PROFESSIONAL GUIDE
FOR THE MICE INDUSTRY

GUIDE
HOW TO CREATE AN EVENT OFFER?

@ - Erasmus+

: _ 'c N I. . Zmienia zycie, otwiera umysty
EURECYS WSTIE

The project is co-financed under the Erasmus + program of the European Union. The materials on the platform only reflect the position ®®®
of its authors and the European Commission and the National Agency of the Erasmus + Program are not responsible for its substantive

content.

DIALOG -

of Transformatlon !




GUIDE | HOW TO CREATE AN EVENT OFFER?

INTRODUCTION

Introduction

The guide “How to create an event offer” is intended for employees of the MICE (Meeting, Incent-
ive, Conference, Exhibition) industry in order to improve their professional qualifications, enrich their
workshop and adapt their skills to the needs of the events market. Particular emphasis is placed on issues
concerning proper planning and organising of work, from the conception to settlement of an event, as
well as clarifying and expanding professional vocabulary, so important in this industry. The publication
can serve as a professional guide for MICE sector employees. The included content, along with control
tasks, can also be successfully used during training for current or future staff of the meetings industry.

It should be emphasised that this is the first such comprehensive publication addressed to the
MICE industry. It combines theoretical knowledge with business practice, which is helped by detailed ex-
planations and numerous examples taken from specific event realisations.

The guide has been divided into chapters and subchapters, which introduce the reader to the de-
tailed issues of the meetings industry in an orderly manner. The text includes infographics, which serve
to make the material clearer and more meaningful:

* Instructions [L_l]

* Control tasks

We invite you to use this guide. We wish all current and future MICE industry professionals per-
severance and we look forward to your interesting questions or suggestions. This handbook can become
better and more interesting also thanks to the readers.
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CHARACTERISTIC OF THE MEETINGS INDUSTRY

1.1

CHARACTERISTIC OF THE MEETINGS INDUSTRY
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What is the meetings industry? Business tourism? The meetings industry? The meetings and events in-
dustry? There is no uniform nomenclature in the world. Definitions are used alternately, and all compon-
ents of the meetings industry today are called EVENT. However, in order to have a good understanding

of what an employee in the meetings sector does, it is necessary to familiarise oneself with the structure
of the market and the definitions concerning the meetings industry.

Types of events, definitions, structure, market

Fig. 1 - Structure of the meetings and events market

The First group of knowledge-based events in-
cludes: congresses, conferences and all kinds of
meetings aimed at exchanging experiences and
disseminating knowledge on scientific and eco-
nomic achievements. Congresses are most often
organised by scientific or business associations, as
well as government agencies. The organisers of
congresses can also be corporations, using them
for marketing purposes. However, companies can
achieve the same goals by purchasing exhibition
space, advertising, or by participating in the con-
tent programme of a congress organised by an as-
sociation. Participants present their achievements
and experiences during congress sessions, thereby
promoting and giving credibility to their work and
scientific or business achievements. Speeches in

the form of articles are usually published in post-
congress materials, which congress participants
repeatedly use in their professional work.

The second group of events are events promot-
ing a specific product or brand. This group in-
cludes such events as: fairs, exhibitions, product
launches or company events. Fairs are organised
for selected industries, they can be addressed to
business clients (e.g. Polagra), but also to indi-
vidual customers (e.g. Book Fair). Many companies,
especially in the automotive and electronics indus-
tries, organise exclusive product launches. New
models of cars, smartphones and tablets are
presented at ceremonial galas in the presence of
celebrities, with a very attractive artistic pro-
gramme. Company events are usually celebrations
of company anniversaries — they can be galas on
the one hand and picnics attended by employees
and partners on the other. This is an opportunity to
present the company's achievements to date,
boast about responsibility in business or honour
the most deserving employees. Celebrating com-



pany anniversaries together with employees and
partners, on the one hand, strengthens the bonds
with the company, but also inspires participants to
create and share various personal messages about
the company and its activities.

The third group of events are motivational
events that serve mainly to support the com-
pany's sales activities. They can be realized both
in Poland and abroad, and the effect of these
events is the motivation and integration of a selec-
ted target group. These must be unique events, in-
accessible to ordinary tourists, or exclusive, so that
participants feel that they are being singled out.
Consequently, they are supposed to motivate
them even more to promote the brand and in-
crease sales of its products.

These three groups of events form the meet-
ings industry and all the costs of organising these
events are covered by company funds. They are in-
cluded in a broader concept, namely business
tourism. But business tourism also includes all
kinds of business trips, which are also paid for with
company funds. These, however, are not events,

Important definitions:
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which is why they are separated by a line in the
table, because they will not be the subject of this
study. The study does not include the fourth group
of events, i.e. entertainment events, including cul-
tural events, sports events or weddings. Although
they are events, they are essentially financed from
personal funds. To distinguish them from business
meetings we call them events. This does not mean
that the budgets of these events, especially sports
or cultural events, do not consist of funds raised
from companies. In return for providing these
funds, companies receive the title of sponsor and
promotional benefits during these events.

The organisers of meetings and events, along with
the preparation and implementation of the pro-
ject, offer companies and organisations tools al-
lowing them to measure the effectiveness of a
given programme, to check the business, image
and content-related effects, as well as the return
on investment, which is discussed later in this pa-
per. Past experience shows that a well-chosen
event programme is key to achieving high event
effectiveness.

board meeting — a meeting of executives/managers of a given company

corporate event —a company event of integration, training, motivational, cognitive character for
employees, distributors, or regular customers

gala — an event to honour employees and customers, having a solemn character, combined with
an artistic performance or an event during which a premiere of a new company product takes
place

incentive travel — a set of activities and marketing communication tools of a motivational
nature, crowned with a reward in the form of travel; the main objectives of the programme are
to support sales, strengthen relationships, and in the long run to build loyalty; each incentive
travel has its own unique scenario that leads to the achievement of the objective

conference — a meeting that is attended because of its agenda and possible results; it does not

have to be held regularly

congress — a gathering of a large number of participants (from a few hundred to several thou-
sand), belonging to or invited by an organisation, providing a means of achieving the organisa-
tion's aims and objectives; the programme usually includes many sessions and discussion panels
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1.2) Entities in the meetings industry

PRINCIPALS/CLIENTS

Government offices, non-profit
organizations, associations, corporations

PROMOTION OFFICES

Poland Convention Bureau, city and
regional convention bureaux, DMO
Destination Management Organization

INTERMEDIARIES

PCO/ CORE PCO/ AMC/ DESTINAION
MANAGEMENT COMPANY/ event
agencies

SUPPLIERS

venues, hotels, catering companies,
multimedia providers, transport, etc.

Fig. 2 - Structure of the meeting industry entities
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. Explain what is meant by the meetings industry.
. Describe the structure of the meetings and events industry.

. Define the following terms: board meeting, incentive travel, congress, general as-
sembly.

. Present the structure of the meeting industry entities.

. Define the following terms: Convention Bureau, Destination Management Organiza-
tion, Professional Congress Organizer, Certified Meeting Professional.
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2.1 Types of congresses and their meeting owners

Congress organizers are divided by the owners of

these events (so-called meeting owners), and this 01 04

is primarily due to the different objectives and fin- IGO's ORGANIZERS OF
D‘ Y . ) International EXHIBITIONS,

ancing models. Thus: the first sector are Interna- Governmental TRADE FAIRS

. . . Organizations
tional Governmental organizations IGO's (e.g.

UN Climate Summit), the second sector are Non-

NGO's CORPORATIONS

Governmental Organizations NGO's - Interna-
. . . . S Non
tional, continental regional, national, scientific, in- Governmental
.. . Organizations
dustry associations (e.g. medical congresses); the

third sector are the organizers of trade Fairs, ex-
hibitions, the fourth — the corporate sector. Fig. 3 — Meeting owners

2.2) Objectives of congresses, stakeholders in the meetings market

The main objective of organising a congress is to

transmit and acquire knowledge - to share know- KNOWLEDGE NEW
ledge, but networking is no less important — to (learning) (:g:\::;::)
gain new contacts for scientific or professional
projects and to motivate to learn about or buy new
products or implementations. Achieving all these
objectives is a guarantee of success. Depending on

MOTIVATION

the organiser of the event, other objectives will
take priority over others, e.g. for associations the . o
most important objective is knowledge; for gov- Fig. 4 - Objectives of the congresses
ernment organisations networking in the context of making common arrangements or adopting com-
mon guidelines; for corporations it is most often the motivation of employees or clients; for trade fair
organisers, for whom the conference is an accompanying event, the main objective is the product, i.e. a

bit of everything: the transfer of knowledge, making new business contacts, motivation to purchase
2.3) Organizations of congress organizers

Organisations of congress organisers are not numerous. A description of three selected associations is
given below.



GUIDE | HOW TO CREATE AN EVENT OFFER?

THE MARKET OF INTERNATIONAL CONGRESSES

tries. The ICCA headquarters is located in Amsterdam. ICCA also has regional representative offices:
Europe, North America, South America and the Caribbean, Asia Pacific, Middle East and Africa.

Since 1972, ICCA has maintained a database of past and future conferences that meet the following
conditions: they are organised by international associations, they take place regularly and inter-
changeably in at least 3 different countries and they are attended by a minimum of 50 people. The
database, available only to ICCA members, contains among others: the history of each conference,
information about the associations commissioning the conferences, contacts to the decision-makers
in the associations, periodicity, and often also information about the possibility of bidding for confer-
ences planned for future years. The database is available online. On the basis of the collected data,
the "ICCA Statistics Report Country & City Rankings" is prepared annually. ICCA also provides training
activities for its members - every year workshops are organised in various places around the world.
The most important annual event is the ICCA Congress & Exhibition, an international congress com-
bined with the General Assembly of Members. Krakow is the Host City of the 61st ICCA Congress in
2022.

International Association of Professional Congress Organisers (IAPCO)

IAPCO - International Association of Professional Congress Organisers — is a non-profit organisation
founded in 1968 in Brussels. In 1988 its headquarters moved to Zurich. IAPCO's mission is to raise ser-
vice standards among its members and other sectors of the meetings industry through continuing
education and interaction with other professionals. Its mission is to raise quality standards in the

meetings industry. Its members are committed to providing the highest quality of professional ser-
& vices, are committed to conducting business in a trustworthy manner, and want to be at the forefront
of innovation in their profession. IAPCO members are committed to a continuous quality assessment
process throughout their membership.

The basis of the association's activities is education, and the main objectives are:

— promoting the congress organising profession,

— raising and maintaining a high level of professionalism in the organisation of congresses, confer-
ences and special events,

— educational courses within the IAPCO Training Academy,

— a platform for the exchange of ideas and experiences.

Polish Conference and Congress Association (PCCA)

PCCA was founded in 1998 and was the First nationwide representation of meeting industry profes-
sionals. The main goals of the organisation include increasing the members' own knowledge, joint
marketing and lobbying on issues relevant to the business tourism industry. PCCA participates —as an
industry partner and a specific chamber of commerce —in all the most important activities undertaken
in the area of business tourism in Poland.

The specific statutory objectives of the association include

— supporting the development of conference and congress services in Poland, especially through
the development of branded products and increasing their competitiveness on the domestic and
foreign markets;
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assistance in improving the professional knowledge and skills of associated members in the field
of organising conferences, congresses and incentive events;

strengthening the professional and social position of professionals involved in the organisation
of the above mentioned events;

creation of a forum for networking of various professional groups related to the preparation and
realisation of events,

promotion of conference and congress offers as branded products;

representing the interests of entrepreneurs and other persons associated in the association in
their participation in the development of conference and congress services.

Tools For searching congresses

Congresses are events that must be solicited. The process of soliciting congresses will be described later
in this paper. First it is necessary to point out where to look for information about them. There are sev-
eral thousand international meetings a year, not to mention Polish national or local events. Most inform-
ation can be found on the Internet, which is not an
easy process, but thanks to it we can get direct ac-
cess to the organizer.

Organizations that regularly hold their meetings
publish information about them on their websites.
It is worth creating a database of such organiza-
O atabasas urea tions, preferably looking among Polish organiza-

tions that are members of larger international or-

ganizations (for example, the Polish Beekeeping

Fig. 6 — Channels for obtaining information Association is a member of the International Fed-
about congresses eration of Beekeepers' Associations).

Public organizations are required to put out tenders For organizing events, so it is a good idea to
browse the tenders databases For information on upcoming events.

TED (Tenders Electronic Daily) is the online version of the 'Supplement to the Official Journal of
the European Union' dedicated to European public procurement. TED publishes up to 746 000
contract award notices annually, including 235 000 invitations to tender with a total value of
around EUR 545 billion. TED provides free access to public procurement notices published in the
European Union.

By browsing the organisation's website and public procurement announcement pages, we can
create our own databases.

We can also use intermediaries - event agencies or PCOs (Professional Congress Organisers) of-

ten have long-term contracts for the organisation of events and we can cooperate with them.
Taking part in events in the meetings industry, we can participate in business exchanges and ex-
change data about events.

Local convention bureaus can also help us.

There are many portals on the market that commercially gather information about public pro-
curement.
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— An important source of information and contacts about congresses can be the ICCA (Interna-
tional Congress & Convention Association) database.

. Classify congresses by meeting owners.
. Describe the objectives and stakeholders of congresses.
. Describe the organisation of congress organisers you have chosen.

. Discuss congress search tools.
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@ RFP (request for proposal) and BID book - definitions and guidelines

The annual congress of an international association plays an important role in the life of the organisa-
tion. It is usually a time when a large number of the association's members meet together, being able to
exchange experiences and establish business or scientific relationships. For many associations it is also a
source of income that supports their statutory activities, which often do not generate income.

And of course, for the vast majority of associations, it is also a legal obligation to hold a general meeting
of the association. Therefore, in order to best prepare and organise the congress, an application process
for the organisation of the event is carried out. The basic document here is the RFP (request for pro-
posal) or otherwise the BID Manual. This is an invitation to tender for the organisation of the congress,
together with instructions on how to prepare a bid. In Polish tender terms, such a document is called a
TOR - Terms of Reference.

A Bid Book/Bid Documents is an offer submitted by a potential contractor/ host, containing all the in-
formation corresponding to the conditions and criteria set out in the RFP.

What criteria can be included in the RFP? What information should be included in the Bid Book?

Logistics — logistical criteria usually define
the minimum requirements that enable a
destination to successfully organise a con-
gress, e.g. a minimum number of rooms with
a certain capacity

Dates — preferred dates, days of the week,
excluded dates

Transport accessibility — international air-
port, flight network, distance from airport to
congress venue and major hotels

Visa policy

Transport infrastructure of the city and its
accessibility for congress participants
Congress venue — number and capacity of
rooms, areas for exhibitions and networking,
posters or catering; availability of Wi-Fi, sig-
nage of the venue, multimedia and furniture
in the venue, etc.

Accommodation For participants - total
number of rooms, list of potential hotels for
participants, distance from venue, prices
Local suppliers — PCO (Professional Con-
gress Organizer) or DMC (Destination Man-
agement Company), security providers, vo-

lunteer and temporary staff coordinators,
AV production, simultaneous translation, ex-
hibition equipment, signage, posters, tax
consultants.

Financial criteria — a large annual congress
opens up great financial opportunities, but
also great risks for the international associ-
ation and/or its local branches. Clearly defin-
ing the financial objectives of the congress
for potential organisers avoids confusion
and uncertainty on critical financial issues.
The RFP must include detailed provisions on
what is required of bidders in order to accur-
ately compare the risks and potential finan-
cial benefits of different bids.

General criteria — who is contracting with
suppliers, who is responsible for revenues
(registration fees, sponsorship, exhibition),
who retains surpluses and how they are
shared, who is responsible for losses and
how they are shared, who draws up and con-
trols the budget, how the congress will be
treated for VAT purposes, who is responsible
for the risk of currency fluctuations, etc.
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@ 3.2. Decision making process, decision makers, influencers

Decision-making for large international association meetings can be extremely complex and often takes
place over a long period of time (months or even years). The formal published stages of the application
process can be prolonged due to informal negotiations or additional inspection visits.

Example of stages in the application procedure for the organisation of a congress:

Call for proposals/announcement of the 8) Selection and announcement of shortlisted
next free year candidates

Expression of interest 9) Site inspections and negotiations
Evaluation whether bidders are eligible to 10) Submission of completed bids

submit a proposal 11) Formal presentation of bids

Bid manual / bid guidelines - bid guidelines 12) Final selection

are made available to those interested 13) Negotiations

Creation of a bid by local members/suppli- 14) Decision made

ers 15) Decision announced

Submission of bid 16) Feedback to unsuccessful bidders
Site inspections 17) Signing of contract

The decision makers in each association are very different: the board, the general assembly, other asso-
ciation bodies. This has major implications for the overall shape of the decision-making process, as well
as for the importance of the various factors influencing decision-making. There is also a wide range of
both formal and informal factors influencing decision-making that can play a significant role in the pro-

cess.
Decision makers Influencers
Single leader - Chairman/President Employed consultants
Single board member - e.g. CEO or Secretary General Core PCO
Board of Directors Association Management Company
Executive Council Sponsors
Congressional Committee (either a formal group or
established on an ad hoc basis to make a specific Business partners
decision)

Representatives of sub-groups of the association
(or in the case of a federation, appointed Association staff (especially meetings department)
representatives of constituent organisations)

National representatives Past members of the Board of Directors
Delegates to the General Assembly Members who have previously hosted the congress
All members Respected personalities connected to the association

Leaders from other international associations with
similar size/profile of events (many trust the opinion and
experience of their colleagues for recently used venues)

Politicians
Celebrities

News media (negative stories, especially related to
security issues, can have a big impact on decisions)

Other influencers - relatives, friends

Table 1 - Decision makers and influencers in the congress procurement process (ICCA)
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3.3) Congress ambassadors
Why do we need congresses?

What are the benefits of obtaining congresses for representatives of the scientific community,
which most often organises and participates in congresses? The following are worth mentioning:

e popularisation of scientific achievements, e promotion of congress organisers in the

 locating representatives of the world of sci- structures of international scientific associ-

ence and positioning Polish academic
achievements in the global world of science,
going beyond university walls,

ations,
maximum use and promotion of the intellec-
tual potential of the city and its organisa-

 transfer of knowledge, experience and inter- tional facilities.

national contacts,

The Polish Congress Ambassadors Programme has been running since 1998. The mission of the pro-
gramme is to effectively attract international congresses and other events to Poland, in cooperation
with prominent representatives from the world of science, culture, sport, business, and other profes-
sional circles. The Congress Ambassadors Programme - according to the ICCA - is “a programme of activ-
ities, tools and services designed by meetings industry professionals to support ambassadors in
their work to attract international events”. In effect, the aim is to ensure the greatest possible benefit
for the city, region and country concerned.

The programme emphasises the role of the scientific community in the process of attracting further
events. Every congress held in Poland needs its own ambassador. More and more often we receive in-
formation about Polish scientists taking up the highest functions in European associations. The stronger
the position of Polish eminent personalities of science, the greater the chance to promote the country,
as well as to attract international events for Poland.

In accordance with the Programme's mission, the efforts to attract congresses have been honoured with
the title of Polish Congress Ambassador every year since 1998. Among those honoured, we find to a
large extent representatives of the scientific community. The title of the Polish Congress Ambassador is
awarded by the Programme Committee to personalities from the Polish scientific world, without whom
the biggest and most prestigious international conferences and congresses would not take place in Po-
land. Currently, 270 people form a nationwide group of Polish Congress Ambassadors. The space where
these circles meet and integrate with each other is provided by local Ambassadors' Clubs, which, as an
elitist initiative, make it possible to undertake joint efforts for large international meetings. When men-
tioning the arduous, difficult and, above all, long-lasting application process for congresses and confer-
ences, it should be noted that it is the local Ambassadors' Clubs that provide the support tools. This is
the right place where scientists undertaking the application effort will receive the necessary tools:
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e provision of promotional material, e information about support programmes in
¢ implementation of site inspections, individual cities,
e support in preparation of congress imple- ¢ information about new congress venues and
mentation offers, conference hotels,
e support in preparing the congress budget, e supportin building the prestige of the event
¢ assistance from PTO representations in 14 (honorary and media patronage),
countries, * meetings of municipal Polish Congress Am-

bassadors Clubs.

Destination selection criteria

What determines consideration of an offer/application?

conspicuous professionalism and commitment

an offer to invite a representative of the organizer and present the offer on site

proven experience in organizing congresses

a demonstrated willingness to invest - no advance payment until the First congress fees are
received

What determines acceptance of an offer / winning the application process?

our commitment, concise and clear answers to the questions
the organizer's geopolitics for a given year

an adequate accommodation offer

attractive, realistic and multi-variant budget

professional, dedicated offer for a specific event

How do you stay ahead of the competition?

Know your customer. An offer for everyone is an offer for no one.

Know your product — be sure of your USP (unique selling position)
Be creative — especially in difficult times!

Be personally involved!

Use professionals — be honest, tell the truth.

@ 3.5 Site-Inspections

An inspection of the destination to verify compliance with the congress organiser's requirements and
the standards of services offered by suppliers is an integral step in the application process. The inspec-
tion committee visits the destination (at the destination's expense) to check the following before decid-
ing whether to accept the organisation of the congress:

e compliance with the bid,
* cleanliness and safety,
e the culture of the service.
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. Characterise the documents that occur in the congressional procurement process: RFP
(request for proposal) and BID book.

. Present exemplary stages in the application process for congress organisation.
. Discuss the benefits of congresses for the scientific community.

. Discuss the role and importance of congress ambassadors.

. List the criteria For selecting congress destinations.

. List the tasks of site-inspections.
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PCO - strategic partner, scope of services, different funding models

PCO - Professional Congress Organiser - is a company or person specialised in congress man-
agement. The PCO coordinates the entire congress organisation and is accountable to all stake-
holders. The PCO is responsible for its own actions as well as those of its suppliers. The PCO is also
accountable to the client, all participants, sponsors and exhibitors, and the media.

Customer

Local
Organizing

Committee PCO -

Professional

Congress
Organizer

Subcontractor

Participants
(Delegates,
Sponsors,
Exhibitors)

Fig. 7 — PCO —strategic partner

PCO is a consultant to the organising committee, drawing on its experience and knowledge gained over

many years in organising events. PCO offers advice

and support already at the stage of considering

whether and when to apply for the organisation of a congress. PCO will plan the schedule of activities,
draw up a preliminary budget, suggest suppliers and, above all, select a venue that will meet all the

expectations of the event. Because PCO works with

many associations from different scientific discip-

lines, with different specifications, it can offer congress organisers solutions that save them time and

money.

