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CHARACTERISTICS OF SPATIAL
DISTRIBUTION OF CREATIVE
INDUSTRIES IN LJUBLJANA
AND THE LJUBLJANA REGION

ZNACILNOSTI PROSTORSKE
PORAZDELITVE KREATIVNIH
DEJAVNOSTI V LJUBLJANI IN
LJUBLJANSKI REGIJI
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industries are increasingly seen as a replacement of jobs lost in traditional
industrial and service sectors.
Kreativne dejavnosti so nadomestilo izqubljenih delovnih mest v tradicionalnih
industrijskih in storitvenih sektorjih .
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ABSTRACT: This article analyzes the key features of the spatial distribution of creative industries in Ljubljana
and the Ljubljana urban region. Special attention is devoted to analyzing factors that influence the con-
centration of individual branches of creative industries in specific locations. GIS tools were applied to evaluate
factors that influence the distribution of creative activities. Simultaneously, the concept of central places
is used to analyze variations of spatial clustering of creative enterprises. Data for the analysis were collected
from the Slovenian Business Register (AJPES) and the Real Estate Register (GURS). The mapping of cre-
ative economies identifies patterns of concentration and reveals some locational disadvantages that have
arisen due to the absence of clear development strategies regarding creative economies in Slovenia.
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1 Introduction

Due to global structural changes in trade and industrial production, creative industries are becoming an
increasingly important segment of urban economies (Bairoch 1998; Landry and Bianchini 1995;
Scott 2000). Creative industries, often referred to as the creative economies, are increasingly seen as a valu-
able tool for diversifying the local economic base and replacing jobs lost in traditional industrial and service
sectors (Hesmondhalgh 2002; Howkins 2001). With the transition to the knowledge society, creativity
obtained the status of utmost importance, and simultaneously the share of employees in creative indus-
tries is increasing (Bole 2008; Ravbar 2011). According to the United Nations (2010), creative economies
in Europe are rising 12% faster than other forms of economies and currently provide around five million
jobs in the European Union. According to the Institute for Economic Research (Murovec and Kava$ 2012),
39,193 individuals are currently employed in creative activities in Slovenia, with approximately 42% of all
creative enterprises located in the Ljubljana urban region. It follows that urban areas are increasingly improv-
ing their locational advantages and creating an environment of micro-locations that have certain advantages
for creative businesses and attract a highly skilled workforce (Ravbar, Bole and Nared 2005).

Advantages of individual locations for creative industries are reflected through various factors, rang-
ing from the amount of rent for business premises, transport links, access to customers, and lifestyle orientations
of employees, to the extent of social networks and proximity to socio-cultural activities and leisure. This arti-
cle uses the term »mapping of creative enterprises« (Higgs and Cunningham 2008; Lazzeretti, Boix and
Capone 2008) for analyzing the positioning of creative industries to evaluate some of the factors that affect
the concentration of creative industries at specific locations in Ljubljana and the Ljubljana urban region.
The largest part of the creative sector is located in Ljubljana, which acts as a key node of the wider eco-
nomic system that covers the entire country. Despite this important or leading economic role in the country,
Ljubljana still does not have a profiled or appropriately designed orientation of development of creative
industries at the local, regional, and national levels. Existing documents such as the Green Paper on Cultural
and Creative Industries (EU 2010), the Strategy for the Development of Culture in the Municipality of
Ljubljana 2012-2015 (2012), the Regional Development Program of the Ljubljana Urban Region 2007-2013
(2007), and the Recommendations of the Ninth Development Group for the Creative Industries to Increase
the Competitiveness of Slovenia (2008) at present only interfere with the development of individual branch-
es of the creative industries, and a comprehensive strategy is not fully formed. It is assumed that strategic
ambiguities lead to the formation of specific patterns of spatial distribution of creative industries that are
not optimal in terms of socio-economic development. This article analyzes data to highlight some of the
locational disadvantages that arise from incompleteness in strategic development and inhibit the rapid devel-
opment of creative industries in Ljubljana and the Ljubljana urban region.

2 The concept of central places and spatial distribution of creative
industries

When searching for affordable living and working conditions, innovative businesses and creative individuals
apply the system of progressive elimination, or tapering of the most negative elements, and pursue the most
suitable options that meet their development needs. In doing so, they rely on cost-benefit analysis and decide
on a suitable location only when they feel satisfied with the majority of conditions that minimize unnec-
essary costs (Giddens 1984). Potential users of a site for creative industries rigorously assess all possible
costs and do not only pay attention to the economic price for renting or purchasing the premises. For exam-
ple, the cost of access to the market (consumers), transport accessibility, mental/emotional effort required
to operate at the location, level of cultural heterogeneity, respect for diversity, openness of local culture,
type of values, traditions, and so on are all elements evaluated by potential users. For potential users, each
of these elements may represent a significant cost or inappropriate effort — or, on the other hand, comfort
or relief - which may significantly affect its work and either discourage or attract it to the location. These
are push/pull factors (Gottlieb 1994; Pareja et al. 2009) in attracting creative groups (Table 1).

Any suitable location for developing creative industries comprises a number of pull factors that suc-
cessfully attract specific groups of people and companies. In doing so, it is important to emphasize that
specific pull factors heavily depend on spatial planning strategies and incentives from the environment.
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In environments or situations with spontaneous, unplanned development of creative industries, pull fac-
tors are formed on the basis of free market conditions. In such circumstances, creative activities accumulate
along the lines of central places (Burger and Meijers 2012; Christaller 1966; Cigale 2002; Kokole 1971; Logan
and Molotch 1987), which are characterized by the accumulation of resources and potentials at sites that
have a lot of economic power and appropriate concentration of population. The oncept of central places
is based on theories of urban systems and in a simplified form assumes that certain locations that have
the advantage of exceptional natural accumulation of resources (people, institutions, and infrastructures)
also more successfully cluster economic activities and services (Jakli¢, Coti¢ Svetina and Zagorsek 2004;
Nered 2005). Characteristics of central places are based on providing physical access to resources of suf-
ficient size (population, consumers, and transport infrastructure) that maintain existing monopolistic relations
in the urban system (Table 1).

Table 1: Characteristics of central places and dynamic networks of places (adapted from Batten 1995; Borja and Castells 1996; Hocevar 2000).

(ategory Characteristics of central places Characteristics of dynamic networks of places

Urban economy Emphasis on size, scale (population, economy) Emphasis on quality, flexibility (market, economy)

Regional relations Monopoly, one-directional gravity Dispersion, multiple centrality centrifugality, multi-way flows
Transportation policies  Emphasis on physical transport costs and mobility costs  Importance of information cost and exchange of information cost
Urban planning Long term, limited, static planning Long-term, dynamic, fragmented, and strategic planning
Urban cultures Homogeneity Heterogeneity

Integration Vertical relationships, centrality Horizontal relationships, nodality (networks)

g A
/

Figure 1: Schematic representation of centralization (first pattern), decentralization (second pattern), and distribution (third pattern).

