
www.kongres-magazine.eu
VOLUME VII, ISSUE 2 // MARCH 2013

I S S N  1 8 5 5 - 8 6 1 5

9 771855 861009

/ 
12

 /
 V

o
iC

e 
fR

o
M

 t
H

e 
to

p
M

ar
tin

a 
M

ar
uš

ic
? 

&
 Ir

is
 K

oc
ip

er
/ 

54
 /

 t
H

in
K 

Sp
A

C
e 

U
n

C
o

n
fe

R
en

C
e

D
a
n

ie
la

 K
o
s

/ 
10

 /
 t

H
e 

M
o

St
 p

o
W

eR
fU

L 
eV

en
t 

tR
en

D
 in

 2
01

3:
 U

S 
Cr

ow
df

un
di

ng
 - 

th
e 

re
vo

lu
tio

n 
 

is
 o

ur
s 

Ju
li
u

s 
S

o
la

ri
s

/ 
0

8 
/ 

C
R

o
W

D
So

U
R

C
in

G
 Y

o
U

R
 

W
AY

 t
o

 B
et

te
R

 M
ee

ti
n

G
S 

Th
e 

w
or

ld
 a

s 
w

e 
kn

ew
 it

 
w

ou
ld

 n
ev

er
 b

e 
th

e 
sa

m
e 

M
a
rt

in
 F

e
rr

o
-T

h
o
m

se
n

, 
F
o
u

n
d
e
r 

&
 C

E
O

 o
f 

C
o
n

fe
ri

z
e
.c

o
m



@kongresmagazine

G www.facebook.com/kongres.magazine

Editor in Chief�'ORAZD�ÇAD
Assistant to the Editor in Chief  

Danaja Besnard
Editor of Croatia Addendum Daniela Kos

Editor of Kongres Telescope Robert 
Cotter

Editorial Board 
2ENATA�"ALA«IC��'ORAZD�ÇAD��!NUA�'AI�� 
-IHA�+OVAÈIÈ��6ILJAM�+VALIÆ��3REÈO�0ETERLIÈ��

4ATJANA�2ADOVIÈ��-AJA�6IDERGAR�

Editorial Board of Croatia Addendum 
$ANIELA�+OS��!LEKSANDRA�5HERNIK�ËURÌEK��

2OKO�0ALMIÆ

Design Nenad Cizl
dtp and prepress 0REMEDIA��!NDREJ�*UVAN

Translation Danaja Besnard

Printing�+ERSCOFFSET���:AGREB
Circulation������COPIES

ISSN Number 1855-8615

The Kongres magazine is entered into the 
MEDIA�REGISTER�UNDER�SEQUENCE�NUMBER������

Magazine issued in 
*ANUARY��-ARCH��-AY��*ULY��3EPTEMBER��

November

Publisher, Production and Marketing 
4OLERANCA�-ARKETING�D�O�O���

Štihova 4, SI-1000 Ljubljana,
t���������	������������ 
f���������	�����������

e��KONGRES GOMICE�EU

Issue date
-ARCH�����

&OR�THE�CONTENT�REPRODUCTION�IT�IS�REQUIRED�
TO�GET�THE�WRITTEN�EDITORIAL�CONSIGMENT�

official magazine of the Slovenian 
Convention Bureau

Member of

+/.'2%3�-!'!:).%�)3�-%$)!�0!24.%2�/&

���������������� ����������������"��!�������

#��	�����������������������������������

oUR SeLeCtion

0AGE���
In focus
#2/7$3/52#).'�9/52�7!9�4/�
BETTER MEETINGS
The world as we knew it would never  
be the same
Martin Ferro-Thomsen, Founder & CEO  

of Conferize.com

0AGE���
In focus
4(%�-/34�0/7%2&5,�%6%.4�42%.$� 
).�������53
#ROWDFUNDING��THE�REVOLUTION�IS�OURS�
Julius Solaris

0AGE��������
Voice from the top 
-ARTINA�-ARUIÈ���)RIS�+OCIPER�

0AGE����
Meetologue 
6),.)53�g�"ALTIC�CONGRESS�TIGERS

0AGE���
Meetologue 
02!'5%�g�3LAVIC�0ARIS�

0AGE����
Croatia Addendum 
4().+�30!#%�5.#/.&%2%.#%�
Daniela Kos 

0AGE����
Croatia Addendum 
'//$�30%!+%23�3%,,�%6%.43¥
!�SUCCESS�STORY��P�WORLD�EVENTS�ARE� 
ALL�ABOUT�EXPERIENCE¥
Interview Daniela Kos 

0AGE��������
Who is who 
-ILAN�3AJOVIC���3ANDI�+OVAÈEVIÈ�

MARtin feRRo tHoMSen

The founder of Conferize, a platform 
aiming to disrupt the trillion dollar 
global conference industry by making 
conferences more social, transparent 
and relevant. Also a Co-Founder of 
Issuu, the ‘YouTube for publishing’ 
and a Time.com Best Website, which 
is now in the US top-100 serving 
more than 55 million users and 
almost 4 billion pages every month.

DAnieLA KoS 

Daniela Kos graduated from 
Zagreb’s Faculty of Business and 
Economics. An entrepreneur with a 
specific interest in marketing, after 
starting her career in the IT indus-
try and culture Daniela has gone 
on to today run the first Croatian 
media for the meeting industry.

MiKe VAn DeR ViVJeR

Consultant, Trainer and Facilitator 
of MindMeeting in the Netherlands, 
Mike has over 20 years experience 
in the industry, firstly as a confer-
ence interpreter and them moving 
in to be a meeting designer through 
MindMeeting, the company he 
co-founded. MindMeeting special-
izes in the design of effective pro-
grammes for all kinds of international 
meetings: conferences, seminars, 
workshops and much more.

JULiUS SoLARiS

Julius Solaris is a marketing pro-
fessional dedicated to social media 
and events who is best known in the 
industry for founding and editing 
EventManagerBlog.com, a blog about 
event technology, startups and social 
media. He is a social media market-
ing consultant to global brands.

RoBeRt CotteR 

Alongside his work for Kongres, Rob 
is a regular contributor to MPI’s 
One+ magazine as well as MICENET 
Asia and Eventbiz Japan. He attends 
international MICE events to seek out 
best practice and share this with the 
international meetings community.
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CONTENT MARKETING IS THE 
KING OF COMMUNICATION

A word from the editor

LONG LIVE THE KING

Gorazd ÃDG��(GLWRU��.RQJUHV�PDJD]LQH�

A few days ago a colleague replied to my offer 
for co-operation in the field of content mar-
keting by saying that he swears solely on direct 

sales. At first I was a bit surprised by his ignorance, 
but I later came to realise that the concept of content 
marketing will have to be a bit more carefully defined 
and explained. 

At a time when campaigns are engaged through 
the hands of our customers, there are only a few tools 
besides content marketing that enable communication 
through various media channels. Many fail to dis-
tinguish normal PR messages from content market-
ing. The basic difference is in the useful value of the 
message to the end user and the right use of different 
channels. Have you ever wondered how many hoteliers 
and other meetings industry providers have their own 
blog, are preparing an e-newspaper for loyal custom-
ers, managing their own video channels, publishing 
infographs and white papers, tweeting, building face-
book communities and so on?

The most important difference is in the ‘storytell-
ing’ and not the service-selling. Basically stories must 
be personal, honest and written in good old fashioned 
journalese. Even better if they follow the classic five-
step logic of classical Greek tragedies: an exposition 
or introduction, the rising action, climax, demise and 
the resolution or catharsis. Such integrated stories 
are very easily placed in a variety of communication 
media, which generally apply to the sales messages 
that most consumer goods providers bombarded us 
with on a daily basis. Personally, I feel that I’ve had 
a fair amount of sugar secreted into my blood vessels 
from all the Valentine’s offers I’ve recently received.

In a way, media houses have themselves become 
good and successful brands. The most typical example 
is Red Bull, for which a proactive tweet has recently 
been issued that they are not really drink vendors, but 
rather a media house. Look at their media kingdom 
on www.redbullmediahouse.com and you’ll under-
stand. Another similar example is American Express 
Publishing, which uses content marketing in a su-
perior way. In their portfolio, which you can see at  
www.amexpub.com, are the magazines Travel +, 
Executive Travel, Departures and Food & Wine. 

Good content has never been free. Building a house 

is something probably no one tackles himself, rather 
he or she honestly considers with whom to address 
the matter. The main problem arises because today 
we all think they are familiar with writing. Thought 
and word are discrepant concepts, which only com-
mitment, accuracy, courtesy in writing or neither more 
nor less than an intellectual lead effort so far to no re-
sidual liquid speak brilliantly cope.

I am firmly convinced of the effectiveness of 
content marketing, but it also conceals some pitfalls 
and dangers. Just as with football, everybody thinks 
they know about tourism and meetings, but even to 
articulate their thoughts they have huge problems. The 
result? Poor content, which necessarily means a bad 
response a priori, and even worse if you are failing to 
respond to the reactions of readers. It is necessary to 
create the 24-hour experience, which also has forums 
with comments. The content must therefore always be 
fresh, original and if possible just a little provocative.

Nowadays, one can measure everything like never 
before in the history of marketing. You will often be 
surprised at what your audience is interested in. Most 
often it will be something far removed from what 
seemed most important to you.

So to finish off, some recommendations and 
content recipes: try to follow the basic rule that ‘you do 
not copy others’. Constantly mentioning the company 
and its products is annoying and unnecessary. Creating 
attractive titles is extremely important; avoid posting 
transmitted news and content, rather create your 
own original news content and use superior pictures 
without overdoing it with technical or scientific exper-
tise. If you’re already posting advertorial, but clearly 
and loudly indicated, your readers won’t be offended 
by it. The temptation of quasi content marketing awaits 
you at every turn. The responsibility of content mar-
keting editors is the same as the responsibility of all 
journalists, so at least read the Code of Journalists to 
begin with, otherwise let the professionals do the job.

±

GORAZD !AD DEFINING 
MOMENTS

The ‘craziest’ destination:
Greek Meteora and Lapland

The ‘craziest’ event:
Meeting of the Non-Aligned 
in the then capital Belgrade in 
1989, which in the current crisis 
shows an alternative to neo-lib-
eral policies.

If you could be present 
at any event in history, 
which one would it be?
“One small step for man, one 
giant leap for mankind” – the 
historic Apollo 11 flight to the 
moon in 1969.

Hotel to which you 
like to return?
Podrecca’s architectural gem – 
the Ladera hotel in Zadar.
 
Rock concert that you 
would like to see:
Out of necessity one of the 
Rolling Stones concerts on this 
year’s Satisfaction tour, the 50th 
anniversary of the band.
 
The best rock band:
For me, definitely U2 in all ver-
sions with which I grew up.

@gorazdcad
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columncolumn

When I am reading old columns, the memory 
of our first meeting comes to mind. At that time 
Rok was already a tourism legend, and we were 
just starting with the development of conven-
tion tourism. With his distinctive genius and 
unstoppable energy he emphasized that conven-
tion tourism is the aristocracy of tourism that we 
need to develop.

In doing so he unselfishly helped us in his 
various guises as the Director of the Slovenian 
Tourist representation for Benelux and France 
in Brussels, and as a personality and a writer 
of memorable columns, in which Rok’s genius 
will always shine through. Although he liked to 
begin them a little provocatively, he always liked 
to finish them off with thoughts that read like a 
vision and showed the direction that Slovenian 
tourism needed to move in. As a columnist he 
was constantly delivering expertise, through 
which he had the talent to be able to create the 
most enjoyable stories about the offbeat paths 
and byways of the Slovenian tourism. Rok could 
speak, read and write in eight foreign languages, 
which, as he said, he simply adored. 

Although Rok has lost a fight with a severe 
illness, his thoughts, books, columns and joint 
projects will remain with us. He was the biggest 
and up to now the only Slovenian Tourism 
erudite, a cosmopolite and a fountain of wisdom, 
from which we will continue to draw inspiration 
and guidance.

Rest in peace, Roko!

ROK KLAN!NIK  
(1966 – 2013)

Text by 0LNH�van der Vijver

I believe the 
Meeting Industry 
is affected by a 
colossal misun-
derstanding. This 
misunderstanding 
is about the very 
reason why the 
whole sector exists.

NOT EVERYONE WHO USES A 
HAMMER IS A CARPENTER .....
If the Meeting Industry does not zoom in closer on the 
meeting’s “primary process,” it risks being confused 
with tourism, and lose its license to operate.

MIKE van der VIVJER 
DEFINING MOMENTS

Craziest destination: 
Any destination can be made 
sufficiently crazy

Craziest event: 
Holding a grown tiger in my 
arms

Historical event: 
The speech of Martin Luther 
King: “I have a dream!”

Hotel to return to: 
A tiny hotel with a garden full of 
orchids bordering Lake Toba on 
Sumatra 

Concert: 
Could that be a pop concert? The 
Beatles playing in the Yankee 
Stadium in 1964

Best rock band:
Gentle Giant

W hy, actually, do people organize meetings? 
Let me start answering this question by re-
ferring to a recent experience. It concerns 

a training I did last year in a prestigious Amsterdam 
hotel. My counterpart in the hotel was the banquet 
manager (why on earth??), a kind and conscientious 
young man of around 28. He seemed convinced that 
me and my group would be unable to properly manage 
our coffee breaks. With Swiss punctuality, he quietly 
entered the meeting room twice a day to ensure that 
we wouldn’t forget having coffee. 

Maybe it is not entirely clear how the initial ques-
tion and this experience connect, so let me explain my 
thoughts. The point is that most people seem to think 
that meetings are about coffee and 
venues, buses and airplanes, hotels 
and meeting rooms, food and mi-
crophones, in short, about logistics. 
I am firmly convinced it is NOT. 

Meetings are about the op-
portunities the Meeting Industry 
offers participants to get together 
physically (or even remotely) to ex-
perience a shared process that will 
allow them to achieve one or more 
objectives. That happens by means 
of a whole range of physical, even 
chemical processes. It is true that 
it is necessary to create the right 
circumstances and environment 
for those processes to take place. 
Meeting participants need to travel, 
eat, drink and sit, etcetera. But that 
is NOT what meetings ultimately are about, it is not 
what I would call their “primary process.” 

Meeting participants should not be coming for 
the lovely food, the fascinating venue or the enticing 
swimming pool. They should come to the meeting 
because there is an enticing programme, with fasci-
nating content that helps to achieve important results 
during and after the meeting: get vital new knowledge, 
exchange important ideas, get to know new and rele-
vant other people. THAT is their primary process. 

So what is wrong if people are attracted by glori-
ous landscapes, delightful food and pristine beaches? 

The Meeting Industry has always worked this way 
and while going about it, everybody has had a great 
time (participants and professionals alike). Well, there 
is nothing wrong as long as we all aware that these 
motivations are accessory and treat them as such. The 
moment we think that this is really all that meetings 
are about, we risk loosing our ‘license to operate.’ The 
Meeting Industry is then confused with tourism. And 
that means meeting professionals will have an increas-
ingly hard time convincing the rest of the world that 
meetings are an essential part of the communication 
mix that allow organisations to do their work. Whether 
private, government or association. 

Unfortunately, it is easy to confuse the Meeting 
Industry and the Tourism Industry. 
They both use the many of the same 
facilities and people. However, not 
all those who use a hammer are 
carpenters. Some may also be black-
smiths and maniacs! 

My work is Meeting Design; 
what I do is making meeting pro-
grammes: I mix together the 
content, the expectations of future 
participants and the objectives and 
desired outcomes of the organiser 
(who I call “meeting owner”) and 
make sure that during the meeting 
the right things happen to achieve 
those objectives. 

Although I am very much aware 
that it is difficult to achieve out-
comes under second-rate circum-

stances, I insist that ultimately logistics is not what 
meetings exist for. They are vital but complementary 
to the real primary process. And the primary process 
takes place INSIDE the meeting room. In order to 
remain viable, the Meeting Industry must gain a much 
firmer grip on the primary process. 

MindMeeting 
Author of “Into the Heart of Meetings” (together with Eric de Groot) 
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In focus In focus

CROWDSOURCING YOUR WAY 
TO BETTER MEETINGS
The world as we knew it would never be the same 

In 2006 contributing editor of Wired Jeff 
Howe coined a new phrase to describe an 
emerging phenomenon he called crowd-

sourcing. The world as we knew it would never 
be the same. Now anyone could chime in about 
anything and the nature of knowledge, en-
terprise and news, to name a few areas, was 
impacted by massive faceless crowds rather 
than a few experts. It has taken a while for 
crowdsourcing to enter the world of profes-
sional events. We’ve all seen increased use of 
popular social platforms such as Twitter and 
Facebook to promote and stimulate dialogue 
in conference communities. While the tools 
and platforms may vary, an outline of common 
practices has begun to emerge. Before the con-
ference speakers are using social networks to 
crowdsource (and market) their next keynote, 
organisers are asking for input on the confer-
ence theme and delegates can chime in, pro-
vided they’re aware of the opportunity.  During 
the conference, we typically see an explosion of 
tweets, photos and video are shared and care-
fully #hashtagged for anyone curious enough 
to follow. The rest of the world tries to get in 
on the action through this largely uncurat-
ed cacophonia of bits and bytes scattered in 
the cloud. After the conference, experiences, 
content and contact information are shared, 
relived and digested. While some areas of the 
industry remain largely untouched by crowd-
sourcing others, including technology, market-
ing, media and parts of healthcare, have pro-
foundly changed their view upon crowds. Still 
not sure crowdsourcing is for you? Think again. 
Said internet maverick Marc Andreesen in 2011, 
“Software is eating the world”. Meaning we’re 
all in the software industry now, whether we 
like it or not. Thus, a few words of caution for 
the organiser looking to embrace crowdsourc-
ing even more in her next event. 

1. Listen and prepare to give away (some) 
control. Twitter is open 24/7. Show that you 
care and be proactive about nurturing the con-
versation with your community. Don’t ask for 
something you don’t really want to hear, as the 
crowd can easily take offence if ignored. It’s all 
about transparency and authenticity. 

2. Be consistent about your choice of tech-
nology. Try to gather the crowd’s participation 
in one place to avoid fragmentation and redun-

dancy. It’s also easier to measure your impact 
and return that way. 

3. Be careful of ‘featuritis’ at the event itself. 
To paraphrase minimalist designer Dieter 
Rams: Good technology is as little technology 
as possible. Make sure there’s a good balance 
between facilitation, keynotes and crowdsourc-
ing tools. Sometimes people don’t mind enjoy-
ing a great presentation without being forced to 
shake hands, form a circle, or use complicated 
hashtags and apps. 

4. Crowdsourcing is not necessarily about 
technology. In reality the “democratisation of 
the conference” started decades earlier with 
format such as open space, and later the uncon-
ference. Think about the desired outcome and 
choose format accordingly. 

5. Be very specific in your call for partici-
pation: What exactly are you crowdsourcing - 
the programme, the theme, a session, or some-
thing else? What are the rules of play and where 
should it be done? The crowd responds better to 
smaller specific tasks rather than large complex 
questions. 

6. Remember to keep your community active 
all year round, and they’ll reward you with 
increased attention when it’s time to crowd-
source parts of your next conference. Engage 
them with exclusive content, early bird offers, 
and prizes for best ideas. If you’re really good, 
you can cut down on conventional marketing, 
sell registrations earlier and experience greater 
evaluations. We’re still breaking new ground 
here and truth to be told the conference and the 
cloud are not yet properly connected. We strug-
gle both with the deafening silence of lackluster 
crowds, and the opposite where too much noise 
kills the conversation. There’s a reason why pro-
fessionals travel hundreds of miles and spend 
thousands of dollars to meet in person with 
peers. The web is not going to change that, but 
when applied properly it can make us connect, 
engage and participate together in radical new 
ways that will improve the quality of what it’s all 
about: Meeting in person.

±

text by Martin Ferro-Thomsen, Founder & CEO of Conferize.com  

MARTIN FERRO-THOMSEN 
DEFINING MOMENTS 

Craziest destination:
Backpacking in Sri Lanka during 
the civil war in 2006, followed 
by a week in exuberant luxury in 
the Maldives. I’ve never experi-
ences a higher contrast in living 
conditions.
 
Craziest event:
My band Epic Typo opening 
for Einstürzende Neubauten 
onstage in Rem Koolhaas’ Casa 
da Musica. Also two times as 
invitee for the highly exclusive 
F.ounders in Dublin are worth 
mentioning, hanging out with 
the founders of YouTube, Skype, 
Netflix - and Bono.
 
Historical event:
European Identity Cultural 
Caravan in 2004 where 200 
artists, researchers and entrepre-
neurs toured the coming Eastern 
EU countries. Everything went 
wrong on that trip but the differ-
ent countries and cultures made 
a lasting impact.
 
Hotel to return to:
The W in Barcelona. Checked 
in here January 1st 2013 to start 
the year in lavish style. I called 
it ‘a view with a room’.
 
Concert: 
Bauhaus playing in Vega 
Copenhagen a few years back. 
They played like they were 20 
again which totally took me by 
surprise.

Best rock band:
Joy Division! Sadly I never saw 
them live, I was 4 when Ian 
Curtis took his own life.

8 9



In focus

Julius Solaris is a marketing 
professional dedicated to 
social media and events.

In the events industry he’s best 
known for founding and editing 
EventManagerBlog.com, a 
blog about event technology, 
startups and social media. 
He also founded the 100,000 
member Event Planning 
and Management Group on 
Linkedin. He was nominated 
as one of the 40 future leaders 
of the meetings industry under 
40 years of age by Collaborate 
Meetings Magazine.

THE MOST POWERFUL 
EVENT TREND IN 2013: US
CROWDFUNDING - THE REVOLUTION IS OURS

text by -XOLXV�6RODULV

JULIUS SOLARIS 
DEFINING MOMENTS

The ‘craziest’ destination:
Bangkok, Thailand. The perfect 
mix of the sacred and the 
profane.

The ‘craziest’ event:
Running of the Bulls, Pamplona.

If you could be present at any 
event in history, which one 
would it be?
Live Aid 1986, when Queen 
performed

Hotel to which you 
like to return?
Sala Samui Resort - Koh Samui

Rock concert that you 
would like to see:
Stereo Total

M any pundits mistakenly think that social media is 
changing events. That is also what we tend to believe 
as event professionals and attendees. What many 

fail to realise is that the real change is happening in how we 
consume the event experience. We, the human beings attend-
ing and planning the event, are the ones changing the industry. 
Of course technology and social media are the most powerful 
tools we ever had to fuel our revolution. But the revolution is 
ours. Back in December, I published a yearly presentation about 
industry trends. This year was especially made unique by the 
amount of human driven change.

The latest trends in event technology and concept design are 
mostly about us. Let me give you a few examples. Crowdfunding is 
definitely a trend in 2013. For those not familiar with the term, the 
process of crowdfunding involves a person with an idea (an event), 
a platform to call for support and an audience willing to pledge a 
ticket purchase to make the event happen. An immediate mistake 
would be to think that the platform is revolutionary. This is not 
the case. What is changing here is the way we sell and buy tickets. 

In the past (the past being today for most of us), we decided 
a concept and we started to sell tickets, not knowing what could 
happen. Today attendees want to be involved in the event cre-
ation process very early. With crowdfunding attendees can im-
mediately validate a concept and start feeling that excitement of 
feeling part of a terrific experience. Financial success is just an 
obvious result of such validation process. If you consider another 
popular trend of 2013, Crowdsourced Speakers, the above logic 
is even more relevant. As event professionals we usually assume 
the right to decide what is best for our attendees. Food, decor 
and performers. News is that our attendees are changing. They 
want to decide what’s best for them.

Several events are now opening the speakers (or performers) 
selection process to attendees. This is an incredible democrati-
sation of the process that leads to emotionally involved attend-
ees and new promotion opportunities. Research has shown that 
involved attendees usually means satisfied attendees who are 
willing to recommend our event.

Attendees are not the only human beings changing. Event 
professionals are in fact change agents themselves. If you con-
sider the trend of Event Marketplaces, you will immediately 
realize the impact of this change. Event professionals want to 
source venues, sponsors and suppliers with no middlemen. They 
demand competition and they do not want ridiculous extra fees. 
Event Marketplaces allow the event professional to shop for the 
best solution and to revolutionise the concept of RFP.

When we vote for a video on Youtube, rate a Hotel on 
Tripadvisor or retweet an interesting update, we forget how 
that action is changing us as human beings. As a result of social 
networks, social media and technology, we are smarter and more 
demanding customers and professionals. Our industry is starting 
to acknowledge such change. Interesting times are ahead of us.
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Surveys and Forecast

A HEALTHY AND GROWING 
EUROPEAN TOURISM INDUSTRY
European Tourism Industry buoyed by strong growth 
in emerging international source markets 

BUSINESS MEETINGS IN THE WARM 
EMBRACE OF THE JULIAN ALPS

text by (&0

T he European Cities Marketing (ECM) Benchmarking 
Report indicates a healthy and growing European 
tourism industry. Initial figures show European city 

tourism supported by a more diversified international tourist 
market.

Despite the stagnating growth of traditional source 
markets, European city tourism is thriving. Astonishing 
increases in emerging international source markets 
bednights have helped European cities to cope with the 
lack of growth in traditional source markets. Germany, 
the United Kingdom, and the United States maintained 
leading positions as source markets in 2012 in terms of in-
ternational bednights in Europe. The UK and USA source 
markets show slight increases over 2011, and Germany 
shows slight negative growth as a source market for in-
ternational tourist bednights. Spain and Italy, two addi-
tional traditional source markets for European tourism, 
show more notable negative growth trends relative to 2011, 
likely due to economic crisis. Emerging markets China and 
Russia show staggering positive growth as source markets 
with bednight increases over 2011 at 28.5% and 20.4%, re-
spectively. The president of ECM, Dieter Hardt-Stremayr, 
commented on this trend: “Bednight numbers represent-
ing tourists from BRIC markets such as Russia and China 
grew tremendously over the previous year, proving once 
again the importance and potential of these countries as 
strong source markets for the European tourism industry.” 
Strong growth in these emerging source markets points to 
an ever-diversifying market to which European cities will 
need to cater.

