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CROATIA’S NEWEST CONGRESS
HOTEL PARK PLAZA HISTRIA

The recently renovated Hotel
Park Plaza Histria Pula lies
directly on the coastline and
is only within a few minutes
distance from the historical
old town of Pula and its city
centre.

This hotel is the best choice for business
meetings. Apart from a functional
congress infrastructure and premium
technological equipment, it offers a whole
range of other contents in order to
pleasantly fulfill your free time — wellness
and sports center, natural and historical
beauties and excellent gastronomic offer.

”
Park Plaza

HISTRIA PULA

Superior Room Sea View

arenaturist.com parkplaza.com
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Jlznenadio me je sa buketom cve(a,

setio se nase godisnjice!”

»Napravila mi je omiljieno jelo, kada

sam do$ao kuci posle stresnog dana.”

,Kada sam otvorio/la kovertu, unu-
tra je bio vaucer za romanticno pu-

tovanje!”

LJutros sam na frizideru ugledao/la

poruku koja me je nasmejala.”

Kada nam partner poklanja paznju, kada vodi racuna o nasim potrebama
i Zeljama, kada je tu da nas nasmeje i pruZi podrusku, obicno dobija isto ili

sli¢no zauzvrat, veza ima preduslove da traje, i da obe strane u njoj uZivaju.

Identi¢no, vezu sa poslovnim partnerima i saradnicima, potrebno je paZljivo
negovati, kako bi bila dugoroéna i na obostrano zadovoljstvo.

Svaka poslovna saradnja i kontakt, ukljucuje neku vrstu emocija, zato je
bitno voditi racuna o osecanjima, da se sa poslovnim partnerima odnosimo
sa postovanjem, da ih nasmejemo, ucinimo neki gest koji Ce ceniti, podseti-
mo nekih lepih momenata, ili da docaramo sliku perspektivne zajednicke

buducnosti.

Korporativni dogadaji su izmisljeni za to. Ne treba zaboraviti da smo u dubi-
ni duse, u manjoj ili vecoj meri, svi eqoisti. Znak paZnje, postovanje i profe-
sionalizam su neizostavni za svaki uspesan i dugorocan kontakt i saradnju.
U ovom broju SEEbtm magazina fokusiramo se na korporativne dogadaje,

njihovu ulogu, znacaj, vrste dogadaja, zanimljive primere iz prakse ijos mno-

go toga inspirativnog.

Pozitivan moto, kako u Zivotu, tako i poslu, treba da bude: Ponasaj se prema
drugima, kao sto bi voleo da se drugi ponasaju prema tebi. Nama to svaka-

ko jeste moto.

Miona Mili¢,

glavnii odgovorni urednik

Jucavale
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“He surprised me with a bouquet,

4

he remembered our anniversary!

“She prepared my most favourite
dish when | came back home after

quite a stressful day at work.”

“When | opened an envelope, there

was a voucher for a romantic trip!”

“This morning, on my fridge, | saw a

message which made me laugh.”

When our partners shows consideration, when they take care of our needs
and wishes, when they are there to make us laugh and to give support, they
usually get the same or at least something similar in return. Such relation-
ships have all the preconditions to last, and to make both sides fully enjoy

them.

Similar to that, the relationships we build with our business partners and cli-
ents require thoughtful care, in order to make them last longer to the mutual
pleasure. Each business cooperation and each contact implies some kind of
emotion, which is why it is important to take care of feelings, to show respect
for our business partners, to make them laugh, to make any gesture they
will appreciate, to remind them of some precious moments, or to create and

visualize the image of the promising common future.

It is exactly the reason why the corporate events were invented. None of us
should forget that deep in our souls, more or less, we are all egoists.
A sign of consideration, respect and professionalism are essential part of

each successful and long-term contact and cooperation.

In this issue of SEEbtm magazine we will focus on corporate events, their
role, significance, types of events, interesting examples from practice and

many other inspiring things.

A positive motto, as in private life so at work, should be the following: Treat
others the same way you want them to treat you. And that certainly is our

motto.

Miona Milic,
Editor-in-Chief

Jucavale
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novosti i dogadaji
HOLIDAY INN BEOGRAD MK MOUNTAIN RESORT
DOBITNIK NAGRADE ,,NOSILAC BAKLJE” 1Z SRBIJE MEDU

Hotel Holiday Inn Beograd trecu go-
dinu u kontinuitetu, i po Cetvrti put

(2009., 2011., 2012., 2013. god.),

0svojio je prestiznu nagradu,,Nosilac

baklje” (Torchbearer Award) za pod- 2

rucje Evrope, koju dodeljuje ,Inter- Holida Y Inn
Continental Hotels Group” (IHG).

U ostroj konkurenciji 620 hotela, priznanje ,Nosilac baklje” do-
bija hotel koji je tokom godine pokazao izuzetne rezultate u za-
dovoljstvu gostiju hotelskom uslugom.

"

Najvazniji element za dobijanje nagrade je upitnik ,Heart Beet
koji popunjavaju gosti, ocenjujuci hotelsku uslugu u razlicitim
kategorijama kao 3to su: usluga, hotelski sadrZaji, Cistoca i dr.

Ovom nagradom hotel Holiday Inn Beograd je krunisao Sesto-
godisnjicu poslovanja.

HOTEL VILLA BREG U VRSCU
OD SADA SA 4%, ASAVISIM
KVALITETOM USLUGE

Luksuzan hotel Villa Breg koji se nalazi u VrScu, zavrsio je sa
novim procesom kategorizacije, tacnije sa prelaskom sa pet na
Cetiri zvezdice.

Prelazak u kategoriju 4 zvezdice nije se dogodio zbog pada kval-
iteta usluge, naprotiv, usluga je podignuta na visi nivo. Naime,
hotel se na ovaj potez odlucio kako bi mogao da ugosti klijente
kojima poslovna politika ne dozvoljava odsedanje i organi-
zovanje dogadaja u hotelima sa pet zvezdica.

Takode, hotel je renoviran, pa je tako gostima na raspolaganju
jos jedna nova banket sala za poslovne sastanke koja u zavisno-
sti od postavke mozZe da primi od 20 do 40 osoba.

SVETSKIM LIDERIMA KVALITETA

MK Mountain Resort dobitnik
je prestiznog svetskog prizna-
nja ,World Quality Commit-
ment 2013 Paris”, za kvalitet u
oblasti turizma i hotelijerstva. - — e
Ovo priznanje dodeljujeseko- [ TESSESSEE
mpanijamaji organJinacijama ’bﬁa’hi ;

koje su nakon desetomesecne procedure izglasane od biznis
lidera, predstavnika privrede, iz 118 zemalja sveta.

Ova prestizna nagrada koju dodeljuju lideri liderima fokusirana
je na inovacije, trZisne trendove, rastuce brendove, tehnoloske
inovacije i finansije.

MK Mountain Resort je jedina srpska kompanija nagradena u
zlatnoj kategoriji turizma i hotelijerstva.

Prema re¢ima organizatora, kompanije nagradene za 2013. go-
dinu, prepoznate su kao lokalni i nacionalni lideri i internacio-
nalne korporacije koje na pravi nacin demonstriraju kvalitet
proizvoda i usluga, imaju znacajan udeo na trziStu, liderstvo u
drustvu, evidentne rezultate poslovanja koje je bazirano na odr-
Zivom razvoju.

36. MEDUNARODNI SAJAMTURIZMA,
BEOGRAD, SRBIJA

36. Medunarodni sajam turi-
zma odrZace se u periodu od
27. februara do 02. marta
2014. godine u halama Beo-
gradskog sajma.
Ovogodisnji slogan sajma je
JIspunjavamo Zelje”, a zem-
lja partner bice Indonezija. Na sajmu Ce se predstaviti turisticke
organizacije, agencije, turoperateri, hotelski lanci, najatraktivni-
je turisticke destinacije, planinski centri, banje, avio kompanije
i mnogi drugi.

Uporedo sa 36. Medunarodnim sajmom turizma, u halama Be-
ogradskog sajma odrzace se i 10. Sajam ugostiteljske opreme
HORECA i 5. Medunarodni sajam vina BEOWINE.

Inace, prethodne godine na sajmu turizma svoju ponudu pred-
stavilo je vise od 880 izlagada, a broj posetilaca premasio je 58
hiljada.

HOTEL ZLATIBOR MONA _
NASTAVLJATREND USPESNOG POSLOVANJA
U KONGRESNOM TURIZMU

Hotel Zlatibor Mona sa svojim kongresnim centrom Koledo koji je otvoren 2013. godine pre-
dstavlja mesto odrzavanja nekih od najvecih skupova u zemlji.

Shodno tome, u periodu od 23. do 25. januara 2014. godine hotel je bio domacin dilerske
konferencije za Porsche SCG. Na konferenciji su predstavljeni najnoviji proizvodi, ali i usluge
kompanije. Konferenciji je prisustvovalo oko 150 ucesnika iz zemlje i regiona.

Pored konferencije Porsche-a, u januaru su odrZane i jos neke vece konferencije, medu kojima
su bile konferencije kompanija GIZ i Novartis.

Konferencija GIZ-a je odrzana u periodu od 25. do 27. januara dok je konferencija Novartis-a
odrzana od 27. do 31. januara 2014. godine.
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MANIFESTACLJE
U PROLECNOJ SEZONI
NOVOSADSKOG SAJMA, SRBIJA

U 2014. godini na Novosa-
dskom sajmubice organizo-
vano 20 priredbi. Prole¢nu
sezonu otvaraju Sajam ob-
razovanja ,Putokazi”, Salon
knjiga i Izlozba umetnosti
JArt Expo” koji ¢e se odr-
Zati od 28. februara do 04.
marta, dok se nova priredba - Sajam kozmetike, estetske hiru-
rgije i bebi opreme odrzava od 21. do 23. marta. Novi termin
Sajma turizma je u prolece, od 10. do 14. aprila, a prvi put se
u istom terminu organizuju i Sajmovi gastronomije, vina, piva,
rakije i kafe. 81. medunarodni poljoprivredni sajam okupice naj-
znacajnije kompanije, udruzenja i pojedince iz oblasti poljopri-
vredne proizvodnje, a odrZava se od 20. do 26. maja.

U prvom delu godine, nova manifestacija je Sajam muzike, koji
se prireduje 20.i21. juna 2014. godine.

19. BASS KONGRES,
BEOGRAD, SRBIJA

19. Kongres Balkanskog sto-
matoloskog drustva — BaSS
(e se odrzati u periodu od 24.
do 27. aprila 2014. godine u
Sava Centru u Beogradu, u
Srbiji. Ucesnici kongresa ce
biti u mogucnosti da prisus-
tvuju zanimljivom naucnom
programu sa dobro poznatim i priznatim govornicima koji ¢e
predstaviti najnovija dostignuca u razlicitim oblastima stoma-
tologije.

Neke od glavnih tema ovogodisnjeg kongresa bice stomatoloski
biomaterijali i uredaji, fiksna protetika, pedijatrijska stomato-
logija, oralna dijagonoza, oralna radiologija, nove tehnologije,
itd.

KONFERENCLJA
»BUDUCNOST U TURIZMU*,
HOTEL WELL, TERME TUHELJ, HRVATSKA

Konferencija ,Buducnost
u turizmu - vizije, paradi-
gme i scenariji” odrZana
je 28.januara 2014. godi-
ne u hotelu Well uTerma-
ma Tuhelj, u Hrvatskoj.
Terme Tuhelj u saradnjisa
IEDC - Poslovnom $kolom
Bled su organizovale konferenciju, na kojoj je predstavljena ana-
liza globalnih turistickih trendova kao i trendova u regiji Alpe
Jadran.

Konferencija je bila namenjena svim zaposlenima u turizmu, di-
rektorima kompanija, menadzZerima, profesorima i asistentima
na fakultetima i svima onima kojima pracenje turistickih tren-
dova pomaZe u poslovanju.

Takode, konferencija je bila uvod u predstavljanje novog pro-
grama, prvog EMB studija u Hrvatskoj koji ¢e biti kombinacija
postojeceg MBA studija i dodatnih modula iz menadZzmenta u
turizmu, sa gostovanjem uvazenih profesora sa poznatih svet-
skih fakulteta.

RADISSON BLU RESORT
U DUBROVNIKU OSVOJIO
OPP NAGRADU ZA IZVRSNOST

Integrisani resort sa
pet zvezdica, Radis-
son Blu Resort & Spa
u Dubrovackim Vrto-
vima Sunca ve¢ trecu
godinu zaredom je
prepoznat od strane
struke Sto dokazuje i
zadnja dobijena na-
grada, OPP nagrada
zaizvrsnost 2013.

i0 Adria izabrana je izmedu 450 vodecih svetskih kompanija
iz vise od 20 zemalja sveta u podrucju prodaje i iznajmljivanja
rezidencija kao Best Developer u juznoj Evropi. Ovaj jedinstveni
dubrovacki resort nagradivan je vide puta u razlicitim kategori-
jama za izvrsnost, gostoljubivost i kvalitet poslovanja.

Neke od osvojenih nagrada kojima se resort ponosi su SPA Travel-
ler Award 2013 po izboru Citatelja osvojenu ve€ trecu godinu u
nizu za najbolji internacionalni Spa u Hrvatskoj, Expedia’s Insider
Select 2013 za jedan od najboljih hotela u Evropi, World Luxury
Hotel Award 2013 za najbolji luksuzni obalni resort u Evropi, kao
i Tripadvisor sertifikat izvrsnosti 2013, prestiznu nagradu koja se
dodeljuje samo 10% top svetskih vrhunskih hotela.

ADRIA HOTEL FORUM,
ZAGREB, HRVATSKA

Adria Hotel Forum odrZan je u periodu od 11. do 13. februara 2014. godine u hotelu Westin
u Zagrebu, u Hrvatskoj. Forum je bio mesto susreta vodecih hotelskih lanaca, hotelijera,
lokalnih samouprava, drzavnih tela i struénjaka iz podrugja investicija u hotelskoj industriji sa
ciljem razmene odrZivih ideja i projekata koji unapreduju razvoj zajednice.

Tema Foruma 2014. godine bile su,,Investicije i inovacije”, a forum je organizovan pod pokro-
viteljstvom Ministarstva turizma Republike Hrvatske, Ministarstva odrZivog razvoja i turizma
(Crne Gore, Grada Zagreba i Istarske Zupanije.
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POMORSKE PRICE AGENCLJE
MERIDIAN DMCIZ CRNE GORE

Y Agencija Meridian DMC iz Ko-
tora je za svog dugogodisnjeg
klijenta, kompaniju Gasprom,
organizovala dogadaj u neobi-
¢nom zdanju Muzeja Pomors-
: A kog nasleda u sklopu marine
-'L 2 Porto Montenegro.
Za jedinstven, originalan i nezaboravan dogadaj, uvek je do-
brodosao neki neobican i specijalan prostor, koji je u ovom slu-
¢aju, bio pravi pogodak.
Nauticki muzej agencija je za ovu priliku dekorisala i adaptirala
za potrebe radnog rucka svog klijenta. Kako bi klijent imao nez-
aboravno iskustvo dan je realizovan u pomorskom duhu, gde su
gosti imali priliku da posete grad Kotor, grad prvih crnogorskih
pomoraca Perast, ostrvo Gospa od Skrpjela, i jedrenjacima up-
love u marinu Porto Montenegro.
Laganom Setnjom kroz marinu uz pogled na atraktivne mega
jahte i ekskluzivne restorane program je okoncan ruckom u
muzeju s tradicionalnom dobrodoslicom i bogatim gastro sa-
drzajima. Takode, dodatna atrakcija bila je i poseta podmornice
P821 ,Heroj” ¢ime je okoncana jo$ jedna uspesna ,pomorska”
prica agencije Meridian DMC.

»LUXURY RESORT

MEETINGS HOTEL 2013"

ZA HOTEL KEMPINSKI PALACE
PORTOROZ, SLOVENLJA

Luksuzni Hotel Kempinski
Palace Portoroz nagraden
je na ovogodisnjoj manife-
staciji Meetings Star Award
odrZanoj u januaru 2014.
godine, priznanjem ,Luxu-
ry Resort Meetings Hotel
2013”7

Meetings Star Award je priznanje koje se dodeljuje za izvanredan
doprinos u oblasti marketinske komunikacije destinacija, kon-
gresa, dogadaja i pruzaoca usluga iz oblasti kongresne indus-
trije centralne i jugoistocne Evrope.