78



Acta geographica Slovenica, 56-1, 2016

Clusters of economic activities and services also supply the surrounding areas and are thus central places
in the wider region. In some cases, the advantages of central places attract a greater number of people, allow-
ing them to offer more specialized services and consequently develop faster. Differences in the speed of
development presuppose that various central places have different strengths or ranges of influence. Spatial cen-
trality refers to the degree to which the central location serves and supplies the surrounding areas. The theory
of central places fundamentally presupposes a hierarchical spatial arrangement, in which either the central
settlement or more distant central settlements with subcenters control a wider area (see the first and second
patterns in Figure 1) and prevent more balanced development of different locations in the same area (the third
pattern in Figure 1). From this perspective, the concept of central places has often been criticized as flawed
(see, e.g., Batten 1995; Eaton and Lipsey 1982; Preston 1983) and does not sufficiently explain the new, more
dynamic, networked, multi-central models of functional distribution (see also Table 1). The influence and cen-
trality of local spaces in the postmodern global economy may rapidly change location and reduce the importance
of proximity and direct physical accessibility of services or a large population (Mlinar 1994; Soja 2000).

The theory of central places can explain the clustering of creative industries in cases in which there
exists a spontaneous, unplanned concentration of economies and services on the basis of absolute popu-
lation size and combination of various infrastructure and government institutions. The distribution of creative
industries in Ljubljana and the Ljubljana urban region follows a typical hierarchical distribution of spon-
taneous accumulation of services and businesses based on the concept of central places. Creative industries
are heavily concentrated in the city center, and smaller subcenters occasionally arise on the outskirts. In
this respect, proximity is a decisive factor in the choice of location for creative industries. The size of the
aggregated population and geographical placement of infrastructure in the historical and administrative
center of the region provides access to a larger market (Kozina 2010). In the following section, the map-
ping method - which is used as an important analytical tool by a number of international development
agencies (DCMS 2010; CCN 2010) and provides insight into the locational patterns of creative business-
es — is used to present and analyze the key features of spontaneous hierarchical spatial distribution of creative
industries in Ljubljana and the Ljubljana urban region.

3 Methodology and research process

Mapping creative industries in the Ljubljana urban region is based on the Slovenian Business Register (AJPES)
and the Slovenian Real Estate Register (GURS). It should be noted that the AJPES database does not allow
accurate insight into the activities of employees and companies. These shortcomings were overcome in
the study by combining data from different sources that made it possible to obtain credible insight into
the current situation in the field. The key findings in the research were therefore obtained not only through
data from AJPES records, but primarily through the use of a grounded theory approach (Glasser, 1998;
Holt-Jensen 1988). After an analysis and comparison of multi-layer data, an inductive path was used to
identify key trends, which may explain details reflected in the cartographic analysis of the locations of cre-
ative industries in Ljubljana and the Ljubljana urban region.

The cartographic analysis included data from specific categories of economic activities (see Figure 1
and Annex 1), which were in line with the existing European NACE classification (see SKD, Standard
Classification of Activities in the Republic of Slovenia, and NACE Rev. 2 2008) and have been previously
identified as part of creative industries. ArcGIS software was used for mapping. Key creative industries
included in the analysis were determined after a review of various definitions of creative and cultural indus-
tries (DCMS 2001; Eurostat 2007, 2010; KKIPS 2011), from which thirty-two categories of activities from
the SKD classification (2008) were extracted.

The thirty-two categories of activities were then divided into eleven groups of creative industries, which
were used for cartographic analysis of Ljubljana. The groups of creative industries are 1) advertising, 2)
architecture, 3) art and antiques, 4) design, 5) video, film, and photography, 6) software, 7) visual and per-
forming arts, and music, 8) arts creation, 9) publishing, 10) TV and radio, and 11) cultural institutions.

These groups cover specific characteristics of the local creative industries and include categories that
are treated as separate groups in other countries (e.g., music). In this respect, creative industries are very
flexible, multifaceted, and a broad concept that many authors interpret in a number of ways (DCMS 2001;
Evans 2009; Fleming 2011; Florida 2002, 2005; Kritke 2010; Montgomery 2003; Peck 2005; Simmie 2006).
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Uniform categorization of creative industries is therefore not clearly defined and is adapted to the specif-
iclocal context. In this study, the classified categories were divided on the basis of access to data and range
of information from previous studies related to creative industries in Ljubljana and the Ljubljana urban
region (Bunker 2010; IER 2012; IPoP 2011, 2012; MOL 2002; Second Chance 2011).

The cartographic analysis of creative industries based on the Standard Classification of Activities (2008)
and AJPES database has certain shortcomings because it focuses on companies that primarily belong to gen-
eral creative industries and thereby excludes a specific set of creative individuals that also work in creative
fields but are employed in small sections of businesses that are not primarily defined as part of the creative
industries (e.g., marketing and design departments of manufacturing companies, architects in construc-
tion companies, etc.). The statistics also exclude creative individuals and companies engaged in »border areas«
of creative industries that do highly creative work associated with research and experimentation (e.g., insti-
tutes, companies involved in transport, environmental protection, etc.) but are statistically not included in
the creative sector. The database is also deficient in recording the number of employees in creative businesses
because it divides them into several classes (micro, small, medium, and large units) and does not provide
accurate information on the concentration of creative individuals. The analysis therefore includes all cre-
ative businesses, irrespective of the number of employees. Consequently, whenever any specificities in the
concentration of creative businesses were detected, they were specially marked in subsequent phases of car-
tographic analysis. A certain lack of accurate data on creative enterprises is understandable because of the
unique characteristics of creative individuals: a highly mobile workforce with a dynamic working attitude
and lifestyle orientations that require a high degree of social crosslinking (Clark 2004). Nevertheless, the
analysis of combined creative industries made on the basis of SKD classification still allows credible insight
into key sectors and the scope of certain branches of creative industries in the Ljubljana urban region (Table 2).

Table 2: Number and share of combined creative industries in the Ljubljana urban region based on the selection from the NACE classifications
(Source: AJPES 2011; GURS 2011; IPoP 2012; SURS 2011; Zaucer et al.2012).

(reative industry No. of firms (Ljubljana urban region) Share (%) of creative industries
(Ljubljana urban region)
Advertising 543 9.00
Architecture 879 14.50
Artand antiques 31 0.50
Design 392 6.50
Video, film and photography 477 7.90
Software 798 13.20
Visual and performing arts, music 515 8.50
Arts creation 1,682 27.80
Publishing 385 6.40
Radioand TV 130 210
Culturalinstitutions 228 3.80
Total 6,060 100.00

In order to improve the quality of information derived from the SKD classification (2008), the data
in the study were further filtered at the level of local communities. Particular attention was paid to detect-
ing and verifying the locations of the strongest creative centers or clusters, which are groups of mutually
complementary, heterogeneous companies linked through production, consumers, suppliers, and other
relationships to promote the circulation of information and economic growth in a particular area (see
Landry 2000; Perrons 2004; Porter 1990; van Heur 2009).

4 Mapping analysis of creative businesses

4.1 Locational characteristics of creative industries in Ljubljana

The maps show the key densifications of creative industries in Municipality of Ljubljana. In the legend to
Figure 2, the size of the dots represents the number of business units covered in the SKD classifications (2008).
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Figure 2: Distribution of enterprises from creative industries in the Municipality of Ljubljana.
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Stronger concentrations of businesses in creative industries particularly stand out in areas around the city
center — Rome Street (Rimska cesta), Mirje (Toba¢na), Ajdovscina, Tabor, and Trubar Street (Trubarjeva
cesta) — and along the city’s arterial roads; for example, Vienna Street (Dunajska cesta) near the Mercator
office building and the southern part of BeZigrad, and parts of Siska along Klagenfurt Street (Celovska cesta).
These areas are marked with yellow squares in Figure 2.