With the exception of Madrid, all cities in the top ten in 
terms of international tourist bednights experienced posi-
tive growth over the previous year; Madrid experienced a 
decline in international tourist bednights of 7.2% in relation 
to 2011. Although showing relatively modest growth relative 
to 2011, London claimed the highest number of international 
tourist bednights, followed by Paris and Rome with similar-
ly reserved, but positive, growth rates. Berlin and Budapest 
showed the strongest international bednight growth over the 
previous year at +14.5% and +9.4%, respectively.  

These figures are based on data from an initial 58 
European cities; the full ECM Benchmarking Report to be 
release in June 2013 will include data of more than 100 cities. 
For further information regarding the Benchmarking Report, 
please visit www.europeancitiesmarketing.com 
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      19 halls    the biggest hall with 1200 seats 
1300 beds    4 wellness centres     team buldings in unspoiled nature

di!erent options for evening entertainment     great culinary experiences

Bussiness meetings in Julian Alps

INFO:  +386 4 588 44 77 
info@hitholidays-kg.si  
www.hitholidays-kg.si 

Spring wraps Kranjska Gora with warm rays of sunshine, 
making it an even more pleasant destination for business 
meetings. It is also an excellent starting point for walks in 

nature and discovering of what lies in the surrounding villag-
es, with its outstanding gastronomic offer pleasantly rounding 
off the moments spent in the splendour of the surrounding 
mountains.

Kranjska Gora meetings tourism has a long tradition. In the 
Hit Holidays Kranjska Gora hotels they have as many as 19 
halls with all the necessary technical equipment, the biggest 
hosting up to 1,200 participants and most of them having 
plenty of daylight. The unspoiled natural surroundings call 

for active leisure time and are excellent for a wide range of 
teambuilding programmes. After the activities, participants 
can relax in any one of the four wellness centres, swim in one 
of the pools, take a walk and see the local sights, or visit any 
of the museums. There are also many options for organising 
gala dinners and dinner parties that take you to the realm of 
dream culinary experiences. Guests can wrap up the evening 
by singing karaoke at the Legends Pub, dancing under the 
spotlight at the disco or trying their luck in one of the casinos.

At the end of February the Hotel Larix hosted the 12th 
CEESCA Conference and the participants were very satisfied. 

It was excellent, without fault from the hotel staff, and for that I would like to thank 
you a lot. This was the 12th CEESCA Conference and you can be proud because your 
service was the best so far. You can see at our website that we had always used re-
nowned hotels with many stars.

The organisers of various events like to come back to Kranjska 
Gora, because they are always surprised with its new and orig-

inal ideas for carrying out events in a way that participants 
always fondly remember.

12 ��
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Voice from the topVoice from the top

Have you always wanted to work in the meeting 
industry?
&ROM�MY�ENTRY�INTO�,JUBLJANA�S�(IGH�3CHOOL�FOR�
CATERING�AND�TOURISM�)�KNEW�THAT�)�WANTED�TO�WORK�
IN�THE�HOSPITALITY�INDUSTRY��7HEN�WE�OPENED�THE�
renewed Union hall at the Grand Hotel Union in 
�����AND�STARTED�TO�GET�INVOLVED�IN�CONFERENCE�
ACTIVITY��)�STARTED�TO�LEARN�ABOUT�THE�MEETING�INDUS-
TRY��AT�FIRST�FROM�A�DISTANCE��BECAUSE�AT�THAT�TIME�)�
CHANGED�MY�RECEPTION�WORK�TO�WORK�IN�SALES��AND�
THEN�WITH�YEARS�OF�WORK�)�ALSO�BECAME�ACQUAINTED�
WITH�ALL�THE�CHARMS�OF�THE�MEETING�INDUSTRY�

Why is your destination/country the best in the 
world?
3LOVENIA�LIES�AT�THE�HEART�OF�%UROPE��BETWEEN�THE�
!LPS��THE�-EDITERRANEAN�AND�THE�0ANNONIAN�0LAIN��
WHICH�CREATES�SOMETHING�DYNAMIC�AND�AN�EXTREME�
DIVERSITY�OF�THE�LANDSCAPE��4HE�BEAUTY�OF�UNSPOILED�
NATURE��THE�RICH�HISTORY�AND�THE�FRIENDLY��HOSPITABLE��
OPENMINDED�PEOPLE�CREATE�A�PLEASANT�AND�MEMO-
RABLE�ENVIRONMENT�FOR�MEETINGS�

What would be the first thing you would show every 
visitor to your country?
)N�ADDITION�TO�MORE�PERMANENT�JEWELS�OF�OUR�COUN-
TRY��THE�0OSTOJNA�#AVE��"LED��AND�THE�COAST��TO�ME�
OUR�CAPITAL�,JUBLJANA�IS�VERY�BEAUTIFUL��(OWEVER��WE�
HAVE�MUCH�MORE�TO�SHOW�IN�3LOVENIA����6IEVNIK�ON�
A�WARM�AUTUMNAL�DAY��THE�-OSTNICA�'ORGE��6ELIKA�
PLANINA��"IG�-OUNTAIN	��0REKMURJEq�YEAH��WE�HAVE�
A�LOT�OF�BEAUTY�IN�OUR�LITTLE�COUNTRY¥

What has been your ‘star’ moment so far and what 
is your favourite project with which you would 
praise yourself?
4HE�STAR�MOMENT�WAS�DEFINITELY�ABOUT�A�YEAR�AND�
A�HALF�AGO�WHEN�)�WAS�ENTRUSTED�TO�LEAD�THE�@BEST�
SALES�TEAM�IN�THE�WORLD���AS�THE�SALES�TEAM�AT�THE�
'RAND�(OTEL�5NION�WAS�NAMED�BY�-S��2ENATA�
"ALA«IC��FORMER�$IRECTOR�OF�3ALES�AND�-ARKETING��
UPON�HER�DEPARTURE��-Y�FAVOURITE�PROJECT�WAS�THE�
VISIT�OF�THE�.ORWEGIAN�ROYAL�COUPLE��WHO�HAD�A�VERY�
STRONG�BUSINESS�DELEGATION��)N�ADDITION�TO�ACCOM-
MODATING�A�LARGE�NUMBER�OF�GUESTS��THE�VISIT�ALSO�
HAD�A�NUMBER�OF�RECEPTIONS��PRESS�CONFERENCES��
ECONOMIC�BILATERAL�MEETINGS�AND�THE�OPENING�CERE-
MONY�AT�THE�LARGE�5NION�(ALL�

We had been preparing for the visit for almost a 
year. our team took care of the matters superbly 
and in the end everyone was very happy. it was defi-
nitely one of the events that you never forget.
What motivates you the most at work?
%XCELLENCE¥�7HEN�)�SEE�THAT�WE�HAVE�CARRIED�OUT�THE�
PROJECT�SO�WELL�THAT�WE�EXCEEDED�EXPECTATIONS��#US-
TOMER�SATISFACTION�IS�OUR�BIGGEST�MOTIVATION��7HEN�
AT�THE�END�OF�THE�#ONGRESS�THE�PRESIDENT�OF�AN�
ASSOCIATION�SAYS�THAT�WE�HAVE�MANAGED�TO�SET�NEW�

Have you always wanted to work in the meetings 
industry?
)F�@ALWAYS��IS�A�MEASURE�ON�THE�TIMELINE��THEN�ITS�
BEGINNING�IS����YEARS�AGO��SINCE�WHICH�TIME�THE�
LEVEL�OF�MY�SYMPATHY�FOR�THE�MEETINGS�INDUSTRY�
HAS�BEEN�SHARPLY�ESCALATING�RIGHT�UP�UNTIL�TODAY��
)�HAVE�ALWAYS�REALLY�WANTED�TO�WORK�IN�INTERACTION�
WITH�GUESTS�AND�TO�CREATE�UNFORGETTABLE�
EXPERIENCES��SUCH�AS�THOSE�THAT�DRAW�A�SMILE�ON�
MY�FACE�

Why is your destination/country the best in the 
world?
"ECAUSE�IT�IS�SIMPLY�A�UNIQUE�MEETINGS�
DESTINATION�IN�THE�PROTECTED�.ATURA������SITE�
AND�IS�NOT�JUST�A�CLICH���)S�A�DESTINATION�ON�THE�
grass, in the woods, in the mountains, among 
DEER��SWANS�AND�LAKES��WITH�THOUSANDS�OF�STORIES�
THAT�WE�TELL�TO�CUSTOMERS�@MADE�TO�MEASURE���
"ECAUSE�WE��THE�PEOPLE��ARE�ALSO�UNIQUE�
AND�CONNECTING�FOR�CUSTOMER�HAPPINESS�AND�
SATISFACTION��WE�PLAY�MORE�THAN�A�PROFESSIONAL�
game.

What would be the first thing you would show 
every visitor to your country?
4HE�COMBINATION�OF�THE�URBAN�WITH�NATURE��
heritage with the latest trends.

What was your ‘star’ moment so far and what 
is your favourite project with which you would 
praise yourself?
-EETING�WITH�&RANCE�3LANA��A�MAN�WHO�MAKES�A�
DEEP�IMPRESSION��)�M�IMPRESSED�BY�THE�GREATNESS�
OF�THIS�3IR��BY�HIS�SINCERE�AND�WARM�THOUGHTS�AND�
THE�TESTIMONY��WHICH�IS�TRANSMITTED�THROUGH�HIS�
ARTWORK��4HERE�ARE�SIMPLY�NO�WORDS��)N�ADDITION�
TO�3LANA��FOR�ME�EVERY�SUCCESSFUL�EVENT�OR�PROJECT�
IS�REACHING�THE�TARGET�OF�A�UNIQUE�STAR�MOMENT�

What motivates you most at work?
3ATISFACTION�WITH�THE�ACHIEVED�GOAL��GUEST�
SATISFACTION��SMILES�ON�COWORKERS�FACES�AND�
A�SENSE�THAT�WE�ARE�TAKING�THE�PREDETERMINED�
TRACK�TOGETHER�

How do you deal with stress?
)�M�NOT�SURE�THAT�)�KNOW�HOW�TO�FACE�IT�YET��)�RUN��
CYCLE�AND�SWEAR�BY�0ILATES�ON�THE�ASSUMPTION�
THAT�TIME�IS�NOT�ALWAYS�ON�MY�SIDE��AND�WITH�
MY�DAILY�DRIVING�AND�TWO�DAUGHTERS��)�FAIL�TO�
PRACTICE�DAILY�AND�REGULARLY�TO�REINFORCE�MYSELF�
FOR�CONFRONTATIONS�

When were you last angry/disappointed and why?
!NGRYq�)�DON�T�LIKE�THE�@ANGER��DEFINITION�AND�
)�THINK�THAT�)�M�MAD�IN�THE�TRUE�SENSE�WHERE�
THERE�IS�THE�DEFIANCE�OR�FEELING��WHEN�SOMEONE�
DOES�NOT�UNDERSTAND�BECAUSE�HE�DOES�NOT�WANT�

VOICE 
FROM THE TOP

VOICE 
FROM THE TOP

STANDARDS�FOR�THEIR�EVENT���THIS�IS�A�GOOD�CONFIRMA-
TION�THAT�WE�ARE�ON�THE�RIGHT�TRACK��)N�OUR�BUSINESS��
THINGS�ARE�NEVER�SO�GOOD�THAT�THEY�COULD�NOT�BE�
BETTER��SO�THERE�IS�NEVER�A�SHORTAGE�OF�MOTIVATION�

How do you deal with stress?
!�DAY�SPENT�IN�IDLENESS��PLEASANT�MOMENTS�WITH�
FAMILY�AND�FRIENDS��JOGGING�IN�NATURE�AND�THE�BAT-
TERIES�ARE�RECHARGED�AGAIN¥

When were you last angry/disappointed and why?
)�GET�ANGRY�WHEN�THE�ESSENCE�OF�OUR�BUSINESS�
�GUEST�SATISFACTION��IS�OVERLOOKED��)�AM�DISAP-
POINTED�EVERY�TIME�WE�HAVE�BUSINESS�FAILURE�DUE�TO�
POOR�INTERNATIONAL�FLIGHT�CONNECTIONS�

What will be new in your business in 2013?
!T�THE�END�OF�������THE�'RAND�5NION�(OTEL�WAS�
MERGED�WITH�(OTEL�,EV�AND�BECAME�A�GROUP�THAT�
COMBINES�FOUR�HOTELS�IN�THE�CENTRE�OF�,JUBLJANA��
WITH�����HOTEL�ROOMS�AND�A�COMPREHENSIVE�CONFER-
ENCE�OFFER��7E�ALSO�PROVIDE�A�WIDE�AND�COMPLETE�
OFFER�OF�CATERING�AND�ADDITIONAL�HOTEL�SERVICES��
)N�������WE�WILL�START�WITH�THE�REPOSITIONING�OF�
HOTELS�WITHIN�THE�GROUP��4O�OUR�GUESTS�WE�WANT�
TO�OFFER�A�FULL�RANGE�OF�QUALITY�HOTELS�IN�THE���TO���
STAR�CATEGORIES��)N�PARALLEL��WE�ALSO�LAUNCHED�THE�
REDESIGN�OF�OUR�CORPORATE�IDENTITY�AND�THE�INTRO-
DUCTION�OF�THE�UMBRELLA�BRAND�OF�THE�GROUP��3INCE�
OVER�THE�PAST�TWO�YEARS�WE�VE�RENOVATED�MOST�OF�
THE�HOTEL�ROOMS��UPDATED�THE�COMMUNAL�AREAS�
AND�UPGRADED�THE�7I&I�NETWORK��THIS�YEAR�WE�WILL�
ACTIVELY�DEAL�WITH�EMPLOYEE�EDUCATION�IN�ORDER�TO�
FURTHER�INCREASE�THE�LEVEL�OF�SERVICE�

What did you learn to do last week?
&OR�THE�FIRST�TIME�IN�MY�LIFE�)�BAKED�A�BIRTHDAY�CAKE�
FOR�MY�YOUNGER�SON�BY�MYSELF�AND�BEGAN�TO�APPRE-
CIATE�EVEN�MORE�THE�WORK�AND�EXPERTISE�OF�OUR�
PASTRY�TEAM�

Where will you spend this year’s holiday and why?
3OMEWHERE�ALONG�THE�COAST��AS�THE�ACTIVITIES�
RELATED�TO�THE�SEA�ARE�THE�GREATEST�PLEASURE�FOR�MY�
TWO�SONS��7E�ARE�THEN�TALKING�ABOUT�THE�STORIES�OF�
OUR�TRIPS��FISHING�AND�THE�PEOPLE�WE�MET��FOR�THE�
ENTIRE�YEAR�

if there were no time and financial constraints, 
where would you go?
%XOTIC�DESTINATIONS�HAVE�NEVER�BEEN�ON�MY�HOLIDAY�
WISH�LIST��!N�ACTIVE�WEEK�OR�TWO�IN�THE�3LOVENIAN�
!LPS�OR�SOME�LONELY�CORNER�BY�THE�SEA�TOGETHER�
WITH�THE�FAMILY��HOWEVER��ALWAYS�COMES�IN�HANDY�

What would be the title of your autobiography?
3INCE�THE�TITLE�32%Ç!NJA��MEETINGS	�HAS�CERTAINLY�
BEEN�USED�ON�SEVERAL�OCCASIONS��THE�TITLE�OF�THE�
BOOK�MIGHT�ALSO�BE�@$OLCE�6ITA��

TO�OR�BECAUSE�OF�HIS�OWN�NARROW�BELIEFS��)�AM�
DISAPPOINTED�TOO�OFTEN�OVER�RELATIONSHIPS��OVER�
THE�FACT�THAT�TOO�OFTEN�WE�OVERESTIMATE�OUR�OWN�
PART�IN�RELATION�TO�ANOTHER�PERSON��)�LL�NEVER�
COME�TO�TERMS�WITH�THE�FACT�THAT�ENVY�AND�THE�
IMPOSITION�OF�A�SUBJECTIVE�OPINION�IS�PART�OF�A�
CIVILISED��PROSPEROUS�SOCIETY�

What will be new in your business in 2013?
!�LOT��AND�)�AM�COUNTING�THAT�AS�BOTH�A�PERSONAL�
AND�BUSINESS�GOAL�FOR�������7E�ARE�PREPARING�
THEMATIC�PRODUCTS�ACROSS�THE�ESTATE��#ASTLE��
FAMILY��SPORTS��BRIDAL��CULINARY��!FTER�THE�EVENT��
PARTICIPANTS�CAN�TAKE�THE�@BRDO��PICNIC�BASKET�
TO�THE�LAKE��IN�THE�PROTECTED�AREA�OF�.ATURA��
TAKE�A�BOAT�TRIP�����3TORIES�OF�CONCETIVA�WILL�BE�
LIVED�OUT��WHERE�WE�OFFER�A�PHOTO�HUNT��CASTLE�
TEAM�BUILDINGS��NICHE�EXPERIENCES�IN�THE�
PROTECTED�AREA�AND�IN�THE�CASTLES��PARTICIPANTS�
and guests will smoke trout, will be taught 
ABOUT�PROTOCOL�AND�WE�WILL�MERGE�THE�CULINARY�
ART�WITH�THE�EXPERIENCE��"ASICALLY��WE�WILL�ONLY�
OFFER�EVERYTHING�WE�ALREADY�HAVE�ON�OUR�HANDS�
and what we know and build it all together on 
CONTENT�MARKETING��TARGET�ORIENTED�

What did you learn to do last week?
)�VE�LEARNED�WHAT�A�GREEN�SMOOTHIE�IS��	��CHIA�
SEEDS��GOJI�BERRIES�AND�BARLEY�GRASS��)�VE�ALSO�
COME�ACROSS�THE�MYSTERY�OF�A�TRAGIC�STORY�IN�
*ANÈAR�S�NOVEL�@4HAT�NIGHT�)�SAW�HER���)�DEEPENED�
MY�KNOWLEDGE�OF�CONTENT�MARKETING�AND�LEARNED�
THE�SECRETS�OF�THE�"IZABOO�TOOL�

Where will you spend this year’s holiday and 
why?
(ONESTLY��)�DON�T�KNOW��)F�MY�DESIRE�BECAME�A�
REALITY��IT�WOULD�BE�SOMEWHERE�EXPLORING�4HAI�
CUISINE�

if there were no time and financial constraints, 
where would you go?
4HROUGHOUT�THE�FORMER�9UGOSLAVIA�BY�CAR�FROM�
CITY�TO�CITY��ACROSS�!SIA�AND�THE�THIRD�WOULD�BE�TO�
VISIT�EVERY�%UROPEAN�CAPITAL�

What would be the title of your autobiography?
4OLERANCE¥

±
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Hotspot Hotspot

ICCA was formed in the days when one could not imagine the now 
omnipresent connectivity. The idea came in 1962, when international 
air traffic growth started and with it the growth in the number of 
congresses of associations. The basic idea of exchange of information 
stayed in focus of the Association throughout its existence. 

How the idea developed shows the growth in the number of partici-
pants at ICCA congresses. The first one in Paris was attended by 7 partic-
ipants. In less than fifteen years, the number of participants increased to 
over 300, today it is more than 1000.

A key turning point in the functioning of the Association is represent-
ed by the year 1972, when ICCA began to collect data on congress or-
ganisers into the today legendary database ICCA Data. This was the first 
database that was soon digitised, which ensured a competitive advantage 
to the Association. ICCA also followed the Internet boom with the first 
web site, which went live in 1996.

In the region we have been following ICCA developments from the 
very beginning. We asked a few meetings providers from Slovenia, who 
are members of the Association, on the role and importance of ICCA.

MIHA KOVA!I! | Slovenian Convention Bureau 

What benefits do ICCA members have from the diverse 
activities of the Association?
First of all, congratulations to the industry association 
ICCA for such glorious success on the celebration of its 50th 
birthday. ICCA is undoubtedly the crucial association of all 
meeting service providers who are active in the global mar-
ketplace of scientific and expert associations. ICCA connect-
ed providers from around the world, set the basic standards, 
implements continuous education and provides marketing 
opportunities for its members. Undoubtedly it is one of the 
most important associations of our industry which, despite 
its ripe old age, is still very popular, as shown by a steady 
increase in its members. The biggest added value of the asso-
ciation is, of course, its database of scientific and professional 
associations. To all of us who are active in this field it is a 
basic tool in the search of potential events for Slovenia. The 
annual statistics prepared by the ICCA are the only global 
statistics in the field of conventions and congresses. This data 
is used both in the strategic documents of countries, desti-
nations, companies in the meetings field and performance 
analysis as well as in the promotional sense.

What role has ICCA played in the promotion of Slovenia 
as a meetings destination?
As stated previously, the statistics carried out by ICCA are 
the only such statistics in the world. Slovenia, despite its 
small size and very limited funding for international mar-
keting, is well positioned. The capital city Ljubljana is also 
achieving good results. Of course we are ambitious and we 
want to improve them, which, given the infrastructure of our 
capital city and the proactive providers under the auspices of 
the Convention Bureau Ljubljana, with the establishment of 
the project ‘Ljubljana Strategic Bidding Team’ is very pos-
sible. The results will be seen after several years, which is 
typical for the area of scientific and professional conferenc-
es. Personally I believe that inclusion on the global ICCA list 
contributes to the positive promotion of the destination and 
increases its visibility.

What is your greeting to the ICCA 
on its 50th anniversary?
The meetings industry needs such a trade association and it 
is important that it breathes with the industry and assists it 
in its development, progress and its success.

TATJANA RADOVI! | Ljubljana Convention Bureau 

What benefits do ICCA members have from 
the diverse activities of the Association?
Destinations focusing on the international asso-
ciation meetings recognize ICCA as one of the 
best global business networking and knowledge 
platforms across the entire industry, offering a 
vast portfolio of services and creative solutions. 
Market research through the ICCA database 
and statistics, destination promotion and bench-
mark, custom-designed education programmes 
at different levels –from senior to junior, mar-
keting events and opportunities, knowledge 
resources and specialised media database to 
enhance the B2B communication are just some 
of the benefits that can be outlined. However, to 
maximise their potential, a proactive approach 
from the member’s side is essential.

What role has ICCA played in the promotion 
of Slovenia as a meetings destination?
ICCA has definitely played a positive role in 
helping promote Slovenia as a meetings desti-
nation and develop the related products. It has 
been an access point to international business 
and peer-to-peer contacts and a valuable plat-
form for tapping new knowledge. In the recent 
years, ICCA has lent its support as an interna-
tional partner to Conventa – the South East 
European Exhibition for Meetings, Events and 
Incentives, whose “home town” is Ljubljana. 
This has helped to develop its brand and com-
munication about the event via the ICCA global 
channels. 

What is your greeting to the ICCA on its 50th 
anniversary?
50 Years… And Still Rolling!

LUKA ZAJC | Ljubljana Convention and Exhibition Centre 

What benefits do ICCA members 
have from the diverse activities 
of the Association?
- Membership provides access to 
the database of potential meetings, 
which is an invaluable source of in-
formation on international associa-
tions and their events.
- The exchange of knowledge and 
information and networking with 
other members of the Association, 
which are linked to specific events 
(so called ‘business exchange’).
- Education at the Annual Congress 
and smaller events within RSMP 
and events in the context of EIBTM 
and IMEX.
- Networking with representatives 
of international organisations.

What role has ICCA played in the 
promotion of Slovenia as a meet-
ings destination?
Being a member of ICCA means to 

be a part of the meetings industry, 
bringing together the best meeting 
services providers from around the 
world. Through its membership in 
the ICCA Association the Ljubljana 
Convention and Exhibition Centre 
was put on the map of meetings 
services, and so contributed to the 
promotion of Slovenia as a meetings 
destination.

What is your greeting to the 
ICCA on its 50th anniversary?
To ICCA Association we wish and 
hope it will continue to do their 
work so professionally and effi-
ciently as up to now, to refine the 
meetings database with new and 
quality data, and to host many more 
successful congresses, conferences 
and trainings.
In short, we wish to ICCA success 
for at least the next 50 years!

BREDA PE!OVNIK | Cankarjev dom, 
Cultural and Congress Centre 

What benefits do ICCA members 
have from the diverse activities 
of the Association?
ICCA with its diverse activi-
ties offers a lot to its members. 
Cankarjev dom, as the main con-
vention centre and professional 
congress organiser uses the ex-
tensive ICCA database as a start-
ing point for international events 
that could come to Slovenia, we 
attend numerous educational 
events organised by ICCA as well 
as the General Assembly, where 
every year in short programme we 
pace ourselves with other expert 
co-workers and the industry in the 
world, we also use statistics data as 
an information on how successful 
we are in the world market.

What role has ICCA played in the 
promotion of Slovenia as a meet-
ings destination?
Slovenia stepped out from the mul-
titude of destinations, which offer 
venues for the meetings industry, a 
bit more than a decade ago, when 
ICCA G Workshop was held in 
Slovenia, which brought clients, or-
ganisers and members of the ICCA 
from abroad. Of course every year 
we ICCA members are exposed 
by country, which is also a kind of 
promotion.

What is your greeting to the 
ICCA on its 50th anniversary?
We wish all the best to the team 
and the Association. We are hoping 
they will continue to work so well, 
if not even better. Members need 
you!

CONGRATULATIONS ICCA 
ON 50th ANNIVERSARY
50TH ICCA  
ANIVERSARY 
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NEW HIGHS  
IN SHANGHAI

text by 5REHUW�&RWWHU

When the Shanghai World Financial 
Centre opened in 2008, at a dizzying 
492m it became the tallest building 

in China. Standing majestically in the heart of 
the Pudong East Bank cluster of skyscrapers, no 
sooner had its opening ceremony been wrapped 
up than another planned skyscraper was shoot-
ing from the ground right next to it. The Shanghai 
Tower, rapidly rising towards its 632m summit, 
will next year become China’s tallest building and 
second tallest in the world, peering down on its 
neighbours within Shanghai’s financial district.