Priznanje se dodeljuje za kreativnost, znanje i rad zasnovan na
timskom radu i iskustvu koje donosi vidljive i merljive rezultate.
Sertifikat posebnog priznanja dodeljen je hotelu Kempinski Pa-
lace Portoroz za najbolji, Luxury Resort Meeting Hotel” u 2013.
godini, s obzirom na to da je hotel ocenjen sa 4,77 bodova.

TRINAGRADE ZA
BOHINJ PARK ECO HOTEL,
SLOVENLJA

TripAdvisor.com, najpoznatiji
svetski portal za putovanja, .
na godisnjoj ceremoniji do- CHOICE
deljivanja nagrada za 2013. ' 2 0] 3
godinu nagradio je Bohinj

Park ECO Hotel sa tri prestizna priznanja — ,Certificate of Ex-
cellence”; ,Travellers’ Choice” — kategorija hotelskih usluga i sa
Travellers’ Choice” — kategorija top hotela.

Kako bi hotel dobio ,Certificate of Excellence”, mora konstantno
dobijati najviSe ocene — 4 li vise (na skali od 5) u periodu od 6
meseci. Takode, u periodu od godinu dana hotel mora imati i
odredeni broj pregleda i komentara. ,Certificate of Excellence”
se dodeljuje samo onim hotelima koji redovno primaju najbolje
komentare od gostiju.

TRAVELLERS'

OMFS KONGRES,
OHRID, MAKEDONIJA

3. Balkanski i medunarod-
ni kongres maksilofacijal-
ne hirurgije — OMFS, bice
odrzan u periodu od 24. do
27. aprila 2014. godine, na
Ohridu, u Makedoniji.
Tema kongresa bice ,Jaca-
nje veza medu hirurzima“.
Naucni program (e pratiti :
konvencijalne pravce sa jasnom predstavom tekucih koncepata
i tehnika u oblasti hirurgije (upravljanje traumama, inflamato-
rne bolesti, hirurska patologija pljuvacnih Zlezda, implantna
hirurgija, hirurgija facijalnih deformiteta i rascepa, oralni tumo-
ri i rekonstrukcija), kao i sesije na temu postoperativne nege,
endoskopskog i interdiscplinskog pristupa, sa unakrsno specija-
lizovanim sesijama Cije teme Ce obuhvatiti zajednicka intereso-
vanja.

7.CEFOOD KONGRES,
OHRID, MAKEDONLJA

7. Centralno-evropski kongres o hrani — CEFood bice odrZan u periodu od 21. do 24. maja
2014. godine, na Ohridu, u Makedoniji.

Neke od glavnih tema u okviru kongresa bice: sastojci hrane, struktura hrane, proizvodnja
hrane, kvalitet i bezbednost hrane, ambalaZa i rok trajanja, dizajn proizvoda, itd.
Kongres je namenjen nau¢nicima, profesionalcima, kompanijama, drZavnim institucija-
ma i profesionalnim asocijacijama koje deluju u oblasti proizvodnje hrane, obrade hrane,
kvaliteta i bezbednosti hrane, ishrane, higijenskog inZenjeringa i dizajna, inovativnih te-
hnologija i novih trendova u bezbednosti hrane.

Organizatori kongresa su Evropska federacija za nauku o hrani i prehrambenu tehnologiju
(EFFoST) i Medunarodna unija za nauku o hrani i prehrambenu tehnologiju (IUFoST), a
ocekivani broj delegata iz Evrope i celog sveta je 500.

7
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ICESOS'14,
SARAJEVO,
BOSNA | HERCEGOVINA

Medunarodna konferencija o
ekonomskim i socijalnim stu-
dijama (ICESoS) bice odrzana
u periodu od 24. do 25. aprila
2014. godine u Sarajevu, u Bo-
snii Hercegovini.

Svrha ICESoS konferencije je-
steda okupiistraZivaceizobla-
sti ekonomije i drugih drustvenih nauka kako bi razgovarali na
temu regionalnog ekonomskog razvoja, posebno u kontekstu
zemalja Zapadnog Balkana.
Panel program konferencije ¢e
ukljuciti diskusije na temu re-
gionalnog ekonomskog razvoja
u vezi sa ekonomskom tranzici-
jom kroz koju su prosle zemlje
Zapadnog Balkana.

EVENTEX
KONFERENCUJA,
SOFIJA, BUGARSKA

Eventex konferencija odrza-
na je 20. februara 2014. go-
dine u Inter Expo Center-u u
Sofiji, u Bugarskoj.

Eventex je jedina godisnja
konferencija posvecena pro-
fesionalcima u kongresnom
turizmu.

Glavne teme ovogodisnje konferencije bile su alati za efektivnei
inovativne sastanke i dogadaje, globalna kongresna industrija —
pozitivni izgledi za buducnost, 10 nacina da se ustedi na tro3-
kovima dogadaja koriS¢enjem primera iz prakse, generacija Y —
$ta oni Zele od dogadaja?, kako angaZzovanje ucesnika moze
povecati ishod sastanka, hibridni dogadaji: teorije i tehnike za
Sirenje dometa dogadaja.

Govornici na konferenciji bili su Rob Davidson, Stefania Conti-
Vecchi, Graeme Barnett, Magdalina Atanassova i Bo Kruger.

t-. . = s
peveniex

ECO 2014, SOFLJA,
BUGARSKA

21. Evropski kongres o go-
jaznosti - ECO odrZace se u
periodu od 28. do 31. maja
2014. godine u Nacional-
noj palati kulture u Sofiji,
u Bugarskoj.

Kongres omogucava stvar-
anje platforme za diskusiju
0 poslednjim nau¢nim raz-
vojima u ovoj oblasti.
Glavni ciljevi kongresa su da se obezbedi godisnji forum za $i-
renje informacija o najnovijim istraZivanjima na polju gojaznos-
ti, podsticanje i identifikacija inovativnih preventivnih i terapi-
jskih strategija za smanjenje rasprostranjenosti gojaznosti, da
se stvore mogucnosti za umreZavanje za stru¢njake u oblasti
istrazivanja gojaznosti, itd.

Kongres je namenjen lekarima, naucnicima, zdravstvenim rad-
nicima koji rade na istrazivanjima i edukaciji, itd.

Prvi Evropski kongres o gojaznosti odrzan je u Stokholmu 1988.
godine.

MCE SAJAM )
CENTRALNE | ISTOCNE EVROPE,
BUKUREST, RUMUNLJA

4. MCE sajam centralne i isto-
¢ne Evrope odrZan je u periodu
0d9.do 11. februara 2014. go-
dine u Bukurestu, u Rumuniji.
MCE 2014, ponudio je jo3 vie
destinacija; jos vide kvalitetnih
reSenja pruzaocima MICE uslu-
ga u okviru centralne i istoCne
Evrope, i jo$ vide kvalifikovanih
i proverenih gostujucih kupaca
(hosted buyers), zainteresova-
nih za potencijale regiona centralne i istocne Evrope. DMC i
PCO agencije, kompanije za organizaciju dogadaja, kongresni
biroi, hoteli, avio kompanije, itd. srele su se uZivo sa odabranim
i proverenim gostujucim kupcima.

Program konferencije obezbedio je uvazene govornike, koji su
diskutovali na temu aktuelnih deSavanja u okviru industrije,
i obezbedio je jos vise znanja iz oblasti kreiranja jo3 boljih do-
gadaja.

4. MEDUNARODNI FORUM
ZA ZDRAVSTVENITURIZAM,
BUKUREST, RUMUNUA

U periodu od 14. do 16. marta 2014. godine u Bukurestu, u Rumuniji, odrZace se
4. Medunarodni forum za zdravstveni turizam.

Cilj foruma je da se stvori medijska i komunikacijska platforma izmedu stru¢nja-
ka u turizmu i zdravstvu kako bi se identifikovali glavni, odredeni resursi ovog
oblika turizma u Rumuniji i ostatku sveta i njegova integracija u koherentan si-
stem razvoja.

Na forumu ¢e biti predstavljeni najvazniji razvoji u ovoj oblasti, naglasavajuci
promenljivu motivaciju i podsticaje za zdravstvena putovanja i sve vece potrebe

. md za kvalitet u zdravstvenom turizmu kao kontinuirana potraznja na trZistu.

8
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HOLIDAY INN BELGRADE - MK MOUNTAIN RESORT
TORCHBEARER AWARD WINNER FROM SERBIA AMONG THE

Hotel Holiday Inn Belgrade co-
ntinuously for three years, and
for the fourth time (2009, 2011,
2012, 2013), won the prestig-
ious Torchbearer Award for Eu-
rope, awarded by “InterContinental Hotels Group” (IHG). In the
fierce competition of 620 hotels, Torchbearer award is given to
a hotel, which presented excellent results in guest satisfaction
hotel service throughout the year.

STARS’

TIME TO SHINE

The most important element in getting the award is “Heart Be-
et” questionnaire filled by visitors, reviewing hotel service in a
variety of categories such as services, hotel facilities, cleanli-
ness etc.

With this award Hotel Holiday Inn Belgrade crowned the sixth
anniversary of the business operating.

HOTEL VILLA BREG INVRSAC
NOW AS A 4%, BUTWITH
HIGHER QUALITY OF SERVICES

Luxury Hotel Villa Breg, which is located in Vrsac, has finished
with a new process of categorization, more precisely changing
from five to four stars.

Changing to a category of 4 stars did not happen due to the drop
of quality of service, on the contrary, the service is raised to a
higher level.

Namely, hotel decided on this move so that it would be able to
accommodate clients whose business policy does not allow ac-
commodating and organizing events in five-star hotels.

Also, hotel was renovated, so the guests have another new
meeting room for meetings, which, depending on the settings
can accommodate from 20 to 40 people.

WORLD LEADERS IN QUALITY

MK Mountain Resort is
the winner of the prestig-
ious global World Quality
Commitment 2013 Paris
Award, for quality in the
area of tourism and hospi-
tality. This award is grant-
ed to companies and organizations based on votes of business
and economy leaders from 118 countries around the world after
a ten month selection period. This prestigious award, granted
by leaders to leaders, is focused on innovation, market trends,
growing trends, technology innovation and finance.

MK Mountain Resort is the only Serbian company awarded in
the gold category of tourism and hospitality.

As stated by the organizers, the companies awarded for the year
of 2013 are recognized as local and national leaders, and as in-
ternational corporations who represent quality of products and
services, but also have a major part of the market share, leader-
ship in society, and evident results of doing business which is
based on sustainable development.

36™ INTERNATIONAL FAIR OF TOURISM,
BELGRADE, SERBIA

“Making wishes come true-

FEBRUARY 27' - MARCH 2*, 2014,

36™ International Fair of Tourism will be held from 27 February
to 2" March 2014 in the halls of the Belgrade Fair, Serbia.

This year slogan is "Making Wishes Come True”and partner cou-
ntry is Indonesia.

At the Fair it will be presented tourism organizations, agencies,
tour operators, hotel chains, as well as the most attractive tour-
ist destination, mountain resorts, SPAs, airline companies and
many others.

Along with the 36™ International Fair of Tourism, in the halls
of Belgrade Fair it will be held the 10 Fair of Hospitality Equ-
ipment HORECA and the 5™ International Wine Fair BEOWINE.
Last year at the Fair its offer presented more than 880 exhibitors
and number of visitors has exceeded 58 thousand.

HOTEL ZLATIBOR MONA CONTINUES WITH THETREND
OF SUCCESSFUL BUSINESS IN MEETING INDUSTRY

Hotel Zlatibor Mona, with its Congress Centre Koledo, opened in 2013, represents a venue for organi-
zation of some of the largest meetings in the country.

Accordingly to that, in a period from 23 to 25" January 2014, the hotel hosted Porsche SCG dealer
conference. At the conference, the company introduced the latest products and the company services.
The conference was attended by 150 participants, both from the country and the region. Apart from

the conference of Porsche, some other conferences were also held in January, for example, the conferences of companies GIZ and Novartis.
The conference of GIZ was held from 25 to 27* January, while the conference of Novartis was held from 27 to 31 January 2014.

9
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SPRING EVENTS AT THE 19™ BASS CONGRESS,
NOVI SAD FAIR, SERBIA BELGRADE, SERBIA

In 2014 at the Novi Sad
Fair it will be held 20
events. The spring sea-
son will be opened by
the International Fair of
Education “Guidelines’,
the Book Fair and the
International Exhibiti- T

on of Art “Art Expo’, which will be held from 28™ February to
4™ March, while a new manifestation — the Fair of Cosmetics,
Cosmetics Surgery and Baby Accessories will be held from 21
to 23" March. A new term for the International Fair of Tourism
will be at spring, from 10" to 14™ April, and for the first time at
the same period will be held the Fair of Gastronomy, Wine, Beer,
Brandies and Coffee. The 81 International Agricultural Fair will
gather the most significant companies, associations and indi-
viduals from the field of agricultural production, and will be
held from 20™ to 26™ May. In the first part of the year, another
new manifestation will take place — the Fair of Music, which will
be held on 20" and 21t June 2014.

CONFERENCE “THE FUTURE OF TOURISM’,
HOTEL WELL, TERME TUHELJ, CROATIA

Conference “The Future of Tourism - visions, paradigms and sce-
narios” was held on 28™ January 2014 in hotel Well in Terme
Tuhelj, Croatia. Terme Tuhelj in cooperation with IEDC-Bled Sc-
hool has organized a conference at which the analysis of global
tourism trends and the trends in the Alps to the Adriatic was
presented. The conference was dedicated to all the employees
in the tourism industry, company directors, managers, profes-
sors and lecturers at colleges and those who monitor tourism
trends helps in business. Also, the conference was a prelude to
the presentation of the new program, the first EMB study in Cro-
atia which will be a combination of existing MBA and additional
modules from management in tourism, with the visit of distin-
guished professors from the world renowned faculty.

Welcome to Belgrade

19 Congress of the Balkan Stomatological Society — BaSS will
be held from 24" to 27™ April 2014 in Sava Center in Belgrade,
Serbia. Participants of the Congress will be able to attend an
interesting scientific programme with well know and respect
speakers, who will present contemporary achievements in dif-
ferent fields of dentistry.

Some of the main topics of this year Congress will be Dental Bio-
materials and Devices, Fixed Prosthodontics, Pediatric Dentistry,
Oral Diagnosis, Oral Radiology, New Technologies, etc.

RADISSON BLU RESORT AT DUBROVNIK
RECEIVED OPP AWARD FOR EXCELLENCE

Radisson Blu Resort
&Spa, fivestar fully g
integrated resort at -

Dubrovnik Sun Gar-
dens received OPP
Award for Excellen-
e2013.

For the third time in a row, i0 Adria was chosen among 450 of
the leading lights in international property, from over 20 dif-
ferent countries as the Best Developer in Southern Europe.
Radisson Blu Resort is a resort that has been awarded for many
times during past years.

Some of the received awards that resort is proud of are SPA Tra-
veller Award 2013, received for the 3 consecutive year by rea-
ders’ Choice for the best International Spa in Croatia, Expedia’s
Insider Select 2013 for one of the best hotels in Europe, World
Luxury Hotel Award for 2013 for The Best Luxury Coastal Resort
in Europe, Tripadvisor Certificate of Excellence for 2013, a prestig-
jous award extended to only 10% of the world’s finest hotels.

10
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Adria Hotel Forum was held in period from 11 to 13 February 2014, in Westin hotel in
Zagreb, Croatia. The Forum represents the meeting place for the leading hotel chains,
hotel owners and managers as well as professionals from the field of hotel industry
investment to exchange sustainable ideas and projects that foster and benefit the de-
velopment of the community. The topic of the Forum 2014 was “Investments and In-
novations’, and the Forum was organized under auspices of the Ministry of Tourism of
the Republic of Croatia, the Ministry of Sustainable Development and Tourism of Mon-
tenegro, the City of Zagreb and the Istria Region.
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MARITIME STORIES OF THE AGENCY
MERIDIAN DMC, MONTENEGRO

The Agency Meridian DMC
from Kotor organized for
their long-lasting client,
the company Gasprom,
an event in special venue
Sl of The Naval Heritage Mu-
R seum  within the marina
Porto Montenegro. Unique, original and unforgettable events
always prefer unusual and special venues, and which was, in
this case, a real hit.
On this occasion the agency decorated and adapted the museum
for the needs of the working lunch, organized for their client.
In order to prepare such unforgettable event, the day was orga-
nized in the maritime spirit, where the guests had the opportu-
nity to visit the Town of Kotor, the town of the first Montenegrin
seafarers Perast, the island Gospa od Skrpjela (Our Lady of the
Rocks), and to sail into marina Porto Montenegro.
After an easy walk in the marina enjoying the view on the attra-
ctive mega-yachts and exclusive restaurants, the program was
finished with the lunch in the museum, traditional welcome
and rich gastro contents. Also, an additional attraction was the
visit of the submarine P821“Hero” which was the end of another
successful “maritime” story of the agency Meridian DMC.