To a lesser extent, some individual areas or hotspots are noticeable outside the city center, created on
the basis of various business opportunities (e.g., the Brdo Technology Park and the Stegne Industrial Zone).
On the map areas of residential neighborhoods (e.g. Trnovo, Zupanéi¢eva Jama, and FuZine) are also notice-
able where there are smaller concentrations of companies from creative industries. These are mostly groups
of self-employed people (e.g., freelance journalists, artists, etc.) that are registered at addresses where busi-
ness owners live. It should be noted that the figures do not say much about the activities of these companies.
Only a detailed field analysis could assess their actual potential for development in the context of creative
enterprises. These areas are therefore marked with blue squares in Figure 2.

The city center represents an extremely strong concentration of creative industries in the Municipality
of Ljubljana and the total number of creative firms in this location far exceeds other parts of the city (see
Figure 2). The colored background in Figure 3 shows the below-average (negative) or above-average pro-
portion of firms in creative industries among all companies in the area. In particular branches of the creative
industries, a stronger concentration is observed in specific urban areas. In the case of software production,
peripheral locations such as Trzin, Domzale, and some outlying districts of Ljubljana (e.g. Crnuce, Dravlje,
and Vi¢) stand out in the proportion of creative businesses, which may be explained by the lesser importance
of micro-location for the development of these industries and the possibility of telecommuting (Toffler 1980).
In contrast, the proportion of firms engaged in architecture is highest in the city center and areas adjacent
to the city center (e.g., the Trnovo district). There are also differences in the structure of creative businesses
between areas, with some locations being more attractive to core creative industries than culture-related indus-
tries. Such an example is the Municipality of Trzin, which is a strong business zone characterized by a high
proportion of firms in computer software, complemented by architecture, design, and video, and relatively
low shares of artistic creation, the visual and performing arts, and publishing.

4.2 Characteristics of creative industry locations in the Ljubljana urban region

At the level of the Ljubljana urban region, the city of Ljubljana is a prominent center of creative industries
in relation to smaller municipalities (e.g. Domzale, Kamnik, Grosuplje, and Vrhnika). The proportion of
businesses in creative industries is much higher within the districts of Municipality of Ljubljana than in
other municipalities in the Ljubljana urban region (Figure 4 and Annex 2).

In particular, compared to other municipalities in the Ljubljana urban region, the Municipality of
Ljubljana stands out not only for its large share and number of creative enterprises, but also for an excep-
tional concentration of such businesses. The concentration of creative businesses in the Ljubljana urban
region is shown in Figure 5, where the number of firms from creative industries is correlated and normalized
by the number of residents in municipalities and city districts.

5 Conclusion

The mapping analysis of businesses shows that Ljubljana, as a large demographic agglomeration in the region,
has a strong concentration of creative industries. From this perspective, the distribution of creative activ-
ities in the Municipality of Ljubljana and the Ljubljana urban region approaches the idea of »central places«
and follows a typical hierarchical layout, in which the number of firms decreases proportionally from the
city center towards the periphery or subcenters. In the case of Ljubljana and the Ljubljana urban region,
the clustering of creative industries is largely dependent on the population size and number of transport
links. Other factors, such as the cost of renting office space and general attractiveness of micro-locations,
also influence clustering. A minimum number of creative industries is notable only in slightly more densely

Figure 3: Percentage of companies from various branches of creative industries in the Municipality of Ljubljana and the proportion of firms in creative
industries based on the total number of companies in the Municipality of Ljubljana. »
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Figure 4: Overall proportion of firms in creative industries in relation to the total number of firms by municipalities in the Ljubljana urban region.
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populated subcenters along the main roads. The best ratio between the population and creative enterprises
is in Trzin, which is also well connected through transport, and the lowest ratio is characteristic for more
distant subcenters such as Litija, Logatec, and Vrhnika.

Hierarchical or uneven spatial distribution of companies in creative industries decreases the functional
heterogeneity of creative industries. In such circumstances, the ones that perform best are industries with
quick access to a large market and hinterland from which they draw the necessary human resources. Only
sectors of creative industries that are able to spontaneously respond to the needs of major business and
commercial companies are successful, whereas specialized branches of creative industries are developing
very slowly (e.g. radio and television, software, film and photography, design, art, and the antiques mar-
ket). This situation could be described as the entropic dimension of the socioeconomic system (see Kirn 2008),
in which the energy or actors and companies associated with the development of creative industries accu-
mulate in specific locations, but at the risk that, after a certain period of time, potentially successful creative
industries will lose their initial drive or even cease operations due to a poor economic base, lack of incen-
tives from the environment, or the inability to upgrade their activities because of limited spatial, social,
or human resources.

Over-dependence of creative industries on the market creates hierarchization at the level of choice of
locations and types of creative industries in Ljubljana and the Ljubljana urban region. The effects of this
hierarchy are reflected in low spatial and functional diversification of creative industries. Such spontaneous
or incrementalistic development does not promote creative industries in a global context, but only responds
to the current situation in the locally confined (regional) market. Further development of creative indus-
tries should therefore be based on strategies that facilitate access to adequate resources (financial
incentives, services, and facilities) and infrastructures for specialized sectors of creative industries, which
are present in the form of small nucleuses outside the city center and offer the greatest potential for further
creative clustering and urban regeneration. Increasing access to the basic resources needed to develop cer-
tain types of creative industries would also increase the chances for a developmental breakthrough and
business expansion.
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1 Uvod

Zaradi globalnih strukturnih sprememb na podro¢ju trgovine in industrijske produkcije postajajo krea-
tivne dejavnosti vse pomembnejsi segment mestnih ekonomij (Bairoch 1998; Landry in Bianchini 1995;
Scott 2000). Kreativne dejavnosti, pogosto poimenovane tudi kreativne ekonomije in kreativne industrije
so vedno bolj obravnavane kot dragoceno orodje za diverzifikacijo lokalne gospodarske osnove in nado-
mestilo izgubljenih delovnih mest v tradicionalnih industrijskih in storitvenih sektorjih (Hesmondhalgh 2002;
Howkins 2001). Kreativnost pridobiva s prehodom v druzbo znanja izreden pomen, pri ¢emer se povecuje
tudi delez zaposlenih v kreativnih panogah (Bole 2008; Ravbar 2011). Po podatkih Zdruzenih narodov
(2010) kreativne ekonomije v Evropi nara$cajo 12 odstotkov hitreje od ostalih oblik ekonomij in trenutno
zagotavljajo priblizno pet milijonov zaposlitev Evropski uniji. Po podatkih Instituta za ekonomske raziska-
ve (Murovec in Kavas 2012) je v Sloveniji v kreativnih dejavnostih trenutno zaposlenih 39.193 posameznikov,
pri ¢emer priblizno 42 % vseh kreativnih podjetij lezi v Ljubljanski urbani regiji. Iz navedenega izhaja, da
urbana obmod¢ja vedno bolj stremijo k izpopolnjevanju svojih lokacijskih prednosti in ustvarjanju okolja
oziroma mikrolokacij, ki imajo dolo¢ene prednosti za kreativna podjetja ter privabljajo visokokvalificira-
no delovno silo (Ravbar, Bole in Nared 2005).