Things never stand still in Shanghai and it 
is constantly reaching new highs. Just as these 
buildings seem to appear almost overnight, 
it also seems only like yesterday that the 6th 
outing of IT&CM China in the city was being 
talked about, when no sooner is the seventh upon 
us. Scheduled to take place once again at the 
Shanghai World Expo and Convention Centre 
from April 17-19 this event, just like the city, is 
growing at a phrenetic pace. 

This speed of change and the need to act 
fast with China was reflected in 70% of exhib-
itors at the 2012 event signing up early for 2013, 
a number of them also investing in larger booths, 
as well as a number of new arrivals.

“We are very pleased with the quality of ex-
hibitors that has signed up for IT&CM China 
2013,” expressed Mr. Darren Ng, Managing 
Director of TTG Asia Media. “The feedback has 
been extremely encouraging, and the early reg-
istrations are clear evidence of the value they see 
in IT&CM China.”

The value that delegates can expect from 
IT&CM China has been enhanced by a number 
of new initiatives for the 2013 outing, a major one 
being organiser TTG Events teaming up with 
world leading association and event management 
MCI to create ‘Association Day’ for 2013, as well 
as an education segment on incentive travel.

“Association Day was born in recognition for 
the need of a focussed and comprehensive associ-
ation executive programme consisting of tailored 
education, networking and structured business 
engagement sessions for association decision 
makers,” said Mr. Darren Ng. “Exhibitors at the 
IT&CM events are also very eager to explore 
business opportunities with association buyers. 
In addition, all three IT&CM events are commit-
ted to strengthening their relevance and appeal 

to corporate travel professionals, another pivotal 
buyer group that our exhibitors are looking to 
meet. Our partnership with MCI Group will 
go a long way in achieving this twin-pronged 
objective.”

This partnership is one also eagerly antici-
pated by MCI on their maiden Association Day 
ventures at IT&CM China 2013.

“Through the very nature of their job, associ-
ation and corporate travel executives are isolat-
ed and have limited opportunities to interact and 
meet with peers who face the same strategic and 
operational challenges and issues,” said Robin 
Lokerman, President Asia Pacific & Americas 
of MCI Group. “Each IT&CM Association Day 
and incentive travel education segment by MCI 
Group offers a unique opportunity for these as-
sociation buyers and corporate travel executives 
to network with like-minded professionals and 
share issues and concerns they have in their 
own organisation, and learn best practice from 
experts in the field. Expect a highly interactive 
programme focusing on key Asian issues of im-
mediate concern and relevance.”

As the Shanghai skyline reaches new highs, 
so too does IT&CM China, building their own in-
novative skyscrapers into the event programme. 
Kongres will be there in April and looks forward 
to reporting back on the success and highlights 
of this year’s event in the summer issue.
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Events Week.
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“A very effective event for generating new contacts and 
penetrating the China market segment.”

Ferry Firmaniyah | Melia Bali, Indonesia  

“IT&CM China has allowed my company to establish contact with 
new facilities and increase our business with the destinations 
represented at the exhibition.”  
Domenico Liantonio | TUASIA by P.o.A., Italy  
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EVERYBODY WANTS 
TO RETURN TO THE 
BLUE LAGOON

Blue Lagoon, Pore!, Croatia

We all know the movie the Blue Lagoon, a place 
that wins you over with its appeal for life. It is 
no coincidence that the Blue Lagoon in Pore! in 
Croatia is known as the most beautiful tourist 
resort in this part of the coast. 13 hotels (6 hotels 4 
****, including the Hotel Bonavia in Rijeka, 6 3 *** 
hotels and 1 hotel with 2 **) were developed in total 
harmony with lush Mediterranean veg- etation, it 
is surrounded by. In their conference halls with 
all the necessary equipment you can organise a 
perfect congress, seminar, business meeting, sym-
posium, sporting event, wedding or gala dinner. 
You will always want to return to this picturesque 
lagoon – the Blue Lagoon.

Hotel Laguna Parentium****
Just renovated hotel Laguna Parentium wins with 
a modern ambience for guests who want a truly 
special holiday. For a success- ful and memorable 
business event three halls of different sizes are 
available. Laguna conference hall that can accom-
modate up to 435 persons is designed in theatrical 
style and can be divided into three private rooms. 
The area in front of the hall has 160 m2 of exhi-
bition space. Both the Laguna hall and the two 
smaller meeting rooms (Blue and Green), an open-
plan office space and internet area are the ideal 
location for all sorts of events, since all rooms are 
fully equipped with the latest equipment, which 
can satisfy even the most demanding guests.

PRUH�DW� mice@plavalaguna.hr

Been thereExtended stay

W hen visiting the Convene trade show in Vilnius I 
asked myself whether the show can be seen only 
as a sales event, or also as an aesthetic experi-

ence. The Conventa trade show has been seen as an aesthetic 
event right from the beginning. How well we have succeed-
ed was shown by Convene, whose model is a full replica of 
Conventa and to which efforts in upgrading have been made 
to some elements. This is the ‘aestheticisation’ of trade shows, 
which are becoming storefronts for individual creativity of 
conference destinations or regions.

The exhibition space at Convene was set up in the new 
extension of the LIT EXPO and arranged in a minimalist, 
functional and aesthetically pleasing style of Scandinavian 
design, which was at first glance very natural, organic and 
comfortable. It was here that the event brought together 58 
exhibitors, mainly from the Baltic countries, who met with 
120 invited guests from 12 countries. Over 2,400 meetings 
were carried out and the execution of the event was support-
ed by the entire conference industry of Vilnius, including the 
charismatic Mayor, Arturas Zoukas, with the purpose to set 
up a business hub for the congress offer and to encourage the 
promotion of the Baltic region, and especially Vilnius.

In getting the trade show off the ground a key role was 
played by international consultant Mr. Paul Kennedy, who, 
in tune with exhibitors, was very pleased with its inaugural 
outing. Vilnius, according to Kennedy, is a quality convention 
destination with good infrastructure, services and quality 

THE 2013 INAUGURAL 
CONVENE TRADE SHOW

UNFORGETTABLE SPRING 
MEETING PARADISE 

Falkensteiner Hotel & Spa 
Iadera, Zadar, Croatia

Right at the edge of the beautiful peninsula 
of Punta Skala stretches a true hotel paradise. 
Falkensteiner Hotel & Spa Iadera***** / Zadar /.
In the hotel complex, which is a member of The 
Leading Hotels of the World and The Leading Spas 
of the World, you will impress your guests with 
a fully equipped conference centre, covering over 
600 sq m, two-level Acquapura SPA covering over 
6.000 sq m, unique Alpine -Adriatic cuisine and 
of course unforgettable views and visits to nearby 
Kornati and Plitvice Lakes.

Spring Business holiday with five stars Special 
offer includes: welcome drink, unlim- ited use of 
complex Acquapura SPA on 6.000 m2, which also 
includes a Turkish bath, a group dis- count on spa 
treatments, free Wi-Fi and parking.
Price for event organisation from 45 EUR per 
person includes: 2 coffee breaks, lunch, meeting 
room and technical equipment rental, water in the 
conference room, yoga and pilates programme on 
the beach

Accommodation: From 84 EUR per person, in 
double room with breakfast. From 109 EUR per 
person, in single room with breakfast.

Information & reservation:  Falkensteiner Hotel 
& Spa Iadera ***** 

PRUH�DW�  
mice.puntaskala@falkensteiner.com 
and www.iadera.falkensteiner.com

MEDIEVAL CASTLE WITH AN 
EXTRAORDINARY STORY 

Strmol Castle, Cerklje na 
Gorenjskem, Slovenia

10 kilometres from Brdo estate and just 3 
kilometres from Ljubljana international 
airport lies a beautiful castle from 13th 
century. Professionally renovated in 
2010–2012 it represents a perfect location 
for boutique events. The elegance of a 
former noble residence certainly is the right 
choice for lectures, presentations, meetings, 
working groups, press conferences, signing 
an important document, small cultural 
event or smaller wedding ceremonies 
and receptions. The owners will be 
more than happy to take you on a guided 
tour of the ancient noble residence with 
extremely rich history, many stories and 
exciting adventures of former owners.

UHDG�PRUH� www.brdo.si

text by *RUD]G�ÃDG

hotels. The offer is affordable and the destination offers a 
good balance between price and quality.

To the delight of the local meeting industry, news was 
also confirmed of the establishment of a national air carrier, 
Air Lituanica, officially endorsed by Mayor Zoukas and which 
will greatly improve the accessibility of Lithuania and the 
region’s competitiveness in the international market. 

Event organisation overall was excellent and the logistics 
ran smoothly, with especial praise and congratulations going 
to the excellent hospitality of the organisers.

The city itself also inspired me, which is not entirely 
surprising, since the old town is on the UNESCO heritage 
list. In recent years, much of it has been restored, so that 
when visiting the city centre it is easy to forget that we are in 
Eastern Europe, although a quick trip to the huge residential 
neighbourhoods on the outskirts can help to jog the memory. 
This aside, the city is strongly demonstrating that it has re-ac-
quired the status of a European Capital, which we will focus 
on more in the Kongres travelogue in the days ahead. 

The transition in Central and Eastern European countries 
in the social, political and economic spheres has caused very 
similar developmental challenges with similar results. The 
internationalisation of new meeting industry sub-regions 
and improving competitiveness, however, is dependent on a 
simultaneous, co-ordinated promotion of areas in the region 
towards which it gravitates. This actually establishes a new 
global congress hierarchy and geography, and Convene will 
make the route for the Baltic countries much shorter.

In this sense, Convene has played an important role 
in not just getting through its first edition, but passing it 
with flying colours.

EXTENDED STAY

01  Convene pano-
ramic view

02  Convene creators 

03  The mayor of 
Lithunia’s capital write 
to Convene success

04  Convene creative 
networking event 
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03
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VILNIUS
BALTIC CONGRESS TIGERS

E ven if you’re not an avid basketball fan, the names of 
some of the famous Lithuanian basketball players - 
from Zalgiris Arvydas Sabonis or Rimas Kurtinaits 

to the legendary golden age Olimpija defender "aurnas 
Jasikevi!ius - must have a familiar ring to you, and as you 
walk through the streets of Vilnius meeting on average a lot 
of surprisingly tall girls and boys, it makes it easier to under-
stand the enthusiasm for basketball in the country.

The small Baltic state with tall people is otherwise quite 
similar to Slovenia. The roots of both literary languages 
date back to 16th century and the Reformation. Due to their 
small size, both nations often had to fight for their existence. 
Lithuania had since 1940 been forced to live under the roof 
of the Soviet Union. The communist regime not only affect-
ed everyday life, but also the architectural and cultural life 
of the country. With its historic and multicultural tones, 
however, Vilnius pleasantly surprises travellers expecting 
a typical Eastern European city and it has built for itself the 
charm of a new convention destination.

Lithuania is a flat country with its highest peak, 
Auk#tasis, at 293 metres above sea level. The city was built 
at the mouth of the river Vilna, which runs into the larger 
Neris river. The landscape of lakes and forests reminds one of 
the Finnish lake area and the city is full of green spaces and 
parks, which are said to cover as much as 40% of urban areas. 
The city therefore feels bigger than it actually is. 

Near to the city is the geographical centre of Europe and 
the Old Town centre is one of the largest and best preserved 
city centres in Europe, which has since 1994 been registered 
in the UNESCO list of cultural heritage. In its maze of small 
streets lie an abundance of historical and cultural attractions 
that make a trip to Vilnius worthwhile. The Soviet era has 
also left its mark, in particular on the outskirts of town with 
the residential neighbourhoods and major industrial plants, 
and the contrast with the old town leaves mixed feelings.

For the Eastern European standard the road and trans-
port infrastructure is satisfactory and the best among the 
Baltic States. The city feels like it has the pulse of a young 
metropolis in a country in transition. Seemingly everything 
functions without problems, but a keen eye can pick out 
various deficiencies and a few unforeseen winter potholes 
in the road. Currently, the biggest problem is air accessibility, 
which will be greatly improved following the establishment 
of Air Lituanica, which was announced at a press conference 
at the Convene trade show by controversial Mayor Arturas 
Zoukas, controversial as he is known for his specific regu-
lation of parking and tackling improperly parked cars with 
a tank and driving the traffic out of the baroque city centre. 
The airport is only 6 km away from the city and offers 29 
direct flights across Europe in 2013. Railway connections 
within the country are solid, although the city is slightly less 
well linked to the rest of Europe.

On Mercer’s quality of life scale Vilnius is in 79th place, 
just behind Ljubljana and in the company of other Eastern 
European capitals. We can certainly rank highly the educat-
ed and hospitable meetings professionals as one of its main 

advantages, as the country has over 15 universities and 49 
faculties, with English spoken by virtually everyone in the 
meetings industry and the service level comparable to the 
best European destinations.

The tourist infrastructure has been marked by rapid de-
velopment over the last ten years. An interesting phenome-
non showing how fast tourism is developing in the city is the 
fact that there are over 33 incoming travel agencies. Vilnius is 
also the tourism capital of Lithuania by the number of hotels, 
66 of them with 4,400 rooms, including the most recent ac-
quisition of the Kempinski hotel, more than sufficient for the 
congress needs of the city. In the four and five stars hotel 
category Vilnius has a total of 2,133 rooms, six of the highest 
category being international brands, from Kempinski to Le 
Meridien, Radisson Blu, Ramada and boutique hotels Relais 
& Châteaux in the city’s medieval centre. There is also a very 
wide selection of congress three-star hotels. Among which 
is the recently opened Comfort hotel, being promoted with 
the slogan “Pretty Damn Good Hotel”, and offering a very 
different rock hotel experience. It is a very fresh, innovative 
and enjoyable hotel experience that not many cities have. 

The peak tourist season is in June and through the 
short summer. The winter period is much more sleepy and 
dominated by business visits. Last year, tourism in the city 
saw a 12% growth in the number of guests, the majority of 
which (82%) were foreigners (mostly Russians, Belarusians, 
Germans and Scandinavians). 

The old historic city centre is where you can find the ma-
jority of the restaurants and pubs. The offer is very diverse, 
from national restaurants that built their cuisine on potato 
dishes, to some special features originating from Soviet 
history, like Belarusian, Georgian and Armenian restaurants. 
Pizzerias and many fusion bistros can be found everywhere. 
The U$ipis artistic quarter on the right bank of the river of 
Vilnius is particularly interesting, where they declared in-
dependence in 1997. Soon after this declaration a monument 
of rock star Frank Zappa was erected. Such “candies” make 
Vilnius cute and well worth a visit. 

The Litexpo Fair and congress centre is a leading con-
vention institution in Lithuania. Eleven halls are suitable for 
congresses, the largest for a maximum of 1,800 participants 
and with all of the latest equipment required for conferenc-
es. Among the congress first class, convention hotels also 
prevail. In the city centre the largest congress provider is the 
Radisson Blu Lietuva hotel, with a plenary hall for 600 par-
ticipants and fourteen smaller halls named after letters of the 
Greek alphabet. Slightly smaller is the Best Western hotel, 
with the largest hall holding 420 participants. Approximately 
the same size is the convention centre at the Crowne Plaza 
on the edge of the city centre. In this category are also the 
Carolina Hotel & Conference Centre, with its largest hall 
for 550 participants and ten smaller meeting rooms. Conti 
Hotel, Holiday Inn, Artis, "arunas and Panorama all have 
medium sized capacities for up to 250 participants, and the 
Elite Hotels Radisson Blu Astoria, Narutis, Ramada Relais & 
Châteaux in the very heart of the city have smaller confer-
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ence rooms. Le Meridien, at 19 km from 
the city centre, has a large multi-function-
al hall for 700 participants and a number 
of smaller session halls. It also has an at-
tractive golf course.

Due to its rich history, the city has 
no shortage of special venues, from the 
Town Hall, where the Convene trade 
show’s reception was held, to the impres-
sive Opera and Ballet building or those of 
the Vilnius Congress Concert Hall. There 
are also some special venues at a short 
distance just outside of the city, such as 
Trakai castle. Special venues can also be 
locations for some original incentive pro-
grammes, such as amber hunting on the 
shore of the Baltic Sea, various medieval 
teambuilding games and cherishing the 
memories of the Soviet times through dif-
ferent KGB experiences and adventures.

The city is involved in all the key in-
ternational meetings organisations and 
over recent years it has been excellent-
ly promoted at key international events. 
The congress support services of the 
Convention Bureau are excellent, the only 
drawback at this time being international 
references, which the city and its suppli-
ers will quickly accumulate. And there is 
another point of interest: all of the Baltic 
capitals have been or will be European 

Capital of Culture - Vilnius in 2009, 
Tallinn in 2011, and Riga set for next year. 
The Baltic states do not lack programmes 
in connection with culture.

The competitive advantage of Vilnius 
lies in its hotel capacities, its accompa-
nying tourist offer, the compactness of 
the city and its very good organisation 
and integration of congress service pro-
viders. The great desire for the develop-
ment of congress tourism by the mayor 
and the city policy is also praiseworthy. 
Furthermore, the three Baltic countries 
are one of the few positive stories in the 
current European crisis. After a disas-
trous recession in 2009, they quickly 
picked up and are now a rare success story. 
In a simplified way one could say that 
they are smaller, more flexible and more 
open than other European countries, and 
this is also reflected in the meetings in-
dustry. The proud Lithuanians prefer to 
compare themselves with Scandinavia, 
rather than with Europe, and whilst the 
country’s competitiveness is hampered 
for now mainly by inadequate air links 
and a dampened image of the destina-
tion for the industry, I believe that the 
common investment of the destination in 
the Convene project will greatly strength-
en and improve the city’s competitiveness.

impress where you least expect it. The air quality, which is 
the best among comparable cities of Europe because of the 
surrounding forests and absence of heavy industry, is par-
ticularly impressive.

Tourist infrastructure     4.2 

The three most important reasons for visiting Vilnius are 
architectural heritage, the city’s rich history, and its specific 
urban atmosphere. Together with a very wide range of hotel 
accommodation and accompanying offer, which in recent 
years has much developed, Vilnius is an attractive tourist 
destination that is still largely undiscovered.

Meetings infrastructure      4.3

The main congress provider in the city is LitExpo, with the 
largest hall for a maximum of 1,800 participants. It defines 
the maximum size of congresses that can be held in the 
Lithuanian capital. The spine of the Vilnius meetings offer 
is composed of convention hotels of all sizes and categories, 
offering a wide range of services in one place. With an active 
and well-organised convention bureau and broad-based mar-
keting Vilnius is becoming an important new European con-
gress destination.

Subjective grade       4.1 

Vilnius is a city open to foreigners and different cultures, 
which is best reflected in the cosmopolitan old town with a 

Destination grade: 
Quality Meetings Destination

*UDGHV��
5 excellent meetings destination
4 quality meetings destination
3 recommendable meetings destination 
2 average meetings destination 
1 so so 

INDIVIDUAL GRADES: 
Natural and cultural factors     4.0

Vilnius is a green and spacious city with a beautiful old city 
centre where you can find over 40 churches, which is why it 
is also known as the Baltic Jerusalem. The history of the city 
was developed by a flourishing Jewish community, which has 
left a visible seal on it. The city has interesting traces of multi-
culturalism and religious diversity reminiscent of Jerusalem, 
which have created a unique experiential value.

General and transport infrastructure  3.6

Vilnius city centre is compact and easily accessible. In terms 
of its infrastructure arrangement it is comparable to other 
Eastern European capitals and at first glance everything 
works smoothly and normally. The quality of life is impact-
ed by a good balance between price, quality and solid infra-
structure, which improves each year. Vilnius may not be the 
most beautiful city in the world, but it can also surprise and 

4, 04
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dominantly Baroque seal. In the transition period the city aimed to make up for lost 
time and regain its cosmopolitan spirit. To a large extent they succeeded and today 
Vilnius thrives and appears a friendly and safe convention destination. Particularly 
surprising are the simple, hospitable and open Lithuanians who make it a pleasant 
destination and are nothing like the Scandinavian restraint.

COMPARISON WITH THE REGION: 
Over the last few years Vilnius learned diligently, polished its offer and was preparing 
for its entry into the international congress scene. In their favour they have the charm 
of the city, which is cosmopolitan, urban, very European and full of hidden surprises. 
It’s a city where socialist modernist architecture coexists with the Baroque centre, 
and unlike some other Eastern European congress destinations this makes it very at-
tractive. By joining the EU the city has become a credible partner of the international 
meetings industry, making is one of the new, undiscovered convention destinations 
that appeals because of its freshness. For all three Baltic Congress Tigers - Vilnius, 
Riga and Tallinn - we predict a sunny congress future.

COOL MEETINGS: 
"AKOTIS – festive dessert in the form of a tree

EUROPEAN GREEN CITIES INDEX   
13th place (out of 30) | 62.77 points out of 100
CO2 emissions per head: 4.55 tonnes 
Percentage of renewable energy consumed: 1.53 %
European Green City Index measures and ranges sustainable operation of 30 main 
European cities and takes into account 30 individual indicators. 
PRUH�DW� http://www.siemens.com/entry/cc/en/greencityindex.html

Photo credits 
VILINUS CONVENTION BUREAU
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PRAGA
SLAVIC PARIS

E ven before the dissolution of Czechoslovakia, my first 
major trip was to the then East of Europe, to Prague. 
The monotony and grayscale of the life then, upon the 

collapse of the Soviet empire, did not spoil a great first im-
pression. Perhaps because of its Slavic soul the city was espe-
cially close to my heart. The city is of special importance for 
the Slavs and is a kind of South Slavic Paris, in which different 
kinds of stories mix and combine that give rise to conflicting 
historical memories and feelings. Paris with a Slavic soul - we 
love it because it is more our own, and partly also because of 
Slovenian master architect Jo$e Ple!nik, who renewed the 
Hradcany, the largest fortress castle in the world.

I am especially fond of winter visits to Prague, as the 
teeming masses of tourists are quite diluted at this time and 
the real charm and beauty of the city can be seen. Memories 
of Prague, of cars all the same, of a city with very few pedes-
trians on the streets and people who stand in front of stores, 
of no tourist crowds, of Kafka. Of the very special atmosphere 
of the city that has something extra, something that makes 
it timeless.

During World War II, Prague remained almost intact 
because of the the unconcealed sympathy that Hitler culti-
vated towards the city. During the occupation he wanted to 
create a museum of an exterminated nation in the old Jewish 
district. Thankfully he did not succeed and today we can see 
six synagogues and the Old Jewish cemetery.

Through the maze of streets and lanes of the old Slavic 
city beautiful views open up. In recent years the city has 
shone in all its beauty, with the lazy Vltava River meander-
ing under the many bridges, including the famous Charles 
Bridge. Prague is rightly among the most beautiful European 
cities, with sights worth seeing at every step. Unsurprisingly, 
it has since 1992 been listed on the UNESCO heritage list.

Prague is also the economic centre of the country, which 
in economic terms generates a fifth of Czech GDP. On the 
Mercer scale of quality of living, Prague is among the highest 
ranked Eastern European cities. It is located 69th out of 211 
cities surveyed. It is not surprising that the city is full of multi-
national representation, which are an important generator of 
congress tourism. The winner on this scale is Vienna, which is 
the main competitor of Prague in the meeting industry.

Prague is mostly a very safe destination. The manage-
ment and tidiness of streets and buildings is at a high level. 
In terms of costs it is acceptable, and in some areas of the con-
ference supply chain even very favorable. The cultural offer 
of the city is remarkable. Its negative aspects are how it fares 
in terms of traffic regulation and its relationship to the en-
vironment. In particular, better public transport, more bike 
lanes and a reduction of car traffic in the city would improve 
its general appearance. A long planned urban ring is missing.

The Ruzyne airport, in 2012 renamed the Vaclav Havel 
Airport, is the main air hub of the country. Last year some 
10.8 million passengers travelled through the airport, which 
positions it as an important regional hub. 49 airlines connect 
Prague with 132 destinations, among which are at the top 
spots cities of the United Kingdom, Germany, France, Russia 

and Italy. The new Terminal 2 is very nice and of an above 
average arrangement for the East European standard. In 
addition to the general infrastructure it is offering superior 
business lounges and a small conference centre, which is ad-
vanced technologically and in terms of design, as evidenced 
by the prestige materials used. The Continental VIP business 
lounge is also especially impressive.

Not surprisingly, Prague last year attracted some 4.7 
million tourists from around the world who needed some 12.2 
million overnight stays. The annual growth of tourist arrivals 
is still 5%, irrespective of the global economic crisis. How good 
Prague tourism is can also be seen through statistics on hotel 
occupancy rates in the last year: on average, the occupancy of 
5 stars category was 65% and 4 star hotels category 62%, with 
the peak in summer months. Less impressive is the falling 
prices of hotel services, which has happened over the last few 
years, but last year, prices fell by 37%. For such a quantum 
of tourists an extensive hotel infrastructure has been devel-
oped, with 622 tourist facilities that have 36,969 rooms. In 
the highest 5 star category alone there are 39 hotels with 5,121 
rooms. In the four-star business category there are 174 with 
15,038 rooms. Among the top class category there are some 
hotels that belong to the European top, like the charismatic 
Mandarin Oriental Hotel in the former monastery complex 
or the Four Seasons Hotel right on the river Vltava. You can 
also find pearls, such as the boutique hotel Jalta by the main 
square, which will take you to the days of the Cold War and 
is really a great example of socialist modernist architecture.

However, tourists are not attracted only by the ar-
chitectural sights and the rich hotel offer. The nightlife 
is varied, as the city is an epicentre of a club scene for all 
tastes. Prague has for many years been in the top European 
city break destinations, after London, Paris and Rome. It at-
tracts eccentric Englishmen because of the stag parties and 
tourists from eastern countries, who come to the city for the 
obligatory tasting of excellent Czech beers and ‘beherovka’. 
Furthermore, after the liberalisation of the use of soft drugs 
Prague is a popular destination for mostly forbidden pleas-
ures and now assumes primacy over Amsterdam.