“LUXURY RESORT MEETINGS HOTEL
OF THE 2013” FOR KEMPINSKI PALACE
PORTOROZ, SLOVENIA

Luxury Kempinski Pa-
lace Portoroz Hotel, at
this year Meetings Star
Award held in January
2014, has received the
award for the "Luxury
Resort Meetings Hotel
of the year 2013".
Meetings Star Award is an award for outstanding contributions
in the field of marketing communication of destinations, cong-
resses, events and meetings industry suppliers in Central and
South East Europe.

The award is a visible recognition of creativity, knowledge and
work based on team-work and experiences that brought clear
and measurable results.

A certificate of special recognition was presented to Kempinski
Palace Portoroz for the best “Luxury Resort Meeting Hotel of the
year 2013, considering that hotel was rated with 4.77 points.

THREE AWARDS
FOR BOHINJ PARK ECO HOTEL, SLOVENIA

The world’s most famous
interactive website for tra-
velers, TripAdvisor.com, has
awarded the Bohinj Park
ECO Hotel with 3 prestigious
recognitions - Certificate of
Excellence; Travellers’ Choi-
ce - Category Hotel services and Travellers’ Choice - Category Top
Hotel, at the Annual Awards Ceremony for 2013.

To receive the Certificate of Excellence, the hotel must consist-
ently receive highest marks 4 or higher (on a scale of 5) for a
period of 6 months. Moreover, in a 12 month period it must re-
ceive a certain number of reviews and opinions.

Certificate of Excellence is received only by hotels that regularly
receive the highest opinion from the guests.

OMFS CONGRESS,
OHRID, MACEDONIA

34Balkan and International Congress for Maxillofacial Surgery —
OMFS, will be held in period from 24" to 27* April 2014 at Ohrid,
Macedonia.

The theme of the congress is “Strengthening connections for
surgeons”. The scientific program will follow conventional lines
with sound representation of current concepts and techniques
in surgical field (trauma management, inflammatory diseases,
surgical pathology of salivary glands, implant surgery, surgery
of facial deformities and clefts, oral tumors and reconstructi-
ons), as well as sessions in postoperative treatment, endoscopy
and interdisciplinary approaches with cross-specialty sessions
in areas of joint interests.

7™ CEFOOD CONGRESS, OHRID, MACEDONIA

7™ Central European Congress on Food — CEFood will be held in period from 21 to 24 May
2014 at Ohrid, Macedonia.

Some of the congress main topics will be: Food Ingredients, Food Structure, Food Production,
Food Quality and Safety, Packaging and Shelf Life, Product Design, etc.

Congress is intended for scientists, professionals, companies, governmental officials and pro-
fessional associations working in the fields of food production, food processing, food quality
and safety, nutrition, hygienic engineering and design, innovative technologies, new trends

in food safety.

Organizers of the congress are European Federation of Food Science and Technology (EFFoST)
and International Union of Food Science and Technology (IUFoST) and the expected number
of delegates is 500 from Europe and all around the world.
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ICESOS’14, SARAJEVO, EVENTEX CONFERENCE,
BOSNIA AND HERZEGOVINA SOFIA, BULGARIA

International Conference on Economic and Social Studies

(ICESoS) will be held in period from 24" to 25® April 2014 in

Sarajevo, Bosnia and Herzegovina.

The purpose of ICESoS Conference is to bring economy and other

social science researchers together to discuss issues related to
regional economic developme-
nt particularly in the context of
Western Balkan countries.

Eventex Conference was
held on 20" February 2014,
at Inter Expo Center in So-
fia, Bulgaria. Eventex Con-
ference is the only annual
conference for meeting and
event professionals in the
region.

Main topics of this year conference were Toolbox for effective
and innovative meetings and events, The Global Meetings In-
dustry — A positive outlook for the future, 10 ways to save on
event costs by using sustainable practices, Generation Y — what

12
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ECONOMIC Conference panel program will do they want from events?, How engaging the participants can
DEvELOPMENT.  include discussions covering re- increase the outcome of the meeting, Hybrid events: theories
gional economic development and techniques to extend the reach of an event.
issues related to economic tran- Speakers at conference were top meeting and event profession-
sitions experienced by Western als from Europe, such as Rob Davidson, Stefania Conti-Vecchi,
Balkan countries. Graeme Barnett, Magdalina Atanassova and Bo Kruger.
ECO 2014, MCE CENTRAL AND
SOFIA, BULGARIA EASTERN EUROPE FAIR,
21 European Cong- BUCHAREST, ROMANIA
ress on Obesity - ECO LN
will be held in period % 05
from 28™ to 31 May ‘rg.!."}ﬁ
2014 at National Pa- #@;},49'

lace of Culture in So-
fia, Bulgaria. '
This congress provides an essential platform for discussion on
the latest scientific developments in the field. The objectives
of the ECO are to provide an annual forum for the disseminati-
on of information about state of the art research in the field of
obesity, to foster the identification of innovative preventive and
treatment strategies to reduce the prevalence of obesity and its
associated burden of diseases, to provide networking opportu-
nities for experts in the field of obesity research and manage-
ment, etc.

The target audience for ECO is clinicians, scientists, allied health
professionals working in the field of obesity research and edu-
cation, opinion leaders and advocacy groups. The first European
Congress on Obesity (ECO) took place in Stockholm in 1988.

The MICE Event for Central & Eastern Europe
9 - 11 February 2014 - Bucharest - Romania

4™ MCE Central and Eastern Europe Fair was held in period from
9™ to 11" February 2014 in Bucharest, Romania.

The MCE 2014 offered more destinations; more Solution Provi-
ders offer quality MICE services within Central and Eastern Eu-
rope and more qualified and screened Hosted Buyers interested
in making use of the potential the CEE region offers.

DMCs, PCOs, Event Management Companies, Conventions Bure-
aus, Hotels, Airlines, etc. meet up on a face to face basis with the
selected and screened hosted buyers.

A conference program offered keynote speakers, discussing hot
topics within theindustry, ensured increasing knowledge on cre-
ating optimized events.

4™ INTERNATIONAL FORUM
FOR HEALTH TOURISM,
BUCHAREST, ROMANIA

4™ |nternational Forum for Health Tourism will be held from 14" to 16™ March 2014, in
Bucharest, Romania.

Aim of this forum is to create a media and communication platform between experts in
touristic and health services, in order to identify the main, specific resources of this form
of tourism in Romania and all around the world and its integration in a coherent system
of development.

At the forum it will be presented the mostimportant evolutions in the field, highlighting
the changing motivations and incentives for health travel and the increasing need for
quality in health tourism as a continuous market demand.




Unique ambiance for every occasion

Modern congress center
Wellness & spa
Restaurant Tiara
150 comfortable rooms
Free parking and garage

www.hotel-aristos.hr
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Otvoren 88 Rooms Hotel****
u Beogradu

Sredinom februara u Beogradu je otvoren 88 Rooms Hotel****, koji se nalazi u centru
grada. Hotel je opremljen po standardima hotela sa Cetiri zvezdice, a poslovace pod
okriljem kompanije MK Mountain Resort.

88 Rooms Hotel zasniva se osnovama modernog hotelijerstva i namenjen je u istoj meri
poslovnim gostima i turistima.

Enterijer hotela odlikuje moderan dizajn, svetao i udoban ambijent, kao i najsavremenija
oprema za rad i digitalnu komunikaciju.

Pored 88 soba i apartmana, hotel e raspolagati konferencijskim prostorom i ,rooftop”
restoranom koji ¢e biti smesten na krovu Sestospratnice, odakle se pruza neverovatan
pogled na Beograd i obale Dunava.

Novi, luksuzni apartmani
hotela Metropol Palace Beograd

U Beogradskom hotelu Metropol Palace, koji pripada lancu hotela Luxury Collection, gostima su od
sada na raspolaganju novi apartmani besprekornog dizajna, medu kojima su apratman Beograd i apar-
tman Park.

Apartman Beograd se prostire na dva sprata, i iz njega se pruza prelep pogled na crkvu Svetog Marka
i TaSmajdanski park, ¢ineci ga idealnim mestom za posebne prilike. Dok, luksuzno opremljeni apart-
man Park gostima pruZa utisak da se nalaze daleko od gradske vreve. Svi novi apartmani su prostrani i
gostima pruzaju komfor, ali i udobnost, podsecajuci na slavnu istoriju hotela.

SAMSUNG - »GO PLAY"u hotelu
I Holiday Inn Beograd

U novoj sezoni hotel Holiday Inn Beograd je pripremio iznenadenje u vidu dodatnog benefita
za svoje goste.

Nakon proslogodinje akcije ,GO GREEN with Holiday Inn’, gde je gostima pruzena nova us-
luga - iznajmljivanje bicikla, menadZment hotela je Zeleo da u slicnom duhu ude u novu
2014. godinu. Kako bi na pravi nacin iskoristili pauzu izmedu sastanaka, upotpunili vreme
na zivopisan nacin, ili se osetili kao kod kuce daleko od kuce, gostima je na raspolaganju je-
dinstveni ugodaj i kutak.

Naime, re¢ je Play Corner-u koji je pozicioniran u lobiju hotela, savremenoj stanici za prepu-
$tanje svetu najnovijih igrica.

Kraljevi Cardaci SPA
otvaraju vrata kongresnom turizmu o . 1]

Kraljevi Cardaci SPA na Kopaoniku, od sada raspolazu sa novom konferendijskom salom i = |
lobi barom. Konferencijska sala ima kapacitet od 370 mesta, sa mogucnoscu pregradivanja g0 E DRI X AR L
na 2, 3 ili 4 sale koje su opremljene najsavremenijom tehnickom opremom.

Novootvoreni lobi bar je pogodan kako za odrZavanje poslovnih sastanaka, tako i za ostale 1
vrste skupova. B -

Uz ponudu a la carte restorana i pivnice, kao i uz ¢injenicu da su proglaseni za jedan od naj- T a b
boljih Spa centara u Srbiji, Kraljevi Cardaci SPA pruZaju odli¢an izbor za razne vrste poslov- ¥

nih dogadaja. v ' ﬁ"“\'-.-i.'

SEE Offices - sale za sastanke
sa najboljim pogledom na Beograd

Kompanija SEE Offices odnedavno nudi uslugu iznajmljivanja sala za sastanke na ekskluzivnoj
lokaciji — 19. spratu Poslovnog centra,Us¢e” na Novom Beogradu.

Klijentima su na raspolaganju kompletno opremljene sale za sastanke sa najboljim pogle-
dom na Beograd, u kojima u potpunoj privatnosti mogu drZati vazne sastanke sa sadasnjim ili
buducim poslovnim partnerima ili treninge za manje grupe.

Kapacitet tri raspoloZive sale se krece od 12 pa sve do 70 osoba, pa se mogu organizovati i se-
dnice upravnih odbora, a klijentima je na raspolaganju i osoblje SEE Offices koje ¢e im pruziti
kompletnu podr3ku prilikom organizacije kompleksnih dogadaja.

Sale su na raspolaganju tokom celog dana, ¢ak i u vecernjim asovima i vikendom.

— -..;\H
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»Uskocite” u novi
Jump Inn Hotel Beograd

Jump Inn Hotel koji se nalazi u centru Begrada, u Savamali bice otvoren u martu 2014. godine.
Zgrada hotela je potpuno renovirana sa akcentom na komfor, dizajn, najnovije tehnologije i visok
nivo usluge.

Hotel ce imati 49 soba i apartmana. Sobe su zamisljene tako da zadovolje visoke standarde i da
odgovaraju razli¢itim ukusima i potrebama gostiju.

Takode, hotel ce imati i dve konferencijske sale za sastanke opremljene uredajima najnovije teh-
nologije i sa besplatnim pristupom WiFi internetu. Manja sala je namenjena za 20 ljudi, a veca sala
je kapaciteta do 80 ljudi.

N

(7
o
’2{

Projekat Talas-Srbija

je otpoceo

Talas-M, jedna od vodecih DMCagencija u Crnoj Gori zapocela je sa novim projektom Talas-Srbija.
Naime, pocetkom marta 2014. godine Talas-M e otvoriti svoju kancelariju Talas-S u Beogradu.
Zahvaljujuci predanom radu tima agencije Talas-M, kao i besprekornoj usluzi, povereni su im

Volkswagen, Airbus, Henkel, Coca Cola, L'Oreal, Chanel, Toyota, Renault, IBM i mnogi drugi.
Intenzivan rad na marketingu destinacije Srbije kroz dugogodisnje kanale prodaje Talas-M-a dao
je rezultate i prve grupe su ve¢ potvrdene za 2014. godinu. Takode, za februar su planirani sales
calls u Evropi i Rusiji na kojima e se promovisati Srhija kao MICE destinacija.

Prvi hotel sa pet zvezdica
na ostrvu Losinj - Hotel Bellevue 5%

Grupacija Losinj Hotels & Villas, hotelski brend komapnije Jadranka hoteli, odlucila je da hotel Bel-
levue koji je trenutno u rekonstrukdiji, izgradi na nivou pet zvezdica. Bice to prvi hotel na ostrvu
Loginj s najvisom kategorijom kvaliteta. Smesten je u qustoj borovoj park $umi Cikat, u neposred-
noj blizini tirkizno plavog mora. Hotel ¢e imati jedinstveni Wellness centar, kao i veliku kongresnu
salu za 300 osoba, a koja se po potrebi moze pregraditi na tri manje, potpuno opremljene sale.
Nastavak je to investicionog ciklusa zapocetog 2008. godine, koji je podigao kvalitet usluge u
hotelima Aurora, Vespera i Punta na Cetiri zvezdice. Grupacija namerava nastaviti sa ulaganjima
u podizanje kvaliteta zone Cikat i cele destinacije, cemu u prilog idu planovi za produZenje piste
loSinjskog aerodroma i izgradnja Eko golf igraliSta na podrucju Punta Krize.

Hotel Porta u Skoplju postaje
jedan od vodecih gradskih biznis centara

Pocetkom 2014. godine Hotel Porta u Skoplju obogatio je svoju kongresnu ponudu otvaranjem
trece konferencijske sale - Klub sale. Njen jednostavan i savremen enterijer sa pazljivo izabranim
detaljima omogucava ugodan radni ambijent sa kapacitetom za najvide 100 ucesnika.

Jasno fokusirajuci se u smeru razvijanja profesionalnog biznis centra, sada Hotel Porta poseduje
tri opremljene konferencijske sale — Cokoladnu salu, saluVreloiKlub salu sa ukupnom povrsinom
0d 400 m. Ukupan broj mesta za sedenje u ovim salama je 400. Konferencijsku ponudu hotela
Porta upotpunjuje 20 soba za smestaj gostiju, kao i a la carte restoran.

Uskoro se planira i rekonstrukcija predvorja i restorana, kako bi se novim klijentima u potpunosti
odgovorilo na zahteve, ali i uvelo osvezenje za stalne klijente.

Starwood Hotels and Resorts
od leta 2014. godine u Ljubljani

Kompanija Starwood Hotels and Resorts Worldwide zvanino je najavila potpisivanje ugovora sa
sadasnjim vlasnikom Ljubljana Hotela Mons. Hotel koji je u vlasnistvu Kranjska Investicijska Druzba
d.0.0., obeleZice ulazak hotelskog lanca Starwood u Sloveniju, a otvorice se u leto 2014. godine.
Four Points by Sheraton Ljubljana Mons nalazi se na 10 minuta udaljenosti od centra Ljubljane i na
15 minuta od medunarodnog aerodroma. Four Points by Sheraton Ljubljana Mons hotel raspolaze
sa 114 soba, ukljucujuci 3 junior apartmana, restoran i bar.

Hotel ¢e imati blizu 850 m? prostora za sastanke i dogadaje, ukljucujuci veliku balsku dvoranu, 2 sale
za sastanke kao i tri sale za sastanke odbora, kao i fitnes centar i parking.
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88 Rooms Hotel****
Opened in Belgrade

In mid-February in Belgrade was opened 88 Rooms Hotel****, located in the centre of
the city. The 88 Rooms Hotel**** is equipped upon the four-star hotel standards and
will be operated by MK Mountain Resort.