What services does
comprehensive congress management,
support in the congress acquisition process,
choice of venue and negotiation of rentals,
congress budgeting,
financial management,
paying taxes,
acquisition of sponsors,
selling exhibition space and managing the
exhibition,
congress programme management,

the PCO offer?

* registration of participants and collection of
congress fees,
abstract management and communication with
speakers,
organisation of social events,
provision of accommodation, catering, multi-
media services,

marketing, communication, social media,

risk management.
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PCOs charge for their organisational and advisory services. There are many ways to charge fees depend-
ing on cultural traditions and organisational structures. These fees cover the PCO's costs and the sum
represents the PCO's remuneration for managing the event. Examples of billing models include: a fixed
congress management fee, a set fee per delegate/abstract/metre of exhibition space, a percentage of
the budget or profit sharing.

The process of acquiring a congress organisation is sometimes very long. We distinguish Five stages in
reaching a deal. First, we need to search for potential buyers. For this we use the databases mentioned
in the first section. If we find such buyers who can be our ambassadors and Poland has a chance to host
the event, we move to the stage of potential buyers. If we manage to interest our ambassador in cooper-
ating with us and applying to organise an event, we can already talk about an interested buyer. If we have
already gone through the application process for the organisation of the congress and won, then we
already have a confirmed buyer, and after signing the contract he is our client.

In addition to PCO, DMC and AMC are active in the market for conference service providers.

A DMC - Destination Management Com-
pany - is a professional company operating in
a specific location with local knowledge, ex-
pertise and resources, offering event design
and execution services. The DMC s a local ex-
pert with long-standing relationships with
suppliers, ensuring you save time and money
when planning your event. What services
does DMC offer? These include: venue selec-
tion, event design and implementation, selec-
tion of caterers, multimedia, logistics ser-
vices, provision of accommodation, transfers,

design and printing of conference materials,

organisation of welcome cocktail, gala dinner,
etc.

AMC - Association Management Company —
offers comprehensive management of associ-
ation activities. In addition to organising
events, it also provides administrative sup-
port for the association. An AMC typically
provides the organisation with strategic plan-
ning, financial management, running the ex-
ecutive office, member services including at-
tracting new members, marketing and public
relations, securing sponsorship for the associ-
ation's activities, maintaining and updating
the association's website and carrying out
educational tasks including training and con-
ferences. AMC, like most organisation man-
agement companies, manages more than one
association, hence administrative costs be-
come more cost-effective for individual asso-
ciations. The advantages of working with
AMCs are: professional administration, pro-
fessional bookkeeping, legal advice, state-of-
the-art organisation management techno-
logy, no need to employ your own adminis-
trative staff.

Organising committee, scientific committee, honorary committee

At the beginning of the preparation for the congress, committees are established that will be respons-
ible for the various areas of congress preparation and implementation.

The organizing committee is responsible for organizational and logistical matters, supervises the
congress secretariat, and works directly with the PCO. The scientific committee is responsible For
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the congress programme. The honorary committee invites VIPs — people whose presence at the con-

gress will increase the prestige of the event.

ORGANIZING SCIENTIFIC HONORARY
COMMITTEE COMMITTEE COMMITTEE

Fig. 8 — Congressional Committees

The key areas addressed by the organizing committee are:

setting the event's vision, mission and goals,
identifying key stakeholders - benefits, tail-
oring the event to the stakeholder strategy,
getting acquainted with historical events,
experience of organizers in this Field,
preparing a schedule of preparations for the
congress,

planning marketing and communication
activities,

e determining the requirements for the event:
staff structure, equipment, services, venues,
etc.,
cost of the event - a multi-variant budget,
identifying sources of funding for the event -
defining income streams
risk management and contingency plans.

The scope of the organizing committee's work is very broad, so it is very common for the organizer to
work with a PCO who does most of the work on behalf of the organizing committee.

The scientific committee deals with
everything related to the congress program,
such as:

selects the speakers and invites them,
manages abstracts, articles, presentations,
evaluates and qualifies submitted abstracts,
agrees with sponsors and approves the pro-
gram of sessions sponsored by them.

An honorary committee is appointed to raise the
prestige of the event, as VIP personalities are in-
vited to this committee and become ambassadors.
Thanks to the honorary committee we have a

chance to reach more participants and get more

Sponsors.

Congress secretariat, participant and abstract management

Unlike other events, the congress organiser usually entrusts the recruitment of participants to a con-
tractor. Therefore, the most important factor that determines the success of an event is the organization
of an efficient congress secretariat, both during the preparation and execution of the event.
PCO provides comprehensive secretarial services, using its own or licensed meeting management sys-
tems based on procedures developed over many years of experience in this field.
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As part of its secretariat work, the PCO provides the following services:

* online registration and contact with participants: sending out invitations, announcements,
newsletters, maintaining an electronic database, accepting registrations, sending out confirma-
tions, constant correspondence with participants and guests, registering payments for participa-
tion, clarifying and prompting payments, confirming payments, issuing invoices and other ac-
counting documents for participants; all participant registration activities are performed on an
ongoing basis as registrations arrive;

e cooperation with the commissioning party: preparation of reports, coordination of the pro-
gramme, handling of abstracts, correspondence with reviewers, correspondence with authors -
correspondence concerning the programme and abstracts with authors, reviewers, and the com-
missioning party is carried out on an ongoing basis, as needed, and in accordance with the dead-
lines set by the commissioning party for the submission, evaluation and confirmation of ab-
stracts; PCO periodically (usually once a month, but it can be agreed otherwise) prepares reports
on the state of preparations for the congress for the commissioning party;

» supervision over all subcontractors and suppliers in the scope of the realisation of the estab-
lished programme, conclusion of agreements with subcontractors and suppliers - catering, au-
dio-visual equipment, hotels, transport, supervision over the arrangement of the conference fa-
cility, etc.; after the ordering party's approval, PCO concludes agreements with subcontractors
and information about arrangements with them is included in reports prepared for the ordering
party

e updating the congress website - the content is posted on an ongoing basis, as agreed with the

[m commissioning party.

The registration and management of participants is carried out by the PCO using a participant
management system that works as follows:

e After entering data and limits, the system automatically generates a registration form to be in-
serted in the website.

* Interested persons apply for participation in the event by Ffilling in the online registration form.

e The system sends each time a confirmation e-mail to the participant.

e Theinformation sent by participants is collected and organised by the system, and the organiser
can manage it through the administration panel, keep track of the number of applications and
generate detailed reports in Excel Format.

e The system provides advanced tools for displaying, sorting, filtering and modifying data.

e The system enables easy management of the accommodation base and additional events.

e The system enables the generation of dedicated reports taking into account selected aspects of
the congress.

e The system supports various forms of payments for participation (including online payments)
and facilitates their monitoring by the organiser.

e The system enables automatic issue of pro forma and VAT invoices.

e The system supports submission of abstracts and articles, their reviewing and generation of the
book of abstracts.

e The system enables automatic badge printing and control of access to particular rooms and

events within the congress.
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The system allows the fields of the registration form to be defined in detail: basic data (name, sur-
name, telephone, e-mail address), the option of an accompanying person, professional data, dietary
wishes, but also otherinformation dedicated to the event. You also define the types of participation (e.g.
standard participant, association member, student, speaker, etc.) and the participation fees broken down
by type of participation and registration deadline (early, standard, late registration). For each type of
participation, it is possible to set:

— availability conditions: unconditional — available to everyone, using a common password - re-
usable, using individual one-time codes, using a company password — reusable, results in assign-
ment to a particular company — payer;

— hidden charges — charges may be visible or hidden for the registering participant;

— mass/group registration option - simultaneous registration of two or more persons with the
same registration parameters or serial registration — simultaneous registration of two or more
persons with individual registration parameters.

One main form is visible on the event website, but additionally dedicated forms can be defined, e.g. for
invited guests, speakers, media. These forms can be sent to selected groups of participants using an act-
ive link and are not visible to standard participants, and all data entered using dedicated forms is collec-
ted in one common database together with data collected using the main form.

Confirmation of registration is automatic — upon registration the participant will receive an auto gen-
erated message from the organiser. If the completion of the registration process requires the organiser's
approval (in the case of preferential registration conditions which are available after verification, e.g. if
the person is a member of a given organisation and is entitled to a reduced fee), then the participant will
automatically receive a notification and, after verification by the administrator, a final registration con-
firmation.

In addition to the basic congress registration, participants can select and book or purchase a num-
ber of additional options, e.g.:

— participation in additional sessions or workshops, requiring separate registration,

— accommodation in hotels and other accommodation facilities offered,

— transfers from the airport to the hotel and vice versa,

— participation in additional activities, e.g. excursions or concerts, which may be paid for addition-
ally or free of charge, if the organiser offers this possibility.

The system allows you to:

— setting up any number of workshops, sessions, lectures or hotels,
— possibility of detailed description of each added option,

— setting individual limits for places,

— automatic control of the number of submissions.
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Figure 9 — The abstracts management module

The abstract and article system module includes the Following steps:

e Accepting submissions using an online form that includes the following fields: preferred ses-

sion type/presentation form, selection of the track/topic of the paper from the drop-down list,
title of the paper, author details, presenter details, submission content fields (max. 6 fields) in
the text submission option or an upload type field for uploading a Microsoft Word or PDF file,
keywords, additional consents sections if required.
The person submitting a paper in the abstracts module automatically receives an active link that
allows him/her to edit the paper in the system and make changes until the editing is blocked.
Editing is blocked after the submission deadline, when the module is made available to review-
ers.

* Reviews of submissions — the system enables setting any number of partial grades, additionally
a yes/no recommendation option, a blind review option (the reviewer does not see the authors'
data), introducing a list of reviewers with access for each reviewer to an individual panel, defin-
ing the rules of assigning reviewers (reviewer-author conflicts: the reviewer is an author, the re-
viewer has a similar email to the author of the paper), automatic or manual email notifications
with an invitation to review.

e Qualification of papers by the administrator based on partial marks and recommendations,
sending notifications to authors about acceptance or rejection of papers.

* Acceptance of articles/presentations — the system allows authors, after receiving notification
of the qualification of the work, to log back into their account and upload the file with the art-
icle/presentation in Microsoft Word or PDF/Power Point format.

e Dataexport -the system enables the export of works collected in the system (all works or works
with a specific status: new, under review, reviewed, accepted, rejected). Available export
formats: excelin tabular form, word in simplified or extended text format, ZIP archive containing
all attachments.
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The correct setting of presentation types, tracks and topics to choose from allows reviewers, and
later the organiser, to quickly select abstracts to present in the congress programme.

The system handles orders from exhibitors and partners via a dedicated form, where they can choose

from a schedule of both exhibition space and rooms for workshops or satellite sessions. The form for
companies includes all advertising, sponsorship and

Registration for workshops and corporate sessions  posteode

can be available in the main form for all participants City

exhibition options. il
Gender* Male ' Female
Exhibition space options: free, reserved, occupied First name* '

. . Surname* |
Options for rooms for workshops and satellite ses- e |
sions: by date, capacity and location: free, booked, Telephone (=]
occupied. E-mail* ':

Street and number |
|
|
|

orin a dedicated form for selected groups of parti- ~ ©euntwy

cipants.
Reservation of exhibition space

Control of access to rooms/zones - the system
provides a comprehensive solution for controlling
participants' access to rooms/zones/sessions during
the congress. The system makes it possible, among

@ Ground Floor

other things, to T
_ B LI N\

e Controlling the access of participants to

rooms/zones AN "\}\\

‘\. %

* Monitoring attendance at sessions or zones -

+ monitoring of room occupancy /IJ/'—‘ —_-_:;-_-._'.'__\ ) L_
* Recording of attendance times of parti- X “ o\

cipants in sessions or rooms/zones @ ALy §
sa o\
* Recording of handouts or materials issued -t "”L/\:j | I " -

to participants ( ] ¢
The system supports both the most popular techno- \ _ _,_{}' - . 2 |
logies for automated attendee identification - prox- K‘“‘\\_J o
imity and optical. s W

44) Visualisation and organisation of congress
space

The organisation of a congress requires a dedicated
congress space arrangement, starting with visualiz-
ation.

Rooms For workshops and meetings

Visual identification of the congress —all informa-
tion media should be prepared in accordance with

the graphic design of the congress: website, an- Fig. 10 - Interactive form for exhibitors and partners
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nouncements, interior design, signage - banners, roll-ups, lifts, information boards, etc.; preparation and
printing of congress publications.

PCO's congress space organisation services usually include:

e organisation of on-site congress reception (preparation of reception area, provision of host-
esses, issuing of badges, congress materials, option of fast registration by means of individually
generated codes for all participants, sent by e-mail with the last organisational message); in the
congress reception area there is a possibility to prepare separate stands for registered parti-
cipants, invited VIP guests and companies/sponsors;

e preparation of a separate information desk, where people will provide necessary information
about the congress, and a desk with tourist information (including hotel information);

» identification of audio-visual security in the conference rooms, provision of equipment required
for the smooth running of scientific sessions, technical support in each room during the con-
gress;

» arrangement and provision of promotional stands for congress partners, preparation of offers
with packages for potential sponsors and partners, making arrangements with them for their
participation and presentation during the congress; all arrangements and commitments for
sponsors and partners require the approval of the commissioning party;

e providing touch screens or traditional boards for poster presentations;
» providing proper directional signage in the congress areas;

» providing medical, security and technical services in agreement with the venue manager and the
commissioning party.

Pre-, Post-Congress Tours, accompanying programme

Every congress is accompanied by social events. The scope of this offer is practically unlimited, usually
the destination offers participants the best it has to offer. Through the extensive accompanying offer
(especially attractive pre- and post-congress excursions), there is a greater chance that congress parti-
cipants will come with accompanying persons. This, of course, contributes to increased sales of addi-
tional attractions.

Examples:

Local half-day, Full-day excursions, e.g. tour of the Old Town in Krakow, tour of the Schindler
Factory in Krakow, excursion to the Wieliczka Salt Mine.

Congress pre-tours and post-tours are combined with one or more overnight trips to tourist at-
tractions in the country where the congress takes place, e.g. when the congress takes place in
Warsaw - a trip to Krakow or Gdansk.

Both short and multi-day excursions are offered at an additional cost to congress participants.

The programme for accompanying persons includes excursions and activities for accompanying
persons while the delegates are attending the congress, e.g. a spa & wellness programme. The
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Present the range of PCO services.

. Characterise the range of conference service providers: DMC, AMC.
Discuss the importance of the organising committee, scientific committee and honorary
committee.

. Characterize the services provided by the PCO secretariat.

Explain the operation of the participant management system that conducts registration

and participant services.
Explain the operation of the abstract and article system module.
Present the principles of visualization and organization of congress space.
. Give examples of Pre- and Post-Congress Tours and the accompanying programme.
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TRADE FAIRS, EXHIBITIONS

@ Definitions, types, functions of trade fair

Trade Fairs are economic, social and cultural events serving the development of enterprises,
the economic promotion of goods and services and direct human relations in business.

It is closely linked to the development of an open and diversified economy and plays an important
role in regional and national development. It is a place for face-to-face meetings within an organ-
ised market, on a regular basis, at a fixed location, at a predetermined starting date and with a
strictly defined duration. The participants in trade fairs are exhibitors and visitors. The purpose of
trade fairs is to enable all participants to present models of products, goods or services in
order to promote them and to carry out future business transactions.

B2B Trade Fair — a trade fair organized for B2C Trade Fair — a trade fair organized for
participants in the B2B market (business to participants in the B2C market (business to
business), gathering mainly professionals customer), oriented to the mass customer
from a given industry who have a hobby or (Final buyers of exhibited products).

professional interest in the subject matter of
the event.

Exhibitor — an entity (person, company or other organisation) renting autonomous and separate
exhibition space for the duration of a trade fair in order to present a trade fair offer (on its own
behalf or on behalf of another entity). For this purpose, the exhibitor, among others, sets up his
own stand or rents a ready-made stand, arranges the display, engages personnel to carry out spe-
cific marketing tasks.

A Visitor (trade Fair visitor) —a person visiting an exhibition who has come to the trade fair with the
intention to accomplish specific (commercial, marketing or other) objectives. According to
European standards, a visitor is defined as a person who has bought an admission ticket to an ex-
hibition or has used an invitation (entry card).

Trade Fairs Trade shows | Exhibitions J
The oldest type of _ General terminology, interaction

marketing, direct of buyers and sellers, display of

selling goods and services

—

Trade Fairs
B-2-B expositions
P Indusr:ryI visitors

Combined exhibitions

Consumer exhibitions

B-2-C expositions
Visitors — consumers,

Trade Fairs

Fig. 11 - Types of trade fairs and exhibitions — source http://polfair.pl
Trade Ffairs can be divided according to geographical or business criteria. Geographic criteria
refer to the scope of the event and can be divided into international, national and regional. The
business criteria refer to the industry for which the Fair is organised: industry-wide, multi-branch
or single-branch. B2B and B2C trade fairs appear in the above definitions, which means that trade
fairs can also be organised for consumers.
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5.2) Aims of participation in trade fairs

Trade fairs are economic events organised for visitors and exhibitors. The latter, in order to meet as many
potential customers as possible, pay exhibition stand fees to the organisers. The range of trade fairs on
offer is very wide, and exhibitors have the right to choose which to attend in order to achieve their busi-
ness objectives. Therefore, exhibitors first assess the potential of these events in terms of their tar-
get group, the reach of the show, its repetition, the cost of a stand, the importance of the show to
the market. Then they set objectives and measures to achieve these goals, as well as a timeframe within
which these objectives should be met. Examples of objectives and measures are given in the table below.

Objectives Measures

Increasing sales Number of orders

Number of total orders, for different target

Increasing the scope of sales
groups

Increasing the scope of distribution Number of professionals and regular visitors

Attracting new market segments/consumer | Number of contacts with new customers (e.g. by
groups region, industry, sales channels)

Increasing or maintaining market share Sales compared to the previous year's trade fair

Number of visitors, number of contacts with
existing / new customers, number and quality of
press releases, number of brochures and
samples distributed

Familiarising visitors with the product range

Questionnaires among visitors concerning
company knowledge, recall of new products,
brand knowledge or product features

Inducing/improving brand loyalty, product
awareness

Table 2 — Objectives and measures of trade fair participation — source: UFI

In order to achieve its objectives, the exhibitor has to define the scope of its communication activ-
ities in addition to buying an exhibition stand. These promotional activities around trade fair parti-
cipation are built on four elements: advertising, personal selling, sales promotion and public rela-
tions. In order to achieve maximum business benefits, these activities must be correlated with the exhib-
itor's marketing strategy, as usually participation in the trade fair is not the only promotional activity of
the entrepreneur.

In order to prepare properly for participation in the trade fair it is worth preparing a schedule of
activities before, during and after the trade Fair.

Below is an example of a schedule
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Period Planned action

— determination of the goals to be achieved by participating in trade
fairs

— selection of the trade fair
— analysis of terms of participation and regulations

— determination of financial needs and budget for participation in the
trade fair

— decide on the construction and send out requests for quotations to
companies that sell or rent exhibition systems

— send application for participation, requirements for exhibition space
and advance payment to organizer

— selection of the company which will deliver the exhibition set-up

— acceptance of the stand design

6 months | — definition of promotional forms to be used during the trade fair

— specifying the scope of the offer to be presented at the fair

— study of the hall plan provided by the organizer

12 months

o — making reservations for hotel or accommodation

o — start preparation of advertising material e.g. brochure, catalogues

g R - sending information on the exhibitor to the organizer for inclusion in
o the exhibition catalogue

o] — undertaking promotional activities aimed at informing existing and
o potential customers about the company's participation in the fair

% - selection of staff for the stand

& 2 months — ordering of stand equipment and service elements, e.g. flowers,

cleaning service, appropriate installations
— check of the exhibition system
@ — arrangement of stand assembly and dismantling details
— training of stand staff
— checking the preparation of all elements needed for a proper
appearance at the fair
— send invitations and free trade fair entry cards to customers with
whom the exhibitor wishes to talk at the stand

1 month

— checking the departure details of the stand staff

— shipping of exhibition equipment

— preparation of all items related to the proper functioning of the stand
(office supplies, entry cards, etc.)

— supervision of stand assembly

— conducting a short training for the trade fair team members

1 week

— adjustment of the trade fair participation plan to the situation on the
day of the event
During — supervision of stand operation, controlling and motivating staff,

the trade fair coordination of marketing activities etc.

— care for the execution of activities in accordance with the objectives
set out before the participation in the fair

— supervise disassembly of the stand and return of elements of the
exposition
After — evaluation of the effectiveness of marketing activities carried out
the trade fair during the fair
— preparation of a report on the participation in the trade fair
— maintaining contacts established during the trade fair

Table 3 - Schedule of preparations connected with trade fair appearance — source: M. Gebarowski

Wspotczesne tragi — skuteczne narzedzie komunikacji marketingowej
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@ Trade Fair organizers and exhibition centres

Poland is the biggest fair market in the Central and Eastern Europe and Polish fair organisers, led by MTP
Group (Miedzynarodowe Targi Poznanskie) and Targi Kielce, are the leaders in this region. Polish fair
companies organise about 200 professional fairs every year, including trade fairs in many sectors of the
economy, valued by exhibitors and visitors, as well as events intended for consumers and the general
public. Poland's professional trade fair and conference venues offer high-quality indoor exhibition space
totalling nearly 500,000 sq. m., which places the Polish trade fair market 16th in the world. Polish com-
panies providing design, construction and furnishing of trade fair expositions are distinguished in Europe
and in the world as suppliers of top quality specialist services, without which trade fairs cannot take
place. No trade fair would be complete without trade fair transport and forwarding companies, suppliers
of multimedia and many other complementary services.*

TARGI W POLSCE 2011-2019*
Exhibitions in Poland 2011-2019 *

Targi w Polsce w latach 2010 - 2019

Calkowita wynajeta powierzchnia

targowa (m kw.) / Total contracted | 675907 | 742369 | 682469 | 817481 | 764908 | 838234 785187 | 870838 786178
exhibition space (sq.m)

Liczba wystawcow
migdzynarodowych / Number of 4627 4461 4380 4790 4674 4753 5853 6240 5468

international exhibitors

1126267 1162391 1249352 1378209 1436083 1539000 1503313 1621052 1584235

“Dane uwzgledniajg wytacznie statystyki targbw w Polsce poddanych audytowi CENTREX - Miedzynarodowego
Zwiazku Statystyk Targowych.