Congress tourism is highly positioned in Prague and 
according to Prague Convention Bureau data it generates 
between 20 to 25% of the total tourist traffic. The President 
of the Prague Convention Bureau, Sanjiv Suri, is a charis-
matic Czech entrepreneur of Indian descent. The head of 
the largest catering company in Prague is also an interest-
ing character, who surprises with his positive life philoso-
phy which he transmits to the whole city meetings industry. 
The CVB is excellently organised and implements all key 
promotional functions, among other things, the ambassador 
programme, which is also supported by the Mayor, Bohuslav 
Svoboda. A small but important victory of the Bureau is that 
all hotel members of the bureau are offering free internet. It 
is a small gesture that can create a huge difference.

The results of all this work are very concrete. In 2011, 4,030 
events were held in Prague, which were attended by 578,297 
participants. This has taken Prague to sit among the first in 
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Meetologue

the world on the ICCA scale, where 
in 2011 it was at 14th place with 694 
events, most of which were ranging 
in size from 50 to 250 participants 
and half of which, as a consequence, 
take place in hotels (51.5%).

Fortunately, and to the satis-
faction of Prague hoteliers, Prague 
boasts a giant convention centre, the 
Prague Congress Centre, which can 
accommodate up to 2,800 congress 
participants, has a garage and an ex-
hibition area of 13,000 m2, 20 con-
vention halls and 50 smaller meeting 
rooms, all of which rank it amongst 
the bigger European centres. Despite 
the fact that the typical modernist ar-
chitecture has gathered some patina, 
the centre is well maintained and 
functions well.

The centre enables Prague 
to organise the largest congress-
es, such as the Congress of ERA 
EDTA 2011 and EADV in 2012, 
with eight thousand participants. 
The congress centre is soundly and 
functionally set in the suburbs and 
connected with intersections and a 
direct tram line.

Congress facilities for mega 
events are also available at the 
Prague fair Letnaty, with the 
largest hall holding a maximum of 
10,000 guests, as well as the his-
toric Incheba Expo facility, with 
five halls for a maximum of 2,400 
guests. The O2 Arena Sports Hall 
is also useful, with 10 halls and a 
capacity of 11,500 participants.

A large part of the congress 
offer is in convention hotels. Among 
the largest ones, with halls with a 
capacity of over 1,000 participants, 
are the Hilton, Clarion Congress 
Hotel, Top Hotel Praha & Congress 
Centre and Hotel Olympik Tristar. 
In the middle class with a capacity 
of up to 500 guests there are many 
hotels with classic multifunctional 
convention centres, such as the Inter 
Continental Hotel or Crowne Plaza.

What stands out in the whole 
conference offer is a number of 
exceptionally well preserved his-
torical congress buildings, from 
Hradcany to the beautiful City 

Hall, with its Art Nouveau rooms 
that played an important role in 
the history of the Czech Republic. 
From the National Opera to the 
National Theatre, %ofin Palace 
on one of the islands in the Vltava 
River to the Lobkowicz Palace and 
its surprisingly moving story of the 
Lobkowicz family, which after the 
collapse of communism, returned 
from exile to their homeland, there 
is an outstanding concentration of 
congress “candies”, which make 
Prague so special and different 
from other convention destinations.

What lends additional charm 
to the entire destination are the 
Czechs. They seem to be a peace-
ful nation and everything goes 
on in a tranquil and cultural way 
and without the Mediterranean 
nervousness. After all the visits 
Prague it seems even more beau-
tiful, luxurious and leaves a strong 
impression on the visitor. Even in 
the middle of the biggest tourist 
crowds you may find yourself in 
the middle of a beautiful square, in 
the garden of the Maltese church 
or enjoying magical corners at the 
John Lennon wall that take your 
breath away. Just a hop from the 
Intercontinental Hotel you find 
yourself in the middle of the Jewish 
quarter, or on a boat on the Vltava 
you can feel the spirit of Bedrich 
Smetana.

The seal of communism has long 
been shed and today it is a modern 
tourist metropolis with all that this 
brings, and what also sometimes 
makes them less friendly.

The spirit of Central Europe is 
in the best way caught in this beau-
tiful city, which is an excellent 
convention destination because 
of its cosmopolitanism, multicul-
turalism, liveliness and a tireless 
nightlife. What is the secret of the 
Prague congress tourism? What are 
they doing differently? It is a com-
bination of circumstances and wise 
development policies. Elegantly 
and sustainably they are working 
to be among the top ten European 
congress cities.

COMPARISON WITH THE REGION: 
Prague has for a long time not been an Eastern 
European gem, but a true European tourist me-
tropolis with a diverse and comprehensive offer, 
luxury hotels and sometimes too high prices. 
The story is reminiscent of "koda, of which the 
Czechs are very proud and is one of the oldest 
automotive brands in Europe. Reputable, solid 
and reliable pre-war limousines were after the 
war changed by cars that were behind the times. 
Today, "koda shines again and again puts the 
Czech manufacturer where it once was. The 
same can be said for the meetings industry, 
where Prague began to seriously falter against 
the locations top of the European league. If we 
look at the position of Prague regionally, Prague 
will not take primacy in the region over Vienna, 
but it certainly has all the conditions to remain 
for a long time the first congress destination 
among East European capitals.

COOL MEETINGS: 
CZECH KNEDLI&KI - bread dumplings, which 
are mandatorily washed down with some of the 
excellent Czech beer. There is a legend that 
Prague got its name Golden Prague because of 
the beer. Anyone who has not eaten Czech kn-
edli!ki with goulash and drank a mug of beer, 
has not properly been in Prague.

EUROPEAN GREEN CITIES INDEX 

place out of 30  ................................................. 24

points out of 100  .......................................  49.78

CO2 emissions per head in tonnes:  ......   8.05 

Percentage of renewable 

eneregy consumed: ...............................   1.02 %

European Green City Index measures and 
ranges sustainable operation of 30 main 
European cities and takes into account 30 in-
dividual indicators.
PRUH�DW� http://www.siemens.com/
entry/cc/en/greencityindex.htm

Destination grade: 
Excellent Destination 

*UDGHV��
5 excellent meetings destination
4 quality meetings destination
3 recommendable meetings destination 
2 average meetings destination 
1 so so 

INDIVIDUAL GRADES: 
Natural and cultural factors   4.4

Prague’s historic districts, Staro mesto (the Old Town), Novo mesto (the 
New Town), the Jewish Quarter, Hradcany and the Little Quarter form 
the core of an outstanding experiential diversity of the city, which for 
many years has been attracting a number of tourists. The city has devel-
oped on seven hills by the river Vltava. ‘Golden Prague’ is special because 
of its extreme concentration of architectural and historical sights in com-
bination with landscape diversity, culture and the arts.

General and transport infrastructure  4.2

Safety, excellent infrastructure, professional environment with an edu-
cated workforce, affordability, tradition and high quality of life are the 
main attributes of the general infrastructure of Prague. Also important 
for the development of congress tourism are the solid airline availability 
and regulation of the Vaclav Havel airport, with a new Terminal 2 that is 
becoming an important aviation hub of the region.

Tourist infrastructure 4.7

The Czech capital has in recent years established itself as one of the most 
visited European tourist destinations. In the city everything is there-
fore subordinate to tourists with an almost pilgrimage-like surge in high 
season. However, the city retains its charm and offers a diverse and mainly 
high quality tourist infrastructure. Prague is a room with a view.

Meetings infrastructure 4.6

A complex and comprehensive offer, in which a remarkable number of 
world-class historic congress venues stand out. It is the first meeting point 
of the East European meetings industry that with further development is 
mixing it up with such first category destinations as Vienna, Berlin and 
Barcelona. It is the city in which conference participants will feel good.

Subjective grade  4.6

The city with its rich cultural heritage, friendliness of locals and countless 
congress options anchors deep in the heart. Every street and house tells 
its own story, which gives the city a special touch. Prague maintains and 
builds on its high-quality romantic reputation.

4, 50
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A fter the first four years of continued growth 
and strengthening of its position, Conventa 
entered its fifth year with confidence, knowing 

it is on the right path to gradually raise awareness of 
South East Europe and present it as a region with great 
potential and diversity for meetings and events. 

MOVING FROM THEORY TO PRAC-
TICE WE ASKED ATTENDEES TO 
SHARE THEIR EXPERIENCE.

 “It was really a pleasure to attend the Conventa 
trade show and meet a lot of nice people with useful 
contacts. The trade show and the social events were 
organised very well.” Hana Deakova, American Express, 
Czech Republic

“The Conventa exhibition and trade show is one of 
the best organised and useful among MICE meetings, 
not only in Europe, but in the whole world.” Andrey 
Kozlov, S 7 Tour, Russia

“A well organised trade show from professional and 
very friendly people! A very good example of a fresh and 
an innovative trade show.” Andreas Fleischer, Andreas 
Fleischer Events, Germany

“Nice country, very nice people. You are improving 
year by year.” Gonzalo Vivas, White And Colors Incentive 
House, Spain

“Conventa is a must-attend event for South East 
European region! The organisation is superb and 
the quality of meetings is very high!” Magdalina 
Yarichkova, AIM Group

“This is the best trade show in the region, especially 
for MICE business. When I say the best, I mean the most 
professional one in terms of the publicity, organisation 
& realisation, sustainability, and support provided by 
the organizers to the exhibitors at all times.” Stanislava 
Borisova, Kempinski Hotel Zografski Sofia, Bulgaria

 “Conventa is the best and only place where DMOs 
from small destinations, such as So!a Valley, can meet 
the meeting planners and present them the numerous 
opportunities for incentive programmes in the pictur-
esque and unspoiled nature.” Tatjana Humar, Sotocje 
Tourist Board, Slovenia

CONVENTA 2013 IMPRESSIONS

ImpressionsImpressions

photos 7DGHM�%HUQLN

01  Meeting new busi-
ness parters.

02  The secret power 
of the Conventa 
show catalogue. 

03  Sharing knowledge 
and experience.  

04  Discussing business 
opportunities at one- 
to-one appointments. 

05  Power of one2one 

06  PCOs of South East 
Europe join forces. 

07  The stage of the main 
meeting industry 
gathering of SEE. 

08  The culinary delights 
at the Welcome 
Reception.

09  Gaining valuable 
knowledge at the 
Future Leaders Forum 

01 02 03

04 05 06

07 08 09
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Meetings star awardMeetings star award

BEST SE EUROPE 
MEETING 
DESTINATIONS 2012

BEST SE EUROPE 
MEETING 
HOTELS 2012 

MEETINGS STAR AWARD 
PHOTO SESSION

+%-0).3+)�0!,!#%�0/24/2/Þ
Best luxury resort meeting hotel 2012 
Final mark: 4,77

HoteL DUBRoVniK pALACe 
Best premium resort meeting hotel 2012 
Final mark: 4,41

eSpLAnADe ZAGReB 
Best luxury city meeting hotel 2012 
Final mark: 4,78

GRAnD HoteL Union eXeCUtiVe 
Best premium city meeting hotel 2012 
Final mark: 4,45

LJUBLJAnA Destination grade: 4.44 

GRAZ   Destination grade: 4,34

ZAGReB   Destination grade: 4,22 
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Conventa ResultsConventa Results

It was really a pleasure to attend the Conventa 
trade show and meet lot of nice people with 
usefull contacts. The trade show and the social 
events were organized very well. Hana Deakova, 
American Express Czech Republic

Nice country, very nice people. You are im-
proving year by year. Gonzalo Vivas, White And 
Colors Incentive House, Spain
 
Well organized trade show from porfessional 
and very friendly poeople! A very good example 
for an fresh and inovative trad show. Andreas 
Fleischer, Andreas Fleischer Events, Germany
 
Conventa, the trade show where everything is 
been taken care of. I also loved to see ‘The coffee 
today is on us’! Nice and welcoming. Roberto 
Peregrin, Kikoy, Spain
 
CONVENTA exhibition and trade show is one 
of the best organized and very usefull among 
MICE meetings, not only in Europe, but in the 
whole world. Andrey Kozlov, S 7 Tour, Russia
 
An efficient one to one business opportunity 
with a friendly atmosphere. Olivier Chazarenc, 
Hoogui Travel Designer, France
 
Excellent way to present Slovenia and the region. 
Slovenya is at the crossroads and offers a good 
varity for a good value. Conventa is a great ex-
perience and should be attended at least once. 
Thank you... Te!ekkürler. Ceylan Pirinccioglu, 
VIP Tourism, Turkey
 
Ljubljana is a great place to have a meeting and 
relax afterwards - compact, interesting, with 
great infrastructure and friendly hospitable 
people. Alexander Kazantsev, Otkrytie Travels, 
Russia
 
Conventa exhibition is the perfect place to meet 
your MICE partners in South East Europe. The 
organisers have done excellent job to get togeth-
er the most important parties at one place at one 
time! Yulian Bonev, Travel Club Bulgaria
 
Well organized and such a friendly team and at-
mosphere. The Conventa was not that crowded 
and noisy as other fairs in the MICE business :-) 
I had perfect one2one Meetings and got a lot of 
helpful information. Astrid Giesen, Hicentives, 
Germany

±

HOSTED BUYERS EXHIBITORS

01  Rocking at the 

Conventa Afterparty.

02  Have a cup of 

coffee with us

03  Introducing a 

number of sustain-

able measures. 

04  Taking the stage at the 

Academy Conventa 

plenary session.

05  Conventa 

ambassadors

06  Conventa green 

07 Conventa break

08 Conventa after party

09  Grand Hotel 

Union in black and 

white colours

10  In company of the 

Mayor of Ljubljana.  

11  The stage of the main 

meeting industry 

gathering of SEE.  

12  Celebrating in black 

and white atttire.  

13  The future gener-

ation of meeting 

professionals. 

01

04

07 09

12

02

05

08 10

13

06

03

11

Conventa is a must-attend event for CEE region! The or-
ganization is superb and the quality of meetings is very 
high! Magdalina Yarichkova, AIM Group
 
This is the best trade show in the region, especially for 
MICE business. When I say the best, I mean the most 
professional one in terms of the publicity, organization 
& realization, sustainability, support provided by the or-
ganizers to the exhibitors at all times. Stanislava Borisova, 
Kempinski Hotel Zografski Sofia, Bulgaria
 
Conventa is the best and only place where DMO-s from 
small destinations as So!a Valley can meet the HB and 
present them the numerous opportunities for incentive 
programs in the picturesque and unspoiled nature. Tatjana 
Humar, So!a Valley - Soto!je Tourist Board, Slovenia
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- FLOP – QHJDWLYH�VXUSULVHV
At such an important reception the food running out 

before the formal conclusion of the event should never 
happen.

+ TOP – SRVLWLYH�VXUSULVHV 
The demonstration of how the VIP guests at Euro 

Basketball will be served left a positive impression. A big 
plus also for the atmosphere and ambience.

Final impression and credibility
At this Jezer#ek event the form prevailed over substance. 
For artistic impression of eating in a box at Euro Basketball 
they deserve the highest grade, but they failed to correctly 
estimate the amount of food required - catering stands or 
falls on the underlying assumption that the guest fills both 
body and soul.
The Jezer#ek family are now flirting with and blending 
standard international catering dishes with local spe-
cialties and ingredients in aiming for a sort of fusion ca-
tering. The departure from the traditional legendary di-
rection for which they became famous needs some fine 
tuning and fine details, for which we believe that they do 
not depend solely on the amount of money invested in the 
reception. We believe that by Euro Basketball everything 
will be under control, as they boast the longest history 
among Slovenian catering service providers.

Photos 7DGHM�%HUQLN

JEZER"EK CATERING

Right from the beginning of the Conventa trade show, 
the event has gone hand in hand with the creative ser-
vices of Jezer#ek catering. At the jubilee fifth edition 
of the event we took a closer look at the lunch for 320 
international congress guests, held in the basement 
space of the GR - Exhibition and Convention Centre 
(River Man Hall).

Delegate welcome
The River Man basement conference hall, which is 
the annual setting for the working lunch, is not one 
of Ljubljana’s most attractive catering facilities. The 
Jezer#ek catering team nevertheless managed to 
welcome guests in an innovative way, with the en-
trance to the event imagined as entering the scene of a 
Euro Basketball game and guests greeted with snacks 
in cones. A variety of chips made from potatoes, kohl-
rabi, red beet and apples were attractively served, with 
first impressions not leaving guests cold and hungry. 
We wouldn’t mind a similar offer when really viewing 
Euro Basketball games!

Layout
It’s hard to find a less suitable place for catering, one 
that removes charm and makes it difficult for cater-
ers to work in, leaving them with just the ‘story’ and 
the layout of their catering equipment. A minimalist 
white bar played a major role in the transformation 
of this space into the setting of a Euro Basketball 
VIP box and the overall impression was attractive 
and pleasant. Despite the fact that this was a stand-
ing lunch, they also catered for those preferring 
or needing to sit down by equipping a part of the 
space with furniture in the style of mini boxes. The 
serving inventory, equipment and decoration were, 
as always, excellent. Unfortunately, however, there 
were not enough storage tables, making it difficult 
for catering logistics and diminishing the culinary 
pleasure.

Dish variety
With Jezer#ek the food is always meticulously pre-
pared and this time they designed several culinary 
stations based on the principle of ‘less is more’. The 
basic idea of cold-warm buffet was a combination, 
or ‘fusion’, of international and local dishes. Among 
the cold dishes, and due to the fact that there were 
mostly women in the clientele, the quickest to go 
were the thin slices of Piran sea bass with dried to-
matoes and the zucchini rolls with tuna. The “!e-
ple#ki” stomach with colourful vegetable skewers 
also proved to be excellent, as did the fennel with 
apples, young sheep cheese with walnuts, red ra-

dicchio, and orange and honey sauce. The under-
standing of religious and dietary restrictions of a 
multicultural audience was notable across the food 
offering - there was something for everyone. Among 
the hot dishes the winners were lamb chops on a bed 
of onion and veal fillets in a mustard sauce, whilst 
vegetarians could enjoy the buckwheat porridge 
with prunes and Hokkaido pumpkin. Lastly, we were 
sweetened with the excellent Ljubljana cake, com-
posed of buckwheat flour, pumpkin seeds, chestnuts, 
honey and figs. According to its author, Prof. Janez 
Bogataj, this reflects Slovenia, and was for many, the 
most abundant and juicy part of the whole menu.
The superb presentation of the food with captions in 
English was spoiled by a poor estimate of the quantity 
required, as well before the end of the event they ran 
out of food, which took away from the overall impres-
sion of the event.

Ambience
The common thread of the reception was the Euro bas-
ketball, characterised by a central play area and a nice 
animation of mascot Lipko and the Ljubljana dragon. 
How relevant this story is to meetings planners is 
questionable, but nonetheless the idea was excellent 
and carried out nicely to the nature of the event. The 
lighting and ambience were optimal, given the condi-
tions of turning a below average space into a pleasant 
one for a lunch venue.

Beverages
The selection of wines was defined by the organiser, 
who took care to represent all of the main Slovenian 
wine regions. Given the working nature of the event, 
little was drunk but it was quality. The remaining se-
lection of drinks was appropriate for the nature of the 
event, in particular the natural juices. The service and 
choice of glasses was also excellent.

Service
Catering Jezer#ek has no problems with service, with 
everything running efficiently, reliably and profession-
ally. There were no complications in understanding the 
needs of the guests, who were always served quickly 
and in a good manner.

Personnel
Jezer#ek has an excellent personnel in which it is hard 
to find anything to criticise, least of all their kindness 
and helpfulness. One thing, which is more a matter of 
personal taste, are the more traditional uniforms that 
were not really consistent with the ambience of the 
event. 

Hidden CateringHidden Catering

tYpe of eVent
7ORKING�LUNCH

tYpe of CAteRinG
#OLDWARM�BUFFET

pRiCe RAnGe
C: 20 – 40 EUR 

nUMBeR of GUeStS
���

ADDReSS
*%:%2®%+�#!4%2).'
3ORA��!
1215 Medvode, Slovenia
www.jezersek.si

ReSULt of AnALYSiS
$ELEGATE�WELCOME�� 4.20
,AYOUT� 3.80
/FFER�OF�DISHES� 3.60
!MBIENCE� 4.00
Beverages 4.00
3ERVICE� 4.20
0ERSONNEL�� 4.40
total:  4.04

finAL GRADe 4.04

4, 04
Final Score

�� ��



Advertorial

CURRY FESTIVAL
On 21st and 22nd February Vivo Catering, together with 
the British Embassy and Curry Life Magazine, carried out a 
two-day ‘Curry Festival’ business event. The Vivo team, to-
gether with the British masters of curry from Bangladesh, the 
so-called ‘magnificent seven’, prepared masterpieces of the 
curry cuisine. Enthusiasts of this now ‘nationalised’ British 
dish were presented with nearly 30 different specialties.

At the evening event in the Club Cankarjev dom, British 
Ambassador Sir Andrew Page also awarded a diploma for the 
successful project both to the Vivo chef as well as the team of 
chefs of curry masters.

VIVO AT CONVENTA
For the fifth year, Vivo was a part of the Conventa. At the 
evening reception in Cankarjev dom, the theme of which was 
the SE Europe film evening, they prepared selected Balkan 
and Mediterranean cuisine dishes. Guests were welcomed 
on the red carpet by the Vivo catering staff in the ‘phantom’ 
clothes and greeted with an aperitif, while the evening was 
further enriched with the snacks served from the fashion 
catwalk procession with the accompaniment of film music.

On Thursday 17th Jan they took care of participants at 
the GR (Ljubljana Exhibition and Convention Centre) with 
refreshments in the coffee corner. Selected dishes of ‘old 
city people from a hundred years ago’ were the theme of 
the working lunch. For aficionados, they provided delicious 
snails and frogs’ legs.

VIVO AMONG THE GOLDEN THREAD FINALISTS 
Vivo was again among the finalists in the Dnevnik newspa-
per’s the Golden Thread – ‘the best employer’ project. Golden 
Thread weaves Vivo’s ties from the outset of the project and 
they are proud that they were already three times declared 
the best employers, in 2009, 2010 and 2011.

TV WEDDING
Vivo was selected for the catering of the TV wedding of 
the year, organised by RTV Slo. The couple was chosen by 
viewers of the Good Morning programme, who also partici-
pated in the creation of part of the menu as well as in the se-
lection of other accessories. Both the civil element as well as 
the wedding ceremony were carried out in the Festival Hall.

VIVO CATERING
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GRAZ
SECOND CITY FIRST

G raz and Maribor have much in common, with both 
cities having been European Capitals of Culture. In 
2003 Graz became a city with some force behind its 

cultural offer in the international arena, and it also seems 
that the European Capital of Culture gave Graz addition-
al tourism acceleration. The centre of European culture is 
embodied in its futuristic Kunsthaus and other cultural fa-
cilities, which I often visit to see some of the exhibitions or 
concerts.

Graz is Austria’s second largest city and capital of Styria, 
which before the First World War was the administrative, 
cultural, economic, and political centre.

The most eminent medieval building above the town is 
the Schlossberg fortress with its famous bell tower with a 
clock, which is a real highlight. Around the fort a pictur-
esque medieval town centre has developed, with the orderly 
gardens and surroundings surprising in all seasons. The city 
gives out a youthful appearance, because of the many stu-
dents who study at one of the three universities. It is similar 
in size to Ljubljana and is nicely compact and green. It gives 
its biggest green breath through the huge Burgarten city 
park, full of attractive fountains and sculptures, as well as 
the many other urban parks.

Graz is located at the transition between the Alps and 
the Pannonian Plain on the northern edge of the Graz field. 
Through the city flows the river Mura, which literally and 
symbolically connects it to the plain. Its geographical lo-
cation has resulted in a varied landscape seasoned with an 
alpine skyline and wine growing hills to the south. The city is 
full of cultural and historical attractions, with the medieval 
city centre inscribed onto the UNESCO heritage list. In the 
city and its surroundings there are many technical monu-
ments to the rich industrial tradition. The healthy experien-
tial diversity is complemented by a pleasant and orderly en-
vironment and infrastructure, for both the eye and the soul.

Graz is an important transport junction and for a number 
of years it lived from its transport and border location. The 
river Mura, in Latin meaning ‘trench’ or ‘defence’, has had 
such a role in the city’s history from when it served as a line of 
defence against the lowland Pannonian Plain. Infrastructure 
in Austrian cities is among the best in the world, with air ac-
cessibility to the city improving year to year and the drive to 
Vienna taking less than two hours. Vienna has for many years 
held top spot on the Mercer quality of life scale and although 
Graz is missing, I’m sure that it is not far behind Vienna. The 
quality of life can be felt at every step, especially the modern 
and largely green public transport with tram system. Since 
the city is small, everything can be done on foot or by bicycle. 
In 2001 the city was declared the ‘city of people’s rights’, in-
dicating a high degree of social responsibility.

Graz is somehow overlooked as a tourist destination, 
too often in the shadow of Vienna and for the number 
of overnight stays taking 4th place behind Salzburg and 
Innsbruck. However, Graz can successfully compete with 

the better-known destinations, in particular because of the 
well-organised tourism promotion through Graz Tourism 
and City Marketing. The ownership structure of the 1990-es-
tablished destination marketing agency is both interesting 
and instructive – it is 52% is owned by the city of Graz, 24% 
by the Tourist Board of the city, 8% by Graz fairground, 8% by 
the Airport and 8% by Casinos Austria. Every activity of the 
office is aimed at increasing the number of overnight stays by 
foreign guests. The city has 3,294 hotel rooms, of which there 
are 1,757 in 21 hotels of 4 and 5 star category.

Graz excellently took advantage of its European Capital 
of Culture status and the UNESCO title and upgraded it with 
the UNESCO city of design and creativity.

In the area around Graz all roads lead south to many wine 
trails, some of which take you all the way to Slovenia. The ex-
ceptional incentive tourism potential lies in its spas, culinary 
art and other green tourism offers in the city’s surroundings.

