
How new activities and assets can 
develop a place brand 

18 years of building eco-awareness for Lošinj  

 



Development of Lošinj: first steps in conservation 

• Lošinj focused predominantly on seaside and health offering up until late 1990s 

– Renowned for mild climate, pure clean air and water, but less focused on unique environment 

• First joint Italian/Croatian dolphin/marine research initiatives commenced 1987 



Blue World Institute of Marine Research and Conservation 

• Established 1999 for research – leads to new developments in environmental tourism 
– First marine education centre (LMEC) on Adriatic coast: opened 2003, over 70,000 visitors so far 

– Hundreds of  eco-volunteers  and students visit and participate in projects 

– Two separate presidential visits for opening of new facilities: President Mesić, President Josipović  

– New Marine Science Centre planned on Mali Lošinj: further visitor attraction 

– Huge global and regional media coverage of Blue World, enhancing visibility and profile of Lošinj  

 



Cultural development in parallel – the Apoksiomen statue  

• Discovered in 1996 on sea bed 

– Focus for new museum/gallery-building, events, etc.; becomes local attraction 

– Goes on worldwide tours, lent to major exhibitions, further building awareness of Lošinj 

– Becomes new international symbol for island, showing its classical past and European role 



Results of new place branding stories 

• Dolphins and Apoksiomen become symbols of Lošinj, enhancing brand value 
– Marine tourism and eco-tourism added to attractions, creating offerings for new era of eco-aware tourism 

– New opportunities for cultural tourism and further attractions created: music festivals, exhibitions, etc. 

• Lošinj brand value raised and enhanced, new initiatives recognized internationally 

• Lošinj local community now understands and values own unique assets 

 



Capital Communications in Losinj – 18 years 