The concept of the 88 Rooms Hotel is based on the principles of modern hotel business
and targets both business guests and tourists, who are increasing visiting Belgrade.
Interior layout boasts with modern design, bright and comfortable ambience and the
latest equipment for work and digital communication.

In addition to 88 rooms and suites, the hotel will also have a conference hall and a ro-
oftop restaurant, located on the roof of this six-floor building, with an amazing view of
Belgrade and the Danube river banks.

New Luxury Suites at
Hotel Metropol Palace Belgrade

Hotel Metropol Palace, which belongs to the Luxury Collection hotel chain, from now offers to the
guests new luxury suites with the flawless design, among which are Belgrade and Park suite.
Belgrade suite is situated on the 2 floor with spectacular view on the St. Mark’s church and
Tasmajdan Park, which makes it an ideal place for special occasions.

While, luxuriously furnished Park suite provides guests the impression that they are far from the
city noise. All new luxury suites are spacious and to the guests offer comfort and convenience,
reminding them of the famous history of the hotel.

“GO PLAY”in
Hotel Holiday Inn Belgrade

Starting with new season, hotel Holiday Inn Belgrade prepared a surprise as additional benefit
for their quests.

After last year’s campaign “GO GREEN with Holiday Inn’, where hotel offered a new service - Renta
bike, hotel wanted to start 2014 in similar spirit.

In order to take a break between meetings and spend time in playful way during their stay, and
mostimportant - to feel like home away from home, a unique atmosphere and a corner is available
only for guest.

Hotel prepared for guests letting go to a world of the latest games, Play Corner, modern station positioned in the lobby of the hotel.

Kraljevi Cardaci SPA
Opening the Doors for Meeting Industry

Kraljevi Cardaci SPA at Kopaonik, from now in its offer has new conference hall and a
lobby bar. Conference hall has the capacity with 370 seats, and it can be divided into 2, 3
or 4 halls which are equipped with state-of-art technical equipment.

The newly opened lobby bar is suitable for business meetings, as well as for other types
of gatherings.

With the offer of a la carte restaurant and pub, as well as the fact that they were named
as one of the best Spas in Serbia, Kraljevi Cardaci SPA provides an excellent choice for all
kinds of business events.

| ‘ SEE Offices - Meeting Rooms
with the Best View over Belgrade

SEE Offices, from recent offers meeting rooms at an exclusive location — 19" floor of the Usce
Business Centre in New Belgrade.

Meeting rooms are equipped with all the necessities, including the beamer, and offer a
breathtaking view over Belgrade.

Clients can organize meetings with existing or future business partners in complete privacy,
or trainings for smaller groups.

The capacity of the meeting rooms goes from 12 to 70 people, so itis also possible to organi-
. ze management board meetings, and the SEE Offices staff will provide to its clients complete
support for organization of events.

Meeting rooms are available during the whole day, including evenings and weekends.
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Jump in New
Jump Inn Hotel Belgrade

Jump Inn Hotel Belgrade which is located in the heart of Belgrade, in Savamala district will
be opened in March 2014. Hotel building has been completely renovated with emphasis on
comfort, design, latest technology and high standard of service.

Hotel will have 49 rooms and suites. Rooms are designed to meet high standards, different
tastes and needs of the guests.

Also, there are two modern conference and meeting rooms equipped with the latest technol-
ogy in audio and video, WiFi access and internally controlled air conditioning. Meeting room
is suitable for 20 people and conference room can accommodate up to 80 people.

The Project Talas-Serbia
is Underway
Talas-M, one of the leading DMC agencies in Montenegro started with a new project Talas-Serbia.

@ T A L A S . S Naimely, at the begginig of March 2014 Talas-M will open Talas-S office in Belgrade.

i i Thanks to devoted work of Talas-M agency team and impeccable service, they have been entrusted with
some of the most prestigious events ever organized in Montenegro.
And some of their clients have been well known names as Volkswagen, Airbus, Henkel, Coca Cola, L'Oreal, Chanel, Toyota, Renault, IBM and many more.
Intensive work on destination marketing of Serbia through sales channels of Talas-M gave results and firsts groups have already been confirmed for 2014.
Also, in February agency plan sales calls in Europe and Russia, which will promote Serbia as a MICE destination.

Aanagenent Company of Serbin

The First Five-Star Hotel
on the Island of Losinj - Hotel Bellevue 5*

Losinj Hotels & Villas, brand of Jadranka hoteli, decided that Hotel Bellevue, currently under recon-
struction, will be refurhished to a five-star hotel. Hotel is located in a wonderful setting pine trees
of Cikat Park forest and next to the blue sea. It will be the first hotel on the island of Losinj with the
highest category of quality. The hotel will have a unique Wellness Centre and a large conference
hall for up to 300 persons, which can be divided into three smaller, fully equipped halls.

This is a continuation of the investment cycle started in 2008, which already raised the quality of
service in hotels Aurora, Vespera and Punta to four stars. The Group intends to continue with the
investments in improving the quality of Cikat zone and the whole destination, which will also be supported by the Losinj Airport’s runway extension and
building of Eco golf courses in the area of Punta Kriza.

Hotel Porta Skopje Became
One of the City’s Leading Business Centers

At the beginning of 2014 Hotel Porta in Skopje enriched its congress offer by opening the third
conference room - Club hall.

Its simple and modern interior with carefully selected details provides a comfortable working
ambiance with a capacity for up to 100 participants.

Focusing in the direction of developing a professional business center, Hotel Porta now has
three fully equipped conference rooms - Chocolate room, Vrelo room and Club hall with a total
area of 400 m. Total number of seats in these rooms is 400.

20 guest rooms and an a la carte restaurant complement the conference offer of Hotel Porta. A reconstruction of the lobby and restaurant are also plan-
ned, in order to fully meet clients requests, as well as introduce variety for regular customers.

From Summer Starwood Hotels
and Resorts in Ljubljana

The company Starwood Hotels & Resorts Worldwide has officially announced the conclusion
of a contract with the owner of the current Ljubljana Hotel Mons.

Owned by Kranjska Investicijska Druzba d.o.0., the hotel will mark the entry of Starwood
into Slovenia when it opens in summer 2014.

Four Points by Sheraton Ljubljana Mons will be located just 10 minutes from the centre of
Ljubljana and 15 minutes from the international airport. Four Points by Sheraton Ljubljana
Mons will feature 114 guest rooms including three junior suites, a restaurant and bar, nearly
850 sqm of meeting and event space, including a large ballroom, two meeting rooms and
three boardrooms, as well as a fitness centre and parking facilities.
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Mracni i ratni turizam

TAJNE 1 MISTERLJE )
VELIKIH TRAGEDIJA PRIVLACE TURISTE

Ove godine se Sirom sveta i kod nas obeleZava sto godina od pocetka Prvog svetskog rata. Ovaj rat se smatra jednim od najvecih u istoriji, odneo
je mnogo ljudskih Zrtava i doprineo razaranju drZava i privreda. Danas, odredene lokacije i destinacije koje su igrale istorijsku ulogu u Prvom
svetskom ratu, privlae mnoge turiste. Jedna od centralnih manifestacija u regionu bice odrzana 28. juna u Sarajevu, u Bosni i Hercegovini, s
obzirom da je tog dana izvrien atentat na austrougarskog prestolonaslednika Franca Ferdinanda od strane mladog Gaverila Principa, pripadnika
tajne organizacije ,Mlada Bosna”. Ovaj dogadaj se smatra povodom za pocetak Prvog svetskog rata.

Odluka da otputujete na mesto smrti,
terora i ljudskog stradanja nije neuo-
bicajena stvar, i $to je zalosno, takva
mesta i postoje, Sirom sveta.

lako mesto nuklearne katastrofe, dom
serijskog ubice, prostorija za izvrienje
smrtne kazne nekadasnjeg drzavnog
zatvora ili mesto gde je na stotine
ljudi brutalno liseno Zivota ne zvuci
kao dobra lokacija za godisnji odmor,
»mracni” turizam dozivljava svoj pro-
cvat.

Poslednjih godina postoji sve vece
interesovanje ljudi da kao turisti
obidu mesta desavanja velikih tra-
gedija i masovnih stradanja ljudi.
To je dovelo do razvoja specificnih
oblika turizma tzv. ,mracénog”i rat-
nog turizma.

Mracni turizam predstavlja relativno
novu oblast istraZivanja u turizmu.

Pojam su definisali Foli i Lenon, 1996.
godine, kao fenomen koji obuhvata
prezentaciju i konzumiranje (od stra-
ne posetilaca) stvarnih i komodifiko-

vanih mesta smrti i katastrofa. Takode
se naziva crni turizam ili turizam tuge,
i uklju¢uje putovanja na lokacije po-
vezane sa smrcu i tragedijom.

Ipak, uprkos prirodi mra¢nog turizma
koja je prili¢no neprijatna, ovakva pu-
tovanja ne zahtevaju,mracne turiste”,
vec samo ljude zainteresovane da sa-
znaju i nauce nesto o zivotu i o svetu
u kom zivimo.
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Institut za istrazivanje mracnog tu-
rizma, sa sediStem na Univerzitetu
Centralnog Lankasira (UK), organi-
zovan je kao akademski centar za
izucavanje, istrazivanje i predava-
nja iz oblasti mracnog turizma.

Mesta mrac¢nog turizma

Mesta mracnog turizma ukljucuju de-
stinacije na kojima su se vodili ratovi
i odvijale bitke, mesta koja su zadesi-
le prirodne katastrofe, lokacije na ko-
jima su izvrSena ubistva, mesta teko-
vine robovlasnistva, zatvori, groblja i
sablasne turisticke atrakcije.

Od mnostva takvih mesta, odabrali
smo i odlucili da imenujemo nekoliko
najinteresantnijih u celom svetu.

Ausvic-Birkenau u Poljskoj je kon-
centracioni logor i logor smrti gde je
oko milion evropskih Jevreja ubijeno
od strane nacista tokom Drugog svet-
skog rata. Svake godine preko milion
ljudi poseti ovo mesto koje se prostire
na povrsini od 191 hektara, da vidi i
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da nauci nesto o holokaustu. Memo-
rijalni Muzej Ausdvic-Birkenau obuhva-
ta logor Ausvic-Birkenau, eksponate i
spomenike.

U 2013. godini, Memorijalni Muzej
Audvic Birkenau posetilo je 1,33 mi-
liona ljudi.

Memorijalni park mira Hirosime u Ja-
panu posvecen je se¢anju na 140.000
direktnih i indirektnih zrtava nukle-
arnog napada na Japan. Memorijalni
park obuhvata rusevine konstrukcije
zgrade, sada poznate kao Kupola ato-
mske bombe, $to je ujedno i zgrada
koja je bila najbliza centru eksplozije,
a koja je, prezivela” Danas, park privla-
Ci posetioce iz celog sveta, a grad Hiro-
sima je uprkos svemu Zivahan i atrakti-
van moderan grad pun zelenila.

Alkatraz u San Francisku, nekadadom
najozloglasenijih kriminalaca Ameri-
ke, drzavni zatvor koji je bio aktivan

Alkatraz, San Francisko

De el

na ovoj lokaciji od 1934. do 1963. go-
dine, doneo je dozu mistike na Stenu
(The Rock). Prisustvo ozloglasenih za-
tvorenika kao $to su Al Kapone, ,Lice
s oziljkom” i Robert Stroud, zvani,Co-
vek ptica” dalo je ovom ostrvu epitet
ozloglasenog.

Sve do danasnjih dana, Alkatraz je bio
i ostao najveca legenda medu svet-
skim zatvorima.

Pored celija, dvorana, kula i svetioni-
ka, turisticku atrakciju takode predsta-
vljaju i impresivni vrtovi, koji su bili
vazan deo svakodnevice sluzbenika,
porodica i zatvorenika vezanih za Al-
katraz, bilo po kazni ili po duznosti.

Muzej genocida, Tuol Sleng, Kamhodza
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Polja smrti u Kambodzi obuhvata-
ju nekoliko lokacija u Kambodzi na
kojima je veliki broj ljudi ubijen i sah-
ranjen, a 20.000 masovnih grobnica
ukazuje na najmanje 1.386.734 Zrtve
pogubljenja. Najposecenije mesto je
nekadasnja srednja Skola koja je po-
stala najveci zatvor, pritvor i centar
mucenja u zemlji. Danas je to Muzej
genocida, Tuol Sleng, ¢iji eksponti uk-
ljuCuju ¢itav niz prostorija u kojima su
izloZzene fotografije muskaraca, zena i
dece, fotografije koje prekrivaju zido-
ve od poda do plafona; oni koji su fo-
tografisani, kasnije su i poubijani.

Spomenik 9/11 u Njujorku predsta-
vlja spomenik podignut u cast hilja-
de neduznih muskaraca, zena i dece
koji su nastradali od strane terorista
u stravicnim napadima 26. februara
1993.i 11. septembra 2001. godine.
Spomen park ukljucuje dve ogromne
fontane koje reflektuju svetlost, i koje
su postavljene na povrsini nekadas-
njih temelja Severne i Juzne kule.

Ratni turizam

Jedna od podgrupa mracnog turiz-
ma je ratni turizam. Istoricari veruju
da je XX vek, vek u kome je proliveno
najvise krvi u celoj ljudskoj istoriji u
smislu broja ratnih Zrtava.
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Tokom XX veka, vodeno je 25 ratova
i oruzanih sukoba, a broj direktnih i
indirektnih Zrtava je procenjen na iz-
medu 170200 miliona ljudi, a od tog
broja, oko 110 miliona ljudi je nastra-
dalo na bojnim poljima.

Danas, ratni turizamima mnogo zago-
vornika, kao jedna od najatraktivnijih
i najvaznijih grana industrije turizma

Spomenik 9/11, Njujork

u celom svetu, a milioni ljudi posete
lokacije ratnog turizma $irom sveta,
kroz ture obilazaka bojnih polja. Ovaj
segment turizma se ubrzano razvija
na svetskom nivou, i mnogo novcanih
sredstava je uloZeno u razlicitim zem-
ljama sveta.

Dva najpoznatija rata u ljudskoj istori-
ji su Prvi svetski rat i Drugi svetski rat,
dok je danas najcesca asocijacija na

MOTEL “KOD NOVAKA"
Karakaj b.b., Zvornik, Republika Srpska (BiH)
+387 56 261 756, 261 215
www.motel-novak.com
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rat, rat u Iranu. Takode, ratovi u Bosni
i Vijetnamu privlate mnoge turiste,
koji su radoznali da vide mesta i bojna
polja na kojima su se vodila ova dva
rata.

U periodu od 2014. do 2018. godine
Sirom sveta, nacije, zajednice i poje-
dinci svih uzrasta ¢e do¢i da obeleze,
slave uspomenu i sete se Zivota onih
koji su Ziveli, borili se i izgubili Zivote
u Prvom svetskom ratu.

Kako ce se ova znacajna godisnjica
obeleziti u svetu i kod nas u regionu,
ostaje nam da vidimo.

S.G.
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SECRETS AND MYSTERIES OF GREAT
TRAGEDIES ATTRACTS TOURISTS

This year, all around the world and here, in the region, a hundred years from the beginning of the World War | will be marked. That war is considered
to be one of the greatest wars in history, as it took so many human lives and resulted in devastation of countries and economies. Today, certain
locations and destinations that played the historic role in the World War | attract many tourists. One of the central manifestations in the region will
take place in Sarajevo, Bosnia and Herzegovina, on 28" June, the day of assassination of the Austro-Hungarian prince Franz Ferdinand by a young
Gavrilo Princip, a member of the secret organization “Mlada Bosna”. This event is considered to be the cause for the beginning of the World War 1.

Choosing to travel to sites of death,
terror, and human suffering is not un-
common and, sadly, such places exist
across the globe. Although the site of
a nuclear disaster zone, the home of
a serial killer, the execution chamber
of a former state prison or place whe-
re hundreds of people were brutally
murdered don't sound as a good idea
for holiday, dark tourism is on the
rise.

During the last few years, there
has been an increasing interest of
people to visit, as tourists, the sites
of great tragedies and mass suffer-
ing, and to such extent that it lead
to development of specific forms
of tourism, so called, dark and war
tourism.

Dark tourism is a relatively new area
of tourism research. It is defined by
Foley and Lennon in 1996 as the phe-
nomenon which encompasses the
presentation and consumption (by vi-

sitors) of real and commodified death
and disaster sites. Also called black or
grief tourism, it involves travel to sites
associated with death and tragedy.