Graz is currently developing tourism in three direc-
tions. Congress tourism is being developed under the slogan 
“Graz: the city of knowledge”, the basis for this being the 
strong university base. Graz boasts four universities, namely 
the University of Karl and Franz, Technical and Medical 
University and the University of Music and Dramatic Arts, 
together which number more than 40,000 students.

Graz is also a city of fairs, with more than 100 years of tra-
dition since the very first Austrian fair in 1833 and Congress 
Graz since 1906 being a key venue for promotional and other 
events. In 2007, institutions with a rich history were brought 
together into a new brand of Messe Congress Graz, a common 
brand combining historic Congress Graz, Messecongress 
Graz and Stadhalle Graz. The historical convention centre 
Congress Graz, built at the end of the nineteenth century, 
has a total of 19 halls for a maximum of 1,500 congress par-
ticipants or for a reception for 2,300 guests.

The modern convention centre Stadhalle was opened in 
2003 during the ECC. It is a multifunctional and superbly 
equipped fair event centre. Conference halls in hotels are 
smaller and tailored to the needs of the market. As Graz 
boasts a lot of premium congress halls the hotel congress 
offer has not fully specialised.

International Congress guests, perhaps due to the mighty 
shadow of Vienna, do not expect much of Graz, but in the end 
they are pleasantly surprised. Graz has been for many years 
a model of congress destination marketing and management. 
Looked at from the perspective of public and private infra-
structure, Graz is the most developed regional convention 
destination. Just five years ago regional competition would 
qualify behind the second largest Austrian city, but recently 
the gap has significantly reduced. The new capitals on the 
territory of the former Yugoslavia have taken their right-
ful place and because of this, on the ICCA scale and others, 
it now has a lower placing. The centre of culture, cuisine, 
design, creativity, technology and much more, which embod-
ies Graz, is far from saying the last congress word.
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Destination grade: 
Quality Meetings Destination 

*UDGHV��
5 excellent meetings destination
4 quality meetings destination
3 recommendable meetings destination 
2 average meetings destination 
1 so so 

INDIVIDUAL GRADES: 
Natural and cultural factors     4,5

Graz is in the centre of Austria’s green heart, which gives it 
the character of interplay between the forests of planar Graz 
fields and the majestic mountains, which are crossing into 
the wine-growing hills. Cultural diversity, rich history and 
the connecting Mura River have formed a high experiential 
diversity, which is reflected in the many opportunities for 
congress and incentive organisers and planners and is there-
fore among the most highly esteemed in the region.

General and transport infrastructure  4,2

Transport and general infrastructure in Graz is excellent and 
according to survey results amongst the best in the region. 
A network of public transport is very well organized; the 
city has over 120 kilometres of bicycle lanes and the parking 
system is superbly arranged. It all works very professionally 
and tidily, and also remarkable is the sense of security with 
a high level of environmental responsibility and awareness 
of the population.

Tourist infrastructure     4,3

Graz is a mature tourist destination, which despite the crisis 
is recording a steady growth of tourist arrivals and overnight 
stays in all tourism segments. This is due to a very clear po-
sitioning of the city on three pillars as the capital of culture, 
cuisine and knowledge. Graz has established itself as a base 
for exploring Styria, which gives it additional marketing 
momentum.

Meetings infrastructure      4,4

In terms of infrastructure Graz is still the leading regional 
convention destination. With more than 154 congress events 
and some 46,000 participants it achieves excellent results 
and is stable on the charts ranking international events. Graz 
can be regarded as a proud congress destination, which is 
modern, dynamic and internationally competitive. It is dif-
ficult to challenge it with any serious errors, perhaps just a 
slightly poorer image on the international scene.

4, 34
BEST CONGRESS HALLS IN GRAZ
for over 250 participants in plenary set up according to the 
editorship of Kongres Magazine are:

1. STEFANIENSAAL, Congress Graz 
1,050 seats, probably the most prestigious hall in Graz, which 
was opened way back in 1885. The concert hall with superb 
acoustics is also a prestigious congress venue.

2. STADTHALLE GRAZ, Messe Congress Graz
5,500 seats, one of the most modern multifunctional halls in 
Austria, which has become a symbol of Graz. A special ad-
vantage are extremely powerful lobbies in combination with 
spacious exhibition halls.

3. BAROQUE HALL, Old University Graz 
300 seats, magnificent baroque hall, suitable for formal 
events with excellent technical equipment.

4. MINORITENSAALE, Minorite Kunsthaus
342 seats, another Graz Baroque hall, which fascinates visi-
tors at every turn. The combination of baroque frescoes and 
modern equipment creates a wonderful ambience for recep-
tions and gala events.

5. DOM IM BERG, Schlossberg
350 seats, former bunker, buried in the Castle Hill and now 
converted into a special venue, which appears as a cathedral 
in the mountain and a unique congress venue. 

6. HELMUT LIST HALL, Helmut List Halle
1,200 seats, flexible, modern, multifunctional hall of the open 
type suitable for various corporate events. Restored former 
factory.

7. BLACK PANTHER, MP09
200 seats, currently the most modern congress hall in Graz, a 
part of the new philosophy of the city of design and creativity.

8. PLENARSAAL HALL, Messe Congress Graz 
600 seats, a modern flexible congress hall within the new 
fairgrounds. Suitable in combination with large congresses 
with large exhibition needs.

9. GYORGY LIGETI HALL, Mumuth
400 seats, a modern concert hall in the house of music, suit-
able for top cultural events and congresses.

10. JUPITER AUDITORIUM, 
300 seats, a business centre in the city centre has been built in 
accordance with the principles of feng shui. Very professional 
environment for business events.

11. LARGE CHAMBER HALLS, Working Chamber 
900 seats, a spacious and functional congress hall.
 
Photo credits GRAZ CONVENTION BUREAU 

Subjective grade       4,3

Environmental responsibility, tidiness of the surrounding 
areas and infrastructure, cultural infrastructure, the city 
of design and creative industries are all ideal for the devel-
opment of congress tourism. The city, key stakeholders and 
politics do not lack creativity and strategic vision. Despite all 
the positive projects it may lack some charisma of a capital, 
making it need much more energy to fight even more suc-
cessfully at the international congress scene. Otherwise, a 
beautiful and practical congress destination.

Comparison with the region: 
Being the first is sometimes difficult, and Graz was among 
the first to develop the branding of the entire destination, 
congress grants and many other marketing innovations, 
from which other regional convention bureaus drew inspi-
ration. However, former pupils have caught up and in the 
field of branding and in some other areas are now ahead of 
their teacher. Graz may not be the most seductive convention 
destination, however, it should be highlighted that Graz and 
Styria live with congress tourism throughout the year. A de-
veloped infrastructure and –year-long additional offer helps 
this, where tradition combines with the present and where 
everyone can find an offer for their taste, needs and pocket. 
With the focus on green meetings Graz will also definitely 
find the right answer to the ubiquitous crisis, which has not 
bypassed congress tourism.

Cool meetings: 
Graz has been redefined into the culinary capital of Austria 
with many gourmet surpluses. In a story that supports local 
food and cuisine, 27 best restaurants are included. The com-
bination of an exquisite cuisine with Styrian wines can be felt 
at the largest outdoor culinary banquet for 660 guests. We 
shall leave the dilemma of which pumpkin seed oil is better 
to the experts. Both Styrian and “Prekmursko” are excellent, 
but it is mandatory that you try the black gold of Styria.

MeetologueMeetologue
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Hidden Congress Guest
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CONVENTION CENTRE BRDO 
+++++�LUXURY

Thanks to the Slovenian Presidency of the European 
Union in 2007 an excellent facility was created by 
the architects Bevk and Perovi!. The new centre, and 
indeed the whole estate, is managed by the public in-
stitution Protocol Services of the Republic of Slovenia 
(JGZ Brdo), which in addition to Brdo is also looking 
after the Strmol castle, the Villa Podro$nik, govern-
ment buildings and some other smaller facilities across 
the country.

Location
The heritage of the Brdo Estate consists of 500 hectares 
of protected natural heritage, the Brdo Renaissance 
castle, eleven lakes, a castle park with 7,446 exotic 
plants, two avenues, protected forests, the hotel Kokra, 
hay racks and hives, all of which is complemented by 
the most modern convention centre in the country. It 
is not possible to find a more prestigious location in 
Slovenia.

Accessibility
The Brdo Estate is only about 10km away from the 
Ljubljana Airport and to the capital city on the nearby 
highway is 30km, with all the other major tourist attrac-
tions of Gorenjska nearby. As for air accessibility, Brdo 
shares the fate of other Slovenian tourist destinations. 
Especially commendable in terms of transport is the plen-
tiful supply of free and beautifully landscaped parking.

Cold appetizer – architecture and aesthetics 
Architecturally the convention centre fits beautiful-
ly into the existing spaces and even upgrades them. 
Together with the preserved Zois Pristava a rich 
spatial unity was formed with a glass facade, giving 
the centre an open character that blends with the land-
scape. Through the large glass surfaces are magnif-
icent views of the lakes in the historically protected 
park. The entire facility allows participants a visual 
connection with nature and works in a very Zen-like 
way. The interior spaces shimmer with minimalist 
design and you will not find better materials, process-
ing and functionality throughout, not even with the 
direct competition. The architects fully succeeded in 
creating a distinctive architecture.

Warm appetizer – staff and customer service 
The expert and highly professional staff, who take care 
of the most demanding protocol events, accompany 
you at every step of the way in Brdo. The experience 
with the most demanding protocol makes the differ-
ence. The centre is intended for those with a desire for 
quality, but in a way that it is not noticeable. Excellent 
service is construed as standard here.

Main course – quality of facilities 
The interior is designed as a space of open communica-
tion - the ground floor allows for the organisation of a 
variety of events, from receptions to press conferences, 
meetings and exhibitions. At the centre of the building is 
located the heart of the convention centre - a large double 
height hall. The main feature here is the use of materials, 
dominated by warm oak panels that make for an exem-
plary convention working environment. Multimedia, 
sound and other equipment is first-class and works flaw-
lessly, as is expected from a protocol centre. As a curiosi-
ty, the conference halls are named after dragonflies, one 
of the features of the Brdo estate, which symbolically also 
reflect the centre’s sustainability.

Dessert – catering and additional offer
If not quite perfect, the protocol catering aims to 
be. Any error is difficult to detect, but therefore also 
harder to ignore. The bottom line is that at Brdo you 
will receive one of the best services in the country. An 
added advantage is the experience with the most de-
manding events, meaning services close to excellence 
with an added value in the integrity of the offer.
What makes Brdo particularly attractive are the ex-
ternal locations for active incentive programmes, or 
simply for enjoying the excellent cuisine.

- FLOP ��QHJDWLYH�VXUSULVHV
Very rarely, although it can happen, is that due 

to the priority of high protocol visits they close the 
entire area. In such cases, administrators find you 
an alternative solution.

+ TOP – SRVLWLYH�VXUSULVHV
The solar power plant on the roof of the Brdo 

Convention Centre, as part of sustainable thinking. 
Free parking for conference guests.

Final impression and credibility
What is necessary to appreciate is what is hidden 
below the minimalist exterior. The centre is differ-
ent, Zen-like and exudes elegant luxury. If during 
the construction the government’s decision to 
invest in it was doubted and even generated some 
negative reactions, the superior architecture, func-
tionality and successful business have contributed 
to the positive image. Today the centre is an impor-
tant player in the field. We rate it as an all-round 
excellent convention centre, without any serious 
errors, which at the moment represents the pin-
nacle in its field.

Hidden Congress Guest

CAteGoRY
E-CONVENTION CENTRE

open SinCe
�����

nUMMBeR of HALLS
��CONVENTION�HALLS����MEETING�ROOMS�

CApACitY of HALLS
9000 m2�OF�LAND��-AXIMUM�����
PERSONS�IN�CINEMA�SET�UP�(Grandis hall)

ADDReSS
CONVENTION CENTRE BRDO 
0REDOSLJE����������+RANJ��3LOVENIA
4����������	�����������
E: brdo-eu@gov.si,  www.brdo.si 

fACiLitieS
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�
WITH����ROOMS��$UCKS��ISLAND�WITH�A�LOG�
CABIN�AND�CATERING�OFFER��c*EZEROo��LAKE	�
COTTAGE�FOR�PRIVATE�CELEBRATIONS��'OLF�
DRIVING�RANGE��2ELAXATION�CENTRE�c6RELECo�
�SPRING	��:OIS�2ESTAURANT�

SpeCiALS 
#ASTLE�0ARK�WITH�������EXOTIC�PLANTS�
AND�UNIQUE�FLORA�AND�FAUNA�

ReSULt of AnALYSiS
,OCATION�� 5.00
!CCESSIBILITY�� 4.05
/VERALL�IMPRESSION�AT�ARRIVAL�� 5.00
%NTRANCE�HALL�LOBBY� 4.90
#ONFERENCE�SPACE�� 4.98
#ONFERENCE�INVENTORY�� 5.00
Lighting  4.90
!COUSTICS�AND�SOUND�SYSTEM� ����
-ULTIMEDIA�SYSTEM� 4.97
)NTERNET�CONNECTIVITY� 4.95
%MPLOYEE�BEHAVIOUR� 4.82
!CCESS�TO�POWER�AND�COM�LINES�� 4.95
"USINESS�CENTRE�� 5.00
#USTOMER�SERVICE�� 4.82
3AFETY�� 5.00
3ECURITY�AND�EMERGENCY�� 5.00
!DDITIONAL�OFFER�� 4.64
Catering 4.76
3USTAINABILITY�PRACTICES�� 4.65
#OMMUNICATION���MARKETING�� 4.59
total: 4.84

finAL GRADe 
LUXURY  4,84

4, 84
Final Score

44 45
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THERMANA CONGRESS CENTRE  
AND HOTEL WELLNESS PARK LA"KO 
++++�SUPERIOR

RIMSKE TERME  
++++�SUPERIOR

Location 
The Hotel and Convention Centre Thermana is a nice 
refreshment in the Slovenian meetings offer. Due to an 
overall design in conjunction with the Wellness Park 
La#ko, La#ko recently attracted many congress organ-
isers who had previously preferred to choose other, 
more reputed locations. As one of the oldest towns in 
Slovenia, however, La#ko is very quickly becoming an 
attractive convention destination that is building its 
offer on local knowledge and the traditions of brewing 
and water wealth. 

Accessibility
The La#ko medical spa was created at the time of con-
struction of the Vienna - Trieste Southern Railway 
in 1854. The rail has played an important role in the 
development of the place and it seems it will be im-
portant in terms of accessibility for the future. Access 
to La#ko is unproblematic for local events, but can be 
a challenge for international ones. Ljubljana Airport 
is 115 km away, but due to its location in the centre of 
Slovenia it is also close to the airport in Graz (121 km), 
Klagenfurt (136 km) and Zagreb (105 km). 

Cold appetizer architecture and aesthetics 
With its architecture Thermana did not risk much, al-
though they are known for their giant glass thermal 
dome. Because of the use of natural materials in the 
facade and large glass surfaces it nicely connects with 
the environment and does not act as an alien form. The 
hotel as a whole appears conventional and is not strik-
ingly noticeable. The interior architecture offers more, 
which at first glance appears fresh and minimalist and 
without excess fuss. The used of natural colours and 
materials contribute to the well-being of guests and in 
using the hotel a very clever functional design come 
through.
The congress centre can be separated from the rest of 
the hotel where necessary, but at the same time it is 
well connected to other areas. 

Warm appetizer – Staff and Food
We dare to propose that the staff is amongst the most 
friendly in Slovenia. The attitude towards guests is 
outstanding and everyone is striving for custom-
er satisfaction. The congress cuisine is superb; they 
aim to surprise with organic menus and the prepa-
ration of authentic dishes based on local traditions. 
Unfortunately, the pension offer does not follow this, 
which is average and at times even boring. They are, 
however, missing a true author restaurant with typical 
cuisine. To get a model example of this they do not 
have to look far - a quick walk to the La#ko Castle, 

where Marko Pav!nik operates in the restaurant 
Pavus, would suffice.

MAIN COURSE – Congress and Hotel offer
Currently, the most modern and functional congress 
centre in Slovenia boasts its largest hall for 490 partic-
ipants and 6 smaller seminar rooms, a meeting room 
and a press room comprising 3,700 m2 total area. This 
is the first convention centre that is fully construct-
ed in accordance with the standards of the Slovenian 
Convention Bureau. The hotel bar in the spacious lobby 
suitable for receptions and exhibitions is especially 
nice, being very modern, comfortable and functional.
The modern hotel Wellness Park with 4 stars has 188 
rooms and nicely complements the congress offer. 
Each floor of the Hotel is painted in its own colour, 
which defines the equipment and textile accessories. 
Even the smaller rooms appear spacious, as they are 
not cluttered with furniture. 

Desert – additional offer
The Thermal Centre’s pools and wellness offer in the 
Wellness Spa Centre.

- FLOP – QHJDWLYH�VXUSULVHV
Occasional crowds and noise in the wellness 

park.

+ TOP – SRVLWLYH�VXUSULVHV
The hospitality and professionalism of the 

staff. Free outdoor parking, and with minimal addi-
tional cost an underground parking garage.

Final impression and credibility
It’s a little more than two years since the opening 

of the congress centre and the hotel, for which we 
can say that it is already one of the more likable 
options. In addition, Thermana offers a lot for 
a moderate amount, which is very important in 
today’s economic climate. It is also striking how 
much La#ko can offer to congress guests in addi-
tion to the traditional beer. Everything from one of 
the best Slovenian cuisine restaurants to exception-
al cultural and historical heritage, along with the 
option of organising green meetings.

Given all of the above, Thermana’s congress offer 
became a hit and caused a true earthquake on the 
Slovenian market. The organisation of events with the 
option of extra wellness pampering is very appealing, 
and for the time being we can only make reference to 
the new congress offer with full respect.

Location
The oldest Slovenian spa was discovered by the 
Romans as early as 39 BC. The turbulence of history 
did not spare the Spa, but despite changing times the 
spot by the Savinja River was again settled by opti-
mism in 2011. It would be fair to say that the entire 
history of the place is based on the healing water that 
springs from the forest on the side of the Stra$nik hill. 
The spa lies outside of major settlements in the valley, 
in the middle of undulating terrain, and is surrounded 
by magnificent forests and a beautifully landscaped 
spa park. It is an ideal location to disconnect from 
everyday stress and indulge in holistic incentives and 
other congress programmes.

Accessibility
With the development of the Vienna - Trieste railway 
line in 1849 the Roman spa underwent rapid devel-
opment to become world-renowned. Even today, the 
rail link remains favourable both in the narrow and 
wider sense. Besides accessing the Roman spa that lies 
halfway between Ljubljana and Maribor, in the current 
economic situation rail is becoming a more and more 
attractive sustainable mode of transport. Parallel to 
this, the Celje-Zidani road link was mostly developed 
with access to the Slovenian highway cross in mind. 
Transport links to airports, however, fare less well; 
here the Roman Spa shares the same fate of Slovenia’s 
air accessibility with other providers in the region.

Cold appetizer – architec-
ture and aesthetics 
The Spa was formed and developed throughout dif-
ferent periods and consequently they have tried to 
connect building complexes at each renewal with a 
meaningful link. It consists of two main buildings – the 
Roman and Sofia Mansions, which are now connected 
with the new hotel complex, called the Rimski dvor 
(Roman Court). The new part connects two different 
hotel styles in a coherent and environmentally friendly 
way, and is also pleasant to the eye. It seems like the 
new part of the hotel is growing organically from a for-
ested hillside. However, the look of the hotel is quite an 
achievement, especially if we take into consideration 
its original architecture and that the dynamic archi-
tectural communication and passage between build-
ings requires some adjustment. A special feature is the 
spa park with exotic trees and walking paths, which is 
inherently Zen and anti-stress.

Warm appetizer – staff and food
The staff is friendly and hospitable, and it is evident 
that the hotel management is under an experienced 

woman’s hotelier hand. The culinary offer is currently 
classic, but with a bit more innovation it is likely that 
things will turn to a more creative direction. Guests 
count mostly on the a la carte restaurant in Sophia. 
The cuisine deserves a bit more attention and local 
specialties should also be looked at and included in 
the offer.

Main course – congress hotel offer
Hotel rooms are good quality and in the Sofia Palace 
are bordering on prestige. A few small add-ons that 
would take the hotel into a higher grade are missing. 
Overall it is pleasing, harmonious and modern. The 
soothing views and vistas from the rooms are particu-
larly inspiring.
The Congress Centre is spatially flexible enough to 
be fully competitive to rivals in the class of up to 250 
participants, although there is slightly less space than 
in neighbouring Thermana. With quality interiors and 
technical equipment, however, we estimate the con-
gress centre to be very close to ideal.

Dessert – additional offer
Bathing in the historic spa’s traditional baths, the 
thermal water quality and the exclusivity of the whole 
wellness experience.

- FLOP – QHJDWLYH�VXUSULVHV
Complicated hotel logistics, from the entry to 

the garage to orientation around the hotel.

+ TOP – SRVLWLYH�VXUSULVHV
Latin proverbs, which are located in different 

areas and contribute to the positive effect of staying 
at the hotel.

Final impression and credibility
Following a period of turbulence, the Spa man-
agement is now working to restore its lustre and it 
must be admitted that so far they are making good 
progress. The hotel is undergoing its spring and is 
especially blowing on the souls of those who want 
a different experience and a disconnection from the 
everyday world. With their offer they are trying to 
move towards above standard to high quality, while 
taking into account local traditions. The main com-
plaint is related to the offer of the town, which is 
still not aware what kind of a pearl the Roman Spa 
is. With a special offer, an exquisite cuisine and its 
pleasing architecture, the Roman Spa is a competi-
tor to Slovenia’s more experienced thermal provid-
ers worthy of serious consideration.

Hidden Congress GuestHidden Congress Guest

CAteGoRY
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open SinCe
1840, renovated in 2011

StAnDARD
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����ROOMS�IN�THREE�HOTEL�BUILDINGS

inteRnet pRiCe
��������%52��&EBRUARY�����	

ADDReSS
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www.rimske-terme.si

fACiLitieS
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fACiLitieS
7ELLNESS�3PA�#ENTRE��3AUNA�#ENTRE��
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SpeCiALS
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CATE

ReSULtS of AnALYSiS 
,OCATION�� 3.85
!CCESSIBILITY�� 3.50
/VERALL�IMPRESSION�AT�ARRIVAL�� 4.15
%NTRANCE�HALL��LOBBY� 4.45
%MPLOYEE�BEHAVIOUR� 4.78
2ECEPTION� 4.77
Hotel room 4.23
Hotel bed 4.15
Bathroom and toilet 4.12
(OTEL�BREAKFAST� 4.05
Bars and restaurants 4.03
Congress hall 4.45
!DDITIONAL�OFFER� 3.92
total: 4.19

finAL GRADe 
premium hotel 4.19
Luxury +++++

Premium ++++

Business +++   
Economy ++

Budget +

ReSULtS of AnALYSiS
,OCATION� 3,90
!CCESSIBILITY� 3,50
/VERALL�IMPRESSION�AT�ARRIVAL�� 4,15
%NTRANCE�HALL��LOBBY� 4,15
%MPLOYEE�BEHAVIOUR� 4,86
2ECEPTION�� 4,72
Hotel room 4,01
Hotel bed 4,09
Bathroom and toilet 4,12
(OTEL�BREAKFAST� 3,98
Bars and restaurants 4,05
Congress hall 5,00
!DDITIONAL�OFFER� 4,78
total 4,25

finAL GRADe 
premium hotel 4,25
Luxury +++++

Premium ++++

Business +++   
Economy ++

Budget +

4, 25
Final Score

4, 19
Final Score

46 ��
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HOTEL SHERATON  
ZAGREB  
++++�SUPERIOR

LIFECLASS - GRAND HOTEL 
PORTORO# 
+++++�PREMIUM

Location
A few years ago, when it came on to the Zagreb hotel 
scene, the Sheraton Hotel was a symbol of quality 
and of hotel services tailored to business guests. It is 
located in the business centre and close to the city’s 
major attractions, so it’s unsurprising that numerous 
celebrities also choose as for their residence when vis-
iting Zagreb. The hotel is owned by the largest hotel 
company, HUP, which also has in its portfolio Westin, 
Four Points by Sheraton, the Adriatic and International 
hotels.

Accessibility
Zagreb is one of the most important European traffic 
junctions between East and West. Road and rail access 
is easy and good, but for complete penetration into the 
meetings market air accessibility is also important, 
which could be helped with the projected expansion 
of the airport and the arrival of new airlines gradually 
happening in Zagreb. A great advantage of the hotel 
for motorists is a spacious but payable underground 
garage.

Cold appetizer – architec-
ture and aesthetics 
With large glass surfaces the building appears modern 
and fits nicely into this part of Zagreb. The interior 
décor is less prominent, although nothing to complain 
about. This is a typical nineties interior arrangement, 
as with the construction the entire hotel was set out 
in accordance with the Sheraton standards. This is re-
flected in both the luxurious lobby, as well as in the 
excellent design of the multifunctional convention 
centre.

Warm appetizer – staff and food
The professional and friendly staff accompany you at 
every step of your stay and the rich conference experi-
ence counts for a lot. On the meetings market the hotel 
is an established brand - they understand the needs of 
guests and organisers very well and know how to adapt 
to them, and they are excellent in the field of catering, 
meeting the highest international standards.
Sheraton also offers an exquisite and varied breakfast. 
In the hotel restaurants they are trying hard to offer 
an original cuisine which, depending on the day, some-
times comes close to a ‘creative cuisine’. The hotel wine 
cellar boasts many specialties. The only problem is the 
prices, which are not well adapted to the prevailing 
business guests at the time of economic crisis.