Table 4 - Fairs in Poland in 2019 - source: Raport Polskiej Izby Przemystu Targowego *

Statistics of 192 fairs organised in 2019 (compared to 193 fairs in 2017) collected by the auditor
CENTREX, who reported and audited thirteen leading trade fair organisers in Poland, including twelve
belonging to PIPT. These fairs took place in 16 cities and towns. The largest number of fairs was organ-
ised in Poznan and Kielce. These were trade fairs (for professionals), consumer fairs (for the general pub-
lic), as well as fairs in a mixed formula. In Poland, as in the rest of the world, there is a tendency for an
increase in the number of exhibitions addressed to end users of the offer, for the general public. The
largest number of fairs in Poland took place in the sectors: “Leisure, Hobby and Entertainment” (41) and
“Industrial Engineering, Machinery and Ironmongery” (20). Customers were also interested in industries
such as: “Food, beverages, HoReCa" (14), “Real Estate” (13), “Construction, infrastructure” (10), “Health,
optics, medical equipment" (10)". *
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The list of the most important fair organisers in Poland is presented below. Some of them, namely
Miedzynarodowe Targi Poznanskie, Targi Kielce, Targi w Krakowie, Miedzynarodowe Targi Gdanskie,
Targi Lublinskie, EXPO Mazury are also operators of exhibition centres in their cities.

ul. Narutowicza 75e/19, 90-132 t6dZ; tel. +48 42 668 63 30;
redakcja@Ine.pl; www.Ine.pl

al. Kosciuszki 17, Ip., 90-418 todz; tel. +48 42 632 28 66; fax +48 42 632
28 59; info@exactus.pl www.exactus.pl

ul. Grunwaldzka 55, 14-100 Ostroda; tel. +48 89 506 58 00; +48 89 647

L Beauty In sp. z 0.0. Press sp.k.

2. Exactus Ewa Mastalerz, Marek Wiktorowski sp.J.

3. Expo Mazury S.A. 78 7T, sekretariat@expomazury.pl; www.expomazury.pl

ul. kakowa 11, 90-562 L6d7; tel. +48 42 637 12 15; +48 42 637 13 59;
4. | Interservis sp. z 0.0. +48 42 637 27 58; fax +48 42 639 79 80; buro@interservis.ol

ul. Zaglowa 11, 80-560 Gdarisk: tel. +48 58 554 92 00;
5. Miedzynarodowe Targi Gdariskie S.A. B0/ /ambareene. ol

ul. Glogowska 14, 60-734 Poznafi; tel. +48 61 869 20 00; fax +48 61 869
29 99; info@mtp.pl; www.mtp.pl

ul. Deblinska 6, 04-187 Warszawa; tel.: +48 22 829 66 80
fox: +48 22 829 66 81; biuro@muratorexpo.pl; hitp://www.muratorexpo.pl/

ul. Sienna 75, Il pietro, 00-833 Warszawa, tel. +48 22 826 54 63;
kontakt@nowyadres.pl; www.nowyadres. pl

al. Korfantego 35, 40-005 Katowice; tel. +48 32 353 70 23; fax +48 32
353 55 60; ptg@ptg.info.pl; www.ptg.info.pl

ul. Zakltadowa 1, 25-672 Kielce; tel. 41 365 12 22; biuro@targikielce.pl;
www: www.largikielce.pl

ul. Dworcowa 11, 20-406 Lublin; tel. +48 81 458 15 11; fax +48 81 458 15
02; info@targi.lublin.pl; www.targl.lublin.pl

ul. Galicyjska 9, 31-586 Krakow; tel. +48 12 644 59 32; fax +48 12 644

6. Miedzynarodowe Targi Poznariskie sp. z 0.0.

7. Murator EXPO Sp. z 0.0.

8. Nowy Adres S.A.

9. Polska Technika Gérnicza S.A.

10. | Targi Kielce S.A.

11. | Targi Lublin S.A.

12. | Targl w Krakowie sp. z 0.0. 61 41: biuro@targi.krakow.pl: www,iargikrakow,pl
al. Armii Krajowej 220, 43-316 Bielsko-Biata; tel. +48 33 813 8231; fax
13. ' ZIAD Bielsko-Biata S.A. +48 33 814 2233; sekretariat@ziad.blelsko.pl; www.ziad.bielsko.pl

Table 5 - Trade fair organisers in Poland — source: Raport Polskiej Izby Przemystu Targowego *

*extract from PIPT Report, Trade fairs in Poland in 2019

The document regulating the rules of participation in trade fairs is usually the statute. Below is an ex-
ample of the statute of the organizer of the Krakow Trade Fair.
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1. General Provisions

1.1. Thess Regulations, togsthar with the Appendix
and the application form, shall consfitute an agres-
ment for participation in the Trade Fair.

1.2. Terms or phrases used in these Regulations shall
hava the following meanings:

1.21. TwK — Targi w Krakowie spotka z ograniczona
odpowiedzialnoscig with its registerad office in
Krakow, at ul. Galicyjska 9 (31-586).

1.2.2_Trads Fair — an svent organisad by Twi_

1.2.3. Regulations — these Trade Fair Regulations.
1.2.4. Appendix — a documant being a supplement to
thess Regulations and specifying dates, deadlines and
detailed rules of participation in the Trads Fairs organ-
izad by TwK and selected by the Exhibitor.

1.2.5. Exhibitor — a natural person, an organizational
unit without legal parsonality, 1.8. a commercial part-
nership or a legal person conducting a business ac-
tivity, presenting an offer compliant with the thematic
scope of the Trade Fair, who rents a specified area at
the Trade Fair.

1.2.6. Co-axhibitor — an anfity which, with the knowl-
edge and consant of the Exhibitor and after the regis-
trafion of itz prezence with the organiser of the Trade
Fair, co-usas the axhibition stand with the Exhibitor and
presents its own goods or services using its own staff.
1.2.7. Exhibitor Panel — an slectronic platform used
for comprehensive handling of the Exhibitor's orders,
collection of data on ordered services and eguipmeant
and invoicing of orders placed by the Exhibitor in sub-
saquent aditions of the Trade Fair.

1.2 8. Exhibitor Registration Fes — a non-refundable
handling fes paid by the Exhibitor in accordance with
the Regulationz, the amount of which shall bs deter-
mined by TwK, and the obligafion to pay which arises
in connsction with the Exhibitor's submiszion of the
application for participation in the Trads Fair in the
BExhibitor Panal.

1.2.9. Trade Fair Grounds — the space whers the Trade
Fair takes placs and the arsa accompanying it (car parks,
madz), immanently connected with the Trade Fair.
1.2.10. Occupancy of an Exhibition Stand — the phys-
ical appsarance of the Exhibitor's representatives at
the Trade Fair to recsive the Exhibitor's packags (in
particular trads fair ID badges).

1.211. PMT - Project Manager of a Trads Fair — the
TwK smployes responsible for a givan Trade Fair, in-
dicated on the event website given in the Appendix,
under the Contact tab.

1.212. Trade Fair Commencement Date — the day,
month, year and time of commancemant of the first
day of the Trads Fair, as indicated in the Exhibitor's
Application Form, current at the tima of the Exhibitor's
submission to the Exhibitor Panel.

1.2.13. Trads Fair Closing Date — the day, month, year
and closing time of the last day of the Trade Fair as
spacifisd in the Appandix.

1.214. Azsembly Day — a day or days and hours indi-
cated by Twk in the Appendix during which the Exhib-
itor is entitled to perform exhibition stand assambly.
1.2.15. Dizazzambly — the day or days and hours indi-
cated by Twk in the Appendix during which the Exhib-
itor is obliged to dizassemble its stand.

1.2.16. Infrastructure Fes — an additional, obligatory
Fee paid by the Exhibitor for ordering undevelopad
exhibition space in accordance with the ordar in the
Bxhibitor Pansl. The Infrastruciurs Fes includes: dis-
posal of mixed municipal wasts; stand cleaning (in-
cluding: emptying rubbish bins, vacuuming the floor
covering/wiping down hard floor surfaces); marking
out of the orderad exhibition space; verification of the
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tachnical design of the stand; OHS and fire protection
suparvision; power supply during stand assembly and
dizasssmbly; assembly badges; free parking on as-
sembly days.

1.217. Fees — all fees related fo participation in the
Trada Fair, including those related to the period for
the preparation, course and closing of the Trads Fair,
which the Exhibitor iz obliged to pay, in particular the
Exhibitor Registration Fee and the Infrastructure Fees.
1.2.18. Exhibits — objects consfituting or represanting
products, goods or arvices offered or prasented by
the Exhibitor during the Trade Fair.

2. Conditions of participation in the Trade Fair
2.1 Tha conclusion of the agreemant for participation
in the Trade Fair betwesn TwK and the Exhibitor takes
place after the Exhibitor sends an application in the
Exhibitor Panal, at the moment when TwK confirms the
application for participation in the Trade Fair.

2.2_ Confirmation of the application for participation
in the Trade Fair by Twk takes place by changing the
status of the order in the Exhibitor Panel to “accepted
for exscution” by the date specified in the Appandix.
2.3. The order for exhibition space, stand equipmeant
and any other orders for additional services offared by
TwK in connaction with the Trade Fair must be placad in
tha Exhibitor Panal by the dates spacified in the Appan-
dix and are binding upon confirmation by Twk_ Only or-
dars placed after the commencement of stand assembly
can be placed at the Trada Fair reception and ars only
fulfilled, if possible, upon payment in advance.

2 4 Notwithstanding any other provisions of the Rag-
ulations the Exhibitor may forfeit its right to participate
in tha Trade Fair upon:

(a) failurs fo pay any of the Fess by the date specifisd
in the Regulations and the Appendix;

(b)) failura to comply with the provisions of the Regula-
tions and/or the Appendix.

In the above-mantioned cazes Twk may submit a state-
ment to the Exhibitor on the termination of the agree-
ment for participation in the Trade Fair without notica.
2.5 In the svant of termination of the agresment for
participation in the Trade Fair without notice as provid-
ad for herain, Twk shall have the right to demand from
tha Exhibitor payment of the unpaid Fess resulting from
the application in the Exhibitor Pansl as established at
the moment of Twk’'s stafement of termination of the
agresment without notice and/or compensation, and
the Exhibitor shall not be entitled to a refund of the
Feeg paid previously.

2 6. TwK may refuss to confirm the application for par-
ficipation in the Trade Fair without providing reasons.
In zuch a case, it shall notify the Applicant in writing of
its refuzal to confirm the application for participation
in the Trade Fair within the time limit indicated in the
Appandix.

2.7 [f TwK refuses to confirm participation in the Trade
Fair, the Exiibitor shall only be entitled to a refund of
the Fess paid by it. The Exhibitor shall not be entitled
to any other claims as a result of the refusal to confirm
iha antry.

2 8. The Exhibitor shall be obliged, at TwK’s request,
in particular prior to confirmation of its participation in
the Trads Fair, to deliver to Twk, within the fime limit
specified in such request, a Trade Fair participation
application form generatad from the Exhibitor Panal
and signed by the Exhibitor or the person authorizad to
act on behalf of the Exhibitor with a handwritten signa-
ture or a qualified electronic signature. For the requast
to be effactive, it iz sufficient for Twk to submit it in
documantary form and send it fo the e-mail addrass
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provided by the Exhibitor in the Exhibitor Panel.

3. Terms of Payment

3.1. The amount of Faes for participation in sach Trade
Fair iz specifiad by Twk in the price list in the Exhibitor
Panal or in the Appandix.

3.2. The net price iz the guarantesd price, whila the
gross price is determined by adding VAT at the ap-
plicable rats.

3.3. The Exhibitor is obliged to pay the Feas in full by
the date specifisd in the Appendix.

3.4. Paymant may be mads in instalments, in accord-
ance with the rules set out in the Appendix.

3.5, In order to occupy an exhibition stand, it iz neces-
sary to document payment of all fess or to sattle them
on the spot.

3.6. All bank fransfer costs and exchange rate differ-
ances shall be borne by the Exhibitor.

3.7. TwK issues invoices without value added tax
(VAT) for the Fess to foreign contractors, provided that
the recipient iz not a company with itz registered office
or parmanent place of business in Poland. In order to
issus an invoica without the value added tax (VAT) to
forsign contractors, it is necessary to provids the EU
VAT ID in the Issuar's Panel and, in the cass of a con-
tractor from outsida the EU, to provide TwK with a doc-
umant confirming businass activity in a given country.
3.8. All advance payments and Exhibitor Registration
Feez credited to Twk's bank account on the last work-
ing day of a given month will be invoiced on the first
working day of the following month at the sarlisst.
39. In the event that advance invoices document-
ing prepayments mads cover the antire payment for
services rendered, Twk will izsus a final (zettlemant)
invoice after the service has been rendered only upon
the request of the Issuer, provided that such a request
is recaived by Twk in time to snable ths issuance of
the invoica within the statutory deadline (by the 15th
day of the month following the month in which the ser-
vice has been rendarad).

4. Withdrawal and Resignation from Participa-
tion in the Trade Fair

4.1. In the event that the Exhibitor submits to Twk a
statement of withdrawal of its participation in the Trade
Fair within the time limit specifisd in the Appendix,
all amounts paid by the Exhibitor shall ba refunded,
axcapt for the Exhibitor Registration Fes. Seitlamants
with the Exhibitor relating to withdrawal of participa-
tion in the Trade Fair will be made within 30 days of
the Trade Fair Closing Data.

4.2 In the event of the Exhibitor's statement of with-
drawal from participation in the Trade Fair being submit-
tad to Twk within a period shorter than that specified in
the Appendix or the Exhibitor's failure to ocoupy a stand,
the Exhibitor shall be obliged to pay the full amount
resulting from the orders placed and all documented
costs incurred by TwK in connection with the Exhibitor's
registration and sub: nt withdrawal from partici
tion in the Trade Fair or failure to occupy a stand.

4 3. The Exhibitor iz obliged to submit the declaration
of withdrawal from participation in the Trade Fair in
writing undar pain of nullity; however, the withdrawal
shall be qualified as resulting from 4.1 or 4.2 The dafe
of the postmark or the date of confirmation of submiz-
sion of the statement to Twk's registered office shall
be decisive. An slscironic form of thiz statement is
acceptable provided that it is signed by a person au-
thorized to represent the Exhibitor with the use of a
secure gualified electronic signaturs and deliversd to
the e-mail addrass indicated in the Appendix.

Targi w Krakowie Ltd., 9 Galicyjska Street, 31-586 Krakow, ph. +48 12 644 59 32, biuro@targi_krakow_pl
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5. Design and development of exhibition space,
stand

5.1. Ready-built space

5.1.1. If the Exhibitor ordars a ready-built space, Twk pro-
vidas tha construction of tha stand in the octagonal sys-
tam with the squipment dascribad in the Exhibitor Panal.
51.2. Any changes to the stand eguipment and or-
dered media submitted by the Exhibitor after the dead-
ling indicated in the Appendix will be implemented as
far as possible. Tha Exhibitor ralinguishes all potential
claims against Twk if Twk cannot implemant changes
submitted after the indicated deadline.

5.1.3. It iz forbidden to place Exhibits or advertising
materials on the stand walls by means of a tschnigue
that causes or is likely to cause psrmanent damage
to the stand walls. In the event of damags, Twk will
chargs the Exhibitor with the additional costs of repair-
ing the damage caused.

5.1.4. TwK reserves the exclusive right to adapt the
outer walls of the sfand.

5.2. Undeveloped space

5.2.1. The Exhibitor who orders an undevaloped space
and subcontracts the stand construction fo an entity
other than the ona indicated by Twk shall be obliged to:
familiarize itzelf with the tachnical, fire zafety and OHS
regulations for the stand construction contractors spac-
ified in the Appendix; to inform Twk of the name of the
stand consfruction contractor; and shall, no later than
30 dayz prior to the commencement of the stand con-
struction/arrangsment, submit a ready stand consfruc-
tion/arrangemsnt design for Twk's approval. The dasign
should present two projections of the structurs with
indication of its haight, ba legible and includs the nac-
essary description. The submitted design should cover
the allocated space, be compliant with the construction
law and other regulations and standards applicable in
Poland and with the Trade Fair regulations. The Con-
tractor shall obtain approval for the design before com-
mancing development. In the event of non-acceptance
of the design refarred to above, Twk may deny accass to
the Trade Fair grounds to the entity having to camy out
such davelopment, and the Exhibitor waives any poten-
tial claims against Twk on thiz account. A statement by
TwK on refusal of access to the Trade Fair grounds for
the reasons specified above shall at the same time con-
stitute a termination of the agresmant for participation in
the Trade Fair without nofice.

5.2.2. The Exhibitor ordering undeveloped space is
obliged to pay the mandatory Infrastructure Fes msult-
ing from the ordered space in the amount indicatad in
the Appendix.

5.2.3. The Exhibitor who orders undeveloped space
and subcontracts the construction of a sfand to an
entity other than the one indicated by TwK iz obligad
to placa its stand number in a visible placs. If no num-
ber is availabls, TwK may perform this service for an
additional Fes in accordance with the price list in the
Exhibitor Panel.

5.2 4. The entity constructing/arranging an individual
stand shall be obliged to hold propristary copyrights
or licencas to individual stand designs produced for
the purposas of the Trade Fair. TwK shall not be lia-
ble to third partiss for any infringemant of intsllectual
proparty rights by the entity parforming the develop-
ment/arrangement of the space ordered in the Exhib-
itor Pansl.

5.2 5. By submitting the complsted design for approval
to Twk, the Exhibitor declares that it owns the copyrights
or, as the case may be, the appropriate licances to the
submitted design, and that the design doss not infrings
any third party’s intellactual property rights.
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5.3. Twk raservas tha right to change the allocatad stand
location without ingurning any liability on this account.
5.4 The Exhibitor iz obliged to assemble the stand
and disassemble it within the deadlines providad in
the Appandix.

5.5. The Exhibitor is liable for itz own acts and omis-
sions and thosae of third parties it uses in connection
with itz participation in the Trade Fair, including for
compliance with thess Regulations, all regulations
indicated in the Appendix, technical, fire and safa-
ty regulations and fire zafety instructions in force on
the Trade Fair grounds and for damage causad to Twk
or third parties. If a breach of the above-mentionad
regulations is found, TwK shall be entitled to demand
that the breachss be discontinusd, and if they are not
disconfinuad, TwK may terminate the contract with the
Exhibitor without notice.

56. It is forbidden for building contractors to disturh
the structure of floors, walls, ceilings and to make any
permanent changes in the Trade Fair Grounds. In the
evant that damage is found, Twk will charge the Ex-
hibitor with the additional costs associated with the
removal of the damage caused.

5.7. Upon completion of stand asssmbly and disas-
sembly, the Exhibitor shall be obliged to remove all
residuss (cardboard boxes, foils, boards, stc.) from
the Trade Fair grounds. If the area iz left untidy, Twk
will order claaning works at the Exhibitor's expanza.
5.8. Electricity, water and sewags, comprassed air and
Internet conmections may only be mads by parsons
authorized by Twk affer they have been ordered in ad-
vancs in the Exhibitor Pansl.

59 All elsctrical, water and compressed air instal-
lations must not be put into operation unfil they have
besn accepted and released for use by an authorised
employes designatad by Twk.

5.10. All ordered media ara available at the stand only
during the hours the Trads Fair Grounds is availabls for
Exhibitors. The nead for round-the-clock access to the
ordered media must be reported in the Exhibitor Panal.
5.11. Any faults in the supply of utilitiss must be ra-
portad immediatsly to the raception of the Trade Fair.
Twk iz not liable for damages resulting from irregular-
ifiss on the part of the Exhibitor or caused by a failure
of the ufility provider. In the event that a defect is not
reported immadiataly, Twk iz enfitled to charge the Ex-
hibitor with the costs of emoving the defect and the
costs of repairing the damage caused.

6. Co-exhibitors

6.1. The Exhibitor is obliged to register Co-axhibitors.
Twk reserves the right to refuse to confirm participa-
fion in the Trada Fair without giving reasons.

6.2. The Co-exhibitor is obliged to comply with the
Trada Fair Regulations and any rules and regulations
listed in the Appendix, and the Exhibitor is liabls for its
actions as for its own.

6.3. The Co-exhibitor shall have the rights of the Ex-
hibitor, provided that the Exhibitor orders and pays for
the Co-sxhibitor Package in the Exhibitor Panel or the
Co-sxhubitor pays for it itself.

6.4. The Exhibitor shall not be entitled to sublat any
further dewelopad or undeveloped =pace or to transfer
it in any form to any other parson.

7. Exhibits

71 Bxiibits must be located inside the stand, may not
be placed in paszagsways, and equipment demonztra-
fions must not impeds or prevent the safe movament
of participants or disturb their peacs.

7.2 TwK resarves tha exclusive right to provids servic-
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83 of hanging construction and advertising elamants
to hall ceiling structures (girdars).

7.3. Twk regerves the right to rsfuse to confirm the
inztallation or placement of the Exhibits or fo require
the Contractor to cease displaying the Exhibits without
giving reasons and without incurring any liability on
this account.

7.4 The placing on the stand of Exhibits that require
special security measures or the need to mest special
technical condifions may only take place with the writ-
ten approval of the PMT.

7.5_ If tha Exhibits require the provision of certain con-
ditions, the Exhibitor is obliged to obtain written con-
firmation from Twk that these conditions can be met.
7.6. The Exhibitz must comply with safety standards,
fire regulations and be marked in accordance with the
requiremants of the Stata Labour Inspaction, they must
not breach the rights and freedoms of third partias, and
in particular they must not contain content that is wul-
gar, defamatory, offenzive, promoting or justifying any
form of intolsrance, atc.

7.7. Tha Exhibitor shall be solaly rezponzible for the
Exhibits, in particular for any damage caused by them,
their inadeguate protection (also during the time they
remain in the exhibition space after it has besn closed
to the public), as well as for their compliance with all
legally raquired standards and the possession of the
nacessary certificates and approvals.

7.8. The Exhibitor is obliged to own the copyrights,
licences and other rights to the Exhibits on the exhi-
bition stand and used by tha Exhibitor in connaction
with participation in the Trade Fair. TwK is not liable
for the breach by Exhibitors of any intallectual proparty
rights (including, in particular, industrial design, utility
maodel, trademark) or copyright of third partiss.

8. Transport

8.1. The import/export of goods by Exhibitors from
countries outside the Europsan Union maans the an-
try/exit of goods into the customs ternitory of the Eu-
ropsan Community and gives riss to the obligations
laid down in customs legislation, unless infernation-
al agraements provide otherwise. Exhibitors from a
non-member state of the Furopean Community should
familiarize themselves with the applicable provisions
of Community law {Community Customs Coda, Com-
mon Customs Tariff) and the internal law of the Repub-
lic of Poland (Customs Act and executory provisions).
8.2 In the event that TwK is designated — after receiv-
ing approval from Twk — as tha consignaa for the ship-
ment of the Exhibits, the Exhibitor waives all claims
against TwK for non-delivery, damags, improper trans-
port or storage.