Prednosti posameznih lokacij za kreativne dejavnosti se zrcalijo skozi razli¢ne dejavnike, ki segajo od
vi$§ine najemnin poslovnih prostorov, prometnih povezav, dostopa do strank, Zivljenjsko-stilskih orienta-
cij zaposlenih do obsega socialnih omrezij ter blizine druzbeno-kulturnih in prosto¢asovnih dejavnosti.
V ¢lanku bomo prek t. i. »kartiranja kreativnih podjetij« (Higgs in Cunningham 2008; Lazzeretti, Boix in
Capone 2008) ali analize pozicioniranja kreativnih dejavnosti ovrednotili nekatere dejavnike, ki vplivajo
na zgo$cevanje kreativnih dejavnosti na posameznih lokacijah v Ljubljani in mestni regiji. Velika vec¢ina
kreativnega sektorja je v Ljubljani, ki deluje kot klju¢no vozlidce Sirsega ekonomskega sistema, ki pokriva
celotno drzavo. Kljub tej pomembni, vodilni gospodarski vlogi v drzavi, Ljubljana $e vedno nima profili-
ranih oziroma ustrezno izoblikovanih usmeritev razvoja kreativnih industrij na lokalnem, regionalnem
in drzavnem nivoju. Obstoje¢i dokumenti, kot so na primer Zelena knjiga — Izkori$¢anje potenciala kulturnih
in ustvarjalnih industrij (EU 2010), Strategija razvoja kulture v Mestni ob¢ini Ljubljana 2012-2015 (2012),
Regionalni razvojni program Ljubljanske urbane regije 2007-2013 (2007), Priporocila 9. razvojne skupi-
ne za kreativne industrije za pove¢anje konkurenénosti Slovenije (2008), zaenkrat posegajo v razvoj zgolj
posameznih vej kreativnih dejavnosti, medtem ko celostna strategija na tem podro¢ju ni popolnoma izobliko-
vana. Pri tem predpostavljamo, da strateske nedorec¢enosti vodijo v oblikovanje specifi¢nih vzorcev prostorske
razporeditve kreativnih dejavnosti, ki niso najbolj optimalne z vidika druzbeno-ekonomskega razvoja. V ¢lanku
bomo na podlagi analiziranih podatkov skusali izpostaviti nekatere izmed teh lokacijskih pomanjkljivosti,
ki izhajajo iz strate$ko-razvojnih nedorecenosti in zavirajo hitrejsi razvoj kreativnih dejavnosti v Ljubljani
in ljubljanski regiji.

2 Koncept centralnih krajev in prostorska porazdelitev kreativnih
dejavnosti

Kreativna podjetja in ustvarjalni posamezniki pri iskanju ugodnih bivalnih in delovnih pogojev uporab-
ljajo sistem postopnega izlo¢anja (angl. tappering) najbolj negativnih elementov in stremljenju k izbiri
najprimernej$ih moznosti za zadovoljitev razvojnih potreb. Pri tem se opirajo na analizo koristi in strogkov
ter se odlocijo za izbiro lokacije $ele takrat, ko se jim zazdi, da je zadovoljeno vecini pogojev in so minima-
lizirani nepotrebni stroski (Giddens 1984). Potencialni uporabniki lokacije za kreativne industrije pri tem
strogo ocenjujejo vse mogoce stroske in ne le ekonomske cene najema/nakupa prostorov. Za potencialne
uporabnike strosek lahko na primer predstavlja tudi dostop do trga (potro$nikov), prometna dostopnost,
psihi¢ni/emocionalni napor, ki je potreben za delovanje na lokaciji, ali pa stopnja kulturne heterogenosti,
upostevanje in spostovanje razli¢nosti, zaprtosti/odprtosti lokalne kulture, vrednot, tradicije in tako dalje.
Vsak izmed nastetih elementov lahko za potencialne uporabnike lokacije predstavlja pomemben strosek,
napor/ugodje, olaj$avo, ki lahko bistveno vpliva na njegovo delo in ga bodisi odvraca od lokacijo bodisi
privlaci. Gre za t.i. dejavnike odbijanja/privlacnosti (ang. push/pull factors; Gottlieb 1994; Pareja in osta-
1i 2009) pri privabljanju kreativnih skupin (preglednica 1).
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Vsaka primerna lokacija za razvoj kreativnih dejavnosti vsebuje neko $tevilo privla¢nostnih dejavni-
kov, s katerimi uspe$no privablja specifi¢ne skupine ljudi in podjetij. Pri tem poudarjamo, da so posamezni
dejavniki privla¢nosti mo¢no odvisni od strategij prostorskega na¢rtovanja in spodbud iz okolja. V okolju
oziroma v razmerah, kjer prihaja do spontanega, nenacrtovanega razvoja kreativnih dejavnosti, se privla¢nost-
ni dejavniki izoblikujejo na podlagi prostih trznih razmer. V takih okoli$¢inah se kreativne dejavnosti kopicijo
po vzoru centralnih krajev (Burger in Meijers 2012; Christaller 1966; Cigale 2002; Kokole 1971; Logan in
Molotch 1987), za katere je znacilno kopicenje resursov in potencialov zgolj na lokacijah, ki imajo veliko
ekonomsko mo¢ in ustrezno $tevilo prebivalstva. Koncept centralnih krajev izhaja iz teorij urbanih sistemov
in v poenostavljeni obliki predpostavlja, da na dolo¢enih lokacijah, ki imajo prednost izredne fizi¢ne aku-
mulacije resursov (prebivalstva, institucij, infrastruktur), prihaja tudi do grozdenja ekonomskih dejavnosti
in storitev (Jakli¢, Coti¢ Svetina in Zagorsek; Nered 2005). Znacilnosti centralnih krajev temeljijo na zago-
tavljanju fizi¢nega dostopa do dovolj velikih resursov (prebivalstva, potro$nikov, prometne infrastrukture),
s katerimi se ohranjajo obstojeca monopolna razmerja v urbanem sistemu (preglednica 1).

