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BUENOS AIRES: CULTURE PASS
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CULTURAL
EDUCATION

INCLUSION YOUTH

Context and Objectives

The Autonomous City of Buenos Aires covers an area of 200 km? and has a population of approximately
3 million. The "Culture Pass" project is geared towards young public school students between 16 and
19 years of age - some 35,000 youth.

The main objective is to broaden youth access to the extensive cultural life of Buenos Aires, and to
promote diverse cultural consumption habits.

To do so, the programme aims to lend visibility to the diversity of existing cultural offerings by including
commercial, public, and private events in its "cultural shopping cart". Likewise, it works closely with the



creative industries of Buenos Aires to better understand the youth population, who are very active in
consuming some cultural forms, such as cinema, and more reticent in others, like theatre.

The programme is managed by the city’s Ministry of Culture, which worked alongside the Ministry of
Education as opposed to the Ministry of Social Development, making the project dependent upon their
presence in the education system rather than a social group supported by the State. This avoids making
the programme appear to be a welfare initiative, and instead establishes it as a culture and education
policy. This is further bolstered by the liberating nature of the cultural experiences themselves.

This partnership with the Ministry of Education was considered because of its proposed support for
achieving greater involvement in the programme, and therefore a better incorporation of cultural activities
into the education curriculum. Ultimately, it was decided that the city’s public middle school teachers
should be included in the programme. Teachers have access to discounts and free tickets offered by the
project, but do not receive the $250 credit that youth receive monthly on their cards to use in shops that
are partnered with the Cultural Pass.

The chosen method for the programme was a physical card similar to a credit card. This came at the
expense of a more modern technological solution, such as a smart device app or a virtual wallet. The
reason for this was to avoid potential obstacles to the programme for those without smartphones, without
access to data networks, or with limited data usage, which is more likely to be the case for the very
sectors of society the programme is targeting.

THE MAIN OBJECTIVE OF THE PROJECT IS TO BROADEN YOUTH ACCESS TO
THE EXTENSIVE CULTURAL LIFE OF BUENOS AIRES, AND TO PROMOTE
DIVERSE CULTURAL CONSUMPTION HABITS. ]

2. Development

The Culture Pass was released as a benefits card with a credit of $250 per month to encourage the
consumption of cultural goods among young public school students throughout Buenos Aires.

Along with the Government Systems Department, the project created a platform for subscribers to
register and access the card as well other benefits such as free tickets to public and independent events.

Additionally, Banco Ciudad helped set up a system for minors to access a card that functions as a debit
card by establishing safety and logistics guidelines.

Different focus groups were carried out with programme's target audience in order to select cultural
events and see if the amount transferred to each participant each month would incentivize them.

Partnerships with the city's creative industries were achieved by gathering signatures from bodies
representing those sectors, and signing acts of accession with each of the businesses, through which a
discount percentage was established on the value of their goods or services. This discount was
necessary to be able to add to the programme’s variance in its cultural activities.

With respect to the independent sector of the city’s creative economy—uwhich is not represented in
sectoral chambers—its participation was achieved by pre-purchasing tickets to events, which were
selected through a public call that considered their appeal to the target audience. These tickets were
offered free of charge to all participants in the programme.

Actors Involved
The main partners of the project are:

o The Ministry of Culture of Buenos Aires, which promotes and manages the initiative.
¢ The Banco Ciudad, which helped develop the terms and logistics for a card associated with
each subscriber that included both the programme’s focus and consumption reports.
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e The Information Systems Department of the Autonomous City of Buenos Aires, which
helped set up the programme's website.

o The different Chambers and associations representing creative industries in the city, with
which the corresponding legal instruments were established in order to incorporate a varied
benefits programme.

e The Ministry of Education of the City of Buenos Aires, which provided a list of education
institutions, key contacts to disseminate the programme to the target audience of students
between 16 and 19 years of age attending public institutions, and the number of teachers in
public middle schools.

THE CULTURE PASS PROGRAMME WAS LAUNCHED IN OCTOBER 2018, AND
TWO MONTHS AFTER ITS IMPLEMENTATION, IT DREW INTEREST FROM
OVER 10,000 PEOPLE WHO WENT THROUGH THE REGISTRATION PROCESS.

3. Initial Results

The Cultural Pass programme was launched in October 2018, and two months after its implementation,
it drew interest from over 10,000 people who went through the registration process. Currently, about
1,300 students already have their benefits card with a $250 monthly credit, ready to be used in cinemas,
theatres, bookstores, museums, and cultural centres.

With regard to teachers, there are 700 who already have their card, with access the discounts and free
tickets offered by the programme.

4. Recommendations



If the project were to be started over again, or if another city were to carry out a similar initiative, we
would recommend the following:

o Simplify the registration process and claiming of cards. Instead of waiting for young people to
sign up for the programme on their own, more resources should be initially allocated to the
places they frequent.

o From the outset, consider establishing a partnership with the city’s public transportation services
so that cardholders receive a discount, particularly because mobility in a large city is an obstacle
for many young people.

o Take into account the complexity of the target audience, which is segmented, dispersed, and
accustomed to immediacy.

IT MAY BE HELPFUL TO ESTABLISH A PARTNERSHIP WITH THE CITY’'S
PUBLIC TRANSPORTATION SERVICES, PARTICULARLY BECAUSE MOBILITY
IN ALARGE CITY IS AN OBSTACLE FOR MANY YOUNG PEOPLE. 1

5. Further information

Website: https://disfrutemosba.pasecultural.buenosaires.gob.ar

This article was written by Mora Scillama, General Director of Cultural Promotion for the Ministry of
Culture in the Autonomous City of Buenos Aires.

Contact: morascillama (at) gmail.com
Social media: @MoraScillama
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