Main course – congress and hotel offer
Whilst their usefulness is undeniable the opinion on 

hotel rooms varies. Room comfort remains at a favour-
able level, because of their good design. One sleeps very 
well, hotel necessities are found quickly and nothing 
is missing. Yet although the rooms are spacious and 
well equipped, one would expect slightly more modern 
equipment. They would benefit from a mini-facelift, 
which hotel management expect to happen.
The selection of meeting rooms is among the largest in 
the city: 13 halls (the largest one for a maximum of 600 
participants) and a series of smaller halls for sessions 
should be enough for the needs of ordinary congress 
events in Zagreb. The centre is airy, bright and very 
pleasant.

Dessert – additional offer
The spacious lobby boasts an attractive hotel bar and 
the renewed Café Imperial, where they serve one of 
the best coffees in the city and offer fusion snacks for 
business men.

- FLOP – QHJDWLYH�6XUSULVHV
WI-FI, which doesn’t work in hotel rooms, 

which for a business hotel of this category in this 
day and age is not acceptable.

+ TOP – SRVLWLYH�VXUSULVHV
A well maintained congress centre.

Final impression
A traditionalist on the Zagreb hotel scene that defies 
time and wins congress buyers and business guests 
with its variety and versatility of halls. The Sheraton 
is showing the results of years of hard work in the 
services field. The staff is among the friendliest in 
the city. Any criticism is for the hotel rooms that are 
in urgent need of a renovation. Totting up the pluses 
and minuses, the Sheraton remains one of the best 
hotels in Zagreb.

Location
The Grand Hotel Portoro$ is one of the town’s tourism 
trump cards, one that visually and logistically repre-
sents the centre of Portoro$. It is at the same time also 
the flagship of the first Slovenian international hotel 
chain, Lifeclass. The calm location by the Bay of Piran 
and the pleasant Mediterranean climate have defined 
Portoro$ as a health resort since the 13th century, an 
offer united through Lifeclass hotels, which have been 
operating under their Lifeclass brand name since 2006 
and spatially dominate the centre of Portoro$.

Accessibility
Taking all of the classic requirements of international 
congress guests, from hotel facilities to the congress 
offer in Portoro$, into account, the locations falls 
short in terms of flight accessibility. This remains 
the biggest problem of Portoro$, which consequently 
remains predominantly a regional congress player. An 
ideal Mediterranean location for congress guests who 
can access the destination via the excellent highway 
system, or are capable of a bit more of a strenuous 
transit through neighbouring airports.

Cold appetiser – Architecture and aesthetics 
The whole hotel complex, which besides the main 
Grand Hotel Portoro$ also includes the Slovenia, 
Neptun, Mirna, Apolo and Riviera hotels, was de-
signed in a modernist style by architect Edo Mihevc. 
The decision for a number of smaller hotels and region-
ally coloured architectural language still characteris-
es the typical panorama of Portoro$ today. The Grand 
Hotel Portoro$ is the central building of the complex, 
which is complemented by hotel annexes. The prevail-
ing warm colours and the use of local building mate-
rials, alongside the terraces and other architectural 
elements generate a mixed response.

Warm appetiser – personnel and culinary offer
Despite attempts to upgrade the culinary offer, it can not 
shake off the image of the hotel, which fluctuates some-
where between a full board and a more author’s cuisine. 
The offer is based on a wide range of dishes. Cuisine 
adapted to the level and the taste of prevailing guests. 
Perhaps the strongest part of the offer is thus the sweet 
part in the Central Café, where they really positively 
surprise with desserts and an excellent culture of pre-
paring an espresso. Staff fluctuates between kindness 
and pension nervousness, depending on the occupancy 
of the Hotel. Classic coastal hotel scene, which to leap 
into a higher quality and golden days of glory, luxury 
and cosmopolitan needs a qualitative leap in the field of 
relations with guests and bit more culinary innovation.

Main course – Congress and hotel offer 
The hotel and convention centre underwent a ren-
ovation in 2006, with some corrections in the hotel 
lobby and now more of an emphasis on the quality of 
the materials and in the rooms. Time, however, is a 
ruthless judge and the layout of rooms will be obsolete 
anytime soon. The economic crisis also takes its toll, 
and the hotel highlights a systematic selection of what 
it will continue to offer guests and what needs to be 
missed out on because of costs. Despite this, the selec-
tive comfort does not leave a cheap impression – what 
they are offering is of good quality.
Congress guests, who may stay in all of the hotels, 
have the convention centre Portus at their disposal. 
The centre remains within the compact medium rates 
and offers space for 450 participants. Seven multi-pur-
pose halls offer various spatial options and users of the 
centre will not be disappointed. Standard equipment is 
almost perfect in terms of both functionality and tech-
nical equipment. The only slightly awkward aspect is 
the access through the Hotel Slovenia reception.

Dessert – Additional offer 
A superb Lifeclass Spa & Wellness centre, which in-
cludes a Wai Tahi Massage Centre, Thalasso Centre, 
Ayurveda Centre and Pilates Holistic Centre.

- FLOP – QHJDWLYH�VXUSULVHV�
Portoro$ is missing a little bit of character and 

a decision on what makes a primary tourist attrac-
tion. Consequently a lot and nothing is going on at 
the same time. 

+ TOP – SRVLWLYH�VXUSULVHV 
Probably the most comprehensive hotel, con-

ference and wellness offer on the coast that caters 
to a wide range of tastes.

Overall impressions and credibility 
Lifeclass stakes its reputation on the provision of 
high quality services and a lot of pleasure for their 
guests, which they manage to do well. The hotel 
and convention centre, however, just lack a bit more 
character, and a look across the street at Portoro$’s 
first class facility that does not leave their guests 
cold could help. Set against the quality of service 
of the nearby Kempinski Hotel, the Grand Hotel 
Portoro$ is more deserving of four rather than five 
stars. A little more emotion, playfulness and hotel 
dynamic could leave a completely different final im-
pression of the hotel.

Hidden Congress GuestHidden Congress Guest

CAteGoRY
+++++

open fRoM
1964, renovated in 2006 

StAnDARD 
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nUMBeR of RooMS
����ROOMS�����SUITES�
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���������%52��&EBRUARY�����	

ADDReSS
,IFECLASS�(OTELI��/BALA���
�����0ORTORO«��3LOVENIA
4��������	������������
%��BOOKING LIFECLASS�NET
WWW�LIFECLASS�NET

fACiLitieS 
/THER�HOTELS�IN�THE�COMPLEX��!POLLO��
���ROOMS��3LOVENIJA�����ROOMS�����
SUITES��2IVIERA�����ROOMS����SUITES��
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rooms
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taurant Mediteran, Hotel Restaurant 
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CAteGoRY
+++++

open SinCe
1995

StAnDARD
KONGRESNI HOTEL 

nUMBeR of RooMS
����SOB

pRiCe inteRnet
148 - 248 EUR 

ADDReSS
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fACiLitieS 
#AF��)MPERIAL��0IANO�BAR��2ESTAURANT�
Fontana, Restaurant Kralj Tomislav, 
Wellness Centre.

ReSULtS of AnALYSiS
,OCATION�� 4.75
!CCESSIBILITY�� 4.00
&IRST�IMPRESSION� 3.95
,OBBY� 3.99
%MPLOYEE�ATTITUDE� 4.05
2ECEPTION�� 4.26
Hotel room  3.28
Hotel bed  3.94
Bathroom and restroom 3.29
(OTEL�BREAKFAST�� 4.15
Bars and restaurants  4.07
Congress hall  4.45
!DDITIONAL�OFFER�� 4.95
total:   4.07

finAL GRADe
0REMIUM�HOTEL� 4,07 
,UXURY� +++++
0REMIUM� ++++
Business +++   
%CONOMY� ++
Budget +

ReSULtS of AnALYSiS
,OCATION�� 4,60
!CCESSIBILITY�� 4,00
/VERALL�IMPRESSION�ON�ARRIVAL�� 4,12
%NTRANCE�HALL��LOBBY� 4,20
%MPLOYEE�BEHAVIOUR� 4,72
2ECEPTION� 4,45
Hotel room 3,98
Hotel bed 3,87
Bathroom and toilet 3,88
(OTEL�BREAKFAST� 4,12
Bars and restaurants 4,79
Congress hall 4,90
!DDITIONAL�OFFER� 4,30
total: 4,30

finAL GRADe 
Premium hotel 4,30
Luxury +++++

Premium ++++

Business +++   
Economy ++

Budget +

4, 30
Final Score

4, 07
Final Score

48 49



AppsAdvertorial

BIZZABO
THE ULTIMATE MOBILE NETWORKING APP

Bizzabo helps professionals dis-
cover new business opportunities 
at conferences and events, while 
enabling event organizers to 
promote their event and engage 
directly with their attendees.
Bizzabo allows you to mobilize 
and socialize your event like 
never before. Through mobile ap-
plication, attendees can discover 
and engage with new business 
contacts, while event organizers 
can enjoy improved communica-
tion with attendees, analytical 
tools and more importantly.

Bizzabo is free of charge for all 
users, whether you’re an event 
organizer or an attendee. 
Bizzabo adds simplicity, interac-
tion and insights to your event in 
less than two minutes!
Bizzabo helps event attendees 
generate handshakes and create 
face-to-face meetings.

More on: www.bizzabo.com

EVENTBRITE
ONLINE TICKETING PLATFORM 

Eventbrite is a website that allows event organizers to plan, set up 
ticket sales and promote events of any size and publicize them across 
Facebook, Twitter and other social-networking tools directly from 
the site’s interface. It also enables attendees to find and purchase 
tickets to these events. 
Eventbrite makes it easy for everyone to discover events, and to share 
the events they are attending with the people they know. In this way, 
Eventbrite brings communities together to connect through live 
experiences. 
97.519.326 tickets sold (march 2013). 

More on: www.eventbrite.com

EVENTIFIER
SIMPLE AND FASTER EVENT ARCHIVING

We all love attending events, 
following the content shared at 
them by speakers, attendees and 
participants, as well as wanting 
to know about everything 
going on in and around the 
event - who were all the speak-
ers? How many attendees were 
there? What were all the tweets, 
images, videos and slides re-
leased at the event?

All of this information, however, 
ends up scattered across the 
internet, and searching for it, 

finding it and sorting it is an im-
possible task.

Eventifier solves this problem 
by offering the smartest way to 
archive all of the photos, videos, 
slides, tweets, conversations and 
much more for an event from the 
contents across the entire web. 
All the content shared across 
various social media platforms 
by event participants are ‘au-
tomagically’ collated and show-
cased into a beautiful archive 
page.

S pring wraps Kranjska Gora with warm rays of sunshine, making it 
an even more pleasant destination for business meetings. It is also 
an excellent starting point for walks in nature and discovering of 

what lies in the surrounding villages, with its outstanding gastronomic 
offer pleasantly rounding off the moments spent in the splendour of the 
surrounding mountains.

Kranjska Gora meetings tourism has a long tradition. In the Hit 
Holidays Kranjska Gora hotels they have as many as 19 halls with all the 
necessary technical equipment, the biggest hosting up to 1,200 partici-
pants and most of them having plenty of daylight. The unspoiled natural 
surroundings call for active leisure time and are excellent for a wide range 
of teambuilding programmes. After the activities, participants can relax in 
any one of the four wellness centres, swim in one of the pools, take a walk 
and see the local sights, or visit any of the museums. There are also many 
options for organising gala dinners and dinner parties that take you to the 
realm of dream culinary experiences. Guests can wrap up the evening by 
singing karaoke at the Legends Pub, dancing under the spotlight at the 
disco or trying their luck in one of the casinos.

At the end of February the Hotel Larix hosted the 12th CEESCA 
Conference and the participants were very satisfied. 

“It was excellent, without fault from the hotel staff, and for that I 
would like to thank you a lot. This was the 12th CEESCA Conference and 
you can be proud because your service was the best so far. You can see at 

our website that we had always used renowned hotels with many stars.”
The organisers of various events like to come back to Kranjska Gora, 

because they are always surprised with its new and original ideas for car-
rying out events in a way that participants always fondly remember.

LAKE BLED - INSPIRATION 
IN ALL SEASONS

It is not a myth; this is how Bled is described by the 
media and by the majority of those who have ever set 
foot in this town.

Lake Bled – »green« and 
inspiring in all seasons

Bled Convention Bureau
Cesta svobode 11
4260 Bled, Slovenia 
T: +386 (0)4 57 80 500 
F: +386 (0)4 57 80 501 
E: info@dzt.bled.si 
www.bled.si
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SMART, CREATIVE AND RELEVANT 
CONCEPTS FOR A NEW ERA 
The human issue in successful organisation 
of meetings and events

An exotic and impressive venue with a ‘hot shot’ 
keynote speaker; on one hand a superb social pro-
gramme but on the other workshops producing 

meaningless output; boring spon-
sored presentations dominating a 
programme delivered to an unpre-
pared and passive audience; too 
much irrelevant content… sound 
familiar?

Events can be costly for both organ-
isers and participants, with nowa-
days no-one willing to pay to travel 
to an event just for sake of being 
there. It therefore raises the ques-
tions of how to run events and meet-
ings in a way that ensures you are 
delivering tangible benefits and at 
best value, as well as how to manage 
ever-more complex and demanding 
events in a more effective manner?

We can all certainly agree that 
meetings and events should be con-
sidered as an investment and not a 
cost. There is a huge need to fight for 
business in the challenge of today’s 
global economy. ‘Must attend’ events 
have to communicate and they have 
to motivate. 

As an event organiser it is therefore 
important to avoid conventionality 
in the areas of organisation, content 
and interaction. Good meeting logistics and a smooth reg-
istration process are musts, but no-one returns to your 
meeting because of this. The possibilities for your meeting 

are vast, but to realise them requires a shift in perspective 
and an honouring of the information, experience and knowl-
edge that attendees can bring to the event. Talking at them 

rather than with them is no longer 
working; attendees want an expe-
rience that matters to them. They 
want something of value.

The main event theme should be a 
framework, but without setting tight 
restrictions. An inspiring speech to 
kick off is always a good idea. It can 
energise attendees, stimulate new 
ideas and motivate communication, 
but that alone is not enough. Building 
interactivity around the main theme 
is a big and important issue. This is 
the role of conference moderators, 
or may we even call them ‘interac-
tion promoters’. To help them ensure 
they get the most from an event, it’s 
recommended thay they prepare by 
having clear guidelines and policies 
in place. With the little help of social 
media delegates can also be well 
prepared and informed in advance. 
Social media is a powerful tool to 
really enhance the meeting experi-
ence well before it starts, as well as 
to manage it, to “spice it up” and to 
keep the networking going after the 
event. There is nothing better than 
active participation to get people 
ready for taking what they have 

learned and experienced at an event out into the world. 
According to the “EIBTM 2011 Industry Trends and Market 
Share Report” by Rob Davidson, Facebook and LinkedIn are 

deemed to be the most frequently used, with Twitter record-
ed as the next most important choice of social media. Blogs, 
Podcasts and YouTube follow up, along with other chan-
nels including Flickr, Slideshare and 
Skype, although to a lesser extent.

THE NEXT THING YOU 
CAN DO IS TO MAKE AN 
UN-CONFERENCE!

When the attendees generally have a 
high level of expertise or knowledge 
in a specific field, the form of uncon-
ference is a good idea. Unconferences 
enable participants and organis-
ers to meet in a venue to explore a 
theme with an agenda created by the 
attendees at the beginning. Anyone 
who is interested and passionate 
about certain topics and wants to 
initiate a discussion can create the 
conference agenda. This way the 
attendees can shape the event to 
their interests and initiate the con-
versation about the things that are 
important to them around the main 
theme. A good example in the region 
is Think Space Unconference, or-
ganised for its second outing this 
February in Zagreb. The event is 
organised with an award ceremony 
and exhibition of projects submitted 
during the architectural competition 
primarily for architects and students 
of architecture. It is the platform for spatial experimentation 
and a conceptual exchange of ideas.
The unconference is just one of many possibilities. You can 

have fun experimenting with possibilities for new formats, 
bearing in mind how the format you are considering has to 
fit with your theme and goals. 

Don’t forget the importance of net-
working lunches and on-site bars. 
Keep them open throughout the day 
in lounge areas - these are the places 
where attendees can have further 
discussions, giving them additional 
opportunities to build direct con-
tacts and create a richer network, 
saving both time and money by doing 
it all in one place – at your event.

Taking all of the above into account, 
be aware that the venue should com-
plement the event. Unconventional 
meetings fit in unconventional, 
unique venues. That takes the pro-
gramme out of the meetings box 
and makes a more memorable expe-
rience for attendees.

A whole new era of meetings 
and events has started welcom-
ing Generation Y and, very soon, 
Generation Z. Be prepared to change 
your perspective!

So, are you in or out?

 

Aleksandra Uhernik !ur"ek
Meetings & Events Professional, Freelancer

Croatia & Adriatic Region

Aleksandra Uhernik "ur#ek is meeting and motivational 
event professional. Business meetings, educational programs, 
conferences, congresses, motivational events are her 
profession and everyday life for more than fifteen years.
Aleksandra is Bachelor of Economics from University of Zagreb 
with specialisation in tourism and hospitality industry. She 
was head of Meeting & Events Department in Generalturist, 
Kompas and Atlas and recently started as freelancer.

The need to 
communicate with 

the audience is 
greater than ever 

before. with an 
awesome networking 

opportunity 
another key benefit 

for participants. 
Sometimes “know 

who” is more 
important than 

“know how”. 
Knowing the right 

people, one can 
always get the most 

relevant information.

Storytelling, world 
café, open space 

technology and BoF 
(Birds of a Feather) 

are, just like the 
unconference, some 
of the formats that 

can be used that 
avoid aspects of 
a conventional 

meeting. A caution, 
however: pay 

attention not to 
become shallow as 

a consequence.
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THINK SPACE UNCONFERENCE 

Open Space Technology, World Cafe and other participatory 
methods are gaining greater importance in organising 
conferences, as they are offering a completely different 
model of association, learning and experience

In Zagreb, there recently took place a quite unusual con-
ference. Or more specifically, an unconference. The 
Zagreb Society of Architects organised the second Think 

Space unconference (Think Space UnConference) at the end 
of February, which completed the annual cycle of compe-
titions in the architect community called ‘Past Forward’. 
Architects from around the world were sending their work 
via the Internet and the best ones were selected, but the 
crown of it all was the unconference and the live meeting of 
interested parties who got not only a chance to meet with the 
winners, but also to share their ideas and views on current 

and future trends in the field of architecture. In doing this, 
the organisers decided to go beyond classical conferences 
with a pre-established programme and encouraged greater 
interaction and participation for participants, the format 
of open space being ideal for this because it opens the way 
for a more active co-operation, learning and creativity. The 
atmosphere of the entire event was heightened by being in 
one of the most visually interesting spaces (special venues) 
in Zagreb – the Gallery of Contemporary Art Lauba – a home 
for people and art and former military riding complex of the 
Austro-Hungarian army.

Unconference vs. conference
The term unconference was used for the first time in 1998 

at an American IT event and was most frequently connected 
with gatherings of IT people and geeks. It is about unstruc-
tured conferences with no predefined agenda, but with a 
very clear purpose. Unconferences are based on participa-
tory methods which have been used around the world over 
the past thirty years, like space technology, world cafe, circle 
practice and such like that enable a high degree of active par-
ticipant involvement.

Unlike traditional conferences with a pre-defined sched-
ule, speakers and topics, unconference participants are in-
volved in creating their own topics for discussion or presenta-
tions that they deem relevant. At these events, a maximum of 
25% of the programme is known, while the rest of the pro-
gramme is completed on the spot. The open space method 
was devised by the American Harrison Owen in the 1980s 
and is based on four principles:

Those people who come, are the right people
What happens is the only thing that could have happened
When it starts, it is the right time
When it’s over, it’s over
Zagreb inhabitants Vesna Vrga Perovi) and Jasmina 

Luka!evi) have been dealing with participatory methods for 
years, and have been working together as moderators (facili-
tators) through the HUB Zagreb and "esti oblik (sixth form) 
initiatives. They have also been collaborating with the Zagreb 
Society of Architects for years on the Think Space project. 
Both like to experiment and to open doors to new ideas. 

“There is not a lot of wisdom here; the point is that in the 
preparation of the conference space, the distance between 
those who present and those who listen is erased, so for 
example you strip off the stage or put them in the same 
plane,” said Vrga Perovi). “Thus, already in the set-up of 
space you create an intimacy between the presenters, par-
ticipants and moderators, and open space for discussion and 
questions. In this way, people are opening up. The sum of 
the knowledge and experience of the people sitting in the 
audience is typically greater than the sum of the knowledge 
of the people who sit on the stage, and the knowledge that is 
otherwise closed in the public should be freed.”

text by 'DQLHOD�.RV�
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This year’s Think Space unconference began with a pres-
entation of the works of the architects and students of archi-
tecture awarded, while the next two days were marked by the 
open space concept. Participants offered themes important 
to them and were, depending on their own interests, divided 
into smaller groups, sitting and talking at tables, just like in 
a café. The most important ideas were then written down 
on papers that were later exhibited at the ‘Learning Wall’, 
visible to everyone. This process is called ‘harvest’ (harvest-
ing) and represents a kind of reaping of benefits from the 

conversation. Also, using Owen’s ‘Two Feet’ Rule, those who 
did not find the interest to actively participate in one group, 
were free to move to another group. The advantage of such 
a method is that a large number of people can participate 
in the discussions, a couple of hundred or even thousand. It 
is fascinating that within a few hours the level of personal 
stories at the tables, things general to the fundamental values 
and the common image of the whole group, is created. It does 
not matter who said what, but what are the collective values 
of the group.

“No matter how good structured conferences are, because 
they give an overview of current issues and an opportunity 
for people to hear something new, people can not bring up 
their own topics that are important to them, so you often hear 
that the conference was good, but that the most important 
things have happened at coffee breaks or at informal gather-
ings,” said Jasmina Luka!evi). “Unconference uses this prin-
ciple of informal discussions, the right of mutual learning and 
experience, which in the long run can bring new knowledge 
and make a change in society.”

A good moderator is worth gold
One of the most important figures at the unconference 

is certainly a good facilitator / moderator. The organiser 
defines the main theme and purpose, but the facilitator is the 
one who provides and explains the methods of work, includes 
people, guides them, opens space and a platform for co-op-
eration. A good facilitator must be an expert in the methods 
used, and equally important is the inner feeling for the work 
with the group. He or she does not have to be too familiar 
with the theme of the conference nor with its content, but 
needs to know what the story is and who are the people who 
participate, so that they could be properly directed.

In participative work with people, there is not much op-
erational preparation of the programme and speakers, but 
it is important to make clear to participants why they are 
invited to the unconference. Under the umbrella of a clear 
purpose people will propose their own theme for discussion, 
will invite others who are equally interested in it themselves 
and will define the agenda in accordance with what they are 
interested in at the moment and what is important to them. 
Organisers should be willing to give up the control in de-
fining the programme and put the focus on the clarity of 
purpose. If the purpose and the theme of the conference is 
clear to people and they are offered the possibility to pose 
their own questions within the topic, and get quality educa-
tion, then they will come. Tell them that the work part will 
be like a coffee break – this is a good argument for the sale!
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Kristian "ustar is board member of the HUP Zagreb hotel 
company and President of the Association of Employers in 
Croatian Hospitality (UPUHH). HUP Zagreb is the biggest 
investor this year in Croatian tourism: after several years the 
company is moving into the construction and renovation of 
hotels on the Dubrovnik Riviera, and is also renovating two 
Zagreb hotels within the group. Investments in tourism, the 
strategy of Croatian tourism and the state of the meeting in-
dustry were the topics of conversation with one of the most 
influential Croatian hoteliers.

Croatia has adopted a strategy for tourism develop-
ment by the year 2020 with which it wants to position 
itself among the twenty most competitive global tourist 
destinations. How realistic is that, given the current 
position?
The set strategic target sounds ambitious, but in my opinion it 
is very realistic. According to the research done by the World 
Economic Forum, Croatia is ranked 34th out of 139 countries 
in the world, which following the release of the results sparked 
euphoria among many. But if we go deeper into the essence of 
the research, it turns out that we are ranked high because of 
great natural resources, while in what we characterise as “busi-
ness areas” we are very badly positioned. For example, if we take 
into account the tax burden we are 134th, and according to the 
impact of conditions in foreign direct investment 131st, by price 
competitiveness at 101st place, etc. So, on the key issues that 
affect the level of investment in tourism, we will need to work a 
lot, but the first step has been taken.
I believe that with the adequate measures that the new strat-
egy talks about, we can reach out and get into the leading 
twenty countries, there’s nothing unrealistic about that. The 
first action measures of the new strategy are connected ex-
clusively to legislation modifications and business conditions 
improvements, which are essential for the creation of an ad-
equate basis for new investments, and the deadline for their 
implementation is two years. If they are really implemented, 
the strategy will be successful. If not, we’ll also know why 
not. It is important to note that the success of the strategy 
can be measured solely on the basis of work done in a given 
period, which has not always been the case.

ZAGREB NEEDS A LARGE CONVENTION CENTRE

The situation in the region is interesting: Zagreb has 
seen significant increases of summer month guests in 
recent years, while Belgrade is one of the fastest growing 
meeting destinations in Europe.
In recent years Belgrade has become a business centre 
thanks to a number of multinational companies that chose 

this city for their regional headquarters, and we should also 
not neglect its congress infrastructure. On the other hand, 
Zagreb is rapidly growing in the leisure segment, partly 
because it hosts summer tourist groups that go on to the 
Adriatic, which is not a typical organic growth. Where we 
should grow organically, in business tourism, which occurs 
in the spring and autumn months, we have been declining, 
and we are trying to compensate this with leisure groups. 
However, the hotel infrastructure of Zagreb is not fully pre-
pared for such a change in the business model. Thus, the 
primary growth in Zagreb should come from the corporate 
segment and congress and business groups, while leisure 
tourism should be only an upgrade, not the basis of growth 
in the Croatian capital.