Preglednica 1: Znacilnosti centralnih krajev in dinamicnih omreZij krajev (prirejeno po Batten 1995; Borja in Castells 1996; Hocevar 2000).

znacilnosti centralnih krajev zZnacilnosti dinamicnih omreZij krajev
urbana ekonomija poudarek na velikosti, obsequ (prebivalstva, ekonomij) poudarek na kvaliteti, fleksibilnosti (trga, ekonomij)
regionalni odnosi monopol, enosmerna gravitacija razprsenost, vecjedrost, centrifugalnost, vecsmerni tokovi
transportne usmeritve  poudarek na fizicnem transportu in stroskih mobilnosti pomen informacijskih stroskov in izmenjave informacij
urbano nartovanje dolgorotno, zamejeno, staticno nacrtovanje dolgorocno-dinamicno-fragmentirano in stratesko nacrtovanje
urbane kulture homogenost heterogenost
povezovanje vertikalna razmerja, centralnost (sredis¢nost) horizontalna razmerja, vozliscnost (omrezje)

Grozdi dejavnosti s svojo ponudbo in servisi oskrbujejo tudi okoliska obmo¢ja in so na ta nacin central-
ni kraji SirSe regije. V dolo¢enih primernih lahko centralni kraji zaradi svojih lokacijskih prednosti pri-
vabljajo veje $tevilo ljudi, ponujajo ve¢ specializiranih servisov in se posledi¢no hitreje razvijajo. Razlike
v hitrosti razvoja predpostavljajo tudi razli¢no moc¢ oziroma obseg vplivnih obmocij centralnih krajev. S pro-
storsko centralnostjo ozna¢ujemo stopnjo, do katere centralna lokacija sluzi in oskrbuje okoliska obmo¢-
ja. Teorija centralnih krajev v temelju predpostavlja hierarhi¢no prostorsko ureditev, kjer bodisi centralno
naselje bodisi ve¢ medsebojno primerno oddaljenih centralnih naselij s subcentri obvladuje $ir$e obmocje
(shemi a in b na sliki 1) ter preprecuje bolj uravnotezen razvoj razli¢nih lokacij v istem obmo¢ju (shema
cna sliki 1). S tega vidika so koncept centralnih krajev pogosto kritizirali (glej npr. Batten 1995; Eaton in
Lipsey 1982; Preston 1983) kot pomanjkljiv in naj bi v nezadostni meri pojasnjeval nove, bolj dinamic¢ne,
mrezne, multijedrne modele razporeditve funkcij in krajevnih pomembnosti (glej tudi preglednico 1), ki
v postmodernih globalnih ekonomijah lahko zelo hitro menjajo lokacije ter zmanj$ujejo pomen neposred-
ne dostopnosti oziroma fizi¢ne blizine servisov in storitev ter velikega Stevila prebivalstva (Mlinar 1994;
Soja 2000).

Slika 1: Shematski prikaz centralizacije (prva shema), decentralizacije (druga shema) in distribucije (tretja shema).
Glej angleski del prispevka.

S teorijo centralnih krajev lahko pojasnimo grozdenje kreativnih dejavnosti v primerih, kjer prihaja
do spontanega, nenacrtovanega zgos¢evanja dejavnosti na osnovi absolutne velikosti populacije ter pre-
pleta razli¢nih infrastruktur in drzavnih institucij. Razporeditev kreativnih dejavnosti v Ljubljani in ljubljanski
regiji sledi tipi¢ni hierarhi¢ni razporeditvi spontane akumulacije storitev in podjetij, ki temelji na koncep-
tu centralnih krajev. Kreativne dejavnosti se mo¢no zgoscajo v sredis¢ih mest, na obrobju pa obcasno nastajajo
manjsi subcentri. Kot prednostni dejavnik izbire lokacije za kreativne dejavnosti v tem pogledu izstopa
blizina ¢im vecjega trziS¢a oziroma velikost agregirane populacije ter geografska umestitev v infrastrukturno,
histori¢no, upravno sredi$ée regije (Kozina 2010). Z metodo kartiranja, ki ga kot pomemben pripomocek
uporablja vrsta mednarodnih razvojnih agencij (DCMS 2010; CCN 2010) in daje vpogled v vzorce lociranja
kreativnih podjetij in s tem povezane prostorske koncentracije, bodo v nadaljevanju prikazane in analizi-
rane klju¢ne znacilnosti spontane hierarhi¢ne prostorske razporeditve kreativnih dejavnosti v Ljubljani
in ljubljanski regiji.
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3 Metodologija in raziskovalni proces

Kartiranje kreativnih industrij v Ljubljanski urbani regiji temelji na podatkih Poslovnega registra Slovenije
(AJPES) in Registra nepremic¢nin in hi$nih $tevilk ter teritorialnih enot (GURS). Pri tem moramo omeniti
pomanjkljivosti, ki izhajajo iz baze AJPES, saj ne omogoca natan¢nega vpogleda v aktivnosti zaposlenih in podjet-
ja. Navedene pomanjkljivosti smo v raziskavi premostili s kombiniranjem podatkov iz razli¢nih virov in na
ta nacin pridobiti verodostojen vpogled v obstojeco situacijo na terenu. Do klju¢nih ugotovitev smo torej v raziska-
vi prisli ne le prek podatkov iz evidenc AJPES-a, temve¢ predvsem z uporabo temeljne analize (ang. grounded
theory; Glasser 1998; Holt-Jensen 1988), kjer smo na podlagi analize in primerjave ve¢plastnih podatkov po
induktivni poti presli k splo$ni obravnavi in identifikaciji klju¢nih trendov, s katerimi lahko pojasnjujemo
posebnosti, ki odsevajo v kartografski analizi lokacij kreativnih dejavnosti v Ljubljani in Ljubljanski urbani regiji.

V kartografsko analizo so bili zajeti podatki iz specifi¢nih kategorij gospodarskih dejavnosti (glej prilo-
go 1), ki so bile usklajene z veljavno evropsko klasifikacijo NACE (glej SKD - standardna klasifikacija dejav-
nosti v RS in NACE Rev. 2 2008) in smo jih predhodno opredelili kot del kreativnih dejavnosti. Za izdelavo
zemljevidov smo uporabili program ArcGIS. Klju¢ne kreativne dejavnosti, ki so bile vklju¢ene v analizo, smo
dolocili po pregledu razli¢nih definicij kreativnih in kulturnih industrij (DCMS 2001; Eurostat 2007, 2010;
KKIPS 2011), na podlagi katerih smo izlus¢ili 32 kategorij dejavnosti iz klasifikacije SKD (2008).

Nadalje smo 32 kategorij dejavnosti razdelili v enajst skupin kreativnih dejavnosti, ki smo jih uporabili
za potrebe kartografske analize v Ljubljani. Skupine kreativnih dejavnosti obsegajo 1) oglasevanje, 2)arhi-
tekturo, 3) prodajo umetnin in starin, 4) oblikovanje, 5)video, film in fotografijo, 6) ra¢unalnisko progra-
miranje, 7) vizualne in scenske umetnosti, glasbo, 8) umetnisko ustvarjanje, 9) zaloznistvo, 10) radijsko
in TV-dejavnost ter 11) kulturne ustanove.

Navedene skupine pokrivajo krajevne specifi¢ne znacilnosti kreativnih dejavnosti in vklju¢ujejo tudi
kategorije, ki jih v drugih drzavah obravnavajo kot samostojne skupine (npr. glasba). Kreativne dejavno-
sti so v tem pogledu zelo fleksibilen, ve¢plasten in $irok koncept, ki ga razli¢ni akterji razli¢no opredeljujejo
(DCMS 2001; Evans 2009; Fleming 2011; Florida 2002, 2005; Kritke 2010; Montgomery 2003; Peck 2005;
Simmie 2006). Enotna porazdelitev kreativnih dejavnosti zato ni jasno dolocena in je prirejena specific-
nemu lokalnemu kontekstu. V raziskavi smo klasificirane kategorije razdelili na podlagi dostopa do podatkov
in nabora informacij iz predhodnih raziskav, ki se navezujejo na kreativne dejavnosti v Ljubljani in Ljub-
ljanski urbani regiji (Bunker 2010; IER 2012; Ipop 2011, 2012; MOL 2002; Second Chance 2011).