But despite the uncomfortable nature
of dark tourism, it doesn’t need “dark
tourists’, it just needs people who are
interested in learning about this life
and this world.

§ilSchwitz-Birkenats, Poland

28" June 1914, Sarajevo,
the day of assassination
of Franz Ferdinand

The Institute for Dark Tourism Re-
search, based at the University of
Central Lancashire (UK), was set
up as an academic centre for dark
tourism scholarship, research, and
teaching.

Dark tourism sites

Sites of dark tourism include destina-
tions where wars or battles have ta-
ken place, scenes of natural disasters,
murder spots, slavery-heritage sites,
prisons, graveyards, and macabre vi-
sitor attractions.

Among them, we chose to name so-
me of most interesting sites in the
world.

Auschwitz-Birkenau, Poland is the
concentration and extermination ca-
mp where approximately one million
European Jews were murdered by
the Nazis during World War Two. Each
year over a million people visit the site
that covers 191 hectares, to reflect up-
on and learn about the events of the

I 7 . T
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holocaust. The Auschwitz-Birkenau
Memorial Museum contains the Aus-
chwitz-Birkenau camps, exhibits, and
memorials.

Auschwitz Memorial visited by 1.33
million people in 2013.

Hiroshima Peace Memorial Park, Ja-
pan is dedicated to the memories of
the 140,000 directand indirect victims
of the nuclear attack on Japan.

The memorial parkincludes the skele-
tal ruins of the building now known
as the A-Bomb Dome that is the clo-
sest building to the centre of the ex-
plosion to remain standing.

Today the park attracts visitors from
all over the world and the city of Hiro-
shima is a vibrant, green and attracti-
ve modern city.

Alcatraz, San Francisco

Alcatraz, San Francisco was once ho-
me to some of America’s most noto-
rious criminals, the federal penitenti-
ary that operated here from 1934 to
1963 brought a dark mystique to the
Rock.The presence of infamous inma-
tes like Al “Scarface” Capone, and the
“Birdman” Robert Stroud helped to
establish the island’s notoriety.

To this day, Alcatraz is best known as
one of the world’s most legendary pri-
sons.

Beside cellhouse, halls, towers and li-
ghthouse, tourist attractions are imp-
ressive Gardens that were an impor-
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N H_iro__sh_imail_’eace Memorial Park, Japan

tant part of everyday life for officers,
families, and prisoners confined to
Alcatraz by sentence or duty.

Killing Fields, Cambodia are a num-
ber of sites in Cambodia where large
numbers of people were killed and
buried, 20,000 mass grave sites indi-
cate at least 1,386,734 victims of exe-
cution. The most visited is a former
high school that became the largest
prison and center of detention and
torture in the country. That is today’s
Tuol Sleng Genocide Museum which
displays include room after room in
which photographs of men, women
and children cover the walls from flo-
or to ceiling; virtually all the people
pictured were later killed.

The 9/11 Memorial, New York is a
memorial in honor of the thousands
of innocent men, women, and child-
ren murdered by terrorists in the hor-
rific attacks of February 26, 1993 and
September 11, 2001. The Memorial
park surrounds two enormous reflec-
ting pools set within the footprints of
the North and South towers.

War tourism

One of the subsets of dark tourism is
war tourism. Historians believe that
century 20 is the bloodiest century in
human history in terms of casualties
resulting from war.
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In century 20, 25 wars and armed co-
nflicts, direct and indirect casualties
were estimated to be between 170
and 200 million persons and the nu-
mber of the killed was about 110 mil-
lion persons in battlefields.

Today, war tourism has many propo-
nents as one of the attractive and im-
portant branches of tourism industry
in the world and millions of people
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The 9/11 Memorial, New York

visit the war tourism charismas from
different parts of the world through
battlefields tours. This part of touri-
sm industry is growing rapidly in the
world and many investments have
been made in this field in different co-
untries of the world.

Two most known wars in human his-
tory are World War | and World War I,
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while today’s most common associa-
tion on war is one in Iran. Also, wars
in Bosnia and Vietnam attract many
tourists to see places and battlefields
where these wars were.

In the period from 2014 to 2018 ac-
ross the world, nations, communities
and individuals of all ages will come
together to mark, commemorate and
rememberthelives of those wholived,
fought and died in the World War I.
How this significant anniversary is go-
ing to be marked in the world and in
our region, just remains for us to see.

S.G.

U toku 2014. godine posebno izdvajamo:

FARMACIJA

FIP / Bangkok

30. avg - 4. sept 2014.

Srbija / Crna Gora [/ Bosna i Hercegovina [ Makedonija / Hrvatska

fip

| BANGKOK 2014 “’ﬂ

| FIPWORLD CONGRESS

| 30August-4 September

KONGRESNA PUTOVANJA
ORTOPEDUIA UROLOGIA
TE?&EEE;NG
eal
of Urology

»»» Kongresi i sajmovi iz oblasti medicine »»»

T.A. BON VOYAGE
Va$ partner za poslovna putovanja!

Tel: +381 21 66 11 944
Tel/Fax: +381 21 66 21 244

KARDIOLOGUA

ESC / Barselona
30. avg - 3. sept 2014.

Ay

RADIOLOGUA

ERS / Minhen
6. - 10. sept 2014.

ERS

EURDPEAN
HESFIRATORY
SOCIETY

E-mail: congresses@hbonvoyage.co.rs
Web: www.bonvoyage.rs
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Promo Tours, Sarajevo

primer iz

prakse

10. GODISNJA GASTROENTEROLOSKA
KONFERENCIJA U SARAJEVU

Deseta Gastroenteroloska konferencija ce se odrZati u Sarajevu u periodu od 3. do 4. aprila 2014. godine, u Domu Mladih, kongresnom cen-
tru lociranom u sredistu grada. Ciljevi ucenja nadolazece konferencije usmjerene su na najnovija dostignuca u hitnim intervencijama gastro-
enterologije kao Sto su upravljanje neuspjelih intervencija i komplikacija.

Format simpozija uklju¢uje prezenta-
cije i demonstracije regionalnih i me-
dunarodnih stru¢njaka sa dva state-
of-the-art predavanja i simpozija za
medicinske sestre.

U prethodnim godinama izmedu 600-
800 ucesnika je ucestvovalo na svakoj
Gastroenteroloskoj konferenciji.
Vedina ucesnika dolazi iz regiona ju-
goistocne Evrope, a predavadi iz cije-
log svijeta. Tehnicki izazovi za ovako
veliku organizaciju su brojni. Od obe-
zbjedivanja adekvatnog smjestaja i
organiziranja gala vecera do stru¢nih
tehnickih detalja kao $to su live endo-
skopski simpoziji.

Koncept konferencije se temelji na iz-
nimno pozitivnom odgovoru sa pret-
hodnih susreta.

Svaki uspjesan kongres je rezultat
mnogih sedmica detaljnih pripre-
ma. Dogadaji poput kongresa uk-
ljucuju mnoge slozene interakcije,
dakle, oni moraju upravljati pro-
fesionalno, promisljeno i pazljivim
akcentom na detalje.

9" Annual Gastroentgolagy

Conference, Saz

Radionica Endoskopije ce se prenositi
uzivo iz sale u konferencijsku dvora-
nu. Ova dogadaj je od interesa za ga-
stroenterologe, onkologe, interniste,
hirurge, medicinske sestre, te studen-
te medicine.

Ova konferencija je organizirana od
strane Promo Tours agencije iz Sara-
jeva kao vodece poslovne agencije u
oblasti kongresnih deSavanja, semi-
nara u posljednjih Cetrnaest godina.
Njihov strucni tim pruza sveukupne
radnje na temelju detaljnih planiranja
u svim fazama projekta.
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Filozofija PromoTours-a je da se pona-
$a kao pravi partner voden strascu,
predanoscu i profesionalnoscu.
Promo tours agencija dosljedno jaca
kvalitetu i kreativnu vrijednost svojih
proizvoda, jer radi prema svojoj viziji
i zelji da ostane prepoznata kao po-
slovna-turisticka agencija na regiona-
Inim i europskim trzistima.

Neki od kongresa u 2014. god. u or-
ganizaciji Promo Tours agencije

- ERA-EDTA CME Kurs,
Sarajevo, 22. mart 2014. god.

- IIl Kongres AGP/FM SEE, Sarajevo,
19.-22. septembar 2014. god.

- 1. Kongres Ortopeda i
Traumatologa BiH, Jahorina,
20.-22. septembar 2014. god.

www.promotours.ba
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Promo Tours, Sarajevo

from practice

10™ SARAJEVO ANNUAL
GASTROENTEROLOGY CONFERENCE

10™ Sarajevo Annual Gastroenterology Conference will take place in Sarajevo at the “Dom Mladih” Convention Centre, located at the centre of
the city, on the 3 and 4" of April 2014. The learning objectives of the upcoming conference are focused on the most interesting and recent

topics in gastroenterology and hepatology.

The format of the symposia includes
presentations and demonstrations
by regional and international experts
with two state-of-the-art lectures and
symposium for nurses.

In past years, between 600 and 800
participants took place on every Ga-
stroenterology Conference. Majority
of participants comes from SEE regi-
on, and lectures from all around the
world. Technical challenges for such a
big organization are numerous.

From providing appropriate accom-
modation and organizing gala din-
ners to scientific technical details su-
ch as live endoscopy symposium.

The concept of the conference is ba-
sed on the extremely positive respon-
se at previous meetings.

Every successful congress is the
result of many weeks of detailed
preparation. Events such as cong-
resses involve many complex inte-
ractions, therefore they must be
managed professionally, thought-
fully and with exacting attention
to detail.

= business travel
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Live endoscopy workshop will be di-
rectly transmitted from Endoscopy
Unit to the Conference Venue.

The event is of interest for gastroen-
terologists, oncologists, internists, su-
rgeons, nurses, residents and medical
students.

This Conference is organized by Pro-
mo Tours agency from Sarajevo.
Promo Tours is the leading Professio-
nal Congress Organizer in Bosnia and
Herzegovina with proven experience
during last 14 years in congress or-
ganization and management. Their
professional team provides all day-
to-day operations based on detailed

RIS
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planning of all stages of the project.
Philosophy of Promo Tours is to act
like true partners driven by passion,
commitment and professionalism.
Agency is consistently strengthening
the quality and creative value of its
products as they work toward its visi-
on of becoming a respected tourism
agency on the regional and European
markets.

Some of congressesin 2014 in orga-
nisation of Promo Tours

- ERA-EDTA CME Course,
Sarajevo, 22" March 2014

- Il Congress AGP/FM SEE, Sarajevo,
19™-22" September 2014

- 1% Congress of Orthopaedists
and Traumatologists B&H,
Jahorina, 20%-22" September 2014

www.promotours.ba
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Organizacioni komitet Zimskih olim-
pijskih i paraolimpijskih igara u Soci-
ju 2014 formiran je 2. oktobra 2007.
god., ubrzo posle zavrsetka tendera.
Osnovao ga je Olimpijski komitet Ru-
sije, Ministarstvo sporta, turizma i om-
ladine, kao i uprava grada Socija.
Predsednik i Glavni izvr3ni direktor Or-
ganizacionog komiteta igara 2014 u
Sotiju je Dimitrij Cernjisenko.

Ljudi, deo igara u Sociju 2014

Do 2014. godine, tim Organizacionog
komiteta igara u Sociju 2014, brojao
jevise od 1.900 stalno angazovanih,
i oko 6.000 privremeno angaZova-
nihlica.

XXII Zimske olimpijske igre i XI Zimske
paraolimpijske igre u Sociju 2014 uk-
lju¢i¢ce 25.000 volontera: oko 13.000
opstih volontera, 8.000 volontera pro-
fesionalaca angazovanih u posebnim

Novi, glamurozan i blistav Olimpijski grad

SOCI 2014 - ZIMSKE OLIMPIJSKE
| PARAOLIMPUSKE IGRE

XXII Zimske olimpijske igre odrzane su u periodu od 7. do 23. februara 2014. godine, dok se XI Zimske paraolimpijske igre odrzavaju od 7. do 16.
marta 2014. godine. Za ukupno 26 dana koliko traju igre, sve oci sveta bice uperene u grad Soci u Rusiji.

Zimske
olimpijske
gre 2014 4
i‘é'

Zimske
paraolimpijske
igre 2014

oblastima i oko 4.000 volontera spor-
tista.

Organizacioni komitet igara u Sociju
2014, uspesno primenjuje Program
Ambasadora, koji za cilj ima da pro-
movise sve aspekte projekta Olimpij-
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zemalja

aktuelne teme

6.000

zemalja

timova

skih igara, vrednosti Olimpijskih i Pa-
raolimpijskih igara, mlade sportiste,
sportiste sa invaliditetom i zdrav stil
Zivota uopste.

Do 2014. godine, broj Ambasadora
dosegao je cifru od 38 lica.

~OSochi 2014
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Grad Soci

Grad broji oko 430.000 stanovnika, a
ukljucuje preko 100 razli¢itih etnickih
grupa. Grad Soci pripada Krasnodar-
skom regionu, koji naseljava 5,1 mili-
on ljudi. Soci se nalazi u jedinstvenoj
klimatskoj zoni na obali Crnog mora,
u podnozju planinskog regiona Za-
padnog Kavkaza.

Soci je poznat po jedinstvenoj kom-
binaciji mediteranske i alpske klime.
Prosecna visina sneznog pokrivaca u
planinskoj oblasti je 2 metra. Tokom

- - p
insko olimpijsko selo © Sochi 2014

zime, temperatura je ispod nule, ali
jaki mrazevi nisu uobicajena pojava.

Soci 2014 - Proba

Program probnih desavanja koji pret-
hodi igrama u Sociju 2014, tri puta je
vedi od onog u Vankuveru, i ukljucio
je vise od 70 desavanja iz svih Olim-
pijskih i Paraolimpijskih sportova. Od
ukupnog broja desavanja, vise od 30
je bilo medunarodnog karaktera.

Vise od 150 dana treninga i takmi-
cenja tokom ove sezone Probnih de-

= business travel
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Time Sto ce biti domacin Zimskih
igara 2014, Rusija ce dobiti svoj prvi
medunarodni centar za zimske spor-
tove.

$avanja ujedno predstavlja i najinten-
zivniju fazu radova u susret igrama.

U svim Olimpijskim i Paraolimpijskim
sportovimaodrzanojeukupno21me-
dunarodno sportsko takmicenje.

Oko 3.100 sportista i 2.600 posetilaca
iz 60 zemalja, oko 2.800 reprezentati-
vaca iz Federacija, sudija i tehnickog
osoblja, kao i preko 5.300 volontera
koji su radili ukupno u 50.000 smena,
ucestvovalo je u Probnim desavanji-
ma.

Kada je u pitanju obim projekta i de-
$avanja, Probna desavanja su posluzi-
la kao generalna proba igara posto
su se odvijala u realno vreme, pod
realnim uslovima i na lokacijama na
kojima ce se odigrati igre, sa angazo-
vanjem svih ucesnika i organizatora.
Organizacioni komitet igara u Sociju
2014, bio je prvi koji je u potpunosti
testirao sve funkcije i usluge koje ¢e
biti primenjene tokom igara.

©Sochi 2014
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Legat Zimskih

olimpijskih igara

Time Sto e biti domacin Zimskih
igara 2014, Rusija ¢e dobiti svoj prvi
medunarodni centar za zimske spor-
tove.

Centar obuhvata:

- Obalski klaster: Ledena kupola
,Bolj3oj”, Arena ,Saiba“, Centar
za umetnicko klizanje, i dvorana
za klizanje , Ajsberg”.

- Planinski klaster: Sankaski centar
“Sanki”, staze za bob i sankanje,
kao i staze za nordijsko skijanje.

Dvorana za klizanje, Ajsherg”
©Sochi 2014

Sagradena su 4 skijaska centra, plani-
rana da ugoste 42.000 turista, a uku-
pna duzina skijaskih staza prelazi du-
Zinu od 150 km.

Zimske igre 2014 pomazu i u podiza-
nju procenta zaposlenosti u Rusiji.
Ukupan broj radnih mesta stvorenih
i podrzanih od strane Olimpijskog
Projekta prelazi 560.000, u razlicitim
sektorima privrede Rusije.