8.3. The Exhibitor is obliged to camy out, at its own
cost and responsibility, all necessary customs clear-
ance enabling the presentation of the Exhibit at the
Trade Fair.

8.4 The naad for the use of cranes, fork lifts, ste. shall
b notified by the Exhibitor to the PMT by the deadline
indicated in the Appandix. The Exhibitor iz obliged to
notify the PMT by the deadline indicated in the Appen-
dix. Exhibits of large size or weight that requirs sstting
up prior to stand construction must be notified to the
PMT before a stand location is granted. Twk rasarves
the right to change the stand location due to the tech-
nical paramatars of the Exhibits.

8.5, The storage of packaging, deposit of Exhibits,
auxiliary and other matsrials is fo be arranged individ-
ually with the TwK shippsr or directly with Twk.

8.6 The official shipper of Twk iz the entity indicated
in tha Appendix_

Targi w Krakowie Ltd., 9 Galicyjska Street, 31-586 Krakow, ph. 448 12 644 59 32, biuro@targi_krakow_pl




Targi
wKrakowie

9. Catalogue, advertising, accompanying events,
demonstrations and presentations at the stand
9.1. The antry in the trade fair catalogue shall be pro-
vided via the Exhibitor Panel, in accordance with the
raguirements indicated therain, by the dsadline spec-
ifiad in the Appendix. TwK reserves that materials sent
by other means, in other forms and/'or after the dead-
line spacified in the Appendix may not be included in
the trade fair catalogus.

9.2. From the moment of the dalivery of the antry to
the trade fair catalogus by the Exhibitor, the Exhibitor
declares that it has the propristary copyrights to the
materials and consants to the fres use by TwK, without
tima or teritorial limits, of the materials provided to
TwK in connaction with tha entry, in particular the logo,
other textual, graphic, photographic or film materials,
in information, promotional and advertizing materials
connacted with the Trade Fair within the scope of re-
cording by any technigqus without quantitative limits on
any carrier, reproduction without quantitative limits in
any technigue, including printing, through electronic
racording on amy medium, introduction into computer
memory and multimedia networks without quantitative
limits, including transmission within the aforemen-
tioned networks, distribution, including placing on the
markst, broadeasting with the use of vision, reproduc-
tion and exhibition, making available to the public in
such a way that everybody can have access to them.
9.3. The Exhibitor undsrtakes to fully satisfy the claims
of third parfies in the evant that such third parties file
claims against Twk for breach of intellactual proparty
rights in connaction with TwK's use of the matarials
referred to in ltem. 9.2

9.4. TwK shall not be liable for editorial errors and
omissions in the trade fair catalogue nor for the print
quality of the materials submitted which do not com-
ply with the specific guidelines indicated for them in
the Exhibitor Panal.

9.5 It is forbidden to photograph or film other pso-
ple’s Exhibits presanted at the stands during the Trade
Fair without the conzsent of thoze concerned.

9.6. Twk reserves the nght to film and photograph
the stands, as well as to document the course of the
accompanying events and to use these materials for
its own purposss without any obligation towards the
Exhibitors or any third parties. The Exhibitor declares
that the above will not breach any intallactual rights of
third parties, as well as that it has, including the right
to tranzfer it to Twk, permission to disseminate the
image of the Exhibitor's representatives and persons
manning the Exhibitor's stand and hareby grants Twk,
without time and territorial restrictions, free permis-
sion to disseminate the image of those persons. The
Exhibitor is obliged to repair any damage which Twk
may suffer or become liable for, or which it may be
obliged to maks good in connection with any claim
mads against TwK as a result of the Exhibitor making
the falze statement referrad to above.

9.7. TwK i= not liable for breach of the rights of Exhibi-
tors or third partiss resulfing from their legal protection
of the invention, industrial design, copyright etc.

9.8. The maximum individual sound level of the stand
may not excesd 55 dB. It is forbidden to direct spaak-
ers towards neighbourning stands.

9.9. The intention to use wirslasz microphones at the
stand must be notified to the PMT. Twk may not allow
the uss of the specifisd frequancy.

9.10. In the caze of the reproduction of music and/or
audio-visual material, the Exhibitor shall be obliged to
pay all dues related to public performance and other
rights, in accordance with the Act on Copyright and
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9.11. During the Trade Fair all presentations, adver-
fising activities or entertainment programmes at the
Exhibitor's stand may taks place with the prior consent
of the PMT. They must not in any way disturb other
Exhibitors or interfers with the general order of the
Trade Fair.

9.12. Any advertizing outside tha stand may only take
place in the forms agreed with the PMT and upon pay-
ment of the ralevant Fes. Advertising placad without
the PMT's consent will be removed af the Exhibitor’s
expense and rasponsibility.

9.13. The Exhibitor is obliged to notify Twk by the date
indicated in the Appendix of the list of guests/speak-
ars of the ralavant accompanying event of the svents
organised at the stand.

9.14. TwkK zhall be sntitled to refuse to give its consent
for organization of an event at the stand and may at
any time obligs the Exhibitor to cancel it if it conziders
that it may, in particular, lead to a breach of the law,
rules of social coexistence, good mannsrs, damage
the good name of TwK, any of the Exhibitors, guests
or sponsors/pariners of the Trade Fair or may in any
way endangar the course of the Trade Fair. Failure by
the Exhibitor to comply with such a decision by Twk
shall entitle Twk to take lawful measures lsading to the
prevention of the evant from taking place at the stand
at the cost and risk of the Exhibitor. The Exhibitor may
not raiss any claims against Twi relating to exercising
of Twk's right refarred to in the previous sanfences.
9.15. Notwithstanding the provisions of paras. 9.7
and 9.14, TwK aszumes no responsibility for the or-
ganization of the event at the stand, in particular for
its course, theme and organization. The Exhibitor-or-
ganizer of the event at the stand shall be solaly and
fully liable for the above and for satisfying any claims
related to that (also those mads by Twk).

10. Organisation of the Trade Fair and regu-
lations

10.1. The Esxhibitor is obliged to comply with the
building and fire safety regulations in force on the
Trade Fair grounds and to comply with specific rag-
ulations applicable to its business activities and to
present —upon TwK's request — the relavant permits, if
such are required by law.

10.2. The Esxhibitor must maks all stand pramises
available to the firs inspaction committes in order to
check fire prevention facilities.

10.3. The Exhibitor shall be obliged to occupy the
Trade Fair stand, arrange it and lsave the Trads Fair
grounds within the time allocated by TwK for the
preparation of the exhibition. Dunng the Trads Fair, the
presence of the Exhibitor's representative is required
at lsast half an hour befors the commencement of the
Trade Fair and half an hour after its conclusion.

104. In situations motivated by forfuitous events, at
the PMT's consent, upon payment of the Fes as sat
out in the Appendix for sach commenced hour of ex-
tension of the Installation Day, the installation of the
display may be extendad.

10.5. During the Trade Fair, the Exhibitor and its rap-
resentatives are obliged to wear the badge recaived
from Twk.

10.6. Without the consent of the PMT, the Exhibitor
may not bring persons other than stand personnel onto
the Trade Fair grounds.

10.7. During the opening hours of the Trade Fair, the
stands shall be open to the public. Any temporary clo-
sure of the stand requires the prior consent of Twk.
10.8. The Exhibitor iz obliged to remove from the
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stand and the Trade Fair grounds empty, unneceszary
or not belonging to the display packaging bafore the
commencemant of the Trade Fair.

10.9. Stall cleaning by the Exhibitor during the open-
ing hours of the stall may not interfere with the course
of the Trade Fair or hinder visitors" access to the stalls.
10.10. The devices connected at the Exhibitor's stand
may not excead the powsr orderad by the Exhibitor. In
the evant of non-compliance with thiz stipulation, the
Exhibitor will ba chargad with all costs associated with
the rapair of damage to the electrical supply and the
paymant of compensation.

10.11. Tha Exhibitor shall ba obliged to comply with
the provisions of the Act on Upbringing in Sobristy
and Counteracting Alcohelism of 26 October 1982
{consolidated text: Journal of Laws of 2002 No 147,
itam 1231).

10.12. Exhibitors renting a ssminar room or any othar
additional space in addition to this are obliged to usa it
axclusively for the purpose of the rental, to pay for any
damage caused during the rental and to respact the
rental hours of the room. Cancellation of the booked
room/additional spacs is only pozsible according to
the terms described in clause 4.

11. Safety — insurance

11.1. TwK accepts no liability for accidents to persons
or damags to or destruction of the Exhibits on the Trade
Fair grounds befors, after and during the Trads Fair.
11.2. TwK zhall not be liable for vehicles or other mov-
able proparty left on the Trada Fair grounds.

11.3. Twk shall not be liable for damage caused by
burglary to the exhibition premises or storage arsas,
for damage caused through the fault of the Exhibitor,
for intarruption in the supply of utilitiss and for damage
cauzed by force majeure such as, but not limited to,
apidemics, strikas, riots, fire, flooding and weathar phe-
nomana such as lightning, hurricane, flood, hail, rain.
11.4. Thiz exclusion of responsibility is not limited,
notwithstanding any pracautions takan by Twk_

11.5. The Exhibitor is obliged to insure himzalf against
civil liability anising from participation in the Trade
Fair, as well as to insure the Exhibits. A certificats that
the required insurances have besn taken out must be
produced to TwK upon request.

116. It iz forbidden to bring onto the Trade Fair
grounds waapons, raplicas of weapons, explosives
and objects the use of which may endanger the safety
of persons prasent at the Trada Fair.

11.7. Exhibitors, their representatives, smployees or
collaborators suspected of being infected or suffaring
from an infactious disease within the meaning of the
Act on the Prevention and Control of Infections and
Infactious Diseases in Humans are prohibited from
participafing in the Trads Fair.

12. Disassembly of exhibitions

12.1. It iz not parmittad to disassambls the sxhibition
and ramove the Exhibits befors the closing date of the
Trade Fair a3 indicated in the Appandix.

12.2. The Exhibitor shall disassemble the exhibition,
remova the Exhibits and restors the occupied exhibi-
tion space to its original state by the date indicated by
TwK in the Appendix._ I the area iz left untidy, Twk will
order cleaning works at the Exhibitor's expenze.

12.3. In situations mofivated by foriuitous events, with
the PMT's consant, the dismantling of the display may
be extended upon payment of the Fee as indicated in
the Appendix for sach commenced hour of extended
disassembly.

12.4. Exhibition slements, exhibits and other squip-
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ment lsft without TwK's approval and not removed by
the Exhibitor during the Disassembly Period shall be
desmed abandoned property which shall pass without
compenzation to Twk.

13. Complaints and claims

13.1. All complainis and claims ansing from partici-
pation in the Trade Fair shall be submitted in writing
not later than on the Trade Fair Closing Date indicat-
ad in the Appendix. After this period, the Exhibitor's
claims for parficipation in the Trads Fair expira.

13.2. All agreements between the Exhibitor and Twk
and all decizions and daclarations resulting therefrom
shall ba in writing undar pain of nullity.

14. Cancellation, postponement, shortening or
partial closure of the Trade Fair

14.1. In the svent of circumstances beyond its con-
trol, in particular when, dus to force majeure, in-
cluding sanitary or epidemiological regulations, the
conclusion of agreements on the basis of which the
organisation of the Trade Fair is impossible or limited,
or the introduction of other lsgal provisions rdil
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limitad, including the limitation of the Exhibitor's indi-
vidual exhibition area for reazons referred to in clauss
141, clause 4.1 of thess Regulations shall cease to
be valid.

14.3. Subjsct to clause 14 4 of the Regulations, in the
cazas sat out in clause 14.1, the Exhibitor shall not be
enfitled to any compensation.

144, In the event that the Trade Fair iz cancelled for
the reasons refarred to in clauss 14.1, the Exhibitor
waives itz claims for reimburssment of the mandatory
Exhibitor Regiztration Fes and a part of the Fess due to
TwK in the amount correzpending to 20% of the valus
of the orders placed and confirmed for: fair area/stand,
type of fair area/stand and the Infrastructurs Fes. This
amount represents a partial ssttlament of the costs
of organising the Trade Fair by TwK. The remaining
amount of the Fess paid by the Exhibitor shall be re-
funded within 30 days of the cancellation of the Trade
Fair or, at the Exhibitor's requast, may be credited to-
wards participation in the next sdition of the Trade Fair.
14.5. If the Exhibitor has not paid all fess dus to Twk
in accordance with the Fess Regulations, in the event
of the llation of the Trade Fair for the reasons

to which the organisation of the Trada Fair will not be
pozsible or its organization will require the introduc-
tion of limitations relating in particular to its organisa-
tion or coursa, TwK reserves the right o cancal, shori-
en, postpone or partially close the Trade Fair on one
Or more occasions or to limit the arsa of the Trads Fair,
including the limitation of the individual exhibition
araa of the Exhibitor. Within the scops of its rights re-
ferred to in the previous sentence, Twk may fresly uss
the indicated possibilities, including simultansously.
For the avoidance of doubt, it is understood that the
exarcize of the above rights by TwK doss not requirs
the consent of the Exhibitor in order to be effsctive.

14.2. In cazes whara the Trada Fair is shortensd, post-
poned, partially closed or the area of the Trade Fair is

st out in clawse 14.1, the Exhibitor shall be obliged
to pay the Exhibitor Registration Fes and a part of the
Feas dus to TwK in the amount comasponding to 20%
of the value of the orders placed and confirmed for:
fair space/stand, type of fair space/stand and the In-
frastructure Fes.

14.6. Notwithstanding other cases zpacified in the
Regulations, TwK shall bs antitled to cancel the Trade
Fair dus to the low number of Exhibitors registered,
without incurring any liability on this account. For the
avoidance of doubt, cancellation of the Trada Fair in
the above circumatances shall not constitute an ad-
mission of liability against Twk_

14.7. In the event of cancellation of the Trade Fair in
the situation raferrad to in clause 14.6, as well as the
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cancallation of the Trade Fair through the fault of Twk,
the Exhibitor shall only bs entitled to a refund of the
amounts paid without inferast.

15. Final Provisions

15.1. The sals of goods and services by the Exhibitor
during the Trade Fair shall be recorded in accordance
with the legal provisions applicable to the Exhibitor
concamad and the Exhibitor shall be solaly respon-
sible for compliance therewith. It iz the Exhibitor's
rasponzibility to provids a cash register, if any.

15.2. Bxubitors participating in Fairs organised by
TwK ars obliged to comply with the regulations in
force and to observe thase Regulations, Appendices
conceming particular Fairs and regulations in forca in
the facility whers the Trade Fair takes place. A list of
applicable regulations is provided in the Appendix. Ex-
hibitors who do not adhere to these conditions shall be
rasponsibla for any damage suffersd by Twk or third

partias.

15.3. All disputas that may arise from participation
in Fairs organised by TwK as well as works, supplies
and sarvices commissioned fo Twk by Exhibitors are
subjact to the jurisdiction of the Gourt with jurisdiction
over tha regizterad office of Twk. The applicable law
i Polizh law.

15.4. Acceptance of the terms of these Regulations
shall take place upon submizsion by the Exhibitor of
an application for participation in the Trads Fair.

15.5. TwK reservas the right to infroduce additional
ragulatory provisions and other changas to the Reg-
ulations.

15.6. These Regulations are sffective as of 1st May
201,

Targi w Krakowie Ltd., 9 Galicyjska Street, 31-586 Krakow, ph. 448 12 644 59 32, bivro@targi_krakow.pl

Fig. 12 — Trade fair regulations — Targi w Krakowie — source: https:// targi.krakow.pl!

HOW TO CREATE AN EVENT OFFER?



GUIDE | HOW TO CREATE AN EVENT OFFER?

TRADE FAIRS, EXHIBITIONS

. Explain the following terms: B2B fairs, B2C fairs.

. Discuss the types of fairs and exhibitions.

. Discuss the objectives and measures of exhibitor participation at fairs.

. Provide a sample schedule of activities before, during and after the fair.
. List the main organizers of trade fairs in Poland.

. List the main elements that should be included in the regulations for trade fairs.
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Incentive travel — definitions, objectives, participants

Incentive travel is a set of activities and marketing communication tools of an incentive
nature, crowned with a reward in the form of a trip. The main objectives of the programme are
to support sales, strengthen relations and, in the long run, build loyalty. Each incentive travel
event has its own unique scenario that leads to achieving the goal. It is characterised by: the
right choice of direction tailored to the target group and the objectives set, detailed plan-
ning, a high level of attention to the safety of participants, and comprehensive travel services
at every stage of the trip.

The objectives of entrepreneurs in the
organisation of incentive travel:

strengthening ties with the company, Non-wage incentives in the Form of incentive

Integration of a team of employees or in-  ¢rgyefare an important element of motivation:

tegration of an employee with the team,
shaping the organisational culture of the
company,

¢ employees,
e salespeople,
arousing enthusiasm for solving problems, . clie?ts,
motivating to undertake specific activities * business partners.
(e.g. increasing sales)

immunizing against the actions of the
competition,

e causing an increase in knowledge.

source: A. Swiatecki, Nowy Incentive w Polsce)

Essence of motivation, effects of incentive events

Through its unique programme and high level of services, incentive travel provides its participants
with the Following needs: respect and recognition, connection with other people, creative activity
and self-improvement.

An incentive trip may fulfil various tasks, and therefore it takes various forms. The simplest form of in-
centive trips are trips rewarding hard work. Their task is to provide the participant with unforgettable
impressions, so that after returning the employee is motivated for further work and wants to take part
in the competition for the prize again to be able to benefit from it next year. The second variety of in-
centive trips are scenario games. The task of such trips is to strengthen team work and improve inter-
personal communication. They also serve to identify the employee's strengths and weaknesses, as well
as to determine the attitudes and roles played by individual team members. The third group are trips
with outdoor activities, during which participants have to face extreme challenges and overcome their
weaknesses. The aim of this type of trip is to make the employee aware that there are no impossible
things and situations without a way out, and the key to success is to look for solutions, think creatively
and make maximum effort in order to achieve tasks that seem unfeasible at Ffirst sight.
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The primary benefits to the company from incentive trips include:

e deeper integration and easier communica-
tion of employees within the organisation
and employees with company management,

e commitment and loyalty to the organisation,

 greater identification with the organisation,

shaping and increasing loyalty of employees,
easier management of the team,

increase the enthusiasm of employees,
satisfying the need for recognition and
respect.

Source: Agnieszka Dybizbariska,
Rosngce znaczenie incentive travel jako narzedzia motywowania w Polsce

6.3) Purchase processes in corporations

RFP RFQ
Request for Request for
ANALYSIS OF BUSINESS SUPPLIER RFI NDA BRIEF Proposal Quotation
NEEDS OBJECTIVE MARKET Request for Non-
defining the ANALYSIS Information Disclosure
purpose of the Agreement

tender for the client

Selection of a
partner for
negotiation or
cooperation

or

What do | need?
why do | want to
organise a

How does my
need translate
into a business

Ongoing supplier
market analysis
conducted

Optional when
client establishes
a list of potential

tender? objective? periodically via suppliers fFor
RFI (Request for tender and has
InFormation not conducted RFQ
without tender RFls periodically Request for
opportunity)

Quotation

Figure 14 — The corporate purchasing process
Source - https://dobryprzetarg.com.pl SAR Biata Ksiega Incentive Travel

Specification of Essential
Terms of the Contract

Request
For Request
} Esr Request
InFormation f
Proposal o
Quote

Figure 15 — The corporate purchasing process
Source - https://dobryprzetarg.com.pl SAR Biata Ksiega Incentive Travel

In the case of incentive travel, the RFP document (as was the case for congresses) is replaced by the
term BRIEF. This is an equivalent concept, defining the specification of essential terms of the contract.
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Before launching a competition or tender, a company carries out an analysis of its needs and
defines its business objectives. It then conducts a preliminary analysis of suppliers to which
it sends a first request for information (RFI).

The RFI - request for information - is the first selection of potential partners.

The company asks for basic information about the supplier — business profile, KRS (Polish Company

Register), financial standing, certificates and awards held. The next step is to define the criteria for
Gﬂ selecting suppliers for the further stage of the procedure (portfolio, experience in implementing

specific projects, staff experience).
The RFI should not be costly for suppliers and is never a trade secret.

Based on the information received and the defined business objectives, the company sends a pre-
pared brief to selected or all suppliers.

Below is a sample brief prepared by the Association of Incentive Travel Organisers.

Brief of an incentive travel trip
Recommended by the Association of Incentive Travel Organisers

STOWARZYSZENIE
~ ORGANIZATOROW

INCENTIVE TRAVEL

Commissioning party's data

Name and surname

Company name

Address

@ Industry

Email

Contact phone number

Basic information about the trip

Planned departure date

Approximate duration including flight

Preferred country, region

Previous travel experience (location, type of
programme)
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Group description

Anticipated number of participants

Age range

Gender division

Professional specification

Type of mutual relations of participants, e.g.
employees, contractors, clients, VIPs, other

Characteristics of the trip

» Motivational

» Rewarding

* Integrative

Intended purpose e Educational

e Recreational

@ » Outdoor trip (photo sessions, film sets)
e Other

« Cognitive/exploratory

« Adventure

Programme
+ Cultural

» Sporting

What the programme must include

What cannot be included in the programme

Standard of services

Accommodation

Hotel standard (number of stars)

Type of rooms (SGL, DBL, TPL)

Preferred Facility Features (swimming pool,
spa, location away from civilization, green
areas, golf course, etc.)
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Means of transport

Plane (first, business, economy class)

Preferred airline

Train (1st class, 2nd class)

Coach

Transportation on site

Own - for group use only

Local - public transport

Catering

Local cuisine

European cuisine

e Breakfast

@ e Lunch
Type of meals e Dinner

» Supper

« Allinclusive

Special meals (gala dinners, banquets, others)

Conference room

Number of participants

Duration

Coffee breaks

Setting (theatre, classroom, letter U, other)

Equipment (projector screen, sound system,
flipchart)

Budget

Estimated budget (per person and per group)

Currency (PLN, USD, EUR)
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Additional information

Branding (badges, invitations, maps, menus,
programme, hotel and transport markings,
departure logo)

Communication with participants (client's
intranet, web platform, SMS, email)

Special requests (gifts for participants,
welcome letters, surprises, etc.)