Navedena kartografska analiza kreativnih dejavnosti, ki izhaja iz standardne klasifikacije dejavnosti
(2008) in ¢rpa podatke iz baze AJPES, ima dolo¢ene pomanjkljivosti, saj se osredoto¢a na podjetja, ki prvens-
tveno spadajo med kreativne industrije, in s tem izlo¢a dolo¢en del kreativnih posameznikov, ki delajo na
kreativnih podro¢jih, vendar so zaposleni v manjsih oddelkih podjetjih, ki se prvenstveno ne ukvarjajo
s kreativnimi industrijami (npr. marketinski in oblikovalski oddelki proizvodnih podjetij, arhitekti v grad-
benih podjetjih ipd.). V statistiko prav tako niso zajeti kreativni posamezniki in podjetja, ki se ukvarjajo
z »mejnimi podrodji« kreativnih industrij in delajo na visoko kreativnih delovnih mestih, ki so povezana
z raziskovalnim in eksperimentalnim delom (npr. instituti, podjetja s podro¢ja prometa, varovanja oko-
ljaipd.), vendar prvenstveno statistino niso zajeta v kreativni sektor. Baza je pomanjkljiva tudi pri belezenju
$tevila zaposlenih v kreativnih podjetjih, saj pozna delitev v ve¢ razredov (mikro, majhne, srednje in velike
enote) in ne poda to¢ne informacije o koncentraciji kreativnih posameznikov. V analizo smo zato zajeli
vsa kreativna podjetja, ne glede na $tevilo zaposlenih pri ¢emer smo v nadaljnjih fazah oziroma pri kartograf-
skem prikazu posebej oznacevali obmodja, kjer so bile zaznane posebnosti pri koncentraciji kreativnih podjetij.
Dolo¢en manko natan¢nih podatkov o kreativnih podjetjih je razumljiv, saj gre za tezje »ujemljivo« — viso-
ko mobilno delovno silo z dinami¢nim na¢inom dela ter Zivljenjsko-stilskimi orientacijami, ki zahtevajo
visoko stopnjo druzbene omreZenosti (Clark 2004). Analizirani delezi v kombiniranih panogah kreativnih
industrij, izdelani na podlagi SKD kljub temu omogocajo relativno verodostojen vpogled v klju¢ne sek-
torje ter obseg dolocenih vej kreativnih dejavnosti na obmocju Ljubljanske urbane regije (preglednica 2).

V raziskavi smo za izbolj$anje kakovosti zbranih informacij, ki izhajajo iz klasifikacij SKD (2008), podat-
ke $e dodatno filtrirali na ravni Cetrtnih skupnosti, pri ¢emer smo posebno pozornost namenili zaznavi
in preverjanju lokacij mo¢nejsih kreativnih jeder oziroma grozdov, ki so skupine medsebojno dopolnjujocih,
heterogenih podjetij, povezanih prek proizvodnje, potro$nika, dobavitelja in drugih razmerij, s katerimi
spodbujajo krozenje informacij in ekonomsko rast na dolo¢enem obmodju (glej npr. Landry 2000; Perrons 2004;
Porter 1990; van Heur 2009).
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Preglednica 2: Stevilo in deleZi v kombiniranih panogah kreativnih dejavnosti na obmodju Ljubljanske urbane regije glede na izbor iz klasifikacij SKD
(Vir: Ajpes 2011; Ipop 2012; Gurs 2011; Surs 2011; Zaucer in ostali 2012).

Stevilo podjetij dele v kreativnih industrijah (%)
(Ljubljanska urbana regija) (Ljubljanska urbana regija)
A oglasevanje 543 9,00
B arhitektura 879 14,50
C prodaja umetnin in starin 31 0,50
D oblikovanje design 392 6,50
E video, film in fotografija 477 7,90
F racunalnisko programiranje 798 13,20
G vizualne in uprizoritvene umetnosti, glasba 515 8,50
H umetnisko ustvarjanje 1682 27,80
I zalozniStvo 385 6,40
J radioin TV 130 2,10
K kulturne ustanove 228 3,80
VSOTA 6060 100,00

4 Analiza kartiranja kreativnih podjetij

4.1 Znacilnosti lokacij kreativnih dejavnosti v Ljubljani

Na kartah so prikazane klju¢ne zgostitve kreativnih dejavnosti na obmocéju Mestne ob¢ine Ljubljana. V legen-
di na sliki 2 velikost pike predstavlja tevilo poslovnih enot, ki so bile zajete prek klasifikacij SKD (2008).
Moc¢nejse zgostitve podjetij v kreativnih dejavnostih izstopajo zlasti na obmod¢jih v mestnem sredis¢u (Rimska
ulica, Mirje (Tobac¢na), Ajdové¢ina, Tabor, Trubarjeva ulica) in ob mestnih vpadnicah (Dunajska cesta v bli-
zini poslovne stavbe Mercator in juzni del Bezigrada, del Siske ob Celovski cesti). Ta obmodja so na sliki 2
oznacena z rumenimi kvadrati.

Slika 2: Porazdelitev podjetij s podroja kreativnih dejavnosti v Mestni obcini Ljubljana.
Glej angleski del prispevka.

V manjsi meri so opazna $e posamezna obmocja oziroma Zari$¢a zunaj centra, ki so nastala na pod-
lagi razli¢nih poslovnih priloznosti (npr. Tehnoloski park Brdo, industrijska cona Stegne). Na karti so opazna
tudi nekatera obmo¢ja stanovanjskih sosesk (npr. Trnovo, Zupanéi¢eva jama, Fuzine), kjer prihaja do manj-
$ih koncentracij podjetij v kreativnih dejavnostih. Gre pretezno za skupine samozaposlenih v dejavnostih
(npr. samostojni novinar, kultura), ki so registrirane na naslovnih, kjer lastniki podjetij stanujejo. Pri tem
velja poudariti, da podatki ne povedo veliko o aktivnostih teh podjetij. Sele s podrobno terensko analizo
bi lahko ocenili njihov dejanski razvojni potencial v kontekstu kreativnih podjetij. Ta obmoc¢ja so zato na
sliki 2 oznacena z modrimi kvadrati.

Mestno sredi$ce predstavlja izredno mo¢no koncentracijo kreativnih dejavnosti v MOL in po skupnem
$tevilu kreativnih podjetij moc¢no presega ostale dele mesta (glej prilogo 2). Na sliki 3 je s pomocjo barv-
nih podlag prikazan podpovpre¢ni (negativen) ali nadpovpre¢ni delez podjetij s podro¢ja kreativnih industrij
med vsemi podjetji na obmodcju. Pri posameznih kreativnih panogah opazamo mo¢nejse zgo$cevanje v spe-
cifi¢nih mestnih predelih. V primeru proizvodnje ra¢unalni$ke programske opreme obrobne lokacije kot
so Trzin, DomZale ter obrobne ljubljanske &etrti (Crnuce, Dravlje, Vi¢) precej bolj izstopajo glede na delez
kreativnih podjetij, kar lahko pojasnjujemo z manj$im pomenom mikrolokacije za razvoj tovrstnih dejav-
nosti in moznostjo »dela na daljavo« (Toffler 1980). V nasprotju s tem je delez podjetij, ki se ukvarjajo
z arhitekturno panogo najvisji v mestnem sredi$¢u in obmodjih, ki mejijo na mestno sredisce (npr. cetrt-
na skupnost Trnovo). Med posameznimi obmodji prihaja tudi do razlik v strukturi kreativnih podjetij, pri
¢emer so nekatere lokacije privla¢nej$e za jedrne kreativne industrije kot pa za t. i. kulturne industrije. Tako
je na primer za Trzin, kjer je mo¢na poslovna cona, znacilen visok delez podjetij s podro¢ja racunalniskega
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programiranja, ki ga dopolnjujejo panoge arhitekture, oblikovanja, videa ter relativno nizki delezi podje-
tij umetniSkega ustvarjanja, vizualnih in scenskih umetnosti, zaloznistva.