What else does Croatia need to do in order to position 
itself at the forefront of European congress destinations?
In Croatia every major destination would want to have a con-
vention centre, but we have to understand the industry so that 
we can assess whether we really need it. Objectively, Zagreb 
is currently the only destination in Croatia that can service 
a large convention centre. Among other things, you have to 
have an infrastructure that makes it possible to bring a thou-
sand or more people in a single day to the destination and take 
them out. The number of destinations on the Adriatic, which 
can do this is very limited, regardless of their attractiveness 
on the tourism market. A national convention centre project 
is necessary for the continued growth and development of 
Zagreb as a tourist destination and its positioning as a re-
gional business centre. It is natural that a convention centre 
or adequate halls do not turn it into a congress destination, 
but this is the first step and prerequisite for the development 
of other elements. With accession to the EU our visibility will 
increase, we will become part of a larger story. Those who 
had not perceived us as a business destination will begin to do 
so. The sooner we make congress infrastructure, the sooner 
we will be able to attract these people. But this depends on 
us, not the European Union.

How do you comment on suggestions of some members of 
the Croatian meetings industry that business meetings 
can be organised by tourist agencies alone?
I think this is absurd because it is in stark contrast to 
European and international practice. If something like this 
was brought into the new law on the provision of services in 
tourism, we would become a unique country in the world. 
In Croatia, realistically only a few specialised agencies exist 
that are able to organise larger conferences from start to 
finish, and PCOs have been doing that for years and are top 
professionals with whom every hotel gladly works. However, 

KRISTIAN "USTAR: CROATIA CAN 
ENTER THE TWENTY LEADING 
TOURISM COUNTRIES IN THE WORLD
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most of the other travel agencies in Croatia rarely come into 
contact with a real congress.
Recently, a large multinational company has independently 
organised its international conference in our hotel Westin, 
which would be illegal according to these principles, because 
it did not engage a travel agency for tourism and hospitality 
services. Imagine a situation in which the inspector showed 
up at the conference and punished the company that organ-
ises its own conferences on six continents independently 
and in the same way, through their own staff – how can you 
even explain this to those people who do business globally? I 
believe that it ultimately violates all the rules of competition 
and to be that way with institutional help makes pre-condi-
tions for monopoly. It is necessary to introduce clear rules 

and regulate this area, but not at any price. It is useful to be 
innovative, but in a situation like this, when we depend on the 
market, there’s nothing wrong with using the experiences of 
other countries.

MILLIONS INVESTED IN THE DUBROVNIK RIVIERA

HUP Zagreb is investing around 50 million Euros in 
Croatian tourism this year. When will the new facili-
ties on the Dubrovnik Riviera operate and what kind of 
guests will you target?
We are planning to build a new resort, comprised of hotels 
in Srebreno and in Mlini, places close to the world famous 
Dubrovnik. The Orlando Hotel, which was demolished in the 
war, will be the central building of the resort. Further south, 
in the town Mlini, we have two hotels: the Mlini hotel will 
be replaced by a brand new building, and the hotel Astarea, 
which is in operation, will be converted. We hope to have 
a completely new product on the Dubrovnik Riviera in full 
function in the season 2014. In the end, we will have more 
than 750 accommodation units at the resort. Conceptually it 
will be designed for various target groups, from the classic 
holiday and family tourism, to congress tourism, given the 
strength of Dubrovnik on the international congress market. 
I believe that the project will be a new tourism star in south-
ern Croatia. We have no ambition to make all capacities work 
throughout the year because it is not realistic. However, we 
plan to make modular buildings that will meet different 
needs of guests depending on the season and to make a part 
of the facility always work in all of the twelve months.

The second part of the investment refers to the Zagreb 
hotels Adriatic and Sheraton.
At the moment a reconstruction of the Hotel Jadran, which 
is a small boutique hotel in the old centre of Zagreb and one 
of the few 3-star hotels in the city centre, overlooking the 
Cathedral, is being finished. The hotel is open all the time, no 
matter that the renovations are in progress, and we expect it 
to be completely rebuilt by the end of March. We believe that 
Zagreb is missing this kind of hotel and have no doubt what-
soever that the Hotel Jadran will be adequately recognised 
on the market. By the end of the year we plan to start a recon-
struction of one of the leading business hotels in Croatia – the 
Sheraton. Currently, in co-operation with an international 
design house we are working on finalising the design, after 
which we will approach the planning dynamics of the reno-
vation, with the goal to maintain and enhance the Sheraton’s 
leading position on the market.

Prepared by: Daniela Kos

Advertorial

UMAG’S NEW OFFER EVEN FOR THE 
MOST DEMANDING BUSSINES GUESTS

Hotel resort Istraturist has invested in their MICE 
offer already for several years and today Umag is 
one of the most wanted destinations for business 

meetings and congresses: meeting centre, banquet hall 
and top restaurants in hotels 4*-5* (Sol Umag, Sol Garden 
Istra, Melisa Coral), modern technology and excellent 
feedback is the guarantee for success of every business 
meeting.

Our desire to be better than your expectations has 
brought us to our new offer: 
Sol Umag (4*) will await its guests with a new spirit with an 
expended offer. From now on with excellent wellness and con-
gress space, we offer all cycling enthusiasts a new bike point.
Melia Coral (5*) is the first Croatian Adults Only Hotel where 
our professional staff is going to make sure you do not miss 
anything. The hotel has also a modern meeting centre and 5 
conference halls.

Since this year Umag has a new tennis centre and academy in 
Katoro Resort. The new tennis centre has a club house with a 
lot of new space, which will be the centre of the academy and 
will hold up to 80 people.

Umag is the best choice for every type of business travels, 
meetings, conferences, congresses, sports events and other 
events… and beside all that we offer you a getaway from your 
everyday stress life with all kinds of activities and relaxation 
in our Wellness Centres.

Come and discover top service that Istraturist Umag 
offers you!

www.istraturist.com
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When did you start to organize conferences and where did they 
take you?
P World turned two last December. Our first event was held in Serbia 
in March 2011. We organised the region’s first ever global PR event 
and it was amazing. Since then we have organised events in more 
than 20 countries including Croatia, Serbia, Bosnia and Herzegovina, 
Russia, the Czech Republic, Azerbaijan, Kazakhstan, Georgia, Israel, 
Dubai and Turkey.

What is the secret of your success – what makes your events 
special?
Our events are all about the experience. As everyone can see from 
our programmes we work only with the world’s biggest and best com-
panies. We understand that times are tough and that is why we are 
working very hard to provide our delegates with content and speakers 
that will help them make better business decisions and make more 
profit. In all the countries where we operate, we are the absolute 
market leaders. Once you come to the P World event, it’s like an ad-
diction - you come to every event. We changed the world of the event 
business. Before, big global events were happening only in Western 
Europe and the USA. Thanks to us, now some of the world’s most 
exciting events are happening in places like Croatia, Azerbaijan and 
Kazakhstan.

How long does it take to prepare a P World event?
It depends on the size of the project and whether it is in a new market 
or an established market where we are well positioned. The produc-
tion of the event is the easy part. We work with some of the world’s 
biggest companies and always have access to great speakers. The pro-
motion, sales campaign and logistics are the things that take most of 
our time. But we are having a great time and enjoying every minute 
of it.

WE ARE MAKING ZAGREB AND BELGRADE EVENT 
CENTRES OF CENTRAL EUROPE

Is it different organising events in the SEE region than it is in 
the rest of Europe, for example in Bulgaria, Turkey or the Czech 
Republic?
Our events are very expensive to put together. We bring speakers from 
all around the world! It is a really expensive show! The issue when 
we organise events in our region is that we have to set the price of the 
event much lower than, let’s say, in Prague, Istanbul or Tel Aviv. We 
understand that the markets are not fully developed, so we have to go 
with a lower price. In our other markets we go with a lower number 
of delegates, but much bigger revenue. But we love this region, and 
even though times are tough we are working very hard on making 
places like Zagreb and Belgrade event centres of Central Europe. We 

organised more than 40 global events in these two cities in the past 
two years. I think we are on a very good track to make both cities 
congress capitals of this part of the world.

What are the key challenges of successful organisation?
Speakers are the most important part - they sell the event. If you don’t 
have good speakers from good brands, it is not worth doing an event. 
Thank god, we have contacts with some great companies, so getting 
the speakers is not as hard as it used to be. I think the hardest thing 
is when we enter new markets and we have to prove ourselves all 
over again. You know, you conquer one market and you think that 
the battle is done and then you have to do it all over again in another 
country. But I guess that is the exciting part – conquering the world!

Do you use IT support like conference gadgets, social media etc.? 
If yes, how do they contribute to the overall picture?
We have to be on social media. Without social media no one will know 
about our events. We use all of these gadgets and they are great for 
buzz, but most of our business comes from the good old telemarketing 
campaign. People like that personal touch when you call them and 
invite them to an event. We did research a few months back and only 
8% of our delegates came from social media platforms. Around 80% 
came from telemarketing and the rest for commercials and adverts.

What events of yours are coming up next and what do you expect 
from them?
Now we are working very hard on the Marketing Kingdom Zagreb 
event, which is going to be simply amazing. We are also organising 
the region’s first ever global healthcare management event in Croatia 
on the 11th March. Then we are off to Bulgaria, Azerbaijan, the Czech 
Republic, Israel and Georgia and back to Croatia on 17th May with the 
region’s first ever global FMCG forum, where we have superbrands 
such as Nestle, Unilever and many others presenting. These are very 
exciting times for us!

What n your opinion is the future of event management? How 
do you see P World events ten years from now?
Hmm… one thing that I would like to see disappear is the disloyal 
competition, people that copy other companies and ‘create’ something 
that someone else really worked hard on. I really hope that those kind 
of companies will disappear. I think the events of the future will be 
about cutting edge knowledge and meeting people that otherwise you 
would not have a chance to meet. People will go to fewer events, but 
all events will be out of this world! I think we are slowly doing this 
part and I hope that we will continue with our mission. The world is 
really exciting now and whoever survives these years of recession one 
day will tell the story of how we all survived!

GOOD SPEAKERS SELL EVENTS!
A SUCCESS STORY - P WORLD EVENTS 
ARE ALL ABOUT EXPERIENCE! 
This spring is very busy at the P World! We talked with founder Kosta Petrov 
about his experiences in organizing ‘buzz’ events throughout the SEE region 
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WHY ARE CAR 
LAUNCH 
EVENTS SPECIAL?

text 2]UHQ�+OVA³EVI±

At this year’s Conventa, Le Meridien Lav Split hotel was 
declared the leading hotel in SE Europe in the class 
of TOP 10 ‘car launch’ destinations. Sales Manager 

Ozren Kova!evi) explains what an event of this type brings 
not only to the hotel, but also to the entire destination.

What is a ‘car launch’ event or an event at which a new 
car model is launched? Perhaps this is a term that is not well 
enough known to the general public, but I believe that all 
hoteliers with meeting facilities and available outdoor spaces 
in their hotel complexes know what the term means. If not, 
I think that they should pay attention to this interesting 
meetings industry sector. Whilst today budgets for events 
are increasingly under question, all the major car brands are 
launching new models on the market on a yearly basis, for 
which they have a significant budget. 

The hotel Le Méridien Lav Split has had the opportunity 
to host several major automotive industry events over recent 
years. A good road infrastructure and diversity of driving ex-
perience are some of the basic conditions for the organisation 
of this type of event. Regarding the choice of the destination, 
economic and political security and stability is also expected, 
with again very great importance placed on the quality of 
infrastructure (roads, airports, gas stations, etc.).

If we talk about specifics, it is important to mention the 
fact that sometimes these types of events depend on the pro-
duction process of the car factory and it often happens that 
the whole event is delayed for even a few months, which can 
create major headaches for hoteliers. In any case, hotels that 
have large outdoor areas and can offer exclusive hire of all 
facilities have the edge, which is the case for the Le Méridien 
Lav Split Hotel.

BENEFIT FOR THE ENTIRE DESTINATION

This type of event is of paramount importance to the desti-
nation and the local community. A large number of accompa-
nying services and content are used in the margins of these 
events, there is a larger number of smaller start-up compa-
nies / trades that provide a variety of goods and services. I 
mention this in light of our upcoming entry into the EU, as 
becoming a full member facilitates the entry of people and 

transport of goods and services into the Republic of Croatia. 
This is an enormous advantage compared to past times, when 
we had events of such a scale that they caused true logistical 
nightmares in making sure that at all the equipment was at 
the requested site in time. New highways and their quality 
are a significant factor in our offer. The fact is that Croatia 
is also attractive because an increasing number of factories 
are located in Central Europe, thus the transport of vehicles 
to Croatia is not a problem, and in this segment we are better 
than, for example, Spain or Portugal. Our comparative ad-
vantage to these destinations is the fact that a large number 
of such events in the past were already held in these destina-
tions, making Croatia a new and interesting destination for 
the launch of new vehicles.

Of course, there are also some areas where improvement 
is needed, particularly promptness and speed of response of 
the state administration and local government. Sometimes 
it is extremely difficult to find the appropriate person or de-
partment that can competently and, of course, in a reasonable 
time, answer our questions.

Hotel Le Méridien Lav Split, operating within the Starwood 
Hotel Group, is proud that it has proved it has the required 
“know how” to implement even the largest car launch events in 
Split and its surroundings.
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C onsulting - lobbying company CBBS, Zagreb, in 2012 
conducted research and a survey on the topic of the 
internationalisation of small and medium-sized com-

panies in Europe.
Around 350 leading experts from the fairs, trade shows 

and media industry, representatives from various fairs, SME 
associations (small and medium sized companies), cham-
bers of commerce and business owners were involved. The 
research and survey eventually included 55 professionals 
/ experts in the field of trade fairs, media and small and 
medium sized companies from 20 countries and assisted in 
gathering information and answers about the importance 
of trade fairs and shows for the internationalisation and the 
entry of small and medium companies in emerging markets.

Results of the research, ‘The Fair and trade show in-
dustry and internationalisation of small and medium 
sized companies’, offered the following conclusions and 
information:
1.  Small and medium-sized companies are important and 

frequent users of fair services. According to the survey, 
44% of fairs and trade shows have more than 70% of small 
and medium sized companies as exhibitors and visitors to 
them. It is important to note that small and medium-sized 
businesses represent more than 50% of the total number of 
exhibitors and visitors at nearly every show (at 97% of fairs 
and trade shows).

2.  Fairs have developed and prepared special servic-
es and programmes to meet the needs of small and 
medium companies. Almost 70% of fair organisers de-
veloped special programmes and services designed for the 
specific needs of small and medium enterprises.

3.  There are different types of special services and pro-
grams for small and medium businesses. Fairs have 
developed and prepared a variety of services and pro-
grammes to support small and medium sized companies, to 
be successful as both exhibitors and visitors at trade shows 
around the world. The most popular and most developed 
services for small and medium-sized companies are:

 - Business meetings
 - Educational seminars and workshops
 - Presentations, marketing and PR activities
 - Building and equipping exhibition spaces
4.  The high importance of participation at fairs for ex-

port-oriented companies was confirmed.
5.  Small and medium sized companies are aware of the 

importance of fairs and trade shows for internation-
alisation and entry onto new markets

6.  Small and medium sized companies get support from 
the state, agencies, chambers and other institutions 
for co-operation and participation at international 
fairs.

7.  The fair and trade show industry and small and 
medium sized companies are partners.

,QIRUPDWLRQ�DERXW�WKH�UHVHDUFK�
DQG�UHVXOWV�LV�DYDLODEOH�DW� 
http://cbbs.hr/dokumenti/Market _ Survey _ 2012.pdf 

THE IMPORTANCE OF 
FAIRS AND TRADE SHOWS 
The fair and trade show industry 
and SMS companies are partners 



F ollowing the research on the internationalisation of 
the SME sector, we have decided to prepare an in-
ternational conference EXPORTS - ENGINE OF 

DEVELOPMENT: Exhibition industry in the function of 
export growth and the internationalisation of business, 
which will be held in Zagreb on the 22nd of March 2013. 
The conference is jointly organised by CBBS - consulting and 
lobbying firm from Zagreb and B2B magazine – and Modern 
Trade, while co-organisers are the German Association 
Konrad Adenauer Foundation and think tank of the Zagreb 
initiative.

Information about the conference on exports and fairs can be 
found at: http://cbbs.hr/images/uploads/1st_International.
pdf 

Partners in organising this international conference are 
the reputable Fair associations of Central and East Europe: 
CEFA - Central European Fair Alliance from Vienna and 
CENTREX - International Exhibition Statistics Union 
from Budapest, Croatian Exporters Association and AHK 
(German-Croatian Chamber of Commerce and Industry) 
from Zagreb.

The goal of the conference is to strengthen the export 
potential and growth of local businesses and trades, especial-
ly in turning to foreign markets and boosting their exports, 
which is particularly important at a time when the domes-
tic market is limited in size and affected by the strong eco-
nomic crisis. The conference will offer information on new 
opportunities and successful models of getting onto foreign 
markets, government and EU grants, funding opportunities 
for export programmes and international trade fairs, as well 
as marketing and networking platforms for successful entry 
into new markets.

Conference participants will be: export-oriented busi-
nesses and crafts, representatives of business associations 
(chambers, associations, exporters and employers) and state 
institutions (ministries, agencies and institutes) from Croatia 
and neighbouring countries as well as representatives of the 
leading trade fair organisations from Croatia, Germany, 
Austria, Italy, Bosnia and Herzegovina, Montenegro, Serbia, 
Macedonia, Slovenia, Romania and Bulgaria.

Before the Conference on 21st of March 2013 there will 
be a meeting of the Executive Committee of the CEFA 

Association, and it is expected that a large number of 
members of this important fairs and trade shows association 
of Central Europe will also attend both the meeting and the 
conference. All the leading fairs and trade show names from 
Central and SE Europe are expected to participate (Munich, 
Vienna, Klagenfurt, Bolzano, Budapest, Bucharest, Tirana, 
Plovdiv, Sofia, Celje, Novi Sad, Skopje, Budva and other fairs), 
as well as AUMA (German Association of fairs and trade 
shows) from Berlin.

CEFA has shown a special honour entrusting the con-
sultant lobbying company, CBBS from Zagreb, to host this 
year’s first meeting of the regional fair and trade show associ-
ation in Central and East Europe - CEFA, 21st March 2013 in 
Zagreb, with the aim of further affirmation of the exhibition 
industry in Croatia, as well as a discussion of important as-
sociation CEFA members of upcoming activities in the year 
2013, and particularly those related to current and future EU 
funds intended for the Danube region.

“The EU Strategy for the Danube Region (EUSDR)” 
is of special interest to members of the CEFA association 
coming from EU Member States, EU candidate countries 
(Croatia will join the EU on 1st July 2013) and future EU 
member states. EUSDR gives the CEFA association and its 
members a unique opportunity to be active in the creation 
of cross-border co-operation between countries, institu-
tions, businesses and companies with the aim of stimulat-
ing growth, innovation and competitiveness in the Danube 
region.

Today the CEFA Association has 24 members with 20 
fair centres in 15 countries, managing a fair area of 1 million 
m2 of enclosed space (indoor space) and 1.2 million m2 of 
open space (outdoor space). It is expected that in 2013 a rep-
resentative from Slovakia will also join, AGROKOMPLEX 
from Nitra, as its new member.

Additional information: 
Berislav &i$mek, CEO, telefon: 01 2304 001 ili email: ceo@
cbbs.hr. 

EXPORTS - ENGINE OF 
DEVELOPMENT
Exhibition industry in the function of export 
growth and theinternationalisation of business

News

CCIB SERVICES FOR MEETING ORGANIZERS

• Site inspections arranged
• Help with familiarization tours & facility / contact information
• Promotion assistance given, with press releases & programme covers supplied 
 for printing
• Supply of slide shows, promotional videos, brochures, maps & guides
• Co-ordination of tours & activities for spouses
• Help with planning special events, banquets, etc.
• Co-ordination of pre- & post-convention tours
• Help with organizing conventions & trade shows
• Help with registration procedures
• Most services are complimentary or at minimal charge

CROATIAN CONVENTION
AND INCENTIVE BUREAU

Croatian National Tourist Board
Iblerov trg 10/IV, p.p. 251
10000 Zagreb, Croatia

Director of CCIB
Nik Racic
Telephone: + 385 1 4699 307
Telefax: + 385 1 4557 827
E-Mail: nik.racic@htz.hr
www.croatia.hr

FLIGHT INFORMATION

Amsterdam, Barcelona, 
Berlin, Brussels, 
Copenhagen, Frankfurt, 2 hrs 
London, Paris, Prague, 
Rome, Tel Aviv, Zürich

Bologna, Budapest, 1 hour 
Istanbul, Munich, Vienna

CITY Flight Time

The Croatian Convention and 
Incentive Bureau (CCIB) is the official 
bureau promoting the destination 
Croatia for meetings and incentives. 
CCIB is part of the Croatian National 
Tourist Board. Neutral information on 
suppliers, venues, congress facilities, 
hotels, incentive programmes, pre- 
and post-convention tours ect. are 
available free of charge. 
The rare natural beauty of Croatia, 
along with the variety of comfortable 
hotels and transport connections 
with the whole world, makes Croatia 
a perfect place for organization 
of congresses, symposiums and 
conferences.

www.croatia.hr
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Readers say: “(…) this book is going to change the way we design and think about meetings.” 

Summary: Into the Heart of Meetings defines 
meetings as a form of communication. It de-
scribes the characteristic processes of meetings 
and how to influence them through Meeting 
Design. Based on many years of working to-
gether as professional Meeting Designers, the 
authors provide an array of tools that enable 
meeting organisers to obtain the best outcomes 
from their meetings as measured by their busi-
ness value. 
Into the Heart of Meetings is also the first book 
ever about Meeting Design. Through their 
company MindMeeting, over the past 10-20 
years the authors have given shape to this new 
profession. They introduce the principles un-
derlying Meeting Design, as well as the main 
practical issues that Meeting Designers face 
and need to solve. The authors use countless 
examples, connecting their writing to daily 
working practice. Thus Into the Heart of 
Meetings is an explorative study, a textbook 
and a practical guide in one. 

Authors Data: 
Mike van der Vijver is a consultant, trainer and 
facilitator, working with people and processes. 
He has over 20 years’ experience in the meeting 
industry, initially as conference interpreter 
and subsequently as meeting designer through 
MindMeeting, the company he co-founded. In 
addition, he is an executive consultant and 
coach on national and organisational culture 
with Itim International. Mike regularly pro-
vides content at international conferences. He 
lives both in Italy and the Netherlands.

Eric de Groot is one of the first Meeting 
Designers. His pioneering work started in 1992; 
now he caters to the national (Dutch) market 
in De Wet van Thomas and internationally in 
MindMeeting. Thanks to his background in 
drama he takes a broad, human perspective to 
meetings and meeting processes. Eric regular-
ly conducts workshops and learning sessions 
for professionals in the meeting industry as 
well as in other educational contexts. He lives 
in the Netherlands.

The Cankarjev dom (CD) team members for 
Congress – commercial activities have returned 
from Dublin, where the General Assembly of 
the International Association for Professional 
Conference Organisers (IAPCO) was held from 
14th to the 17th February. Their knowledge and 
experience was placed alongside other meeting 
organisers from across 30 countries and 6 con-
tinents, who were able to exchange experience 
and return armed with new ideas that they 
will be happy to engage in the implementation 
of future projects. Cankarjev dom is the only 
member of this Association in Slovenia, which 
obliges them to organise events according to 
high standards.

‘Winds of change - a new strategy for the 
PCO’ was the theme of the General Assembly 
of IAPCO in Dublin. From this complex theme 
arose a track of changes and trends for new 
strategic management, with which PCOs must 
protect and secure their future. Despite the poor 
economic conditions, IAPCO as an established 
international meetings industry organisation is 
growing. In 2012, it was uniting 73 companies 
(from 68 in the previous year), which generated 
some ¤4.15billion. At the Assembly we were pre-
sented with a survey on the functioning of the 
PCO, which was prepared on the basis of com-
prehensive annual survey responses. This will 
be presented to the public at this year’s IMEX 

Trade Show. We were positively surprised by 
the presentations and the invited speakers. The 
social part of the programme has also been de-
signed very carefully - Not only did all the par-
ticipants forge genuine contacts, which are es-

sential for good business co-operation, but they 
now have some Irish dancing skills. The IAPCO 
General Assembly in Dublin was therefore an 
unforgettable experience!

FIRST BOOK ON MEETING DESIGN WELL RECEIVED

CD RETURNED FROM GENERAL ASSEMBLY OF THE IAPCO 
Winds of change 

News Gadgets

SUPEREVENT
Superevent is a single, easy to use mobile app for multiple events 
with extensive features to connect, interact, learn and collaborate 
with peers.
Events are increasingly becoming “opportunities to catch-up” and 
the event experience is extending to include pre & post event activi-
ties, enabled by mobile technologies. Superevent provides a platform 
to market and manage multiple events, with tools to help all stake-
holders get the most out of their events.

PRUH�RQ� www.superevent.com

Kongres Ideas Forum • OptiPLFH Your Events
Global Thinkers • Local Stars • One Vision

Ljubljana, April 23, 2013  
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What are you most proud of in business…?
The Certificate of Excellence (TripAdvisor)
The mark of quality for hotel restaurant 
(Municipality of Ljubljana)
The best business hotel in Slovenia (In Your 
Pocket guide)
The most luxurious hotel in Slovenia (Luxury 
Travel Guide)
The best luxurious ‘city hotel’ (World Luxury 
Hotel Awards)

This year has only just started and the re-
nowned World Luxury Hotel Awards has again 
nominated us for the regional and global award 
in the best luxurious ‘city hotel’ and Business 
Destinations magazine has selected us for the 
most luxurious hotel in Slovenia. According to 
the largest web tourism portal, CUBO hotel is 
16th among 25 the best hotels in Europe. We 
have also received the “European finest hotels” 
award.

… and privately?
Rock and Roll days in Hound Dog, where we 
co-created the rock and roll scene in Slovenia. 
Nowadays I practice slightly more easy sports. 
For instance jumping fences with a horse. The 
third thing is that I have learned to play a guitar, 
despite my lack of talent.