Possibility of a debriefing meeting

Deadline For questions via email, telephone

Deadline for an initial offer

Contact person for technical questions
(name and surname, telephone, e-mail)

Other questions, suggestions, expectations,
special requests not included in the form

fairs, recommendations, other)

; Source of information about us (Internet,

Table 6 — Brief of an incentive travel trip
Source - https://dobryprzetarg.com.pl — SAR Biata Ksiega Incentive Travel

After receiving a brief, suppliers may be asked to prepare an RFP or RFQ. What are the differences?

RFP - Request for proposal - is a request For RFQ - Request for quote - is a request For
proposal. The client: quotation. The client:
* islooking for a solution to a specific business  has a defined specification,
need, e presents a detailed scope of work,
e cannot define a specific scope of work yet, is e expects a concrete offer and quotation, cost
looking for ideas, estimate for services, works, project.

A response to a request for quotation is an

/:i e presents a business objective, problem, chal-
offer and a commitment from the company

lenge, expected result.

The RFP does not create an obligation to use within its validity period.
the proposal, the client does not cover the

supplier's costs. The RFP is not an offer or a

contract.

After the offer is selected, the client conducts negotiations and concludes a contract for the realisation
of the incentive travel.
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As can be seen from the above, the purchasing process in corporations is very long and requires a lot of
commitment from suppliers, often without being paid and receiving a contract. The general guidelines
for the contract as well as the incentive travelbudget template are presented in the following section.

Identify the objectives of entrepreneurs and target groups in the organization of
incentive travel.

. Characterise the essence of motivation.
Present benefits of incentive travel For a company.

Discuss purchase processes in corporations in connection with the organization of
incentive travel.

Describe a sample brief of an incentive travel trip.

Explain the terms: RFP (Request for proposal) and RFQ (Request For quote).
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PREPARATION AND REALISATION OF AN EVENT

Business plan, creative concept, and scenario
BUSINESS PLAN

Well-developed and implemented action plans are a key part of running any event.

The business plan for an event is used to communicate a strategic plan for the delivery of the
event, usually for a period of three to five years (if it is not a one-off proposal). Every event
should have a business plan.

Regardless of the scale, age or history of the event, a business plan is an essential tool that:

communicates to others the vision, purpose and benefits of the event,

enable you to focus on the event's potential for development and growth,

illustrates and helps to secure the long-term viability and sustainability of the event,
shows how much money is needed and what it will be used for,

helps to plan resources, delivery and operational structure,

helps to raise funds,

measure success.

It is recommended that all business plans include the following:
1. An overview of events including:

— vision and mission,

— key outputs/outcomes,

— event,

— target market,

— stakeholder involvement and benefits.

2. Implementation mechanism - development 3. Financial plan and remarks:

plan, including: — revenue and expenditure projections,

— strategic development, — economic impact assessment.
— SWOT analysis.

Key areas to include in your event business plan are:

— the vision and mission of the event, i.e. what it ultimately aims to achieve,

— who the main stakeholders are, what benefits they will receive and how the event fits into their
strategy,

— relevant experience and past achievements of the organisers,

— the background to the event and an overview of plans for the current year,

— SWOT analysis (identification of strengths, weaknesses, opportunities and threats),

— key objectives and performance strategy for the current year,

— development plan - how key objectives and targets will be met in the future (beyond the current
year),

— marketing and communication planning,
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event requirements — staffing structure, equipment, services, venues etc.

cost of event - budget projections over a 3-5 year period (if the event is cyclical),
sources of funding - identification of revenue streams,

business management and control,

risk management and contingency plans

considerations for the future.

Components of a business plan.
1. Executive summary - abstract.
It should be concise and include an overview of the following:

e What the event is

e The vision and mission of the event

e The objectives of the event

¢ When and where the event will take place

e  Why the event has been developed

* Whois the event aimed at

e What are the main benefits of the event for the community, sector, stakeholders etc.
¢ Who developed the event and the business plan

e Astatement of the estimated income and expenditure associated with the event
e Overview of the business plan (i.e. plans to monitor and update)

e What are the main sections of the business plan

2. Background and history

[m « Event management, experience
« Event history

3. Overview of events

* Vision and mission

e Goals and objectives, key results

* Event

e Target market for the event

e Stakeholder engagement and benefits
¢ Delivery mechanism

The information provided in this section should relate to the event in the current year. Vision —is
a brief statement describing in broad terms the long-term goal of the event. Mission - this is a
more detailed statement that includes exactly how the vision is to be achieved. Goals and Object-
ives and Key Results — define the objectives that should help achieve the vision and mission; set a
timeframe and identify who will lead each activity (i.e. which organisation/person). Objectives
must be clearly defined and should follow the SMART principle: Specific, Measurable, Achievable,
Relevant and Time-Bound.
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Describe the event and its various elements in more detailed terms, discuss the planned content,
event programme and any new developments. Target market — provide an outline of the existing
attendee profile (if any) and set targets for growth and development (see section 5 for more de-
tails). Stakeholder engagement and benefits — describe stakeholder engagement and benefits
for each stakeholder and what they should expect (event partners, public funders, sponsors, sup-
porters, venue/host city, local community, etc.).

4. Development plan

* Strategic development
e SWOT analysis

This section should outline the development of the event over the next 3-5 years, i.e. strategic
development, keeping in mind the vision and mission. You should outline your key objectives and
how they will be achieved and developed beyond the current year; set timelines and identify who
will lead each activity (i.e. organisation/individual).

The SWOT analysis should include:
e Strengths - e.g. a unique event in the calendar.
e Weaknesses — e.g. potential impact of weather on the programme.
e Opportunities — e.g. entering new markets and different age groups.
» Threats - e.g. competition with other events taking place in the destination.
Em 5. Requirements for events

* facilities

e services

e production

* rules of law and insurance

This section should describe the event's operational level requirements for: facilities — what
equipment is required for utilities, accommodation (on-site and off-site), catering, communica-
tions, technology, etc., and services — what services will be required and who will provide them
(health and medical, police, traffic management, etc.).

6. Marketing plan and communication

e Advertising — development of visual identity, advertisements and promotional articles in
the media

e Direct sales — mailing of invitations, presentation at similar events

* PR -development of press releases and promotional articles, dispatch to journalists and
trade media representatives, preparation of a set of materials For patron media, develop-
ment and dispatch of newsletters to potential participants

e Sponsorship — preparation of offers for sponsors and partners; conducting activities

aimed at obtaining financial resources and barter benefits from sponsors, partners and

exhibitors.
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7. Financial plan

e Forecasts of revenue and expenditures
e Estimation of the economic impact

This section is crucial. You need to show that the event is financially viable and feasible. If this is
not possible, it is recommended to include at least: income and expenditure forecasts (provide
detailed event budgets and cash flow forecasts for the plan period) and estimate the economic
impact, i.e. the additional income that the event will generate for the area / economy.

8. Management and business controls
e Action plan template e Monitoring and evaluation of performance

* Business * Risk factors
[m This section should show that the company is prepared to manage the event appropriately. Busi-
ness - describe how the activity will be monitored; what the management and administration sys-
tems will look like to ensure the event runs smoothly. Other records - describe other systems the
company will put in place to monitor the progress of each operation, when this will be done and
by whom, etc. Monitoring and evaluation of performance - describe how targets and results will
be measured against levels of achievement (marketing, budget etc.) and how reports will be
provided. Risk factors - identify key risk factors (e.g. in relation to objectives, programme, finance,
operations, reputation, legality, participants, health and safety etc.). Show how risk will be man-
aged and mitigated. An initial risk assessment should be provided.

CREATIVE CONCEPT

If you want to stand out from the competition or achieve the recently fashionable "WOW effect" of an
event, you need truly imaginative solutions, the vision of which is generally referred to as the creative
concept. What is the purpose of developing a creative concept? It helps to attract the client's atten-
tion, but above all it is the keynote around which the event scenario is built. The concept cannot be de-
tached from reality,:

[] It must be adapted to the target group,
[] It must be adapted to the place and time of the event,
[] It must take into account the client's budget possibilities.

What must be included in the creative concept?

* The nature of the event

* The target group (size, demographic structure, degree of familiarity between participants)

e Purpose which the event is intended to help achieve (e.g. prestige, integration,

Gﬂ entertainment)

* Timeframe

* Location - according to the client's guidelines regarding the city, surroundings, character and
standard of the venue (these elements should also be adjusted to the proposed concept of

the event)
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Technology and scenography - adjusting the technical and scenographic setting not only to
the creative concept but also to the requirements and limitations of the location

e (Catering - number of people, menu, length of the event

e Attractions - tailored to the creative concept and location constraints.

Budget

SCENARIO

Congress, trade fair or incentive travelis a unique event for its organizer, therefore the contractor must
carefully plan the preparation and realization of the event and select the right team of collaborators and
suppliers.

Hence an event scenario is needed, which should contain 6 main elements:

e creative concept, e venue and suppliers,
e definition of the recipients, e communication,
e programme and schedule of activities, e risk management.

A well-prepared scenario will allow you to execute the event correctly, communicate efficiently before
and during the event and avoid crisis situations.

Below is a sample scenario of an event.

SAMPLE SCENARIO OF AN EVENT

Meeting title (Polish/English)

Type of meeting

Organiser

A. Creative concept, date, venue, secretariat

Creative concept

Objectives
Date
Duration
Place
Secretariat / coordinating team Tasks of secretariat/team, list of staff
B. Recipients — participants and partners
Honorary, industry and media patrons, g(;rrrsn;nzf PRI ) P el i e e
SpoNsors

List of sponsorship agreements

Estimated number and categories of
participants VIP, special guests, registration
fee rates (if required)
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C. Scenario and programme

Programme Framework programme:
Preparation schedule, if developed Preparation schedule:
Detailed scenario Hourly scenario of the event:

D. Facility and suppliers

: o Contract conditions
Main facility - halls, scenery, technology Overview of the rooms, room set-up,

Supplier: lecterns, lectern tables
Name, address, contact, contact person

Stage design elements for meeting rooms

List of technical equipment for hire of

Technical equipment of halls premises
List of externally hired equipment

Meeting room service - list and number of
External supplier: persons needed

Name, address, contact, contact person Slide room service
Photographer, video

Printed materials - certificates, badges,
invitations, roll-ups, banners, lectern and

Printed materials, conference bags/tissues lectern cases, flags

and gadgets Programme

Supplier: Conference bags: programme, abstracts,
Name, address, contact person notebook and pen, sponsor materials, media

patron materials

@ Other
Catering venue, schedule

Catering services DR
- Meal specifications, number of meals, menu,
Supplier: service

Name, address, contact, contact person e

Preparation of invitation prospectus.

Exhibition Handling of exhibitors.
Building and furniture supplier; name, Preparation of stand plans.
address, contact person Technical supervision.

Responsible person - contact
List of hotels, contacts

et VIP hotel, inserts and special requests
Packaging of conference materials
Reception of the event (specification of package set for a

participant)

Organisation and operation of the reception,
issuing of materials, registration, recording
of payments, issuing of invoices, tourist
information.

Provision of equipment and technical devices
for the reception desk.

List of persons employed at the reception,
Safety of participants names, telephone numbers.

Security, medical team, insurance

VIP transfers + airport — specification,
contractor

Airline tickets

Site transfers — hotels — social events

Transport services
Supplier
Name, address, contact person
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Discuss the objectives of the event business plan.
State the components of an event business plan.

Discuss the various components of an event business plan, with particular emphasis on
the executive summary and event overview.

Explain the term creative concept and give its essential Features.
List the areas to be considered in the creative concept for an event.
List the elements of an event script.

Develop a sample event scenario.

7.2) Contracting of event Facility — terms of cooperation, scope of services offered by the Facil-
ity, principles of introducing external service provider, conclusion of contracts

WHAT DOES A CONGRESS ORGANISER EXPECT FROM
O RCANISER EXPECT - A CONGRESS VENUE? PROFESSIONALISM.

FROM A COMCRESS VENUE?

What is meant by this word?

A professional offer, professional service, reliable
billing!

Fig. 16 — Organiser vs. venue
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Site selection criteria:

location and accessibility e services available
size and specification of rooms e wifi
Facility equipment e hybrid events

1. Location and accessibility:

distance from the airport, from the train station

access to the venue

parking for participants

visible and marked entrances and exits

ramp for delivery vans, access to freight lifts and wide passageways allowing uninterrup-
ted delivery of technical equipment

marked access for disabled persons

number and condition of toilets

adequate space for the visitors' reception to allow smooth flow of people and avoid con-
gestion at the entrance.

2. Size and specification of rooms:

capacity and size of the plenary room

number, capacity and layout of meeting rooms

space for exhibitions, networking, posters, catering

options and speed of changing the layout of rooms (sliding walls, removal of chairs)
signposting of rooms and circulation routes

detailed plans of the venue, height of the halls, floor load capacity, suspension points
from the ceiling (load capacity), sources of electricity, water, etc.

the quality of the electrical installation (if the installation is not sufficient for the tech-
nical requirements of the concept, you will need to provide your own power generator)
references from previous clients who have organised an event of a similar size and profile
year of construction, year of renovation

3. Facility equipment

conference furniture available on the premises

AV equipment available on the premises (included in the rental price or charged extra)
internal visual information system

reception desk — cabinets and equipment

speaker's ready room, secretariat, media room, storage room

4. Available services and catering

Possibility to store materials before and after the conference
On-site technician support

An assistant dedicated to the conference

Site and car park security
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* Cleaning of the venue, especially the exhibition areas

e Quality of catering offered

e Permission of venue owners to bring in their own alcohol (important e.g. for cooperation
with an alcohol partner)

5. Wi-Fi for participants

e Free Wi-Fi influences choice of venue: 64% - yes, 31% - maybe, also depends on other
factors, 5% - no
e Facts — Wi-Fi in many venues is unsatisfactory and is getting worse as demand for band-
width increases
e It is not enough to answer: 'Yes, we provide wireless internet'. Questions need to be
answered: For how many people at the same time? On which devices? On which applica-
G] tions? In what locations? What kind of bandwidth? You need to know the capabilities and
limitations of the facility and you need to communicate them to the client.

6. Hybrid events

Due to the uncertainty created by COVID19, and in order to future-proof key congresses, organ-
isers are adapting their bidding guidelines for the hybrid event. A key element here will be stable
internet connections dedicated to the organiser, with high bandwidth so as to ensure virtual at-
tendees get maximum benefit from attending the event and networking with exhibitors and
event partners. The venue must provide professional technical support and provide virtual plans
and visuals. Detailed information on virtual and hybrid event support is included in the trends
section.

The most common mistakes in Facility offers

We often see mistakes in the concept for the promotion of the facility, lack of idea for its own
product. If it is a multifunctional venue, it should have a different offer for a congress, another for a
trade fair and yet another for a banquet. It sometimes happens that the offer contains mistakes result-
ing from inadequate care in preparing the offer, template texts, without the so-called own story. The
venue should provide the organisers with a set of professional, high-resolution photographs. It cannot
happen that the offer contains inadequate photos from photo stock, which completely fail to reflect the
reality. The information contained in the offer should be up-to-date, especially with regard to sanitary
guidelines introduced during the COVID-19 pandemic. The offer should contain valuable texts: spe-
cifics, statistics, lists, statements, quotations, references, infographics, Films.

What should a venue's offer include?

e |tshould be dedicated, not prepared for all occasions.
e |t should include room rental (specification of rooms for a given event), offer of audio-video
Gﬂ equipment, room decoration (plans, photos).

e It should include catering and receptions with a menu proposal and (optionally) an entertain-
ment programme that the venue can provide.

It should include information about the security of the venue.
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It should include information on additional offers included in the fee and those made avail-
able at additional cost, according to the client's expectations.

» It should include information on how the organiser can bring their sub-contractors and com-
panies who have exclusive rights to provide these services into the venue. (e.g. catering in the
venue).

e |tshould include the rental price, preferably with a detailed calculation so that the client can
modify the order if necessary, knowing the surcharges and cost savings.

* |tshould indicate mandatory fees, taxes, surcharges.

Finally, you must specify the conditions for changes and cancellations:

e terms for cancellation of the entire reservation free of charge

» conditions for change of date

» dates and conditions for partial cancellations

* when changes to the quantity, type and scope of services ordered will require a new cost
calculation

ELEMENTS OF THE CONTRACT

The subject of the contract - first of all the name and date of the event, and in particular e.g. the
provision of meeting rooms and facilities in accordance with the order (specification and rental
time), ensuring the proper functioning of the equipment and devices in the rooms (specification
of equipment), providing other agreed services in accordance with the order made by the organ-

Gﬂ iser.

Important:

e The facility undertakes during the execution of the contract to take into account the sugges-
tions and wishes of the organiser regarding the manner of execution, as long as they do not
exceed the conditions and costs associated with the execution.

» Ifthe suggestions and wishes of the organiser result in an increase in the remuneration of the
Facility, the Facility is obliged to inform the organiser of this and is obliged to obtain the or-
ganiser's written statement of the additional costs before implementing them.

e The venue reserves the right to immediately intervene, stop the event or modify it if it finds
that fire or other safety regulations have been violated.

e The venue declares that it is insured against liability in connection with its activities.

Appurtenances of the organiser:

* The organiser undertakes to provide the venue with all information necessary for the execu-
tion of the agreement.

* The organiseris responsible for any damage and/or loss of quantity of the venue's equipment
caused during the event and in connection with the event by its guests and persons acting on
its behalf.

* The organiser shall provide, prior to the commencement of the event, a list of subcontractors

to whom they have subcontracted any activities on the premises in connection with the event.
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ancellation and change terms

he following should be entered into the contract: payment schedule and amount of advance payments,
deadline for final calculation, consequences of failure to meet advance payment deadlines, basis for ad-
ance payments - e.g. pro forma invoices

iComplaints

The venue is not responsible for improper performance or non-performance of the contract due
to force majeure.

The organiser should report complaints to the venue in writing no later than 5/7 days after the
end of the event.

The venue shall consider complaints within 7 days of notification by the organiser.

Submitting a complaint does not release the organiser from the obligation of timely payment.

Final provisions

Amendments and supplements to the agreement must be made in writing under pain of nullity.
The appendices to this agreement constitute its integral part.

In matters not regulated by this agreement the provisions of the Polish law shall apply.

Any disputes that may arise from this agreement shall be settled by the court competent for the
place of the registered office of the facility/organiser.

The parties agree that the binding form of communication is mail and electronic mail.

This agreement has been made in two identical copies, one for each Party.

List the criteria for selecting a congress venue.
. Characterise each criterion.
Describe what a venue's offer should include.

Identify and characterise the elements of a contract related to contracting an event
Facility.
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Selection of service providers

Suppliers can be divided into four business areas (not including the facility):

1. Catering

2. Technology and scenography

3. Participant management systems
4. Other suppliers

1. CATERING

Guidelines For catering that the organiser should include in the contract with the supplier or
in a document called Banquet Event Order (BEO):

e Date of event (start, end)
» Specification of meals — number of people, serving times
» Preferences regarding the type of catering (e.g. Italian cuisine, vegetarian)
e Formula of catering (seated or unseated event, served or buffet), specification of rooms —
rooms to be used for catering, setting up of room, with time for assembly and disassembly
e Layout and number of tables, buffets, availability of buffets
* Type and time of coffee service
e Alcohol service formula (limited or open bar)
e Coordinators from the organiser and supplier side
* Eventscenario
Gﬂ e Menu-remember to plan all menu items in order of service
* Incase of a buffet, all items should have specific stations and locations

e Dietary indications — vegetarian dishes, gluten-free products or nut-free meals
e Staff:

o List of waiters and bartenders and their job description

o Security (if external - contact, responsible person) and job description

o Hostesses (if external - contact, responsible person) and job description

o Car park attendant, cloakroom attendant and cleaning service and job description

and schedule

e Cost estimate, terms of cooperation:
Fixed costs (room rental, staff, equipment)
Staff costs (Fixed in advance, additional according to consumption, open bar)
Guarantees
Payment terms and amounts

o O O O O

Service fees, taxes, tips
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If you are working with an external caterer who is not affiliated with your chosen location, it is a good
idea to know the caterer's electricity requirements in order to take them into account during technical
preparations. This will avoid overloading the electrical system, which would prevent the event from tak-
ing place.

Below are examples of event menus.

Served menu

Starter Cold starters

¢ Salad with smoked trout, orange and rocket * Roe deer tartare served on chestnut puree

¢ Fennel with Correggio cheese with chips of e Lightly toasted tuna with crushed pepper
Italian ham served on avocado with ginger and mango

sauce

Soup Soups

e Cream of forest mushrooms with croutons * Cream of white vegetables in the aroma of

» Cream of roasted beetroot with beet leaves Riesling wine with smoked salmon
and pine nuts e Mushroom cappuccino drizzled with truffle

oil and a parmesan roll

@) Main course Main course

e Pork tenderloin in bison grass vodka sauce » Wild boar tenderloin dipped in cognac sauce,
with apple and potato rosette on pappar- served with a cheese and spinach soufflé
delle with marinated courgettes and roasted red peppers

e Duck breast in balsamic sauce with potato e Lamb chops served with goat's cheese cas-
gratin and red cabbage serole and caramelized edelweiss

¢ Salmon in lemon and dill sauce with colour-
ful risotto and a bouquet of vegetables

Dessert Dessert

¢ Cheesecake with hot cherries on a toffee * Chocolate truffles with raspberry sauce and
sauce griddle pistachios dipped in honey

e Burned cream with a hint of fig and a scoop e Baked pear stuffed with nuts served on a

of blueberry ice cream vanilla mirror
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Buffet menu

PROPOSITION 1: PROPOSITION 2
COLD BUFFET [400g/person] COLD BUFFET [400g/person]
¢ Mixed salads with vinaigrette and traditional * Oriental salad with beef and sesame
ingredients * Salad with Korycin cheese
e Caesar salad with chicken * Slow cooked turkey fillet with tomato salsa
* Vegetable terrines * Chicken garam masala with roasted cour-
e Slow cooked pork loin with potato salad gettes
e Turkey fillet in balsamic vinegar with paprika e Spinach tart
* Tomatoes with mozzarella and basil pesto * Sauces and dips
¢ Sauces and dips e Choice of fresh bread
e Choice of fresh bread * Butter
e Butter
HOT BUFFET [600g/person] HOT BUFFET [600g/person]
* Farfalle with puttanesca sauce * Ravioli with spinach and sun-dried tomatoes
* Grilled chicken fillet with sage sauce in cheese sauce
@ e Codin beer batter * Chicken fillet with dry-cured ham in basil
e Curryrice sauce
« Grilled vegetables * Butter fish with lemon sauce

» Boiled potatoes with clarified butter and dill
» Boiled cauliflower and broccoli baked with
Hollandaise sauce and Parmesan cheese

DESSERT BUFFET [150g/person] DESSERT BUFFET [150g/person]

e Mini panna cotta * Apple cake

¢ Chocolate cake e Lemon tart

¢ Mini cold cheesecake * Chocolate mousse
BEVERAGES

ICARBONATED DRINKS: Coca-Cola, Coca-Cola Zero, Sprite, Fanta, Tonic, sparkling/still water
FRUITY JUICES: orange, currant, apple

HOT DRINKS: Freshly brewed coffee, selection of teas

WINE: house white wine, house red wine

BEER: unpasteurized beer from our own mini-brewery
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Picnic menu

Grilled dishes Salads
e Trout with thyme ¢ |ceberg lettuce salad with cucumber and
* Pork neckin herb marinade fresh dill
* Pork tenderloin steak in spicy marinade e Chinese cabbage salad with melon
¢ Chicken shashliks with vegetables ¢ Potato salad with broccoli, green peppers,
¢ Smoked grilled sausage peas and pickled cucumber, mustard
 Black pudding with onion dressing
» Baked potatoes with dips ¢ Fresh pickled cucumbers

e Slices of marinated vegetables (peppers,
aubergines, courgettes)

Extras

e Bread, mustard, ketchup, sauces

plEELEl » Crispy vegetables

* Hamburger with vegetables in a sesame e Coriander dip, blue cheese dip

seed bun
Beverages
@ e Cheeseburger with vegetables in sesame

seed bun ¢ Choice of fruit juices

« Chicken gyros in Greek pita * Mineral water served with lemon

Selection of homemade cakes
¢ Chocolate cake with pear * Honey hazelnut cake
e Carrot cake * Seasonal fruit

2. TECHNOLOGY AND SCENOGRAPHY

We should prepare a checklist and Follow it before proceeding with the technical procurement

e We start by selecting the right partner(s) to work with, but experience is the best criterion for
selection.

e Remember to adjust the technical and scenography setting not only to the creative concept,
but also to the requirements and limitations of the location.

e Plan the time and conditions for assembly and disassembly, as well as time For technical re-
hearsals including lighting, sound and multimedia.