Slika 3: Delez podietij po posameznih panogah kreativnih dejavnostiv MOL in delez podetij v kreativnih dejavnostih glede na skupno Stevilo podjetijv MOL.
Glej angleski del prispevka.

4.2 Znacilnosti lokacij kreativnih dejavnosti v Ljubljanski urbani regiji

Na ravni Ljubljanske urbane regije predstavlja mesto Ljubljana v razmerju do manj$ih ob¢in (npr. Dom-
zale, Kamnik, Grosuplje, Vrhnika) izrazit center kreativnih dejavnosti. DeleZ podjetij v panogah kreativnih
dejavnosti v ¢etrtnih skupnostih MOL moc¢no presega deleze v drugih obcinah Ljubljanske urbane regi-
je (slika 4 in priloga 2).

Slika 4: Skupni deleZ podjetij v panogah kreativnih dejavnosti glede na Stevilo vseh podietij po obcinah v Ljubljanski urbani regiji.
Glej angleski del prispevka.

Posebej poudarjamo, da MOL v primerjavi z ostalimi ob¢inami Ljubljanske urbane regije ne izstopa
le po velikem delezu in akumulaciji kreativnih podjetij, temve¢ tudi izjemni zgo$cenosti tovrstnih poslov-
nih subjektov. Zgo§¢enost kreativnih podjetij v Ljubljanski urbani regiji je prikazana na sliki 5, kjer je Stevilo
subjektov kreativnih industrij korelirano oziroma normalizirano s $tevilom prebivalcev v obéinah in Cetrt-
nih skupnostih.

Slika 5: Zgoscenost poslovnih subjektov s podrocja kreativnih dejavnosti glede na korelacijo s Stevilom prebivalstva v Ljubljanski urbani regiji.
Glej angleski del prispevka.

5 Sklep

Analiza kartiranja poslovnih subjektov s podro¢ja kreativnih dejavnosti kaze, da se Ljubljana kot velika
prebivalstvena aglomeracija v Ljubljanski urbani regiji ujema z izrazito mo¢no koncentracijo kreativnih
industrij. S tega vidika se razporeditev kreativnih dejavnosti v MOL in Ljubljanski urbani regiji priblizu-
je ideji »centralnih krajev« in tipi¢ni hierarhi¢ni razporeditvi, kjer se $tevilo podjetij sorazmerno zmanjsuje
iz mestnega sredi$ca proti periferiji oziroma subcentrom. Grozdenje kreativnih dejavnosti je v primeru
Ljubljane in Ljubljanske urbane regije izrazito odvisno od $tevila prebivalstva in prometnih povezav, pri ¢emer
sodelujejo tudi ostali dejavniki, kot so stroski najema poslovnega prostora in splo$na privla¢nost mikro-
lokacije. Dolo¢eno manjse $tevilo kreativnih dejavnosti je tako opazno le $e v nekoliko gosteje naseljenih
subcentrih ob prometnicah. NajboljSe razmerje med $tevilom prebivalstva in kreativnih podjetij je zna-
¢ilno za Trzin, ki je tudi dobro prometno omreZen, najnizZje razmerje pa za bolj odmaknjene subcentre,
kot so Litija, Logatec, Vrhnika.

Hierarhi¢na oziroma neenakomerna prostorska razporeditev podjetij s podrocja kreativnih dejavno-
sti vpliva na manj$o funkcionalno heterogenost kreativnih industrij, saj so najuspesnejse tiste panoge, ki
imajo hiter dostop do velikega trga in zaledja, iz katerega ¢rpajo potrebne ¢loveske resurse. Pri tem so uspe-
$ne le tiste panoge kreativnih industrij, ki so se sposobne spontano odzivati na potrebe ve¢jih poslovnih
in gospodarskih druzb, medtem ko se specializirane panoge kreativnih industrij razvijajo zelo pocasi (npr.
radio in televizija, programska oprema, film in fotografija, oblikovanje, trg umetnin in starin). Gre za t.i. en-
tropi¢no razseznost druzbeno-ekonomskega sistema (glej Kirn 2008), kjer se energije oziroma akterji in
podjetja, povezana z razvojem kreativnih industrij zbirajo, akumulirajo na dolo¢enih lokacijah, vendar ob
tem obstaja nevarnost, da se bodo po dolo¢enem ¢asovnem obdobju zaradi slabe ekonomske podlage, pre-
majhnih spodbud iz okolja ali nezmoznosti nadgradnje svojih dejavnosti zaradi omejenih prostorskih,
socialnih, ¢loveskih resursov, ti potenciali oziroma zametki potencialno uspe$nih kreativnih industrij razpr-
$ili ali celo prenehali z dejavnostmi.

Prevelika odvisnost kreativnih industrij od trznih zakonitosti sproza hierarhizacijo na nivoju izbire
lokacij in vrste kreativnih dejavnosti v Ljubljani in Ljubljanski urbani regiji. U¢inki hierarhizacije se odraza-
jo v nizki prostorski in funkcijski diverzifikaciji kreativnih industrij, kar je posledica spontanega oziroma
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inkrementalisti¢nega razvoja, ki ne spodbuja kreativnih industrij v globalnem kontekstu, temvec se zgolj
odziva na trenutne razmere na lokalno zamejenem (regionalnem) trgu. Nadaljnji razvoj kreativnih dejav-
nosti bi zato moral temeljiti na strategijah omogocanja lazjega dostopa do ustreznih resursov (finan¢nih
spodbud, servisov, prostorov) in infrastruktur za specializirane panoge kreativnih industrij, ki so v obliki
manjsih jeder Ze razporejene zunaj mestnega sredidca in predstavljajo najvecji potencial za nadaljnje krea-
tivno grozdenje in urbano regeneracijo. S povecevanjem dostopa do osnovnih resursov, ki so potrebni za
zagon dolocenih vrst kreativnih dejavnosti, bi se povecale tudi njihove moznosti za razvojni preboj in Sirje-
nje dejavnosti.