Wisdom / motto?
Do not cover yourself up to your neck if it means 
your feet are left uncovered. A day spent in 
company is a day well spent.

Where are you going to spend this year’s 
holiday?
I’ve already spent one week skiing. The second 
part I would like to spend in Ba#ka, on the island 
Krk, where they have high rocks for diving into 
water.

What was your favourite vacation?
Going by motorcycle to the largest rock festivals 
in Europe.

Where would you go if there were no time 
and financial constraints?
To the moon, well I’m also tempted to go to 
Mars. I’ve heard that Andromeda is also very 
interesting.

What is your favourite indoor / outdoor 
activity?
Cooking for a lot of guests / with a horse in 
nature.

What is your favourite dish and restaurant 
(anywhere in the world)?

What are you most proud of in business / 
privately?
In both cases, on the people who surround me. 
In the business sense on co-workers, their mo-
mentum and personality traits that make us a 
great team. In the private sense on my closest 
ones who understand my work and my frequent 
absence.

Life wisdom / motto?
A candle loses nothing by lighting another 
candle. (James Keller)

Where are you going to spend this year’s 
holiday?
Probably not far away, even though I have not 
thought about it yet. Surely, this will be peaceful 
vacation, intended for relaxation. Usually with 
my partner we decide about the destination 
spontaneously, without much planning.

What was your favourite vacation?
Turkey 2011. Not so much because of location, 
but more because of the company and adven-
tures, that happened on the trip. Well, turkish 
culture and turkish inhabitants were also an 
important part of it. J

Where would you go if there were no time 
and financial constraints?
Probably on some road trip across Latin America. 
I like adventures, which take place on the road. 
It is when it is necessary to improvise; that way 
»stories for our grandchildren« are born. J

What is your favourite indoor / outdoor 
activity?
Indoor I like to see some documentary and spend 
time with loved ones. Outdoor I particularly like 
cycling and walks with my partner. Also skiing 
since I stepped on skis for the first time recently. 
They say it’s never too late ...

What is your favourite dish and restaurant 
(anywhere in the world)?
I have no favorite food nor a favourite restau-
rant, because I know several excellent ones. 
About food I am simply an omnivore who likes 
to experiment and try everything. Finally, the 
cuisine in our business is very important, so we 
have to be open to new ideas.

What is your favourite gadget?
Definitely the phone. Even on the beach and 
almost in the sea, it must always be at my 
fingertips.

Which song do you most often play on your 
iPod?

HOTEL CUBOHOTEL LEV

Scampi buzara and local cheese in the Tri 
maruna tavern on the island of Krk. The mama 
and mother in law hotels are also great.

What is your favourite gadget?
Guitar tuner, and, well, apple products are also 
nice.

Which song do you most often play on your 
iPod?
Verdi’s Nabucco; the assembly of slaves.

Which part of the day and of the week is your 
favourite?
When I look in the hotel programme and see 
full occupancy. During the week each day is 
interesting in its own way; Monday because 
of the guitar, Tuesday because of the dancing, 
Wednesday because of the horse, Thursday 
because of visits to the Ljubljana Drama, week-
ends because of excursions.

What is your favourite mode of transport?
Depends on where I am going. To the mountains 
on foot, to work by bus, going skiing by car, to 
nature with the horse. I also like the parachute.

If you could return to the past or hurry to 
the future, how old would you like to be, and 
why?
The 20ies were crazy but the 30ies are the best. 
Still enough power, youth and craziness, and 
everyone is taking you seriously enough.

If you could witness any event in history, 
which one would you choose?
There are quite a few of these. The Woodstock 
rock festival 1969, the discovery of America on 
the 17th April 1492, the Milano La Scala pre-
miere of Nabucco on the 9th March 1842…

What was the best party you ever attended?
Acceptance among pioneers.

Your last film, book and concert?
Les Miserables. Charles Bukowski: Women. 
"entjernej wind Orchestra.

What fantasy character would you be?
Robin Hood.

What did you learn to do last week?
About the attractions and features of Bela 
krajina and how they dry ham in the Dolenjska 
region.

I do not have an iPod, so I most often play songs 
in the car on the way to / from work. In morn-
ings I most often play more subdued songs, in 
the afternoon, the player is many times also 
louder.

Which part of the day and of the week is your 
favourite?
Afternoon time, because then I manage to do 
most of the work and my productivity is at the 
peak. Among days I would choose the second 
half of the week.

What is your favourite mode of transport?
Car. Like my father, I am also a very passion-
ate driver myself, so I probably have this in the 
blood.

If you could return to the past or hurry to the 
future, how old would you like to be? Why?
Hmm ... tough question, because every period 
has its pluses and minuses. At this point, I would 
probably like to be a bit older, say slightly over 
10 years. However, I know that, at that time the 
answer would be exactly the opposite!
Why? There is no special reason, I just feel like 
that.

If you could witness any event in history 
which one would you choose?
There are several, but I would choose the dis-
covery of America in the year 1492. It would be 
interesting to experience the feeling of discov-
ery of something new, without exact knowledge 
of where exactly you are. I think that today we 
can not even imagine what the world without 
urbanisation and without human interventions 
in nature is like.

What was the best party you have attended?
Related to the previous question about the fa-
vourite vacation.

The last film, book, concert?
Last I saw the co-production film Parade. I 
happened to come across it a few days ago on 
TV and then I watched it. A while ago it was 
recommended to me. The last book I read was 
Blink by Malcolm Gladwell, while I rarely attend 
concerts. They are usually open-air concerts in 
the summer.

What fantasy character would you be?
I have never really thought about it. Maybe Road 
Runner, because I always hurry somewhere? ;)

What have you learned last week?
How to tie a tie in four different ways.

Who’s who?Who’s who?
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Feel the people. 
Taste fresh ideas.
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www.slovenia.info 
www.slovenia-convention.com

STRAWBERRY 
ENERGY
MAKING THE WORLD A BETTER PLACE

Strawberry Energy is a young company from Serbia, driven by a simple 
vision: to provide access to renewable energy to everyone. With daily 
use of their machines, which operate on renewable energy sources, 
they are giving an opportunity to every individual in the community 
to learn, materialise and understand the idea of clean, green technol-
ogies and contribute to changing the world for the better. As the first 
in the world they have created a public charger for mobile devices 
called ”Strawberry Tree”, which works on solar cells. At the contest 
“EU Sustainable Energy Week 2011” in Brussels they received the first 
prize in the competition category “consumption”.

www.senergy.rs

K88 BIG APPLE
FUNCTIONAL – DIFFERENT – INNOVATIVE

Big apple is a seating pleasure product that is the result of years of 
development of wall furniture or the brand Wall furniture.
It offers a new aspect of seat functionality in the possibility of in-
tegrating audio sound systems to sitting and lying down, which 
allows for use of iPads and iPhones. In addition to these functional 
attributes it is also an eye-catching, decorative piece, one that can 
fit nicely into both public and private spaces. 
The piece is the product of the Klun ambienti family business, well 
known for their high quality hand-made products that are always 
looking for new and innovative solutions that are both ergonomic 
and functional and that place a special emphasis on sourcing natural 
and environmentally friendly materials.

CANON EOS M
DSLR-QUALITY IMAGES AT 
YOUR FINGERTIPS - 
Canon’s award winning EOS range has a new companion for your 
everyday photography needs. The EOS M, Canon’s first ever compact 
system camera is designed for people that lead a dynamic and passion-
ate lifestyle, offering DSLR-quality imaging, creative features and Full 
HD movie recording. The model is available with two lenses, yet it can 
utilise Canon’s extensive range of EF lenses. The EOS M is available in 
four colours, and condenses Canon’s renowned EOS imaging heritage 
into a stylish, compact design.

www.canon-europe.com
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Inside LjubljanaInside Ljubljana

As of February 2013, the Slovenian capital offers its res-
idents and visitors 60 minutes of free internet access, 
which is currently available in the city centre and will 
be broadened to the greater Ljubljana area in the coming 
months.

As a result of a public-private partnership the City of 
Ljubljana has constructed and brought the wireless network 
into use with the set up of 80 access points in the first phase.

The project value of the biggest ICT project in Ljubljana’s 
history is estimated at around ¤10 million. In addition to 
making it a friendlier city for both residents and visitors, 
WiFree Ljubljana is set to enable the consolidation of the IT 
and telecommunications services of the City of Ljubljana and 
its public enterprises and institutes, which will have a signif-
icant impact on the commercial competitiveness and general 
development of the Slovenian capital. In the longer term, the 
consolidation of the network will reduce costs and enable fast 
and economically efficient deployment of new services. The 
partnership with Telekom Slovenije d.d. and Nil d.o.o., who 
have provided the technical solution and implementation as 
the product of Slovenian know-how, has been contracted for 
a period of ten years.

Once the WiFreeLjubljana wireless network is fully con-
structed, it will provide a signal and Internet access to 90% 
of the broader downtown area, 80% of the residential areas 
within the ring road and 40% of the suburban areas as far out 
as the City of Ljubljana territorial boundaries. The completed 
network will comprise around 1,430 wireless points.

WiFreeLjubljana network offers its users an hour free-
of-charge internet access per day under the following con-
ditions: the time limit is 60 minutes cumulatively (an option 
of multiple registrations within the same day); there are no 
quantitative restrictions on data transfer; download speeds 
are limited to 512 kb/s; users sign up to the network via a 
portal with the entry of their mobile phone number and with 
a WiFree code, which they receive by SMS message. Once 
their free 60 minutes have expired, users can opt for a daily 

THE WIFREE LJUBLJANA WIRELESS 
BROADBAND NETWORK

purchase (24 hours from the moment of first registration) at a 
cost of ¤3.90, seven-day purchase at a price of ¤9.90 or 30-day 
purchase at a price of ¤29.90.

An array of free content is available without registering. 
Some of the domains are: www.ljubljana.si (City of Ljubljana), 
www.visitljubljana.com (Ljubljana Tourism), www.bicikelj.si 
(city bike rental system, www.ljubljanskigrad.si (Ljubljana 
Castle), www.siol.net, www.telekom.si, www.mobitel.si, as 
well as the websites of all the public enterprises and legal 
entities under the umbrella of the City of Ljubljana. There 
are no restrictions of time or data quantity in accessing these 
pages. Payable internet access to WiFreeLjubljana is already 
included in the set of services of the Ljubljana Tourist Card, 
which can otherwise be settled with a credit card.

Due to the nature of the network, great attention has 
been paid to the security of users and data transfer, while 
the modern infrastructure, enabling the rapid deployment 
of additional services such as internet TV, digital advertising 
and so on, is sufficiently powerful and expandable.

ZZZ�ZLIUHHOMXEOMDQD�VL�HQ

GR – Ljubljana Exhibition and Convention Centre has recently 
joined AIPC (the International Association of Congress Centres), 
the worldwide industry association uniting professional conven-
tion and exhibition centre managers. In doing so GR has become 
part of a global network counting over 170 member centres in 54 
countries and more than 850 management-level professionals. 
At present, GR is the only Slovenian venue to be a member of 
this renowned association. AIPC is committed to encouraging 
and recognising excellence in convention centre management, 
while at the same time providing the tools to achieve such high 
standards through its research, educational and networking 
programs. GR regards the membership of AIPC as a great oppor-
tunity to extend their network of contacts and exchange knowl-
edge with other professionals from the international industry.

www.ljubljanafair.com

The two main congress 
venues in the country, 
CD Congress Centre 
Ljubljana and GR – 
Ljubljana Exhibition 
and Convention Centre,  
are endeavouring to 
keep pace with the 
times through the im-
plementation of new 
sustainability mea sures.

 
Renovations reduce costs: in light of a constant modernisation 
and replacement of outdated and environmentally harmful 
equipment, CD Congress Centre Ljubljana has adopted a 
green and ecologically conscious policy. It has furthermore 
increased its functionality, considerably cut down its oper-
ational costs and updated the logistics as well as the work 
organisation process.

Between 2006 and the end of 2013 the CD investments 
will reach approximately ¤10 million. The value of the latest 
renovation project in 2012 was ¤1.25 million and within the 
next three years a further ¤3.5 million will be invested in 
areas such as new equipment and the renovation of stage 
technology in the largest auditorium, the Gallus Hall. The 
list of improvements is comprehensive and encompasses a 
thorough renovation of the Foyer II, which acquired a flexible 
layout in a 1,375m2 newly designed space. On the same level, 
the complete overhaul of the Kosovel Hall was carried out. 
All of the other multi-purpose areas, including Foyer I, the 
Grand Reception Hall and the main entrance reception, were 
entirely refurbished. New life was breathed into the top-floor 
CD Club, with its fantastic view over the Old Town as well 
as the Tivoli Park. Over the last years the surround-sound 
systems as well as stage lighting in all halls have gradually 
been updated or replaced, and state-of-the-art air condition-
ing and general lighting systems have been installed, result-
ing in substantial energy-saving measures. Lots of attention 
has been paid to the latest equipment coming to the market 
that can facilitate realisation of the most technologically 
complex and demanding events (digital projectors, informa-
tion systems, plasma screens, digital advertising points and 
more).

In 2013 the second largest auditorium, the Linhart Hall, 
will be entirely renovated and the chairs in both the Gallus 
and Linhart halls are to be replaced. In addition, three smaller 
conference rooms with natural light are planned to be built 
on the 5th floor, also with advanced technical equipment. 

A unique feature of the CD Congress Centre’s green ori-
entation is its urban beekeeping based on five families of in-
digenous Carniola bees. Buzzing in their beehives on one of 
CD’s roof terraces they consist of 40,000 members each, all 
stimulating the biodiversity of the local environment. The 
honey they produce, collected and put into lovely presenta-
tion jars, is offered to CD’s business partners with a great 
sense of pride. 

www.cd-cc.si

GR – LJUBLJANA EXHIBITION AND CONVENTION 
CENTRE, A NEW MEMBER OF AIPC

GREEN RULES, THEY SAY AT THE TWO   
CONGRESS CENTRES IN LJUBLJANA

The GR - Ljubljana 
Exhibition and Con ven-
tion Centre is, among 
other initiatives, pro-
moting the development 
of green workplaces in 
Slovenia. After it hosted 
the Green Workplaces 
Conference at one of 
its events in 2012, the 
Nature-Health Fair, the 
GR became a test case 

for developing the criteria for the greenness of Slovenian or-
ganisations. Green workplaces are perceived as decent and 
environmentally friendly, and as such they aim to contribute 
to sustainable development and to the reduction of the envi-
ronmental impacts of the businesses and economic sectors.
A study carried out at the GR by the Institute for Sustainable 
Coexistence included te various areas and all phases of the 
work process, such as electricity consumption and usage of 
electronic devices, paper storage and printing, the consump-
tion of water, waste management, cleaning, and the social 
component. According to data collected and the analysis of 
the green questionnaire, the GR - Ljubljana Exhibition and 
Convention Centre strives to follow all of the national and 
European regulations relating to an environmentally friendly 
and sustainable business. As GR’s main areas of activity - ser-
vices, fairs and congresses - develop over the years, usually 
building on previous knowledge, experiences and installa-
tions which are recycled, upgraded and re-used every year, 
it is safe to say that GR’s service activity is very green, the 
report states. Not only is the organisation sustainable-ori-
ented, but it aspires to be green from the social point of view, 
enhancing the awareness of the “wellness at work” concept 
among the staff, and in the work process alike. 

Environmental policy has become an integral part and 
modus of their everyday business activities and organisa-
tional mission. The GR’s exhibition programme includes a 
sustainable component whenever possible: at the Nature-
Health Fair within all its themes, from food to ecological 
homes and environment; at the civil engineering Home Fair, 
with green, sustainable building alongside the Green Mission 
Award conferred by the GR to raise consciousness as well as 
to encourage and promote best practice cases of sustainable 
building; at the Ambient Furniture Fair, which also promotes 
the use of natural raw materials, e.g. wood; at the Ljubljana 
Craft and Small Business Fair (LOS) with environmentally 
friendly projects for craftsmen and entrepreneurs, e.g. the 
Green Office; and last, but by no means least, at the Alpe–
Adria tourism fair featuring the Jakob Award for sustainable 
tourism projects. GR has also introduced the separate collec-
tion of 11 different types of waste at all the fairs they organise.

www.ljubljanafair.com
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O wing to its stature as an Asian microcosm, Malaysia 
is increasingly becoming a first port of call for in-
ternational meetings and associations wanting to 

engage with Asia – the world’s largest and fastest growing 
economic region. In 2012, two significant conferences were 
held in Malaysia demanding global attention to the country. 
Touted as the Olympics of the Gas Industry, the 25th World 
Gas Conference 2012 was held in 
Kuala Lumpur, gathering global gas 
and energy leaders from around the 
world and attracting a record break-
ing number of delegates of more than 
5,299 from 90 countries. Organised 
by the Malaysian Gas Union and 
supported by Malaysia Convention 
& Exhibition Bureau (MyCEB), it is 
an important milestone for Malaysia 
as this is only the second time in the 
International Gas Union’s 80-year 
history that WGC is held in Asia, and 
for the first time in Southeast Asia. 

Also in 2012, world experts on 
lung health converged in Kuala 
Lumpur to attend the prestig-
ious 43rd Union World Conference 
on Lung Health organised by 
the International Union against 
Tuberculosis and Lung Disease 
(the Union) and supported by the 
Ministry of Health Malaysia and 
MyCEB. It is the largest global 
annual meeting focusing on the issue 
of lung health with more than 2,600 
delegates from over 122 countries at-
tending the Conference last year. Dr Nils E Billo, Executive 
Director of the Union said, “Malaysia provides a compelling 
setting for the Conference that brings together views from 
around the world to call for action against lung disease. We 
are indeed very pleased with all the collaborations and support 
which we have gained from local sponsors and partners espe-
cially MyCEB, who offered not only financial support, but also 
excellent advice on a variety of local matters. Our genuine ap-
preciation also goes out to Kuala Lumpur Convention Centre 
– a beautiful venue with a very professional team, and of course 
our colleagues from the local association”.

During its 2012 financial year, MyCEB has successfully 
secured 26 association meetings, to be held in the country 
over the next five years. Together with the support of the 
Ministry of Tourism and its industry partners, this year 
will witness Malaysia hosting the IAS Conference on HIV 
Pathogenesis Treatment and Prevention 2013. More than 
6,000 participants are expected to attend the Conference 

at the Kuala Lumpur Convention Centre. Anouk Rey, 
Deputy Executive Director, International AIDS Society, 
explains: “The IAS Conference on Pathogenesis, Treatment 
and Prevention rotates around the world and when it came to 
Asia’s turn, we felt Kuala Lumpur possessed all the ingredi-
ents needed to organise a great scientific conference. Not only 
is Kuala Lumpur easily accessible within Asia, it also has a 

beautiful and centrally located con-
vention centre and an excellent range 
of accommodation”.

Another one of MyCEB’s mo-
mentous win is the prestigious 
Toastmasters International World 
Convention 2014 which marks the 
first time that such event will be 
held outside North America. The se-
lection of Kuala Lumpur as the host 
truly reflects the global nature of the 
organisation as well as its evolving 
membership. According to Daniel 
Rex, Toastmasters International 
Executive Director, “Kuala Lumpur is 
high on the list of international travel 
destinations. Known for its dazzling 
high-rises and rich cultural sense, the 
city is a prime international conven-
tion site for many reasons. It is cen-
trally located to a broad membership 
population which would potentially 
boost convention attendance higher 
than it’s ever been. We’re excited to 
host our convention in this wonderful 
city”.

INCENTIVE! MALAYSIA GIVES NEW MEANING OF 
RELAXATION TO BUSINESS TRAVELLERS 

A country of contrasts, Malaysia has always been her-
alded by the world as the microcosm of Asia. Strategically 
located at the centre of the region, the country’s unique cul-
tural mix and diversity of experiences beckons all types of 
worldly traveller. Malaysia is blessed with a warm tropical 
climate, endowed with 3,000 kilometres of coastline, histor-
ic cities certified as UNESCO heritage sites, a string of cool 
hill resorts, the world’s oldest rainforest and even Southeast 
Asia’s highest mountain. 

With its attractive value for money proposition and 
positive exchange rates, Malaysia offers so much in terms 
of service quality, facilities and attractions. Five star hotels 
and luxury resorts can be found in the cities and the islands 
– all offering plentiful of fine restaurants and cafes to cater 
to your taste buds. For business travellers, especially partic-
ipants of corporate and incentive groups, Malaysia provides 

new and refreshing experiences that are guaranteed to stim-
ulate your senses and leave you in awe. Whether it is learning 
the ancient art of Malay cooking from the masters or driving 
at 200km per hour at the world class Sepang International 
Circuit, relaxing or adventure, urban or natural, these are ex-
periences that can never be had anywhere else by anyone else. 

In Malaysia, you’ll find a smorgasbord of authentic cul-
tural and lifestyle experiences, set in spectacular backdrops 
that will inspire the very best incentive programmes. For 
those looking to relive the age-old lifestyle and traditions 
of Malaysia’s racial make-up, there are various options to 
choose from. Join in a celebration of a Kenduri (feast) in 
“Kampung Life” – set in a Malay village in the magical island 
of Langkawi where the sound of hand drums and tantalis-
ing smell from the spread of local dishes welcome you to the 
celebration. You may also absorb the energy and excitement 
of Malaysia’s Indian and Chinese culture at Little India and 
Chinatown respectively.

Nothing beats learning together in an innovative environ-
ment. Test your balancing skill with the Chingay, an age-old 
Chinese street art where the performer balances a giant flag 

WORLD ASSOCIATION MEETINGS 
HEAD FOR MALAYSIA

that ranges from 25 ft to 32ft in height and about 60 pounds 
in weigh. Normally practiced in Penang during the Chinese 
New Year celebration, you too can create your own Chingay 
flag parade and be taught by skillful Chingay masters. 

A country with a rich 600-year old historical background, 
it is no surprise that Malaysia has a wide range of significant 
alternative venues perfect for events. Dating back to 1888, 
Central Market, a former wet market has carved a name for 
itself as one of Malaysia’s most prominent historical façade 
and an epicentre of Malaysian culture, arts and handicrafts. 
It is ideal for events which will highlight a truly Malaysian 
rich multi-cultural heritage.

For lovers of nostalgia, hitch a ride back in time in the 
North Borneo Railway, Sabah. Built in 1896 connecting the 
interiors of Sabah to Weston port, the steam-powered loco-
motives are maintained in tip-top condition, providing yes-
ter-century’s charm to today’s passengers. Malaysia is indeed 
the land of delightful fusion, where one can get a taste of all 
of Asia in a single destination.

25th World Gas 
Conference 2012 

was held in Kuala 
Lumpur, gathering 

global gas and 
energy leaders from 

around the world 
and at- tracting a 
record breaking 

number of delegates 
of more than 5,299 
from 90 countries. 
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ANYONE LOOKING FOR EXCELLENCE,  
COMES TO BRDO

At the Convention Centre, which was headquarters to 
the Slovenian Presidency of the European Union, a 
real difference is created by experienced organisers. 

The natural environment provides a memorable relaxation, 
and business Hotel Kokra a superior accommodation.

Glass modernity in the middle of nature
The Brdo Estate has historically been a venue for important 
governmental events. Renaissance castle Brdo, villa Zois and 
other attractive premises in the middle of the superbly designed 
park were in 2007 joined by the modern Congress Centre, 
which was also the seat of the Slovenian Presidency of the 
European Union. Behind glass fronts of the building, which in 
architecturally thoughtful way blends with the natural environ-
ment and the Alpine peaks in the background, there are around 
9 thousand m2 of premises. Adjustable larger and smaller halls, 
meeting rooms, business rooms, booths and halls offer an ex-
cellent environment for large congresses and conferences and 
for smaller meetings and work conversations. The equipment 
is designed in such a way to allow for a wide variety of layouts.

Superior custom-made implementation
There are all devices for multimedia work, free wireless access 
to the Internet throughout. Interpretation booths for trans-

lators are available, workplaces for journalists are arranged. 
Depending on the needs of the event the Convention Centre 
team can arrange for any additional details. Experts, tested at 
events of the highest protocol level, are advising in meetings 
organisation - from the first talks through all the way to flaw-
less execution and to the final thanks to participants. At any 
event special attention is given so that it all corresponds to the 
organiser, participants and content of the meeting.

Staying with specific tastes
During the event chefs at Brdo can provide everything from 
snacks, informal cocktail receptions to comprehensive enter-
tainment both on the premises of the Congress Centre and in se-
lected and properly arranged other facilities at Brdo. Participants 
can be accommodated at the Kokra Hotel, which in addition to 
great rooms and restaurant also offers a wellness centre.

The integrity of different experiences
Park Brdo, with its natural features, with lakes and a duck 
pond, with an elite restaurant Zois, with the cottage Jezero 
(lake), a golf course and many other venues, is also an excel-
lent choice for unusual motivational meetings! For special 
meetings you can also select the Brdo Castle and the nearby 
Castle Strmol. www.brdo.si

Actually, everything starts and ends with a cup of coffee. In-between your wishes are 
revealed, plans and possibilities discussed, detailed organisation of the event set, and 
perfect performance carried out. Our experienced team guarantees your event in the 
Congress Centre Brdo or in the recently renovated Strmol Castle will not only meet your 
expectations but leave an impression. Welcome drink awaits you at Brdo!

T: +386 4 260 15 01
brdo-eu@gov.si

www.brdo.si

The true difference is in details
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the 5th TRADE SHOW OF SPA AND WELLNESS TOURISM IN CENTRAL EU-

TRADE SHOW OF SPA & 
WELLNESS TOURISM in 

Join us at the 5th

CENTRAL EUROPE

From 3 to 5 October 2013, Royal Spa City Sarvar, HUNGARY.



The worldwide exhibition for incentive travel, meetings and events.

Register now   imex-frankfurt.com

@IMEX_GROUP

imex-frankfurt.com/register
OR CALL: +44 (0)1273 227311

BUSINESS

POWERED BYPOWERED BY
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