G] e With the technology partner, we determine the appropriate positioning of screens, ensuring
good visibility for all viewers.

* We adjust the sound system to the size of the venue.

e We must remember to include in the specification the technical riders of the performing
artists.

¢ Plan the location of the stage and the control room according to the shape and size of the
venue, as well as the requirements of the technical rider of any star performing during the

event.

Choose microphones according to the speakers' preferences (head, lapel, hand-held).
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Let's provide speakers with information on the format of multimedia presentations, adapted
to the size and technical requirements of screens.

Check the quality of the projectors in relation to the room, or ensure that rooms that are too
bright are darkened.

We must comply with health, safety and fire regulations; when placing the equipment in the
venue, we must ensure that escape routes are clear during assembly and performance; we
must secure all cables in the venue.

Let's prepare a detailed scenario for the technical staff, including all the elements that are to
happen on screens, speakers and on stage.

It is worth looking at some examples of multimedia productions — the event, depending on
the location, can really be impressive.

3. PARTICIPANT MANAGEMENT SYSTEMS

Depending on the needs of a particular event, conference discussion systems, simultaneous interpret-
ation systems or voting systems may be needed.

Very often during a congress we are not able to provide all willing participants with oral presentations
on stage, therefore poster presentations should be possible for the remaining participants. Until now,
poster boards were used for this purpose, on which paper posters were placed. Nowadays these are in-
creasingly being replaced by e-posters, and for this we need touchscreens and a system to manage the
sharing of posters, their search, comments and questions to the author.

Commonly used in congresses and events are mobile applications that have many
functions to engage participants, namely:

event agenda (additionally it can also e partners and sponsors, including a sponsor
include abstracts), selection of individual application on the homepage,

programme, presentation and speech evaluation module,
list of delegates, surveys,

list of exhibitors, questions to speakers, consultants,

venue plan and exhibitions, appointment scheduling module,

social platform, photo booth.
PUSH messages,

Information about the participant management system can also be found in the chapter: Congress sec-
retariat, participant and abstract management.

4. OTHER SUPPLIERS

Other suppliers we may need before or during the organisation of an event are:

* Artistic agency ¢ Photographer
e Booths for exhibitors e Graphic designer, material production
e Security agency e Translation agency

* Hostess agency
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List the main activities of event service providers.

Describe the catering guidelines in the Banquet Event Order (BEO) document.
Develop a sample event menu: served, buffet, and picnic.

Prepare a checklist for ordering technical and stage setting.

Discuss tools for managing participants in an event.

List services useful before or during the organisation of an event.

Cooperation with sponsors, patrons and the media - sponsorship offer, offer for the
media, patrons

There is no event without partners. When preparing for cooperation with event partners, we must re-
member that each of the stakeholders of our event has different objectives. For the organiser, it is im-
portant to realise the planned programme and to achieve a positive balance sheet, for the participant -
to raise their competence or to present their own achievements. For the sponsor, patron or media, it is
important to increase brand recognition and sales of their products or services.

s

* Implementation
of the set
programme

» Positive balance
(minimum
without losses)

* Increase of
competences

» Presentation of
own
achievements

* Increase of
brand
recognition

* Increase of sales

For the organiser
For the participant
For the sponsor and patro

Figure 17 — Cooperation with partners

Itis important to remember that sponsorship is not philanthropy. Sponsorship means a pecuniary gain
expressed in money, goods, services, made by a company, individual, institution (sponsor) to an indi-
vidual, organisation, institution (sponsored entity) in order for it to perform the activities specified
in the sponsorship agreement.

The sponsor wants to reach the participants in order to obtain an increase of brand loyalty or to cre-
ate brand awareness, or to change or strengthen the brand image. During the event, the sponsor has
the opportunity to collect databases, which is a great value in this day and age. It can also, by participat-
ing in the event, stimulate its sales, present its new products or services, or show its social responsibility.

The sponsorship offer should include:

e detailed description of the project (pro- ¢ expectations towards the sponsor (various
gramme of the event, description of the tar- packages of different values),

get group, expected number of participants, benefits for the sponsor (promotional, sales,

plan for implementation and promotion of image),
the event, obtained patronages, reports information about the organiser.
from previous events),
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Below is an example of a congress sponsorship offer.

XXVII

ZABRZANSKA
MIEDZYNARODOWA
KONFERENCJA
KARDIOLOGICZNA

Postepy w rozpoznawaniu i leczeniu
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Szanowni Panstwo,

W imieniu SCCS i Komitetu Organizacyjnego XXVII Zabrzanskiej Mie-
dzynarodowej Konferencji Kardiologicznej mamy zaszczyt zaprosic
Panstwa do udzialu w charakterze Sponsora/Wystawcy/Wydawnictwa
w tym corocznym, waznym wydarzeniu. Sadzimy, ze stalo sie juz trady-
cja w $rodowisku kardiologicznym, by byé w czerwcu na Slasku w SCCS
i Swietowac dni polskiej kardiologii.

Zaproszenie licznej rzeszy lekarzy oraz wyjatkowych wykladowcoéw po
raz 27. nie byloby mozliwe bez partnerstwa ze strony przemystu far-
maceutycznego, kardiologicznego oraz producentéw sprzetu medycz-
nego. Mito nam bedzie gosci¢ rowniez liczne wydawnictwa medyczne
i inne podmioty, ktdre chcialyby wesprze¢ nasze przedsiewziecie.

Mamy nadzieje, ze udziat przedstawicieli wielu Sponsoréw w organizowanej
przez nas Konferencji, pozwoli nie tylko na jej uatrakcyjnienie, ale rowniez
wplynie na warto$¢ merytoryczng i praktyczny wymiar prezentowanych
tresci. Zalezy nam, aby udziat przedstawicieli firm w konferencjach nauko-
wych spowodowat, ze nauka i praktyka regularnie spotykaja sie razem.

Chcieliby$my Panstwa zapewnié¢, ze znamy i bedziemy mieli caly czas na
uwadze, aby wzajemne kontakty Innowacyjnych Firm Farmaceutycznych
z przedstawicielami zawodéw medycznych spetnialy najwyzsze standardy
etyczne, aby przestrzega¢ Kodeks Dobrych Praktyk Przemystu Farmaceu-
tycznego oraz Kodeks Przejrzystosci.

Goraco wierzymy, ze Panstwa zaangazowanie przyniesie obu stronom sze-
reg wymiernych korzysci, a z naszej wspotpracy skorzystajg uczestnicy wy-
darzenia, a przede wszystkim, w dalszej kolejnosci, leczeni przez nas pacjenci.

Liczymy na Panstwa przychylnosé¢, pomoc i udziat w zorganizowaniu
XXVIl Zabrzanskiej Miedzynarodowej Konferencji Kardiologicznej, co po-
zwoli nam spotkac sie w dniach 3-5 czerwca 2020 w Zabrzu.

p% CM?T/(Zsiur proft. Mﬁ’

Pr. niczacy Konferencji rektor SCCS

XXVII
IABRIAN
MIEDIYNARODOWA

RARDIOLOGH A ZABRZE, 3-5 CZERWCA 2020
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Szanowni Panstwo,

Firma Symposium Cracoviense serdecznie zaprasza do zapoznania sig
z ofertq sponsoringu, a w razie pytan lub watpliwosci, stuzymy dalszymi
informacjami.

Dyrektor Biura Organizacyjnego

w sprawach merytorycznych:

u Organizatora

Slaskie Centrum Choréb Serca w Zabrzu

11l Katedra i Klinika Kardiologii

ul. Marii Curie-Skfodowskiej 9, 41-800 Zabrze
tel. +48 32 3733 860; +48 32 3733 853

e-mail: a.szkobel@sccs.pl dzialnauki@sccs.pl
www.sccs.pl

www.konferencjazabrze.pl

w sprawach organizacyjnych i wszystkich innych:

do Biura Organizacyjnego

Symposium Cracoviense sp. z 0.0.

31-123 Krakow, ul. Krupnicza 3

tel: +48 12 422 76 00, fax:+48 12 421 38 57

kontakt mailowy:
anna.jedrocha@symposium.pl - sprawy ogolne
zofia.czesnikiewicz@symposium.pl - materiaty drukowane

agnieszka.bryk@symposium.pl - obstuga Firm, catering,
multimedia, transmisje

kamilia.dudek@symposium.pl - hotele, transfery, wyktadowcy

kamila.wilczynska@symposium.pl — strona internetowa,
social media, newslettery

www.symposium.pl

www.konferencjazabrze.pl

MIEDZYNARDDOWA

2.
\"  Erboiostan ZABRZE, 3-56 CZERWCA 2020
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MIEJSCE KONFERENCJI

Zabrze, Multikino, ul. Gdanska 18
www.multikinomedia.pl/konferencje

$laskie Centrum Chorob Serca (SCCS) w Zabrzu

TERMIN 3.5 czerwca 2020
PRZEWIDYWANA LICZBA UCZESTNIKOW 1800

PRZEWODNICZACY KONFERENCJI
Prof. dr hab. med. Mariusz Gasior

ORGANIZATOR

$laskie Centrum Choréb Serca w Zabrzu

1l Katedra i Klinika Kardiologii

ul. Marii Curie-Sktodowskiej 9, 41-800 Zabrze
tel. +48 32 3733 860; +48 32 3733 853

e-mail: a.szkobel@sccs.pl dzialnauki@sccs.pl
www.sccs.pl

BIURO ORGANIZACYJNE

Symposium Cracoviense sp. z 0.0.
31-123 Krakow, ul. Krupnicza 3
tel: +4812 422 76 00, fax:+48 12 421 38 57

www.symposium.pl

GLOWNE RODZAJE SPONSORINGU
Sponsor PLATYNOWY 150 000 PLN+ VAT
Sponsor ZLOTY 100 000 PLN+ VAT
Sponsor SREBRNY 60 000 PLN+ VAT
Sponsor BRAZOWY 40 000 PLN+ VAT

XXV

ZABRIANSKA
MIEDZYNARODOWA

KARDIOLOGRZNA ZABRZE, 3-6 CZERWCA 2020
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PAKIETY SPONSORSKIE

PLATYNOWY BRAZOWY
SPONSOR SPONSOR

v 2 rruax ©

KORZYSCI ZE SPONSORINGU

Ustne podziekowanie podczas ceremonii .
otwarcia i zamknigcia Konferencji

Reklama wielkoformatowa firmy* (maks. 2m?)
w poblizu miejsca rejestracji uczestnikéw

Sesja satelitarna 45 minut

Sesja lunchowa 20 minut

Logo firmy* umieszczone na etykietce
z nazwiskiem uczestnika

Logo firmy* umieszczone na teczkach
dla uczestnikow

Logo firmy* wys$wietlone na ekranach

w przerwach migdzy sesjami

Reklama firmy* wyswietlana w na ekranach
w przerwach migdzy sesjami ( 10 sek)

przez 1 wybrany dzien

Logo firmy* umieszczone na banerach

i tablicach informacyjnych konferenciji

Powierzchnia wystawowa wliczona
w koszt sponsoringu

Liczba rejestracji przedstawicieli sponsora

Liczba rejestracji uczestnikow Konferencji

Logo firmy* wraz z odnognikiem do jej strony
internetowej, umieszczone

na stronie intermetowej Konferencji

Logo firmy* | dane kontaktowe sponsora
umieszczone w programie

Reklama firmy* w programie Konferencji

Inserty firmowe* do materialéw konferencyj-
nych (max. B stron Ad)

Koszt pakietu w zt
netto + 23 % VAT

* dostarcza Sponsor/Wystawca

,4:’
f ™~
a XXVl
) ZABRZANSKA
MIEDZYNARODOWA
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SWIADCZENIA PROMOCYJNE

Sesja satelitarna 45 minut

Sesja lunchowa 20 minut

Wynajem p-nmerzohm wystameg 1 m*
Ovganizatos o
KI0rTy majk pravo do mnm i \wnm. -

Hapu'r:ga pmdll!:lﬂml! Sponsora/Wystawcy

4m'

Logo firmy* wyswietlone na ekranach w przerwach miedzy sesjami
we wszystkich salach obradowych

Reklama firmy* wyéwietlana w na ekranach w przerwach miedzy
sesjami (10 sek) we wszystkich salach obradowych przez 1 dzief

Partner transmisji online sesji

Nagranie z sesji satelitarnej

Partner aplikacji mobilnej

Partner Wi-Fi

Branding stanowiska ladowania telefonéw komérkowych

Drukowana reklama* w programie konferencji
-1 strona w formacie programu

Drukowana reklama* w programie konferencji
- 1/2 strony w formacie programu

Dostarczenie smyczy* z logo firmy do identyfikatordw

Dostarczenie diugopisow/notesdw* z logo firmy do toreb konferencyjnych

Insert materialéw w torbach konferencyjnych ( 4 x strona max. format A4)*

Dostarczenie pendrive'dw / gadzetu firmowego*

T-Shirty z logo partnera * dla obslugi konferencii

- XXVII

ZABRZANSKA
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REGULAMIN WYSTAWY

§1. WYRAZENIA | SKROTY
. Uzyte w ponizszym regulaminie wyrarenie Wystawca” ornaca wszystkich przedstawicieli firmy, jej firm wspdipracujacych, oraz
wazystiie inne osoby maangazowane w przygotowanie wystawy dia pedmiotu, kioremu prrydrielono miejsce wystawowe.
. Uzyte w ponizszym regulaminie wyrazenie Wystawa™ oznacza wystawe odbywajgcy sig w trakeie trwvania XXVII Migdzynarodo.
wey Kond Kardiclogiczne;

. Unyte w m I ie wyrazenie Organizator* oznacza Sek iat Ko B Sympaosium Ci iense Sp z 0.0,

nmulumm
l‘w.., 1_". " :_Mwmu?wmdowybmmiq’-

. 2g driadu w Wy " depuje prrez wypelnienie | praes do Organizatora, drogy elek i F L zglo-
mwmhmywuumllmmmnumwm“mlmhm
. Platnogci nalezy o k 1 na konto Organizatora.

L

A wprqpndhumﬂm]lluhywhwnﬁ.mmmmmmwﬁmhamnhm1undwwmhﬂm¢

. Pusnatala, po T 4 II!I - " ki SR sl dstawicieli Wy,
mu;muﬁm e o nudoh‘ —" 2020 p Mh:ln‘n!judu k przez O [ pod

r

o ur

4 REZYGNACJA
. Wystawcy przystuguje prawo rexrygnaci z udrialu w Wystawie jedynie w prz dku raistnienia okob ici dniajgcych
taka rerygracie.
. O zamiarze rezygnacp z udzialu w Wystawie, Wystawca informuje Organizatora na pig Za datq rezygnacji unaje sig datg
dostarcrenia ww. pisma do Organizatora.
. W przypadiu mnmqnwblumdnmmmﬂr\\yﬁlnnuhqmm:ﬂqw od 1 kwietnia 2020 do 30 kwietnia
b 50% b ﬁmrﬂnlmwm“hﬂm
pomigdzy uiszczong kwoty, a kwoty wynikajacy 2 50% koszto

. W przypadiu rerygnacii po 30 keietnia 2020 r. awrot kosztéw nie prrystuguje.

5. ZAKAZ SPRZEDAZY
. Wystawca robowigzuje sig do nie prowadzenia sprzedary, a w smregoinosci spreedary gotowk
wystawowym.

§6. ODPOWIEDZIALNOSC
5 dor nie p : 2adne) odpowiedri i 2o szkody w majgtku Wystawcy, to jest za jego utraty lub uszhodzenie, powstate
MMIMMIHMIﬂMM
. Organizator nie ponosi zadnej cdpowiedzialnosci za szkody osoh prezentujacych lub odwiedzajacych stoisko wystawowe.
. Wszelkie roszczenia osdb, kidre daznaty szkdd podczas odwiedzin danego stoiska wystawowegjo, bedy kierowane do Wystawog

§7. WYCOFANIE SE Z WYSTAWY
. W przypadku, gdy Wystawca odmawia uzycia calodci lub cogéci przestrzeni wystawowe| przyznane) przez Organizatora, Organi-
zator rezerwuje sobie prawo do rorwigzania umawy 2 takim Wystawey.
. W przypadku wymienionym w punkcie 1. Wydncymmﬂwl]-mrdumw
.M:wpnypadku gw-qcnhnez“‘ tawy dzy i bez p z Organizab Wystawcy nie przy.
owrot p ych ju &

§8 UZYWANIE PRZESTRZEN| WYSTAWOWEY
tazu orar godrin of ia i zasad korzyst T wystawy

§9. ZMLANA TERMINU WYSTAWY
. Organizator rezerwuje sobie prawo do rmiany terminu | coasu trvania Wystawy, w tym do cath

s a4 L

'i‘lﬂ.mw
. Organizaior rezerwuje sobie prawo do wydania dodatiowych ow | reg 1] ek
zaistnieje taka potreeba.
. Dedatkowe przepisy | regulacie sq wigiace dia Wystewcy w momencie dostarceenia ich Wystawcy w formie pisemne;.
. W sprawach nie objgtych niniejszym Regulaminem obowiazujq przepisy Rzeczypospolitej Poiskie), a wszelkie spory razstrrygane
beda przed polskim sadem powssschmym.

lfi {Q Mllon

\", Dot ZABRZE, 3-5 CZERWCA 2020

Fig. 18 — Example of an offer for congress sponsors
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HONORARY PATRONAGE

The organisers of an event can appoint an honorary committee to which they invite VIPs. But also
without appointing a committee we can apply for honorary patronage of important personalities.

Why is it worth it?

— Honorary patronage is prestige for our organisation and our event.
— Honorary patronage can help us promote our event.

— Honorary patronage will help us to reach a larger audience.

— Honorary patronage will help us to get sponsors.

Very often important people or institutions, for whose patronage we want to apply, have ready-made
applications that need to be filled out in order to obtain patronage.

The application for honorary patronage should include:

information about the applicant,

detailed description and programme of the project,

information on the sources of financing of the project and sponsors,
information on other patronages (including media) and publicity,
information on the participation of honorary guests.

The honorary patronage entails certain obligations for the organiser i.e.:

— We place the logo and an active link to the patron's website on the event website.

— We provide information about the granting of patronage in all forms and materials and on the
event's website.

— We send out invitations to attend the opening ceremony along with the event programme.

— We prepare a report and send it out together with a thank-you note.

MEDIA PATRONAGE

Media patronage is a type of sponsoring in which a company from the media sector
(television, radio, newspaper, Internet portal) provides advertising or information space in or-
der to promote our event. In return, the sponsoring entity is promoted during our event and
has the opportunity to place its advertisements and logos. Apart from its advertising func-
tion, media patronage builds a positive image.

¢ We measure media patronage by its advertising equivalent.

e |tisanindicator expressing the amount of money which would have to be spent on the public-
ation or broadcast of a given message if it were an advertisement. It is used as an index for
evaluating the effectiveness of PR activities.

The advertising equivalent is calculated on the basis of the advertising rate card of the news-
paper, radio or television station or Internet portal in which the message appeared, taking into
account the area of the article or the duration of exposure in the programme/on the portal.

List and describe the elements of a sponsorship offer.
Develop a benefits package For the event sponsor.
Prepare a proposal for patronage.

Prepare an offer for a media patron



GUIDE | HOW TO CREATE AN EVENT OFFER?

PREPARATION AND REALISATION OF AN EVENT 65

7.5. Protocol in event organisation — order of precedence, business etiquette
In events with special guests, we must remember the protocol, so that the rules for taking VIPs or the
order of their speeches are in accordance with the protocol in force.
Precedence is the order of priority of leading positions in the state,
which we must bear in mind when greeting people, making speeches or designating seats.