Objekti i infrastruktura

Zimske igre u Sociju 2014 bice najpo-
tpunije u celokupnoj istoriji Zimskih
igara. Izgradnja je ukljucila 206 obje-
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kata. Od toga, samo 30 su direktno
povezana sa sportskim dogadajima.
Preostalih 176 objekata predstavljaju
tehnicku i turisticku infrastrukturu, i
namenjene su razvoju grada Socija
kao planinskog centra.

Lokacije u sklopu igara u Sociju 2014,
podeljene su na dva dela: Obalski kla-
ster i Planinski klaster.

Olimpijski park u Obalskom klaste-
ru moze da primi oko 75.000 gostiju
istovremeno. Sve lokacije u okviru
Parka, njih 60, nalaze se na pesackoj
razdaljini jedna od druge.

Medu njima je i Olimpijski stadion
#Fist”, na kome Ce se odigrati sveca-
ne ceremonije Otvaranja i Zatvaranja
igara, kapaciteta 40.000 gledalaca.
Zatim, Ledena kupola ,Bolj$oj” gde
Ce se igrati hokej i Cija je gradevina za-
panjujuce konstrukcije. Odabir boje
fasadnog stakla je takav da tokom

©Sochi 2014

Olimpijsko selo © Sochi 2014
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dana pruza spektakularan prizor igre
svetlosti, dok uvece postaje potpuno
transparentna i omogucava prolazni-
cima da uzivaju u enterijeru.

Ima jo$ velicanstvenih lokacija vred-
nih pomena: Arena ,Saiba” koja
prima 7.000 gledalaca i ¢iji eksterijer
udruzuje formu sneznog kovitlaca ili
paka u pokretu; Karling centar ,Le-
dena kocka” koji prima 3.000 gleda-
laca i jedina je sportska arena na
svetu sagradena u toj veli¢ini, a da je
projektovana specijalno za kuglanje
na ledu; Dvorana za klizanje ,Ajs-
berg” koja prima 12.000 gledalaca;
Adler Arena koja prima 8.000 gleda-
laca i mnoge druge lokacije uklju¢u-
judi i Olimpijsko selo.

Lokacije Planinskog klastera nala-
ze se na mestu Krasnaja Poljana, $to
je manje od sat vremena voznje od
Olimpijskog Parka, novom Zelezni-
com. Tamo se nalaze lokacije za odr-

Arena, Saiba“ © Sochi 2014

Zavanje sportskih disciplina na sne-
gu, planinska olimpijska sela, hoteli i
ostali sadrzaji.

Novi medunarodni aerodromski ko-
mpleks u Sociju, koji je otvoren u ma-
ju 2010. godine, predstavlja jedno od

[ business travel [
& meetings

klju¢nih lokacija Zimskih olimpijskih
i paraolimpijskih igara u Sociju 2014.
Kapacitet aerodroma tokom igara u
Sociju dosticice broj od 3.800 putni-
ka na sat.

Prema minimalnim I0C uslovima, do
2014. godine, So¢i ¢e raspolagati sa
41467 hotelskih soba, namenjenih
posetiocima i u¢esnicima igara.

Oko 25.600 novih hotelskih soba
zagarantovano je Programom za iz-
gradnju olimpijskih objekata.

Kao deo priprema za Olimpijske i Pa-
raolimpijske igre u Sociju 2014, uku-
pno 47 lokacija transportne infrastru-
kture izgradeno je ili modernizovano
kako u Sociju, tako i u okolini.
Do 2014. godine, izgradeno je preko
367,3 km puteva i mostova, a polo-
Zeno je i vise od 201 km Zeleznicke
pruge.

S.G.

za Zimske igre u Sociju 2014

Srpska kompanija izgradila preko milion kvadrata

Za samo tri godine srpska kompanija Putevi UZice izgradila je i opremila desetinu kapitalnih objekata medu kojima su
najznacajniji: Medunarodni Ruski olimpijski univerzitet, povrsine 92.000 m?, u ¢ijem sastavu su: Univerzitet, hotel sa 5 zvezdi-
ca Pullman-Accor, Kongresni Centar Pullman, hotel sa 4 zvezdice Mercure-Accor, Olimpijsko selo Imiritinka, povriine 76.000
m?, 1.160 stanova, hotelski kompleks sa 4 zvezdice Roza Hutor — Accor, povrsine 39.000 m?, Swisshotel Kamelija sa 5 zvezdica,
povrsine 56.000 m?, Cetiri mosta na Krasnoj poljani kao i nekoliko stambenih kompleksa povrsine 637.000 m2.

Ukupna povriina izvedenih objekata za Z01 SOCI 2014 je preko 1 milion m2,

Zanimljivo je pomenuti da su Putevi UZice za izvodenje svojih projekata u najvecoj meri koristili proizvode srpskih proizvodaca
koji su zadovoljili visoke medunarodne standarde kvaliteta.
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New, Glamorous and Shiny City for the Games

SOCHI 2014-OLYMPIC AND
PARALYMPIC WINTER GAMES

hot topics

XXII Olympic Winter Games took place from 7™ to 23" February 2014, while XI Paralympic Winter Games will take place from 7™ to 16™ March

2074. For total of 26 days of competitions, the eyes of the world are upon city of Sochi in Russia.

The Sochi 2014 Organizing Commit-
tee was created on October 2, 2007,
soon after the successful completion
of the Bidding phase. It was founded
by the Russian Olympic Committee,
the Ministry of Sports, Tourism and
Youth Policy, and the city of Sochi’s
Administration. Dmitry Chernyshen-
ko is the President and CEO of the So-
chi 2014 Organizing Committee.

People of Sochi 2014

By 2014, the Sochi 2014 Organizing
Committee team exceeded more than
1,900 permanent staff and about
6,000 temporary employees.

The XXII Olympic Winter Games and
XI Paralympic Winter Games of 2014
in Sochi will involve 25,000 volunte-
ers: about 13,000 general volunteers,
8,000 professional volunteer working

Olympic
Winter
Games 2014

Paralympic
Winter
Games 2014

in special branches and about 4,000
sports volunteers.

Sochi 2014 Organizing Committee
successfully implements the Sochi
2014 Ambassador Program, which
is aimed at promoting all aspects of

85
countries

countries

6.000

Olympic
athletes
and team
| members

and team
members

the Olympic project, the Olympic and
Paralympic values, young athletes, at-
hletes with disabilities and a healthy
lifestyle in general.

By 2014, the number of Ambassadors
reached 38 persons.
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The City of Sochi

Inhabited by around 430,000 people
representing over 100 different eth-
nic groups, the city of Sochi is part
of the Krasnodar Region, which has a
population of 5.1 million people.
Sochi is located in a unique climatic
zone on the shore of the Black Sea, at
the foot of the Western Caucasus mo-
untain region.

Sochi is famous for its unique combi-
nation of Mediterranean and Alpine
climate. The average snow cover in

the mountains is 2 meters. In winter,
the temperature is regularly below
zero, but there are usually no severe
frosts.

Sochi 2014 Test Events

The Sochi 2014 pre-Olympic Test Ev-
ents Program is three times bigger
than the one in Vancouver and inclu-
ded more than 70 events in all Olym-
pic and Paralympic sports. Of those
events, more than 30 were internati-
onal.

= business travel
& meetings

Hosting the 2014 Games will make it
possible to create Russia’s first ever
international winter sports center.

More than 150 days of training and
competitions during this season’s
Test Events constituted the most inte-
nsive stage of works in the run up to
the Games.

21 international sports competiti-
ons in all Olympic and Paralympic
sports took place.

About 3,100 athletes and 2,600 acco-
mpanying guests from 60 countries,
about 2,800 representatives from Fe-
derations, judges and technical dele-
gates, and over 5,300 volunteers, who
worked a total of 50,000 shifts, took
part in the Test Events.

In terms of the projects and scale of
the events, the Test Events acted as a
Games dress rehearsal as they took
place in real time, under real conditi-
ons and at real Games venues with
the engagement of all participants
and organizers.

The Sochi 2014 Organizing Commi-
ttee was the first to fully test all functi-
ons and services which will be used
during the Games.

© Sochi 2014

31
SEE Business Travel & Meetings magazine - February 2014 *

I ' .




[ business travel f§

& meetings g

Legacy of the
Olympic Winter Games

Hosting the 2014 Games will make it
possible to create Russia’s first ever in-
ternational winter sports center.

The center will include:

- Coastal Cluster venues: “Bolshoy”
Ice Dome, “Shayba” Arena, the Fi-
gure Skating Training Center, and
“Iceberg” Skating Palace.

- Mountain Cluster venues: Slid-
ing Center “Sanki”, the Luge and
Bobsleigh Training Track and the
Nordic Combined Track.

Adler Arena Speedskating Center
- ©Sochi 2014

4 ski resorts, designed for 42,000 to-
urists, have been built with a total le-
ngth of the ski slopes more than 150
km.

The 2014 Games help to boost em-
ployment in Russia. The total numb-
er of jobs created and supported by
the Olympic project has exceeded
560,000 in the various sectors of the
Russian economy.

Venues and Infrastructure

The Sochi 2014 Games will be the
most compact in the entire history of
the Winter Games. The construction
included 206 venues. Of these, only
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30 are directly connected with the ho-
sting of sports events. The other 176
venues are facilities for the engineer-
ing and tourist infrastructure and are
intended for the development of the
city of Sochi as an alpine resort.

The Sochi 2014 venues are divided in
two parts: Coastal Cluster and Moun-
tain Cluster venues.

The Olympic Park in the Coastal Clu-
ster can accommodate approximate-
ly 75,000 guests simultaneously.

All competition venues of the Park, 60
of them, are located within walking
distance of each other.

Among them is “Fisht” Olympic Sta-
dium which is designed to host the
Opening and Closing Ceremonies,
with capacity for 40,000 spectators.
Then, “Bolshoy” Ice Dome for ice
hockey with amazing construction.
The color of the facade glass was se-

©Sochi 2014

“Fisht” Olympic Stadium © Sochi 2014
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“RusSki Gorki” Jumping Center © Sochi 2014

lected so that by day specular highli-
ghts play on it, whilst in the evening
it becomes fully transparent enabling
people to see the interior of the bu-
ilding.

There are also other great venues to
be mentioned: “Shayba” Arena for
7,000 spectators which outer appe-
arance incorporates the shape of a
snow whirlwind or a puck in motion;
“Ice Cube” Curling Center for 3,000
spectators and the only sporting are-
na in the world constructed on such
a grand scale to have been created
especially for curling; “lceberg” Ska-
ting Palace for 12,000 spectators;
Adler Arena for 8,000 spectators and
many others including Olympic Villa-

ge.

The Mountain Cluster venues are
situated in Krasnaya Polyana, less th-
an an hour from the Olympic Park via
the new railway line. Sports venues

for snow disciplines, the Mountain
and Endurance Mountain Olympic
Village, hotels and other facilities are
based there.

The new Sochi International Air-
port complex, which was opened

The Olympic flame has been carried underwater in Lake Baikal,
the world’s deepest lake, as part of the Sochi 2014 Olympic Torch Relay © Sochi 2014
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in May 2010, is essentially one of the
key venues for the 2014 Olympic and
Paralympic Winter Games. The capa-
city of the airport during the Sochi
Games will reach 3,800 passengers
per hour.

According to minimal I0C requireme-
nts, by 2014 there are 41,467 hotel
rooms in Sochi for visitors and parti-
cipants of the Games. Approximately
25,600 new hotel rooms are guara-
nteed by the Program for the Con-
struction of Olympic Venues.

As part of the preparations for the
2014 Olympic and Paralympic Games,
a total of 47 transport infrastructure
venues have been built or moderni-
zed in and around Sochi. By 2014,
over 367.3 km of roads and bridges
have been built and more than 201
km of railway lines have been laid.

S.G.

for the Games in Sochi 2014

international standards of quality.

Serbian company has built more than one million square meters

In just three years Serbian company “Putevi UZice” built and equipped dozens of capital facilities, among which the most
important are: Russian International Olympic University, area of 92,000 m?, consisting of: the University, 5-star hotel Accor
Pullman, Pullman Congress Centre, the 4-star hotel Mercure Accor, the Olympic Village Imiritinka of 76,000 m?, 1,160 apart-
ments, a resort with 4-star hotel Roza Hutor Accor of 39,000 m?, 5-star hotel Swisshotel Camellia of 56,000 m?, four bridges in
Krasnaya Polyana and several residential complex area of 637,000 m2.

The total area of built facilities for the 2014 Winter Games is over 1 million m
It is interesting to note that the “Putevi UZice” for its projects largely used products of Serbian producers who meet high
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Welcome Home!

. 17 Hotel

Modern, dynamic and in the right place!

Meet in style in the new Falkensteiner Hotel Belgrade ****5 and feel right at home.

The city that lives to the fullest, cosmopolitan Belgrade, has gained an extra dose of exuberance
with the superior Falkensteiner City Hotel. Whether you are on a business trip, participating in
a conference or you would like to enjoy the night life in a city that never sleeps, one ideal
destination exists: Falkensteiner Hotel Belgrade **** Superior.

YOU CAN EXPECT:

* A great location in the center of the business district of New * A hotel bar and salon for cigar lovers
Belgrade, 5 minutes to the city center and 15 min to the airport  , 5 city SPA with an incorporated fitness center
* Easy access from the highway E 75 from the direction of o Free WIE)
Zagreb (Genex Kula exit)
" ’ y . . * A sprinkler, smoke and fire alarm system as well as safety
* 170 superiorly equipped rooms and suites with anatomic beds equipment
= 7 exclusive conference halls on an area of 700 m? « An underground garage with 54 parking spaces and an
« The Pink Topaz Restaurant with an offer of local and outside parking lot

international cuisine

Tel. +381/(0)11 225 0000, reservations.belgrade@falkensteiner.com, www.belgrade.falkensteiner.com
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ZASTO KORPORATIVNI DOGADPAJI?

Korporativni dogadaji su dogadaji organizovani i finansirani od strane kompanije, sa ciljem da promoviSu kompaniju, njene vrednosti, proiz-
vode ili usluge, da animiraju ili nagrade zaposlene, partnere, saradnike, kao i ostali sektor od uticaja za njeno poslovanje.

Istrazivanja govore da je pet puta sku-
plje privuci novog kupca nego zadrzati
postoje¢eg. Zato kompanije neguju
odnose sa starim kupcima, a putem
dogadaja koje organizuju ucvrscuju
medusobne odnose, klijentima impo-
nuje da budu pozvani na prestizne
dogadaje, a uc¢estvovanjem u zabavi i
aktivnostima koje kompanija organi-
zuje za njih potvrduju sebi da je ku-
povina ili koris¢enje usluga te Kom-
panije bio pravi izbor.

Korporativne dogadaje mozemo da
podelimo u sledece grupe:

- Svecane vecere, okupljanja i kokteli

- Sportske, rekreativne i tim bilding ak-
tivnosti

- Prisustvo znacajnim sportskim, mu-
zickim i kulturnim dogadajima

- Izleti, putovanja, vikendi

Svecane vecere, okupljanja i kokte-
li predstavljaju najces¢i vid korporati-
vnih dogadaja, a organizuju se u hote-
lima, event prostorima, restoranima,
zatim, specijalnim prostorima - mu-
zejima, galerijama, pozoristima, vina-
rijama, tvrdavamaii sl., kao i na brodo-
vima, kruzerima i jahtama.

//’— ==

——

Sportske, rekreativne i tim bilding
aktivnosti se obi¢no organizuju na ot-
vorenom i zamisljene su da gosti uce-
stvuju u organizovanim aktivnostima.
Aktivnosti mogu biti karting, gadanje
lukom i strelom, voznja balonom, heli-
kopterom i razne druge.

Sportske i tim bilding aktivnosti zah-
tevaju hotele ili komplekse sa sport-
skim terenima i sadrzajima, ali i pri-
rodnim okruzenjem prilagodenim za
dodatne aktivnosti - planinarenje, ori-
jentiring, kao i razne tim bilding igre.
U zatvorenom prostoru to mogu biti

i - J.PMorgan, Corporate Challenge, Singapore
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Korporativni dogadaji su, zapravo,
alat koji menadzment kompanije ko-
risti za uspostavljanje, izgradnju i
produbljivanje odnosa sa kupcima,
zaposlenima i grupama i pojedinci-
ma od interesa za kompaniju.

tim bilding aktivnosti osmisljene za
zatvoren prostor, zatim kuglanje, ¢a-
sovi kuvanja, slikanja i sli¢no.

