajalec, nadalje pa z našim predlogom seznanili tudi site koordinatorja in vodjo 
projekta - predlog so potrdili. 
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V skladu s tem dogovorom smo z izvajanjem kampanje pričeli v drugem tednu meseca maja 
2011, izvajanje pa omejili nekako do konca junija 2011.  

 
Za izvajanje kampanje smo prek študentskega servisa poiskali 8 študentk in študentov. Dali 
smo jim ustrezna navodila za delo in materiale (brošura, letak, informacije o projektu itd.) 
Poleg tega smo se dogovorili, da bodo za vsak opravljen individualni razgovor pripravili t.i. 
zabeležko, s katero bomo imeli nekaj povratnih informacij ter bo hkrati služila tudi kot dokaz 
o opravljenem razgovoru.  
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V tej prvi etapi izvajanja kampanje smo se osredotočili na osebe, ki so interes za sodelovanje 
v kampanji izrazile že leta 2009, ko je FDV izvajal Public Oppinion Surrvey. Seznam je obsegal 
200 oseb z imenom in priimkom ter naslovom bivanja, pri 115 osebah pa je bil zraven tudi 
elektronski naslov; pri le nekaj posameznikih je bila navedena telefonska številka.  
 
Osebe, od katerih smo imeli e-naslov, smo najprej kontaktirali preko elektronske pošte. Ker 
pa je od nabora teh kontaktnih informacij minilo že toliko časa, je vmes prišlo do mnogih 
sprememb:  veliko naslovov je bilo "neobstoječih", nekateri posamezniki so odgovorili na 
poslano e-pošto, a so nam sporočili, da so se v tem času preselili oziroma da iz drugih (ose-
bnih) razlogov niso več zainteresirani za sodelovanje; večina na e-pošto niti ni odgovorila.  
Z redkimi posamezniki, ki so odgovorili, pa je bilo nadalje potrebno uskladiti termin za obisk 
na domu, kar pa je vse prej kot enostavno.  
 
Za vse tiste osebe, za katere smo imeli le naslov bivanja, smo skušali poiskati telefonske 
številke in jih naprej kontaktirati prek telefona. Ob tem smo se soočili z več težavami: veliko 
telefonskih številk ni objavljenih v imeniku, oseb ni bilo moč dobiti na telefon, osebe več ne 
živijo na danem naslovu, osebe niso več zainteresirane za sodelovanje in nenazadnje težave z 
usklajevanjem termina za obisk na domu.  
 
Dejansko je bilo na terenu izvedenih pet pogovorov.  
 
***  
 
Študentje so sočasno zbirali tudi potencialne nove kandidate za sodelovanje v kampanji – 
pridobili so 30 oseb.  
 
***  
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4. Ozaveščevalno kampanjo 2000 oseb, stanujočih na ciljnem območju, smo izvedli 1. in 2. 9. 
2011 – na dom so dobili informativno pismo o projektu in ukrepu ter poziv k sodelovanju v 
kampanji.  

 

5. Nadaljnji koraki 
 
Zaradi vseh zgoraj naštetih ovir pri izvajanju kampanje na terenu se v tem trenutku soočamo 
z izzivom, kako pridobiti še najmanj 400 oseb za sodelovanje v kampanji.  
 
Sicer pa bomo "nove sodelujoče" ob obisku na domu najprej poprosili, naj izpolnijo anketni 
vprašalnik z 10  za našo temo relevantnimi vprašanji iz ankete, ki jo je že pripravil (in izvedel) 
FDV, nato pa bo sledil pogovor o potovalnih navadah. 
 
Vprašalnik bo pripravljen do 15. 9. 2011.  
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