The precedence of leading positions in the Republic of Poland is as Follows:

1. President of the Republic of Poland 17. Chairpersons of Senate committees

2. Marshal of the Sejm 18. Members of Sejm

3. Marshal of the Senate 19. Senators

4. President of the Council of Ministers 20. Secretaries of State

5. Deputy Presidents of the Council of Minis- 21. Chief of the Chancellery of the President of
ters the Republic of Poland

6. Deputy Marshals of the Sejm 22. Chief of the Chancellery of the President of

7. Deputy Marshals of the Senate the Council of Ministers

8. Ministers—members of the Council of Minis- 23. Chiefs of the Chancelleries of the Sejm and

ters of the Senate
/ i \ 19 Ministers of State 24. Presidents of the Supreme Court

25. Army — Chief of the General Staff and com-
manders of the branches of the Armed

10. President of the Constitutional Tribunal

11. Chief Justice — First President of the Su-
preme Court

Forces

26. Polish ambassadors

12. President of the Supreme Administrative

27. Undersecretaries of State
Court

28. Voivodes and presidents of voivodeship-

13. President of the Supreme Audit Office -
level cities

14. Commissioner for Civil Rights Protection : _
29. Deputy presidents and chairpersons of na-

15. Presidents and chairpersons of national- tional-level administrative offices and com-
level administrative offices and committees mittees
16. Chairpersons of Sejm committees 30. Directors General

The precedence of government and local government positions in the voivodeship is as follows:

1. Voivode 7. Vice-Chairman of the Voivodeship Board

2. Marshal of the Voivodeship 8. Vice-Chairman of the Voivodeship Council
3. Chairman of the Voivodship Council 9. Member of the Voivodeship Board

4. Vice-Voivode 10. Member of the Voivodeship Council

5. President of the Regional Office of Accounts 11. Director General of the Voivodeship Office
6. President of the Local Government Appeal 12. Treasurer of the Voivodeship

Board
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Starosta

The Chairman of the County Council

Vice-Starosta

Vice-Chairman of the County Council
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Precedence of local government positions in the county:

HOW TO CREATE AN EVENT OFFER?

5. Member of the County Executive Board

©® N o

Member of the County Council
Secretary of the County
Treasurer of the County

Precedence of positions in the municipality (city):

Wojt (mayor, president);
Chairman of the municipality council (city);
Deputy-Wojt (mayor, president);

Vice-chairman of the municipality Council (city);

Member of the municipality Council (city);

Municipality Councillor (city councillor);
Secretary of the municipality (city);

(S
7
8. Treasurer of the municipality (city);
9. the village administrator, chairman of the dis-

trict board (housing estate).

The precedence in the clergy:

Primate of Poland 3. Archbishops and bishops
Cardinal 4. National heads of non-Catholic churches and
denominations
Rules governing correspondence:
Person Address Invocation Invitation

President of the
Republic of Poland

Mr. Jan Kowalski President
of the Republic of Poland

Distinguished Mr.
President of the
Republic of Poland

Mr. Jan Kowalski President of
the Republic of Poland and
his spouse

Former President of
the Republic of
Poland

Mr. President Jan Kowalski

Distinguished Mr.
President

Mr. President Jan Kowalski
and his spouse

Marshal of the Sejm

Ms. Ewa Kowalska Marshal
of the Sejm of the Republic
of Poland

Highly honourable
Madam Marshal

Ms. Ewa Kowalska and her
spouse

Highly honoured Mr.
President of Council
of Ministers

Mr. President of the
Council of Ministers Jan
Kowalski and his spouse

Highly honoured Mr.

President of Council
of Ministers

Mr. President of the Council
of Ministers Jan Kowalski and
his spouse

Former President of
the Council of
Ministers

Mr. Prime Minister Jan
Kowalski

Highly honoured Mr.

Prime Minister

Mr. Prime Minister Jan
Kowalski and his spouse

Primate of Poland

Your Excellency John
Kowalski Archbishop
Metropolitan of Gniezno
Primate of Poland

(Your) Excellency or
Most Distinguished
Primate

Your Excellency His
Excellency Archbishop Jan
Kowalski Primate of Poland

Cardinal

Your Eminence Cardinal
Jan Kowalski Archbishop
Metropolitan of Warsaw

(Your) Eminence or
Most Distinguished
Cardinal

Your Eminence Cardinal Jan
Kowalski

Polish Ambassador

Mr. Jan Kowalski
Ambassador of the
Republic of Poland

Your Excellency Mr.
Ambassador

Mr. Ambassador Jan
Kowalski and his spouse

Ambassador
(Foreign country)

Your Excellency John
Kowalski Ambassador
(country) to Poland

(Your) Excellency

Your Excellency Ambassador
John Kowalski and his spouse

Table 8 — Rules of correspondence in diplomatic protocol
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Describe the general rules for addressing VIPs / the order in which they appear,
according to the protocol in Force.

. Give general rules for correspondence to VIPs.
Describe the rules For arriving at the event, seating, speaking and seating guests at the
table.

7.6) Congress/ event financing, budget preparation and execution, accounting

The congress budget and the balance of income and costs are the responsibility of the organiser,
and often on his behalf the PCO. This person should prepare several budget variants for different num-
bers of participants. We should be able to reduce costs if the number of participants is lower than expec-
ted. The PCO must estimate the real income and if the balance is negative, agree with the organiser on
the decision to cancel the event. Cyclical international congresses are not likely to be cancelled for finan-
cial reasons. But national, one-day events are sometimes better to cancel than to incur losses.

When starting to organise a congress, we must remember two ironclad rules. Firstly, you must keep the
same billing method from the offer, through the contract, to the settlement invoice. This is due to the
different VAT rates used by suppliers, but it also depends on the way the service is purchased - whether
you buy a complex service or independent services.

The second principle, which is a derivative of the first: until the day of the congress we do not know one
hundred percent what income we will have at our disposal (this is a fluid matter, as it depends on the
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number of registered and paid participants and the funds obtained from sponsors). This is why the
budget is constantly being modified, both on the cost and income side.

Below is an example of a congressional budget.

Estimated revenues: FIP 2023/2024
Net (+ VAT 23 %)

Rate € | 4,5
Net costs — total 3 260 100,00 zt
ICE Krakow (5 days) Number | Unit cost Total
Exclusive use of the entire venue ) 80 000,00zt [ 400 000,00 zt
lE)r(il;iebition and poster hall - foyer included in rental 5 0,00 zt 0,00 zt
Parallel halls 4 or 6 - included in the rental price ) 0,00 zt 0,00 zt
Assembly + disassembly p 40 000,00 zt 80 000,00 zt
Total — venue 480 000,00 zt
Catering Number Unit cost Total
Welcome reception 3000 120,00 zt 360 000,00 zt
Lunch boxes (4 x 3000) 12000 45,00 zt 540 000,00 zt
Coffee breaks (4 x 3000) 12000 55,00 zt 660 000,00 zt
Total — catering 1560 000,00 zt
Service Number Unit cost Total
Hostesses (30 persons x 5 days x 10 hours) 1500 40,00 zt 60 000,00 zt
Materials packing (10 people x 10 hours) 100 40,00 zt 4 000,00 zt
';Zilgg;csa)l(sfsug;);r)t(c;F()rrc‘)gLrjr;:)and speakers room (20 1000 45,00 zt 45 000,00 zt
Simultaneous interpreters 0] 2 500,00 zt 0,00 zt
Congress registration (3 persons x 280 hrs) 840 40,00 zt 33 600,00 zt
Financial support (2 persons x 190 hrs) 380 50,00 zt 19 000,00 zt
Total - service 161 600,00 zt
Travel grants + prizes Number Unit cost Total
Travel grants (500 euro per person) 0 2 150,00 zt 0,00 zt
Prizes (2000 euro per person) (0] 4 300,00 zt 0,00 zt
Total — grants 0,00 zt
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Signage, decoration, posters Number Unit cost Total
Poster boards 250 80,00 zt 20 000,00 zt
Stand construction (900 m2) 900 120,00 zt 108 000,00 zt
Banners, flags, direction indicators 1 35 000,00 zt 35 000,00 zt
Roll-up 30 400,00 zt 12 000,00 zt
Total - signage 175 000,00 zt
Congress materials Number Unit cost Total
Programme (200 pages, A4) printing 3000 17,00 zt 51 000,00 zt
Programme - typesetting 1 8 000,00 zt 8 000,00 zt
Abstract book PDF 1 50 000,00 zt 50 000,00 zt
Congress bag 3000 20,00 zt 60 000,00 zt
Identification badge, lanyard 3000 10,00 zt 30 000,00 zt
Total - materials 199 000,00 zt
Multimedia Number Unit cost Total
bodiums.sound syster, lahting, mbers) | S | 30000002t | 150000,002
Equipment for simultaneous interpretation 0] 0,00 zt 0,00 zt
Speakers room (computers, printers) 3 3 000,00 zt 9 000,00 zt
Total — multimedia 159 000,00 zt
Various Number Unit cost Total
gsgsé;ooms for the Organising Committee and 1 100 (;?0,00 100 000,00 z¢
Congress insurance 1 1 500,00 zt 1 500,00 zt
Opening Ceremony - artistic performance 1 60 000,00 zt 60 000,00 zt
Congress summary film 1 15 000,00 zt 15 000,00 zt
Photographer 1 4 000,00 zt 4 000,00 zt
Eg:\ﬁ;ssgr:/;ces, credit card companies' 1 10 000,00 zt 10 000,00 zt
Congress website + mobile app 1 5 000,00 zt 5000,00 zt
Handling of abstracts 1 30 000,00 zt 30 000,00 zt
Congress coordination 1 =0 2?0’00 300 000,00 zt

Razem - rézne

525 500,00 zt

Table 9 — Estimated costs of organization of the congress
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Estimated revenues: FIP 2023
Net income (+ 23 % VAT)
Revenues - total 10 221 951,22 zt
Registration fees
ST 7 Rate € 4,50 zt
delegates
1000 FIP member (early fee 720 €) 2 634,15 zt 2 634 146,34 zt
500 Non-member (early fee 960 €) 3512,20 zt 1756 097,56 zt
600 FIP member (second fee 840 €) 3073,17 zt 1843 902,44 zt
350 Non-member (second fee 1080 €) 3951,22 zt 1382 926,83 zt
FIP member/non member / student

@ 50 A 4390,24 zt 219512,20 zt
300 Student (early fee 300 €) 1097,56 zt 329 268,29 zt
100 Student (second fee 420 €) 1 536,59 zt 153 658,54 zt
100 Invited speakers, guests (0 €) 0,00 zt 0,00 zt
3000 8319 512,20 zt
Inne
4 Sponsor (30000 €) 109 756,10 zt 439 024,39 zt
100 Exhibitors (about 9m2 stand) 4000 € 14 634,15 zt 1463 414,63 zt

1902 439,02 zt

Table 10 - Estimated income from the organisation of the congress
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Statement of costs and revenues

12000 000,00 zt

10000 000,00 zt

8000 000,00 zt

6000 000,00 zt

4000 000,00 zt =

2000 000,00 zt Total revenue

0,00 zt Total expenses

Estimated

Table 11 — Statement of costs and revenues

In the same way we create the budget for the organisation of trade Fairs, only in this case on the
revenue side a much larger part comes from the exhibitors and a smaller part from the trade fair visitors.

In the cost estimate for the trade fair, there are other services that are specific to this type of event.
Much smaller amounts will be found in items such as catering, for example, and there will be no such
items at all, such as handling abstracts or printing the book of abstracts.

Other events are budgeted differently. The contracting authority has a predetermined budget for the
organisation of the event, which is why the contractor, when submitting an offer, presents only a cost
estimate for the organisation of the event. Tenders submitted in the tender procedure usually have a
ready-made form, to which the contractor must adjust his estimate.

Below is an example of a cost estimate from the proceedings for the organisation of an educational
event.
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ELEMENTS OF THE EDUCATIONAL
ZONE

Attraction 0
Humanoid robot Pepper - purchase;
programming + training and delivery + -zt -zt
maintenance
ZONE 1
Attraction 1.1 1
Completing the backpack
ZONE 1
Attraction 1.2
Assembling and using tourist and leisure -zt -zt
equipment
ZONE 1
Attraction 1.3 1
Completing the first aid kit
ZONE 1
Attraction 1.4 1
Simulator
ZONE 1
Attraction 1.5 1
Navigation

UNIT PRICE [ QUANTITY| TOTAL NET |TOTAL GROSS

ZONE 2
Attraction 2.1 1 - 4
@ Weather in tourism safety aspects - app

ZONE 2
Attraction 2.2
Safety rules for staying in a certain -zt -zt
environment — app

ZONE 2
Attraction 2.3 1
Tourist first aid kit - app

ZONE 2
Attraction 2.4 1
Domestic tourism quiz - app

ZONE 2
Attraction 2.5
Sports disciplines, sports facilities, -zt -zt
Olympic quiz — app
ZONE 2
Attraction 2.6 1
Quiz about PTO, PMT
ZONE 3

Attraction 3.1 1
Tourist attraction seen but not touched

ZONE 3
Attraction 3.2 1
Digital tour using VR
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ELEMENTS OF THE EDUCATIONAL
ZONE

ZONE 4

Attraction 4.1 1

Interactive floor
ZONE 4

Attraction 4.2 1

Digital physical activity — races

ZONE 5
Attraction 5.1
Tourist trails, knowledge quiz about -zt -zt
trails/regions, PMT, PBT — Family Feud

ZONE 5
Attraction 5.2 1
E-sports game

UNIT PRICE | QUANTITY | TOTAL NET [TOTAL GROSS

4ol |
Attraction 5.3 1
Listen to nature, multimedia kiosk

Additional attraction
Mega puzzle with map of Poland -zt -zt

Preparation and programming of the 1
@ app -zt -zt

MODULE 1
Postcard -zt -zt

Module 2
Field games, quests -zt -zt

Module 3
Encyclopaedia -zt -zt

Module 4
Safety rules -zt -zt

Module 5
First-aid kits for tourists -zt -zt

Module 6
Weather for tourism -zt -zt

Module 7
Domestic tourism quests -zt -zt

Module 8
Sports disciplines -zt -zt

Module 9
Quiz on PTO, PMT, PBT
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TRANSPORT AND SERVICE UNIT PRICE | QUANTITY | TOTAL NET |TOTAL GROSS
Minibus leasing (months) ) 0,00 zt 0,00 zt
Leasing of technical transport (months) ) 0,00 zt 0,00 zt
Branding of the whole minibus Full 1 0,00 zt 0,00 zt
colour
Branding of the technical vehicle 1 0,00 zt 0,00 zt
Fuel consumption (2 cars) ) 0,00 zt 0,00 zt
Salaries of the drivers - 2 people ) 0,00 zt 0,00 zt
Salaries for the technical team (month) ) 0,00 zt 0,00 zt
Provision of agcommo@atlon for the 5 0,00 zt 0,00 zt
team, drivers, animators
Renting the engine generator with fuel
(monthly) (back up) 5 0,00 zt 0,00 zt
Obtaining necessary permits 1 0,00 zt 0,00 zt
Coyerlng thg floor of the gymnasium 5 0,00 zt 0,00 zt
with non-slip carpet (monthly cost)
Fencing the zones (purchqse of fencing 5 0,00 zt 0,00 zt
tape with branding)
Animator for each of the zones
(according to the specifications) ) 0,00 zt 0,00 zt
monthly cost
Total 0,00 zt 0,00 zt

Table 12 - Cost estimate form for the organisation of an educational event

Below is an example of a cost estimate for an event - an extract from the White Paper developed by the
Association of Advertising Agencies as a recommended model for the cost estimate of an event in the
tender procedure.

The White Paper is a set of recommendations and tools developed by advertisers and
agencies. It consists of 10 chapters devoted to 9 categories: communication, full ser-
vice, digital, public relations, events, media, production of advertising films, branding,

@) incentive travel and research.

Each chapterincludes a description of the most effective practices, as well as detailed guid-
ance and sample tender documents.
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COST ESTIMATE TEMPLATE FOR AN EVENT

Project:

Person in charge:

Date of preparation:

Expiration date of the offer:

- - METHOD OF
= w2 IMPLEMENTA
S |Z|o E| & | TIONAND
o - | ® o) PAYMENT
No. TYPE OF EXPENSE DETAILED w | Z |®O| O | (advanceor
DESCRIPTION < | s = [ :
w S ol w partial
g | o|2>| Z | paymentor
= = payment after
completion)
BASIC ELEMENTS
EXTERNAL COSTS
INFRASTRUCTURE AND CATERING
1. LOCATION
’ assembly, event,
2. Location rental dismantling 0,00 zt| 1 1 10,00 zt|advance
3. | Accommodation 0,00 zt| 1 1 10,00 zt|advance
4, CATERING AND ALCOHOL
5. Breakfast 0,00 zt| 1 1 10,00 zt|advance
6. Lunch 0,00 zt| 1 1 10,00 zt|advance
7. Diner 0,00 zt| 1 1 10,00 zt|advance
8. | Coffee break 0,00zt 1 1 10,00 zt|advance
9. | Aperitif 0,00 zt| 1 1 10,00 zt|advance
@ 10. | Alcohol 0,00 zt| 1 1 10,00 zt|advance
. payment after
11 Catering infrastructure 0,00zt 1 1 10,00 zt realisationF
: payment after
12. | Catering transport 0,00 zt| 1 1 10,00zt realisation
TECHNICAL ELEMENTS
13. | MULTIMEDIA
14. | Equipment rental [0,00 4] 1 1 0,00 zt|ladvance
15. | LIGHTING
16. | Equipment rental [0,00zt] 1 1 [0,00 zt|advance
17. | SOUNDING
: payment after
18. | Equipment rental 0,00 zt| 1 1 10,00 zt realisation
19. | ARTISTS' RIDER
; payment after
20. | Technical costs 0,00 zt| 1 1 10,00 zt realisationf
payment after
21. | Other costs 0,00 zt| 1 1 10,00 zt realisation
22. VIDEO PRODUCTION
: A payment after
23. | Recording/purchasing 0,00zt 1 1 10,00 zt realisationf
o payment after
24. | Editing 0,00 zt| 1 1 10,00 zt realisation
SCENOGRAPHIC ELEMENTS
25. | SCENOGRAPHY
26. | Room no. 1 - Main Hall 0,00 zt| 1 1 10,00 zt|advance

217.

Room no. .........

advance
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0 METHOD OF
o > [0_ & £ |IMPLEMENTATIO
D o | E |25T & |NANDPAYMENT
No. TYPE OF EXPENSE DESCRIPTION | BZ | Z |@% g © (Advance or
i g =ad 5 | partial payment
a © |2 ¥ Z |orpaymentafter
completion)
28 | DECORATIVE ELEMENTS
29 Foyer 0,00 zt| 1 1 0,00 zt| advance
30 | ceeeeininnne 0,00 zt| 1 1 0,00 zt| advance
31 | ADDITIONAL ELEMENTS OF EVENT EQUIPMENT
32 Reception desk 0,00 zt| 1 1 0,00 zt Eéag/lrir;gggﬁfter
33 | Cloakroom 000zt 1 | 1 [o00zt Ejg{ggggﬁfter
34 | Furniture 0,00zt 1 | 1 |o00zt E:g’{i‘;gggﬁfter
ARTISTS AND ATTRACTIONS
35 | ACTIVITIES CONCERNING THE CONCEPT OF THE EVENT
36 | ... 0,00zt 1 | 1 lo00zt Ejg’l?ggggﬁfter
37 | ... 000zt 1 | 1 |ooozt r":ggggggﬁfter
38 | ANIMATIONS
@ 39 | ... 000z 1 | 1 |00z PA¥mentafter
40 | ... 000zt 1 | 1 o001zt fjg’lﬁggggﬁfter
41 | MAIN STAR OF THE EVENT
42 0,00 zt| 1 1 10,00 zt| advance
43 0,00 zt| 1 1 10,00 zt| advance
44 | SUPPORTING BANDS
45 0,00 zt| 1 1 0,00 zt| advance
46 0,00 zt| 1 1 0,00 zt| advance
47 | zAIKks
a8 | ... 000zt 1 | 1 |ooozt Ejg{ggggﬁfter
49 | ... 0,00zt 1 | 1 |o00zt E:g’{i‘;gggﬁfter
50 | DJ
51 0,00 zt| 1 1 0,00 zt| advance
52 | ... 0,00zt 1 | 1 lo00zt Ejg’l?ggggﬁfter
53 | HOST
54 0,00 zt| 1 1 0,00 zt| advance
55 | ... 0,00zt 1 | 1 |o00zt ‘r’:g’l’.ggggﬁfter
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~ METHOD OF
= $ IMPLEMENTA
Z | >[Z.| ~ | TIONAND
- E[LP| g | PAYMENT
DETAILED wi Ok| O | (Advanceor
No. e DESCRIPTION | & | & |&Z| partial
{ij = ms| ¥ | paymentor
[~ = payment
o 2 after
completion)
PRODUCTION AND PERSONNEL COSTS
OTHER PRODUCTION COSTS - IMPLEMENTATION PHASE
. payment after
56. | Agency staff/technical transport 0,00zt 1 1 10,00 zt realisation
Subcontractors' personnel and payment after
57, technical costs 0,00zt 1 110,00zt realisation
Subcontractors' assembly and
58. dismantling costs 0,002 1 1 [0.00zt
Personal and technical transport payment after
59. costs of subcontractors 0,00zt 1 1 10,00zt realisation
@ Printing and production of
60. | materials (leaflets, posters, 0,00 zt| 1 1 10,00zt] advance
banners, batfans)
payment after
61. | Consumables 0,00zt| 1 110,00 24 ™ lisation
Accommodation for the agency's
62. technical crew and team 0,00zt 1 1 ]0,00zt] advance
Subsistence allowances for the
63. | agency's technical teams and 0,00zt 1 1 0,00 zt par%r:l(iesrgtt?ofﬁer
subcontractors
. : payment after
64. | Local inspections 0,00zt 1 1 10,00 zt Cealisation
payment after
65. HOSteSSeS 0,00 Z{ 1 1 0,00 Zt realisation
payment after
66. | Photographer 0,00zt 1 1 0,00 zt Cealisation
payment after
67. | Camera operator 0,00zt 1 1 10,00 zt realisation
68. | Eventinsurance 0,00zt| 1 1 10,00zt] advance
. payment after
69. | Legal Services 0,00zt 1 1 0,00zt realisation
. payment after
70. | Security 0,00zt 1 1 10,00zt realisation
: : : payment after
71. | Protection/Medical Services 0,00zt 1 1 10,00 zt cealisation
payment after
72. | .. 0,00zt 1 1 10,00zt el
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~ METHOD OF
= $ IMPLEMENTA
Z [ >[Z.| ~ | TIONAND
- Elu 2| @ | PAYMENT
DETAILED wi Ok| O | (Advanceor
ho: TYPE OF EXPENSE DESCRIPTION | & | Z |a z| o partial
] 3 |as % | paymentor
o = payment
o =z’ after
completion)
INTERNAL COSTS
AGENCY TEAM COSTS - CONCEPT WORK - PREPARATORY STAGE**
Creative concept/preparation of
73. | presentation (creative/ 0,00zt 1 1 ]0,00zt] advance
copywriter)**
Renderings (3D graphic
74. designer)** 0,00zt 1 1 ]0,00zt|] advance
2D designs (2D graphic
75. designer)** 0,00 zt| 1 1 |[0,00zt| advance
76. | Research (junior)** 0,00 zt| 1 1 10,00zt advance
Site inspections (event
77. manager)** 0,00zt 1 1 ]0,00zt] advance
Completing documentation for
78. | bidding/costing (event 0,00zt 1 1 ]0,00zt] advance
manager)**
@s -
AGENCY TEAM COSTS - IMPLEMENTATION PHASE**
- payment after
81. | Production manager** 0,00 zt| 1 1 0,00zt Cealisation
Account manager/Event payment after
82. manager=** 0,00z 1 1 [000zt realisation
Cost of hourly labour of 2D, 3D, payment after
83. DTP graphic designer** 0,00zt 1 1 [0.00zt realisation
. payment after
84. | Copywriter hourly labour cost** 0,00zt 1 1 0,00 zt realisation
Hourly labour cost for creative payment after
85. manager/creative** 0,00zt 1 1 (0002t realisation
Hourly labour cost of agency payment after
86. coordinator/technical team** 0,002zt 1 1 (0002t realisation
87. | SUM OF BLOCKS FOR EXTERNAL COSTS 0,00 zt
88. | SUM OF BLOCKS FOR INTERNAL COSTS 0,00 zt
PROJECT ADMINISTRATIVE COSTS (telephones,
go. | Postage, additional office consumables) 0.00 zt
* | EXPRESSED AS A PERCENTAGE OR AS AN .
AMOUNT#***
AGENCY MARGIN ON EXTERNAL COSTS
90. | EXPRESSED AS A PERCENTAGE OR AS AN 0,00 zt
AMOUNT#****
NET TOTAL
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S~
ML
5 |E|(9h| &
DETAILED € | E|[6E| S
No. TYPE OF EXPENSE DESCRIPTION o <Zt =z -
s 3|82 &
z | 9=
o =)
y4
ADVANCES AND PROJECT FINANCING
TOTAL AMOUNT OF
92. | ADVANCES BY COLUMN:
method of payment*****
STOTAL REINVOICED COSTS
93. | BY COLUMN: method of
payment
AMOUNT TO BE FINANCED
94 (AFTER DEDUCTION OF 0,00
* | ADVANCES AND REINVOICED zt
COSTS)
PAYMENT DATE REQUIRED
95. | BY THE SUPPLIER IN 14
DAYS****+* (e.g. 14 days)
@ 96 NUMBER OF DAYS TO BE 16
* | FINANCED BY THE SUPPLIER
COST OF MONEY IN TIME
FOR PAYMENT TERMS OVER
97 30 DAYS (Amount to be
* | Financed times DAILY cost of
credit to supplier times
number of days over 30)
* For one-day projects the value is always 1, for longer projects enter the number
of days/months
** The cost of hourly/daily/monthly work includes employee costs and all other
agency costs (office, software, Internet, etc. - the so-called overhead). The basis for
determining the value of these rates is the Salary Survey conducted by SAR.
***According to market data, minimum 1% of Agency costs.
****According to market data, average 10%.
***** |n the case that the client is not able to make an advance payment for the
project, he/she is obliged to cover the costs related to credit, fFactoring or other
costs connected with the need to finance the project by the agency. These costs
should be included in the cost estimate and contract.
**%%%* The payment period should depend on the characteristics of the project, the
size of the budget and the formal basis of the agency's cooperation with the client,
and should be up to 30 days.