6 Literatura
Glej angleski del prispevka.
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Annex 1: The thirty-two categories of activities according to the 2008 Standard Classification of Activities included in the analysis of creative industries.
Priloga 1: 32 kategorij dejavnosti po standardni klasifikaciji dejavnosti 2008, ki so bile uvrscene v analizo kreativnih dejavnosti.

category/  Standard (lassification

kategorija  of Activities code /

Sifra standardne klasifikacije

dejavnosti 2008

Standard Classification
of Activities code /

Sifra standardne klasifikacije

dejavnosti 2002

opis

English description

\ G47.610 47610 trgovina na drobno v specializi- ~ Retail sale of books
ranih prodajalnah s knjigami  in specialized stores
\ G47.621 47.621 trgovina na drobno v specializi- - Retail sale of newspapers
ranih prodajalnah s Casopisi in specialized stores
in revijami
(47.630 47630 trgovina na drobno v specializi- - Retail sale of music and video
ranih prodajalnah z glasbenimi - recordings in specialized stores
in video zapisi
C G47.782 47782 trgovina na drobno v specializi- - Retail sale services of
ranih prodajalnah z umetniskimi - commercial art galleries
izdelki
\ 158.110 58.110 izdajanje knjig Book publishing
\ 158.130 58.130 izdajanje ¢asopisov Publishing newspapers
\ 158.140 58.140 izdajanje revij in druge Publishing journals and other
periodike periodicals
F 158.210 58.210 izdajanje racunalniskih iger Publishing computer games
F 158.290 58.290 drugo izdajanje programja Other software publishing
E 159.110 59.110 produkdija filmov, video filmov,  Motion picture, video and
televizijskih oddaj television program production
activities
E 159.120 59.120 post produkdijske dejavnosti -~ Motion picture, video and
priizdelavi filmov, video filmov,  television program
televizijskih oddaj post-production activities
E 159.130 59.130 distribucija filmov, video filmov, Motion picture, video and
televizijskih oddaj television program distribution
activities
E 159.140 59.140 kinematografska dejavnost Motion picture projection activities
G 159.200 59.200 snemanje in izdajanje zvocnih  Sound recording and music
zapisov in muzikalij publishing activities
J 160.100 60.100 radijska dejavnost Radio broadcasting
J 160.200 60.200 televizijska dejavnost Television programming and
broadcasting activities
F 162.010 62.010 racunalnisko programiranje Computer programming activities
\ 163.910 63.910 dejavnost tiskovnih agendij News agency activities
B M71.111 71m arhitekturno projektiranje Architectural planning
B M71.112 71.112 krajinsko arhitekturno, urba-  Landscape architecture, urban
nisticno in drugo projektiranje  and other planning
A M73.110 73.110 dejavnost oglasevalskih agencij ~ Advertising agencies
D M74.100 74.100 oblikovanje, aranzerstvo, Specialized design activities
dekoraterstvo
E M74.200 74.200 fotografska dejavnost Photographic activities
K P85.520 85.520 izobrazevanje, izpopolnjevanje  Cultural education
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category/  Standard Classification Standard Classification opis English description
kategorja  of Activities code / of Activities code /
Sifra standardne Klasifikacije  Sifra standardne klasifikacije
dejavnosti 2008 dejavnosti 2002
G R90.010 90.010 umetnisko uprizarjanje Performing arts
G R90.020 90.020 spremljajoce dejavnosti Support activities to performing
Za umetnisko uprizarjanje arts
H R90.030 90.030 umetnisko ustvarjanje Artistic creation
G R90.040 90.040 obratovanje objektov Operation of arts facilities
za kultume prireditve
K R91.011 91.011 dejavnost knjiznic Library activities
K R91.012 91.012 dejavnost arhivov Archive activities
K R91.020 91.020 dejavnost muzejev Museum activities
K R91.030 91.030 varstvo kulturne dediscine Operation of historical sites and

buildings and similar visitor
attractions
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Annex 2: Number of companies by categories of creative industries in municipalities and city districts.
Priloga 2: Stevilo podjetij po sklopih kreativnih dejavnosti po obcinah in cetrtnih skupnostih.

Municipality, A B C D E F G H / J K Total/
district/ Obcina, skupaj
Cetrtna skupnost

Borovnica 0 1 0 1 0 4 4 3 2 1 1 17
Brezovica 4 7 2 7 5 17 8 9 9 2 1 VAl
Dobrepolje 2 0 0 1 1 2 0 0 0 0 1 7
Lobioiap RO 3000 1 3 1 1 1 2 0 1 34
Gradec

Dol pri Ljubljani 3 3 0 1 1 1 3 8 1 0 1 22
Domizale 19 33 2 18 24 40 21 43 12 8 12 232
Grosuplje 10 2 0 9 6 18 10 29 6 3 4 116
Horjul 1 1 0 0 0 2 0 0 1 0 1 6
Ig 2 2 0 6 2 5 4 10 2 0 3 36
Ivancna Gorica 4 7 0 4 6 18 4 18 3 2 2 68
Kamnik 14 25 0 14 23 30 16 33 9 1 7 172
Komenda 2 2 1 0 4 1 1 13 0 2 0 26
Litija 3 10 0 4 2 7 13 8 1 5 4 57
Logatec 4 9 0 3 6 3 8 23 2 1 4 63
Log-Dragomer 5 4 1 5 3 3 1 " 2 1 1 37
Lukovica 1 2 0 0 1 3 0 7 2 0 0 16
Medvode 8 9 0 10 8 13 10 34 6 4 6 108
Menges 7 8 0 1 3 9 4 15 4 1 1 53
Moravce 0 1 0 4 1 3 0 4 1 0 1 15
Skofljica 2 6 0 4 5 9 2 12 7 1 5 53
Smartno pri Litiji 1 1 0 0 1 3 1 4 0 1 2 14
Trzin 10 13 0 6 6 Al 3 5 0 0 0 64
Velike Lasce 1 2 0 2 0 6 8 6 1 1 1 28
Vodice 3 3 0 2 2 6 2 5 0 2 4 29
Vrhnika 12 15 0 8 6 17 5 23 5 1 5 97
*Bezigrad 65 99 6 34 56 82 66 199 59 22 10 698
*Center 86 192 13 49 89 38 98 361 91 9 42 1068
*Crnuce 16 14 0 10 5 36 7 32 6 0 0 126
*Dravlje 29 32 0 20 19 47 15 50 15 13 11 251
*Golovec 10 9 1 6 4 17 7 29 7 1 5 96
*JarSe 26 16 0 10 30 30 15 31 17 10 3 188
*Moste 10 20 1 6 16 29 21 68 12 4 17 204
*Polje 7 16 0 6 10 5 10 18 7 3 9 91
*Posavje 10 17 1 5 13 17 8 36 5 4 3 119
*Roznik 18 33 1 15 13 38 14 68 10 5 2 217
*Rudnik 16 27 0 12 9 26 13 50 12 1 8 174
*Sostro 1 5 0 3 2 8 3 7 1 1 0 31
*Sentvid 19 34 1 17 18 23 " 49 6 2 6 186
*Siska 61 64 1 35 4) 47 50 186 15 14 20 535
*Smarna gora 2 1 0 4 2 7 5 13 4 0 2 50
*Trnovo 20 65 0 29 18 27 22 82 15 3 13 294
*Vi¢ 23 38 0 16 12 59 20 60 22 2 9 261
Ljubljana 419 692 25 277 358 536 385 1339 304 94 160 4589
TOTAL/SKUPA) 538 880 31 388 477 788 514 1673 382 131 228 6030

*Cetrtna skupnost/district
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