Prisustvoznacajnim sportskim, mu-
zickim, kulturnim i umetnickim do-
gadajima.Kompanijarezervise mesta
i placa karte i putovanja za prestizne
sportske dogadaje, kao Sto su finale
teniskih kupova, na primer Vimbldon
iliRolan Garos, zatim fudbalska prven-
stva, Formule 1 sli¢no. To mogu biti i
koncerti svetskih i domacih zvezda, ili
pozorisne premijere, mjuzikli, opera
ili balet. Svetski poznati festivali kao
sto su Karneval u Riu, Oktoberfest ili
nedelja mode u Parizu, takode nece
ostaviti nikoga ravnodu$nim.

Koji vid korporativnog dogadaja kom-
panija organizuje, zavisi od toga koja
je glavna delatnost kompanije, koja
je ciljna grupa za taj dogadaj, ¢ime
se oni bave, koja su im interesovanja,
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zanimanja, obrazovanje, godiste i pol.
Sta se konkretnije Zeli postici i kakva
poruka poslati, i naravno, zavisi od bu-
dzeta.

Korporativni dogadaji su, zapravo,
alat koji menadzment kompanije
koristi za uspostavljanje, izgradnju i
produbljivanje odnosa sa kupcima,

zaposlenima i grupama i pojedincima
od interesa za kompaniju. Teorijskim
re¢nikom, korporativni dogadaji se
mogu svrstati u CRM (Customer Rela-
tionship Management) alate.

Pojedinciigrupe od interesa mogu bi-
ti investitori i potencijalni investitori,
posrednici i distributeri, nevladine or-

I RSEEQFFICES |

BELGRADE-USCE -

SEE Offices Conference Center

tema broja

ganizacije i drzavni sektor, mediji i sl.
Korporativni dogadaji otvaraju pros-
tor za uspostavljanje dubljih veza,
osecaja pripadnosti i zadovoljstva
zbog saradnje sa kompanijom, kao
i slanje pozitivne poruke za potenci-
jalne saradnike, kupce i investitore.

Motivisu se stari kupci i inspirisu novi,
kreira se prilika da se zadive saradnici,
da se celokupan utisak prenese dalje
pricom ili putem socijalnih mreza, a
svi ostali pozele da budu deo te uz-
budljive i uspesne price.

M. M.

Organize your event with the best view in town

At the 19" floor of USCE Tower we are offering you unique place for meetings,
trainings and conferences with the best view over Belgrade. Our experienced staff
will be there to support you, so you can focus on your event.

= Flexible: capacity from 5 to 75 persons

= Fully equipped: projector, flip chart, internet, catering
= Private: maximum privacy for important meetings

= Convenient: free parking for all visitors
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Contact

Bulevar Mihajla Pupina 6
19" floor, Belgrade

Tel: +381 (11) 44 04 400
sales@seeoffices.rs
www.seeoffices.rs
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WHY CORPORATE EVENTS?

Corporate events are events organized and financed by the company, in order to promote the company, its values, products or services, and in
order to animate or award the employees, customers, partners, intermediaries, as well as other influential sector.

The research activities indicate to the
fact that it takes five times more fu-
nds to attract a new customer than
to keep the existing one. That is why
the companies cherish their relati-
ons with the existing customers, for
example, through the events that
strengthen the existing relationships,
as the clients always feel important
when being invited to prestigious
events. Also, when taking part in en-
tertainmentand activities that the co-
mpany organizes for them, the clients
again confirm to themselves that the
products or the services they choose
to buy from the company are exactly
the right choice.

Corporate events can be classified in
the following groups:

- Galadinners, gatherings and cockta-
il events

- Sport activities, recreation and team
building activities

- Attendance at important sport, mu-
sic and cultural events

- Trips, city breaks, weekends

Gala dinners, gatherings and co-
cktail events are the most usual co-
rporate events organized in hotels,

venues, restaurants, and special ve-
nues — museums, galleries, theatres,
wineries, fortresses, etc., as well as on
ships, cruisers and yachts.

Sport activities, recreation and te-
am building activities are usually
organized as outdoor activities and in
such a way that the guests take part
in organized activities.

Such activities may include carting,
shooting bow and arrow, flying in
hot air balloons or helicopters, and
similar. Sport and team building ac-
tivities require hotels or resorts with
sport terrains and facilities, but also
with natural environment adapted to
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Corporate events actually represent
the tool which the company ma-
nagement uses in establishment,
construction and deepening of the
relationships with the company cu-
stomers, employees, as well as the
groups and the individuals of the
special interest for the company.

extra activities - mountaineering, ori-
enteering, as well as many other team
building games.

Talking about indoor activities, those
are usually team building activities
conceived for indoor entertainment,
then, bowling, cooking lessons, pain-
ting lessons, etc.

Attendance atimportantsport, mu-
sic and cultural events. The compa-
ny books the seats and pays the tic-
kets and the trips to prestigious sport
events, such as tennis cup finals, Wi-
mbledon or Roland Garros, then fo-
otball championships, Formula 1, and
similar. Those can be the concerts of
international and domestic stars, the-
atre premieres, musicals, opera or
ballet. World famous festivals, such
as Rio Carnival, Oktoberfest or Paris
Fashion Week, will not leave anyone
indifferent.
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The type of corporate event that one
company decides to organize depe-
nds on the principal business activi-
ty of such company, on the target
groups planned for the event, their
business field, interests, occupation,
education, age and gender. It also
depends on the final goal they want
to reach and the message they want
to communicate, and of course, it de-
pends on the budget.

Corporate events actually represent
the tool which the company mana-
gement uses in establishment, con-
struction and deepening of the relati-
onships with the company customers,
employees, as well as the groups and
the individuals of the special interest
for the company.

In theory, corporate events can be
classified among CRM (Customer Re-
lationship Management) tools.

cover story

The groups and the individuals of
the special interest can be investors
and prosperous investors, mediators
and distributors, nongovernmental
organizations and the public sector,
media etc.

Corporate events creates opportuni-
ties for establishment of deeper re-
lationships, the sense of belonging
and the pleasure arising from coope-
ration with the Company, and also
to communicate positive messages
to potential partners, customers and
investors.

It motivates the existing and inspires
new customers, creates the opportu-
nity to impress the partners, and to
share the entire impression through
communication or via various social
networks, and also to make all the ot-
hers wish to be a part of such exciting
and successful story.

M. M.

> NOVOSADSKI SAJAM

Kongresni centar MASTER

www.kongresnicentar.sajam.net

M KONGRESI

M SAVETOVANJA

[l SEMINARI

Il TRENINZI | EDUKACIJE

B GODISNJICE FIRMI| DRUGI KORPORATIVNI SKUPOVI
B PRIVREDNE | POLITICKE PROMOCLJE

M MODNE REVUIJE

¢ Kompletna organizacija dogadaja
¢ Najsavremenija audio i vizuelna oprema

¢ |znajmljivanje sala za 100, 200, 350, 400, 600, 1.000, 1.350 mesta
* Pripremanje svecanih ruckova, koktela i raznih proslava
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Region jugoistocne Evrope

ZASTUPLJENOST
KORPORATIVNIH DOGADAJA

Postoji opsti utisak da smo iza sebe ostavili godine krize Sto se tice organizacije dogadaja i kongresnog turizma i da ¢e nova 2014. godina dopri-
neti da se Cvrsto stisnut kais od prethodnih godina malo olabavi. Takav je makar generalni utisak u svetu. Kod nas u regionu, kako smo ve¢ tradi-
cionalno navikli u svim sferama, situacija je uvek manje optimisticna, ali to ne znai da ne treba da nastavimo sa radom i ocekujemo napredak.

Pocetkom 2014. godine, SEEbtm ma-
gazin je vrsio istrazivanje vezano za
tendencije u organizovanju korpora-
tivnih dogadaja, njihovu ucestalost,
znacaj za kompanije i formu samih
dogadaja.

Ucestalost organizovanja korporativnih dogadaja (prema istrazivanju koje je sproveo SEEbtm
magazin medu kompanijama u regionu jugoistocne Evrope, pocetkom 2014. godine.)

Veoma Cesto
(7-10 puta mesecno)

Cesto
Istrazivanje je vrseno medu kompani- (1-3 puta mesecno)
jama raznih sektora (banke i osigura-

. p , Povremeno
vajuca drustva, auto kuce, IT kompa- (5-10 puta godiznje)

nije, finansije, ministarstva...) iz regiona 1

jugoistocne Evrope. Retko . J
(1-2 puta godisnje) m
Sve kompanije koje su ucestvovale u 0% 5%  10% 15% 20% 25% 30% 35% 40%
istraZivanju organizuju korporativne
dogadaje.

Najveci procenat (36%) organizuje 1-
2 puta godisnje neku vrstu korporati-
vnih dogadaja.

Njih 29% organizuje dogadaje 5-10

A

| ;f |

puta godiSnje, dok skoro isti proce-
nat, 25% kompanija to praktikuje ce-
sto, 1-3 puta mesecno.

Najmanji broj ispitanika, 10% kom-
panija organizuje korporativne doga-
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daje veoma cesto, oko 100 godisnje.
Korporativni dogadaji se organizuju
uglavnom u zemlji u kojoj se nalazi
kompanija ili predstavnistvo, tacnije
kod 75% kompanija je to slucaj.
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U zemljama regiona organizuje doga-
daje 15% ispitanih kompanija, dok
10% praktikuju dogadaje po raznim
evropskim zemljama.

Kao osnovne razloge za organizaciju
korporativnih dogadaja, kompanije u
regionu jugoisto¢ne Evrope navode:

+ Promocija proizvoda
ili usluge (35%)

« Uévricivanje odnosa sa kupcima
i zaposlenima (23%)

- Animiranje potencijalnih kupaca
i uticajnog sektora (19%)

- Kreiranje pozitivne slike
o kompaniji (15%)

+ Ostalo (8%)

istrazivanije

Promocija proizvoda ili usluge

U¢vricivanje odnosa sa kupcima i zaposlenima

Animiranje potencijalnih kupaca i
uticajnog sektora

Kreiranje pozitivne slike o kompaniji

Ostalo

Razlozi za organizaciju korporativnih dogadaja (prema istraZivanju koje je sproveo SEEbtm
magazin medu kompanijama u regionu jugoistocne Evrope, pocetkom 2014. godine.)

35%

23%

Cilina grupa koja prisustvuje ovim
dogadajima jesu prvenstveno klijenti

Ciljna grupa korporativnih dogadaja (prema istrazivanju koje je sproveo SEEbtm magazin
medu kompanijama u regionu jugoistocne Evrope, pocetkom 2014. godine.)

Aktivni i potencijalni kupci/
korisnici usluga/klijenti

Zaposleni i potencijalni zaposleni

Uticajni sektor
(drzavne institucije, NVO, mediji)

Aktuelni i potencijalni investitori,
dobavljaci, posrednici, agenti

38%

34%

19%

9%
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i potencijalni klijenti, kao i zaposleni i
potencijalna radna snaga.

Blizu 20% ucesnika korporativnih do-
gadaja jeste sektor od uticaja za datu
kompaniju, u smislu predstavnika dr-
zavnih institucija, NVO, medija.

Oko 10% ljudi koji prisustvuju korpo-
rativnim dogadajima u regionu jugo-
isto¢ne Evrope jesu investitori, posre-
dnici i dobavljaci.

- Aktivni i potencijalni kupci/
korisnici usluga/klijenti (38%)

- Zaposleni i potencijalni
zaposleni (34%)



istrazivanije

« Uticajni sektor (drzavne
institucije, NVO, mediji) (19%)

+ Aktuelni i potencijalni
investitori, dobavljaci,
posrednici, agenti (9%)

Korporativni dogadaji koje kompani-
je uregionu jugoistocne Evrope orga-
nizuju su uglavnom u formi svecanih
vecera i proslava (35%).

Takode su veoma zastupljeni (25%)
dogadaji u kojima gosti ucestvuju u
aktivnostima (karting, gadanje lukom
i strelom, kuglanje, voznja balonom,
helikopterom i sl.).

Sa Cetvrtinom ucestvuju i razni doga-
daji kao Sto su business case studies,
poslovne prezentacije, edukacije itd.
10% korporativnih dogadaja jesu pu-
tovanja - na sajmove, kongrese, izle-
te, vikende.

Korporativni dogadaji u vidu prisus-
tvovanja znacajnim sportskim doga-
dajima, koncertima, predstavama, ma-

= business travel
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Forme korporativnih dogadaja (prema istrazivanju koje je sproveo SEEbtm magazin medu
kompanijama u regionu jugoistocne Evrope, pocetkom 2014. godine.)

N

s

M Svecane vecere i proslave

Sportske i rekreativne
aktivnosti

W Edukacije

M Putovanja

Sportski, muzicki i
umetnicki dogadaji

nifestacijama su zastupljeni sa 5%.
Kada je re¢ o prognozamaza 2014. go-
dinu, $to se tiCe ucestalosti i budzeta
za korporativne dogadaje u regionu
jugoistocne Evrope, 90% ucesnika u
istrazivanju ocekuje da broj korpo-
rativnih dogadaja, kao i budzet za
njih ostane isti.

Ostalih 10% ocekuje da se broj doga-
daja poveca, a da se budzet za kor-
porativne dogadaje koji njihova kom-
panija organizuje smanji.

M. M.

H

CORPORATE TRAVEL

Toplicin venac 19-21, 11000 Belgrade

INCENTIVES MEETINGS CONFERENCES EVENTS

B ]

HRG Serbia & Montenegro

BT Pegrotour d.o.o.
Tel: +381 11 2028 090
www.hrgworldwide.com

Member of:
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research

Generally speaking, there is an impression that we have left the years of crisis behind when it comes to organizing events and meetings and that
new year 2014 will add to loosening the belt heavily tightened for so many past years. At least, that's the general impression worldwide. Here in
our region, as it is our tradition we are used to in all aspects, the situation is always less optimistic, but it does not mean that we should not go

on working and expect progress.

In early 2014, SEEbtm magazine rese-
arched tendencies in organizing cor-
porate events, their frequency, their
significance to companies and the ve-
ry event form.

The research was done among com-
panies in different sectors (banks and
insurance companies, car dealers, IT
companies, finance, ministries...) in
the SEE region.

All companies that took partin the re-
search organize corporate events.
The major share (36%) organizes so-
me kind of corporate events 1-2 times
per year. 29% of companies organize
events 5-10 times per year, with al-
most the same share - 25% of com-
panies - doing it often, 1-3 times per
month.

among companies in the SEE region, in early 2014)

Very often
(7-10 times per month)

Ocassionally
(5-10 times per year)

Rarely

(1-2 times per year) '

Frequency of organizing corporate events (according to the SEEbtm magazine research

o
oo I
(1-3 times per month)

0% 5%

0% 15%

20% 25% 30% 35% 40%

The smallest number of respondents -
10% of companies - organizes corpo-
rate events very often, some 100 per
year.

Corporate events are mostly organi-
zed in the country of a company’s
seat or representative office - more
precisely 75% of companies do so.
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In the countries in our region, 15% of
respondents organize events, while
10% of respondents organize events
in various European countries.

The fundamental reasons for organi-
zing corporate events as stated by co-
mpanies in the SEE region are:

+ Product or service
promotion (35%)

- Establishing stronger
relationships with customers
and employees (23%)

- Wining potential customers and
the influential sector (19%)

- Creating a positive company
image (15%)

+ Other (8%)

= business travel
& meetings [ .

Reasons for organizing corporate events (according to the SEEbtm magazine research among
companies in the SEE region, in early 2014)

Product or service promotion 35%

Establishing stronger relationships with 23%
customers and employees 0

Wining potential customers and 19%
the influential sector

(reating a positive company image 15%

Other 8%

The target group present at these ev-  entsinthefirst place, as well asemplo-
ents includes clients and potential cli-  yees and potential workforce.

in the SEE region, in early 2014)

Active and potential customers/
service users/clients

Employees and potential employees

Influential sector
(government institutions, NGOs, media)

Existing and potential investors, suppliers,
intermediaries, agents

Corporate event target group (according to the SEEbtm magazine research among companies

Nearly 20% of participants at corpora-
te events are influential sector for the
company concerned, in terms of the
representatives of government insti-
38% tutions, NGOs, media.

34% Some 10% of people attending cor-
porate events in the SEE region are in-
19% vestors, intermediaries and suppliers.

- Active and potential customers/
service users/clients (38%)

- Employees and potential em-
ployees (34%)

9%
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- Influential sector (government
institutions, NGOs, media) (19%)

- Existing and potential investors,
suppliers, intermediaries,
agents (9%)

Corporate events organized by com-
panies in the SEE region are normally
delivered as gala dinners and celebra-
tions (35%).