Table 13 — Cost estimate form for event organisation — source https://dobryprzetarg.com.pl
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Sdr':

Dialog Branzowy Reklamodawcow i Agencji

COST ESTIMATE TEMPLATE FOR INCENTIVE TRAVEL

STOWARZYSZENIE
Recommended by: ‘ I I ORGANIZATOROW
INCENTIVE TRAVEL

Client:

Project Name:

Country:

Hotel Standard:

Departure date:

Number of participants:

Number of pilots/supervisors:
Currency exchange rate on the day:

No. |  TYPE OF EXPENSE | PLN | EUR | NUMBER | PLN | EUR | OPIS / KOMENTARZ

ACCOMMODATION
@ . | Accommodation single rooms 1

Accommodation double rooms
Accommodation pilots
Local tax

bl Eal ol Kl e

1
1
1
1

Others (specify)

DAY 1
Transfers 1

Lunches (with/without
beverages)

Dinner (with/without
beverages)

9. | Attraction 1 1
10. | Attraction 2 1
11. | Other according to the offer 1
DAY 2
12. [Transfers 1

13 Lunches (with/without
* |beverages)

Dinner (with/without
beverages)

15. |Attraction 1 1
16. |Attraction 2 1
Other according to the offer

2

14.
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No. TYPE OF EXPENSE | PLN | EUR | NUMBER | PLN | EUR | OPIS / KOMENTARZ

DAY 3 etc.
18. | Transfers 1
19 Lunches (with/without p
- | beverages)
20 Dinner (with/without p
- | beverages)
21. | Attraction 1 1
22. | Attraction 2 1
23 Additional (conference rooms 1
- | rental, other - specify)
24. | Other according to the offer 1
ORGANISATIONAL COSTS
25 Flight/transportation to the p
- | destination
26. | Pilot's remuneration 1
Printing and production of
27 materials (e.g. baggage tags, ]

printouts, graphic design,
airport stand rental)

28. | Photo/video services

29. | Site inspection cost per person

30. | Visa brokerage

[EEQ QKUY QKN SN

31. | Participants'insurance

Project administration costs

32 (special courier, gifts, gadgets, ]
* | external legal services,

additional materials)*

Additional costs
related to project
] implementation, e.g.
communication with
participants, data
verification

33. | Project staff costs

34 Tourism Guarantee Fund 1
| contribution

35. | Tips 1

36. | Visas 1

37. | TOTAL COSTS DIVIDED INTO PLN AND EUR gfﬂ gf}g
TOTAL COSTS SETTLED IN CURRENCY, CONVERTED
38. | INTO PLN AT THE CURRENT EXCHANGE RATE 0,00 PLN
(AMOUNT IN PLN)
39. | TOTAL COSTS IN PLN 0,00 PLN
AGENCY MARGIN ON EXTERNAL COSTS OF THE
40. | PROJECT EXPRESSED AS A PERCENTAGE OR 0,00 PLN
AMOUNT**
21| VAT 23% ON THE AGENCY'S MARGIN - TRIPS TO SEh
- | EUROPEAN UNION COUNTRIES ;
2| VAT 0% ON THE AGENCY'S MARGIN - TRIPS TO SoOEh
- | COUNTRIES OUTSIDE THE EUROPEAN UNION ;
43. | VAT 23% ON NET COSTS 0,00 PLN
44, | TOTAL IN PLN PER TRIP/PROJECT 0,00 PLN

45. | TOTAL IN PLN PER PERSON 0,00 PLN
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1. List the basic elements of an event cost estimate
2. Develop a sample budget for organizing a congress.

3. Develop a sample budget for organizing a trade fair.

7.7) Risk management

Finance

* Insolvency

* low attendance

« event cancellation

Reputation
» Keynote speaker's absence
* Hardware, power failure, presentation not compatible
with software
= Data protection

Sanitary safety and beyond
» Intrusion of a dangerous person on the site of an event
= Fire
* Irresponsible prank
* Food poisoning

Fig. 19 — Risks in organizing events
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The COVID-19 pandemic has, due to the uncertainty in the sector, made the financial risk of organising a
congress or other event significantly higher. In times of pandemic, companies are particularly exposed to
financial losses due to insolvency of partners, low attendance or cancellation of the event e.g. due to
COVID-19. Force majeure clauses should therefore be completed in contracts with partners and sup-
pliers.

This shall include circumstances arising in connection with the outbreak of the SARS-CoV-2 virus which
make it impossible to perform the subject of the contract, in particular restrictions on the part of state
authorities relating to the prevention, counteraction or eradication of infectious diseases which affect
the performance of the subject of the contract.

With such a provision, in the case of cancellation of an event or the need to abandon a supplier, both
parties will share the risk jointly.

Itis also important that the terms of cooperation, changes, cancellations or prepayments are flexible and
are the result of fair negotiations between all stakeholders.

The PCO (Contractor), as coordinator of all activities related to the congress, should take care of
his/her own reputation as well as that of the organiser and sponsors. He/she should choose destin-
ations and venues that have a good reputation in order to provide the client with a sense of secur-
ity.

The reputation of congress organisers is most often affected by details such as the cover for a speaker's
failure to arrive, a power outage or the incompatibility of a presentation with software. For such situ-
ations, it is necessary to have emergency scenarios prepared to solve the problem.

The lack of adequate security during an event is the worst consequence. Every venue should have a
health safety protocol, which the congress organiser as well as his subcontractors should strictly
adhere to.

In 2020, more than 1,500 venues joined the Polish Tourist Organisation's "Hygienically Safe Facility" pro-
gramme and were awarded the “Safe MICE Facility” certificate, which aims to provide business tour-
ists, meeting and event commissioners and professional congress organisers with access to information
on venues adapted to provide services in accordance with the guidelines of the Chief Sanitary Inspector-
ate.

To maintain safety, a trained security team is needed that can prevent dangerous people from en-
tering the premises. This team will also evacuate in the event of a fire. You must also be prepared
and know the procedures to follow in the event of an irresponsible prank, food poisoning, accident
or death of a participant in the Facility.
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Develop a list of | pevelop a list of

possibiecases FOnEachs Case scenarios —
(internal and SeHoH And
external) : Develop
reaction o s
procedures Select crisis
management
team

Fig. 20 — Emergency Management Book

Each risk and each case should be described, preferably in a table. Different events will have different
risks, so a separate risk assessment should be done for each event. First you need to identify all pos-
sible risks. Then indicate who might be exposed. And answer the question whether the risk with the
indicated group can be controlled. The last column should describe the actions that must be taken to
control the risk.

The PCO describes all possible risks in the emergency book.

Based on the entries in this book, we prepare a separate crisis book for each congress.

First we develop a list of possible risks, taking into account the location and the venue.

We prepare a list of all necessary contacts.

We describe detailed scenarios for each action and response.

For these scenarios, we establish procedures to be followed in case of risk.

Finally, we select a crisis management team, which must be located at the congress venue and
a backup team at the nearest hotel (in the event of an evacuation, the crisis management
team must be provided with a location nearby).

Itis also a good idea to use a walkie-talkie — mobile communication may be difficult in case of
panic.

Evacuation plans, entrance, exit

Facility signage

Certificates and technical inspections

Hydrants and other fire protection equipment

Staff briefings

Medical team, sanitation procedures

Fig. 21 - Crisis Management Checklist
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Before each event, check a checklist of documents and equipment to confirm that our suppliers have
been professionally prepared for the event.

We check the evacuation plans and entrances and exits in the congress facility. We check the signage of
the facility. We check technical inspection documentation, certificates of approval of equipment for use.
We check hydrants and fire-fighting equipment. We check sanitary protocols. Then we train the staff, in
particular to familiarise them with the evacuation plans, the sanitary protocol and discuss the list of risks.
We employ security and medical teams. These teams must receive more detailed training.

In terms of sanitary safety, as already mentioned, the Polish Tourism Organisation has introduced the
“Safe MICE Venue" Certificate for venues. A number of venues have prepared procedures in case of
COVID19 - you should get acquainted with them before organising an event and strictly respect them.

Below is an extract from a document produced by the Krakéw Network “Event security after a pan-
demic”.

KRAKOW
NETWORK
Together.

scrcotsn s wih thes it Baaluary s sty guddsiin

[——

e it

bt e i

wimrutors, doy haredbes, baecrath, e, shests aci, bt wickes, But o, hsdein s orber Turiae that sre skt i e toech

oraing ey
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KRAKOW
NETWORK
Together.

+

KRAKOW
NETWORK
Together.

AII'

KRAKOW
NETWORK
Together.
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KRAKOW

NETWORK
Together.

A'I'

event

KRAKOW

NETWORK
Together.

SUBPICIER INFECTION

A'I'

event

. List the risks to which an event organiser is exposed.
. Develop a crisis management checklist For any event.

. Explain what a crisis management book is.

. Prepare a crisis management book For an event of your choice (congress, trade show or

incentive travel).
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8.1) Sustainable meetings, legacy impact
The Scandinavian branch of ICCA created a programme for the sustainable development of Scandinavia
in the international meetings industry, wanting to gain a competitive advantage over the rest of Europe.
But after only a few years they invited ICCA, IMEX and MCI Group to work together to make the project
global and accessible to all. And so the Global Destination Sustainability Index (GDS Index) was born.

Each city in the GDS index has its own challenges, unique vision for change and how to achieve its goals.
But they also share key areas within which destinations can strengthen their strategy, including specific-
ally: leadership, financial incentives, education, strong community and supplier engagement, and effect-
ive sustainability communication. Copenhagen, for example, is working to become the first capital city to
be CO2 neutral. A website called ResQ Club has been set up in Finland, where around 200 restaurants sell
their leftovers at reduced prices. In just over a year, 125,000 meals have been saved through the app,
equivalent to 40,000 kg of food and equivalent to the CO2 emissions of driving a car for 5,000,000 km.
Agricultural production accounts for 30% of the global carbon footprint, so small changes in diet can
help reduce it. Gothenburg, as the city that introduced the new and clean public transport, ElectriCity,
has already welcomed more than 100 delegations with 5500 people from all over the world as part of the
collaboration to showcase a public transport system powered by renewable electricity.

Also ICCA, together with the Best Cities Global Alliance, introduced in 2017 the Incredible Impacts pro-
gramme to promote good practices in the organisation of meetings of international associations that go
beyond the congress itself. They change the world; they change the destination where the congress
takes place. They overcome barriers, change the attitude of decision-makers, inspire local communities
in almost every field of human activity, and are rewarded with grants.

GOODHEALTH
ANDWELL-BEING

o

B DECENT WORK AND
ECONOMIC GROWTH

130 e [

SUSTAINABLE
DEVELOPMENT

G{ALS

Fig. 22 - Sustainable development goals — source: Best Cities 2020
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Today, 'legacy impact' is one of the trends in the meetings industry. Showing that congresses
leave a lasting, positive mark (lasting legacy) in the destination where they are held is now
the norm.

The ideas for congress impact are endless.
Below are some of the areas of activity that inspire congress organisers to legacy projects.

Transfer of knowledge and/or skills to developing countries.

Transfer of knowledge and/or skills to disadvantaged groups.

Educational activities in the destination.

Fostering or empowering young, future intellectual and/or social leaders within and outside
the association.

Facilitating the participation and active involvement of delegates from developing countries
in particularly disadvantaged groups.

Raising public awareness or introducing beneficial solutions in environmental, health or so-
cial areas.

Creating environmental awareness.

Long-term support programmes at the venue (charity, investment, scholarships).

Safety - health & safety protocols

The COVID 19 pandemic has made us realise the importance of taking care of our colleagues, clients and
business partners. That is why we strengthen our safety and hygiene measures when providing ser-
vices. These operating principles are implemented and applied by professional congress organisers ac-
cording to safety protocols.

We also take responsibility For the finances and reputation of the event entrusted to us. With the
onset of the pandemic, new financial risks have emerged that should be shared and translated into a new
model of cooperation, while being documented in contracts with suppliers. For this not to be a fiction
but a practical benefit on business grounds, consultation, negotiation and compromise are needed to
establish a new framework for action.

Many events now take place in the virtual world - they are carried out on the Internet and remain
there. Special care must be taken to protect the data of speakers and participants. We should imple-
ment procedures in this regard, which we include in the regulations and privacy policy of the congress
platform. A perfect example of this is the Krakéw Network Protocol, which was prepared and implemen-
ted by all stakeholders gathered around the Krakéw Network. The entire document can be downloaded
from the website.
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wdrazamy
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Conwention Bureau

Fig. 23 — Krakow Network protocol — source: https://krakownetwork.pl/do-pobrania/

83) Technology - hybrid events, virtual events, attendee experience management

Another now common phenomenon is the complementarity of face to face (F2F) events with online
meetings on digital platforms. Both the industry and associations say they are introducing and will con-
tinue hybrid events. This trend will grow, that is certain. Hence, we offer a combination of live congresses
and online streaming. Why?

— because corporations have already announced that they will move part of their meetings to the
virtual world, if only due to the fact that it has already been confirmed that they achieve their
business goals at a lower cost and with less time spent through virtual events;

— because participants will not want to travel great distances to participate in an event; moreover,
they will be afraid of being in large gatherings of people, preferring small, local meetings;

— because organisers, fearing low physical attendance at the venue, will seek to supplement reven-
ues by selling access to online content.

These socially relevant factors are affecting the operating conditions of the industry. But we are already
prepared for this. We now have digital technologies that help us to interact with all participants LIVE
and ONLINE. Depending on the purpose of the event, its scope, the degree of interactivity and the in-
volvement of participants, we will choose the right platform to meet the requirements. Analysing data
on the behaviour of participants will provide valuable information that maximises the satisfaction of
both partners and participants themselves.

One of the main objectives of participation in events is to gain knowledge. Other goals include making
new contacts, learning about innovative solutions, sharing experiences. How to achieve them in a virtual
space in order to meet the expectations of participants, keep their attention and stimulate their involve-
ment? This is where neuroscience comes in.
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The Following guidance published by MCI Group, which addresses the design
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of engaging virtual experiences.

1. Break content into small chunks

Chunking (crushing, Fragmentation) is a
concept worth remembering. The number of
pieces of information a person can con-
sciously process is between seven and two.
Just as trying to pick up too many things at
once can cause you to drop something, requir-
ing participants to grasp too many concepts
at once can cause them to "drop" that inform-
ation. The crushing technique allows the brain
to digest and assimilate content more effi-
ciently, making it much easier to integrate
into long-term memory.

2. Introduce a change

It is generally accepted that during a face-to-
face session, attention is at its highest during
the first 10 to 12 minutes and then drops off
when the participant gets tired of concentrat-
ing or gets distracted. In online sessions, the
attention span can last between 3 and 4
minutes. However, studies shows that atten-
tion is increased when the speaker intro-
duces something new or different, such as
an element of humour or visual aid, thus
breaking predictable behaviour. This element
of change, preferably including some sort of
interactive feature, is essential in a virtual en-
vironment.

3. Increase the relevance of learning

The relevance of a session should become ob-
vious within the Ffirst five minutes by showing
participants that it will solve their problem.
This is because relevance plays a key role in
cognition. When information is perceived as
relevant to the participant, cognitive efforts
increase significantly, leading to much better
results.

4. The spacing effect

In 1885, psychologist Hermann Ebbinghaus
discovered that people forget as much as 80%
of the material they have learned in 24 hours.
This discovery led to the so-called forgetting
curve. In contrast to intensive learning, learn-
ing that takes place over a longer period of
time gives the brain enough 'space’ to absorb
new facts. Learners are more successful
when material is spread over time and re-
peated, rather than given to them in a large
dose at one time.

5. Create a multisensory experience

People learn best when all the senses are
engaged and when their imagination is
most active. Experts confirm that sessions
that use two or more senses are more effect-
ive than those using only one sense. It is use-
ful to help online participants create strong
and lasting memories by making them ima-
gine colours, hear sounds and experience
emotions. Using creative virtual event design,
consider activities that involve movement, en-
gage the taste buds and even the sense of
smell.

6. Trigger the right emotions

Learning is not just reflective, it is also emo-
tional. Researchers have confirmed how emo-
tions affect mental processes. Simply put,
adults will learn and engage if they care. They
will pay attention if they feel encouraged.
They will Form new relationships if they feel
welcome. Emotions are too ingrained in learn-
ing to be ignored as an important factor in the
educational process. Triggering the right
emotions can help participants learn better
and increase overall engagement during
sessions.
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TRENDS IN THE MEETING INDUSTRY

How do you design online meetings to meet participants' expectations, keep their attention and
stimulate their engagement?

Tools are available to design engaging virtual experiences that rely on two-way communication. Thanks
to chats, quizzes, surveys or applications for live conversations between virtual event participants and,
above all, interactive presentations, events trigger positive emotions and engagement and facilitate in-
tegration in the virtual environment. These are attendee experience management solutions.

Even before the event begins, we can provide value to participants, e.g. by co-creating its programme
with us. After the event, we give participants access to VOD (Video on Demand) recordings and organ-
isers access to reports full of reliable data.

Virtual and hybrid event platforms and recording studios with professional audio-visual equipment en-
hanced with AR (Augmented Reality) and VR (Virtual Reality) ensure high-quality productions. Remote
translation is also possible, which widens the circle of participants to include people who do not speak
foreign languages.

Explain the terms: Global Destination Sustainability Index (GDS Index) and legacy impact.
Discuss the objectives and components of 'health & safety' protocols.
Enumerate examples of methods that Foster engaging virtual experiences.

Explain what attendee experience management is.




FINAL TEST
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1.How does a congress differ from a convention?
a. The purpose of the organisation
b. The number of participants
c. Programme
d. They fulfil the same functions

. A corporate event is not an event of ........... character:

a. integrative
b. scientific

c. promotional
d. motivational

. A promotion office is not:

a. Poland Convention Bureau

b. Krakow Convention Bureau

c. Destination Management Company

d. Destination Management Organization

. The purpose of the Polish Congress Ambassadors Programme is:

a. To create conditions for attracting congresses to Poland
b. Education of the event and congress industry

c. Organisation of congresses for the diplomatic service

d. Promotion of Polish economic congresses

. Which industry organizes the most events in Poland:

a. Medical

b. Information and communication
¢. Trade and services

d. Technical

. What is a brief?

a. Letter—invitation to an event

b. Press conference

c. Specification of essential terms of the contract
d. Report on the implementation of the event

. The criterion For selection of a venue for an event is not:

a. Location and communication accessibility
b. Form of ownership

c. Size of facility

d. Equipment, available services

. The risk factor/s in organising events is/are not:

a. Finances - solvency
b. Reputation

c. Eating habits

d. Safety
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FINAL TEST

9. What do we not check during site inspection?
a. Compliance with the offer
. Cleanliness and safety

o)
c. Kitchen equipment
d

. Service culture
10. In the contract between the hotel and the event agency there must be:
a. Conditions for complaints
b. Description of experience
c. Proposed menu
d. Conscience clauses
11. The positive impact of an event is:
a. Transfer of knowledge/skills to disadvantaged groups
b. Transfer of funds to the organiser
c. Transfer of knowledge in closed expert groups
d. Promotion of the event sponsor's products
12. An event organization support system is not:
a. Interactive voting system
b. Simultaneous translation system
c. Supply logistics system
d. Participant registration system