A high share (25%) also goes to the
events where guests take part in so-
me activities (carting, archery, bow-
ling, hot air balloon ride, helicopter
ride, etc.).

A quarter also belongs to various
events such as business case studies,
business presentations, education,
etc. 10% of corporate events include
travels: to fairs and congresses, field
trips, weekend breaks.

Corporate events in the form of atte-
ndance at major sports, music and
arts events account for 5%.

research

SEE region, in early 2014)

Types of corporate events (according to the SEEbtm magazine research among companies in the

Formal dinners
and celebrations

Sports and recreational
activities

" Educations
B Travels

w Sports, music
and arts events

Speaking of the 2014 prognosis, wh-
en it comes to the frequency and bu-
dget for corporate events in the SEE
region, 90% of respondents expect
that the number of corporate events
as well as their budget will stay the
same. The remaining 10% of them
expect for the number of events to

* Incentives & Seminars
* Tailor-made Programs
* Congress & Events

increase, and the budget for corpo-
rate events organized by their com-
pany to decrease.

M. M.

TerraNautika
Your dedicated DME for (roatia and Wontenegro

HR - AB -20-09-0011651

www.terranautika.hr

I TerraNautika d.o.o., Dubrovnik, Croatia | e-mail: sabine@terranautika.hr | tel. +385 20 438 176
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Solaris Beach Reso_rt
Lhogerred Congress Destnaton

With its great location only 6 km away from the old historical town of
Sibenik and the vicinity to the highway and both Zadar and Split
airports, Solaris Beach Resort is an ideal MICE destination. It
contains 5 thematic hotels, Campsite, Villas and apartments, Yacht
marina and numerous additional facilities.

Brand new and luxuriously equipped design Solaris hotel
Lvan“®**¥*4 is the best place for congresses, conferences,
meetings, various events and team buildings. Completely renovated
rooms, lobby bar, restaurant with a beautiful terrace and a wine bar
with numerous local and foreign wines are just a part of this great
Solaris product. Also, new congress facilities in hotel Ivan will make
your business meeting exceptionally enjoyable. Solaris Wellness &
Spa center with numerous treatments, such as Hammam turkish
bath, Vip Spa oasis, aromatic massages and numerous treatments
will relax your body and soul during a business trip.

Enriched offer of congress possibilities and capacities in Solaris
Beach Resort can afford you Dalmatian manner style event.
Completely renovated Solaris hotel lvan contains one congress hall
with 500 seats, 4 conference halls with total capacity of 650 seats
and one meeting room. In other two congress hotels Jure and Niko,
we have 3 conference halls in each hotel. With all technical features
and comfort we provide, your business colaborationis guaranteed.

In Dalmatian Ethno village, one of the most recognizable brands of
Solaris, you can experience the real Dalmatia with autochthonous
specialties in its unique environment. Its stone cobbled courtyards
and stone houses reveal on completely new world and all the beauty
of the traditional Dalmatian lifestyle with its almost forgotten crafts
and delicacies.

—
Solaris Beach Resort

- ]
n Hoteli Solaris 86, 22 000 Slbenik, CROATIA
50&/’&9 prodaja@solaris.hr
BEACH RESORT tel.: +385 22 361 004 & 361 005, fax.: +385 22 361 801
www.solaris.hr

™
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Tower Bridge

top prostor

KORPORATIVNI DOGADAJI NA TEMZI
VREDNI PAMCENJA

Sta prvo pomislite kada se spomenu najpoznatije i najéuvenije znamenitosti Londona? Big ben, Tower Bridge, Bakingemska palata (Buckingham
Palace), Londonsko oko (London Eye), Trg Trafaglar (Trafalgar Square)... Zar ne bi to bio dogadaj vredan pamcenja i zar ne bi bilo divno pozvatili
biti pozvan na korporativnu Zurku na jednom od najznacajnijih simbola Londona — Tower Bridge-u?

Na dogadaju UK Awards (Dodela na-
grada UK), 2012. godine, Tower Bridge
je dobio zvanje ,Najbolji neobican
prostor”. Pre toga, Tower Bridge je
2011. godine, na dogadaju Event Ma-
gazine Award, odneo pobedu kao Pro-
stor za organizovanje dogadaja godi-
ne (Event Space of the Year).

Najpoznatiji most na svetu raspola-
Ze sa velicanstvenim prostorima za
okupljanje, od kojih je svaki vredan
pamcenja i zaista jedinstven za orga-
nizovanje privatnih i korporativnih
dogadaja.

Tower Bridge ima tri prostora koji se
mogu iskoristiti za organizovanje do-
gadaja. Visoki Pesacki prolazi (Wal-
kways) koji se nalaze na najvisem

nivou i koji pruzaju panoramski po-
gled, kao i veli¢anstven viktorijanski
prostor u kome se nalaze pogonski
motori (Engine rooms) dostupni su
za iznajmljivanje radi organizovanja
privatnih zabava u vecernjim varijan-
tama, dok je Prostor na severnoj kuli
(North Tower Lounge) dostupan za
organizovanje manjih proslava i ven-
¢anja, i tokom dana.

Pesacki prolazi (Walkways)

Pesacki prolazi sa panoramskim po-
gledom, koji su i odneli nagradu, do-
stupni su za iznajmljivanje radi orga-
nizovanja vecernjih dogadaja.

Bilo da je u pitanju koktel, lansiranje
proizvoda ili svecana vecera, PeSacki
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prolazi predstavljaju savrdenu opciju
za organizovanje vecernjih dogadaja.
Sa njih se pruza zapanjujuci pogled,
42 m iznad reke Temze, odakle gosti
imaju priliku da uzivaju u romanti¢noj



top prostor

noc¢noj panorami Londona. Kako se
prostiru izmedu dve kule mosta, oba
Pesacka prolaza imaju impresivnu pla-
tformu sa koje gosti mogu uzivati u
pogledu na London i reku Temzu, koji
zaista oduzima dah.
SpektakularnipogledsaZapadnogpe-
sackog prolaza doseze cak i dalje od
Londonske kule (The Tower of London)
i Katedrale Svetog Pavla (St Paul’s Ca-
thedral), pa sve do Vestminstera (We-
stminster) i Londonskog oka (London
eye). Pogled sa Isto¢nog pesackog
prolaza vazdusnom linijom, proteze
se od zgrade Butler's Wharf i Doka
Svete Katarine pa sve do istorijski zna-
¢ajnog Grinica (Greenwich).

Sobe sa pogonom
(Engine rooms)

U sastavu velicanstvenih viktorijans-
kih soba sa pogonom nalaze se savr-
$eno odrzavani motori sa pogonom
na ugalj koji su nekada pokretali kra-
kove mosta.

Pogonski motori daju upecatljivu po-
zadinu svakom dogadaju koji zahte-
va nesto neuobicajeno i na taj nacin
svakom gostu pruzaju nezaboravno
iskustvo.

Prostorije obuhvataju ¢itavu seriju ko-
mora koje su u besprekornom stanju,
Cije prostrane a ipak udobne propor-
cije daju prijateljsku atmosferu i ose-

Kapacitet Tower Bridge-a
za organizovanje dogadaja
Pesacki prolaz

Oba pesacka prolaza

Sobe sa pogonom

Sala na severnoj kuli

= business travel
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Soba sa pogonom

¢aj dobrodoglice. Istorijski znacajne
viktorijanske sobe sa pogonom otva-
raju svoja vrata kako za prijeme tako i
za bankete.

Sas;a.nak Vecera Prijem
70 150
120 250
60 110
20 = 50

Sala na severnoj kuli
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Soba sa pogonom

Pored ogromnih pogonskih motora,
u sobama je predstavljen i veliki broj
intrigantnih eksponata koji garantuju
da e prica i druZenje nastaviti da te-
ku duboko u no¢.

Sala na severnoj kuli
(North Tower Lounge)

Jedinstvena lokacija unutar severne
kule mosta, predstavlja mesto puno
raznolikosti, interesantno za odrzava-
nje neformalnih sastanaka i privatnih
prijema.

Veli¢anstveno dekorisana, ona je pra-
vi izloZbeni salon jedinstvene i elega-
ntne arhitekture mosta.

Originalni prozori koji se protezu ce-
lom visinom, od poda do plafona,
predstavljaju karakteristiku koja iz-

Pesacki prolaz

dvaja ovaj deo, koji pruza inspirisuci
pogled na Tower Bridge i reku Temzu.

Uronjen u istoriju, a ipak toliko savre-
men, Tower Bridge predstavlja udo-
bno i opustajuce mesto kako za dne-
vne, tako i za vecernje dogadaje.

Istorija

Bio je to ogroman izazov izgraditi mo-
st nizvodno od Londonskog mosta
(London Bridge) bez ugrozavanja rec-
nog saobracaja.

top prostor

Ceo poduhvat izgradnje Tower Brid-
ge-a trajao je 8 godina, sa 5 glavnih
izvodaca radova i neprestani naporan
rad 432 gradevinska radnika.

Dva masivna stuba koja su uronjena u
korito reke cine nosecu konstrukciju,
a preko 11.000 tona Celika utroseno je
na konstrukciju Kula i PeSackih prola-
za. Pomenuta konstrukcija obloZzena
je granitom iz Kornisa i Portlandskim
kamenom, kako bi eli¢na konstrukci-
ja bila dobro zasti¢ena i kako bi most
dobio prijatniji izgled.

Kada je bio sagraden, 1894. godine,
Tower Bridge je bio najvedi i najprefi-
njeniji pokretni most ikada sagraden.
Krakovi mosta (engl. bascules od fra-
ncuske reci klackalica”) funkcionisali
su po principu hidraulike, koristeci za
pogon paru koju su proizvodile ogro-
mne pumpe. Proizvedena energija ta-
lozZila se u $est masivnih akumulatora.
Uprkos sloZenosti sistema, krakovima
je bio potreban samo jedan minut da
se podignu do maksimalnog ugla od
86 stepeni.

Danas, krakovi i dalje funkcionisu po
principu hidraulike, ali od 1976. godi-
ne, rade na naftni pogon i struju, pre
nego na paru. Originalne pumpe, aku-
mulatori i bojleri su izloZzeni u okviru
izlozbene postavke Tower Bridge-a.

M. M.

Interesantne cinjenice

izlozbene postavke Tower Bridge-a.

nedovoljnog koriScenja.

bi izbegao nezgodu.

Istorija Tower Bridge-a je fascinantna, $to se u potpunosti moze videti i u okviru

Evo nekoliko interesantnih cinjenica koje mozda niste znali:
1910. god. — visoki Pesacki prolazi, koji su projektovani iz razloga da bi ljudi mo-
gli da prelaze preko mosta cak i kad su krakovi podignuti, bili su zatvoreni zhog

1912. god. — tokom vanrednog stanja, Frenk Meklin (Frank McClean) morao je
da preleti izmedu dva kraka i visoka pesacka prolaza u svojoj Sort letelici, kako

1952. god. — Londonski autobus koji je vozio Albert Gunton morao je da preskoci
sa jednog kraka na drugi u trenutku kada je most ve¢ poceo da se podize, a auto-
bus broj 78 je jo3 uvek bio tamo.

1977. god. — Tower Bridge je bio obojen u crvenu, belu i plavu boju radi proslave
Kralji¢inog Srebrnog jubileja (pre toga, bio je obojen cokoladno-braon bojom).

1982. god. — Tower Bridge je po prvi put bio otvoren za javnost nakon 1910. god-
ine, stalnom izlozbenom postavkom nazvanom The Tower Bridge Experience.
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MEMORABLE CORPORATE EVENTS
OVER THE THAMES

What comes to your mind first when you say London’s most famous and most recognizable sights? Big ben, Tower Bridge, Buckingham Palace,
London Eye, Trafalgar Square... Wouldn't be memorable and so wonderful to host or be invited to some corporate party at one of the iconic

symbol of London — Tower Bridge?

Tower Bridge has been named ‘Best
Unusual Venue' at the 2012 Event:
UK Awards. This follows Tower Bridge
winning the 2011 Event Magazine
Award for Event Space of the Year.

The most famous bridge in the world
houses stunning venue areas, each
one a unique and memorable setting
for both private and corporate events.
There are three areas of Tower Bridge,
that could be used for events.

The panoramic high-level Walkways
and the majestic Victorian Engine Ro-
oms are available for private evening
hire, while the North Tower Lounge
is also available for smaller daytime
functions and weddings.

Walkways

The award-winning panoramic Walk-
ways are available to hire in the eve-
ning for events.

So whether it’s for a cocktail party,
product launch or dinner, the Walk-

ways provide the perfect backdrop
for evening events.

From their stunning viewpoint, 42
metres above the Thames, guests are
treated to a glimmering panorama of
London’s romantic night-time scene.
Spanning between the two towers
of the Bridge, each of the Walkways
provides an impressive platform from

SEE Business Travel & Meetings magazine -

North Tower Lounge

which to enjoy a breathtaking view of
London and The Thames. The specta-
cular view from the West Walkway
reaches beyond The Tower of London
and St Paul’s Cathedral as far as Wes-
tminster and The London Eye.

The skyline from the East Walkway
stretches from Butler's Wharf and St
Katherine’s Dock to high-rise Canary
Wharf and historic Greenwich.

Tower Bridge

L
February 2014
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Engine Rooms

The magnificent Victorian Engine Ro-
oms house the beautifully maintain-
ed, coal-driven engines once used to
power Bridge lifts.

The engines provide a striking back-
drop for any event requiring somet-
hing out of the ordinary, ensuring a
memorable experience for all guests.

The rooms comprise a series of imma-
culate chambers, whose spacious yet
comfortable proportions promote a
friendly, sociable atmosphere.

The historic Victorian Engine Rooms
lend themselves easily to both stan-
ding receptions and seated events.

In addition to the giant engines, the
rooms also present a range of intrigu-
ing exhibits which ensure that conve-
rsation will continue to flow well into
the night.

North Tower Lounge

This unique venue area within the
North Tower of the Bridge provides a
versatile, interesting space for infor-

mal meetings and private receptions.
Beautifully decorated, this showcases
the Bridges'iconic and elegant archi-
tecture.

Capacity of the Tower Bridge
for events

Walkways

Two Walkways

Engine Rooms

North Tower Lounge
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Engine Ro-(;;ln

Original floor-to-ceiling windows are
a striking feature of this area, introdu-
cing inspiring views of Tower Bridge
and the Thames.

Meeting Dinner Reception
= 70 150
= 120 250
= 60 110
20 = 50

Walkways
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Steeped in history, yet contemporary
in feel, Tower Bridge offers this com-
fortable and relaxed space for both
daytime and evening events.

History

It was a huge challenge how to build
a bridge downstream from London
Bridge without disrupting river traffic
activities.

It took 8 years, 5 major contractors
and the relentless labour of 432 con-
struction workers to build Tower Brid-

ge.

Two massive piers were sunk into the
river bed to support the construction
and over 11,000 tons of steel provi-
ded the framework for the Towers
and Walkways.

This framework was clad in Cornish
granite and Portland stone to protect

Walkways

the underlying steelwork and to give
the Bridge a more pleasing appeara-
nce.

When it was built, 1894, Tower Bridge
was the largest and most sophistica-
ted bascule bridge ever completed
(“bascule” comes from the French for

= business travel
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“see-saw”). These bascules were ope-
rated by hydraulics, using steam to
power the enormous pumping engi-
nes. The energy created was stored in
six massive accumulators.

Despite the complexity of the system,
the bascules only took about a minu-
te to raise to their maximum angle of
86 degrees.

Today, the bascules are still operated
by hydraulic power, but since 1976
they have been driven by oil and elec-
tricity rather than steam.

The original pumping engines, accu-
mulators and boilers are now exhibits
within the Tower Bridge Exhibition.

M. M.

Interesting Facts

Bridge Exhibition.

Tower Bridge has a fascinating history, which is explored in full in The Tower

Here are a few interesting facts you may not have known:

1910 — the high-level walkways, which were designed so that the public could
still cross the bridge when it was raised, were closed down due to lack of use.
1912 — during an emergency, Frank McClean had to fly between the bascules and
the high-level walkways in his Short biplane, to avoid an accident.

1952 — aLondon bus driven by Albert Gunton had to leap from one bascule to
the other when the bridge began to rise with the number 78 bus still on it.

1977 — Tower Bridge was painted red, white and blue to celebrate the Queen’s
Silver Jubilee. (Before that, it was painted a chocolate brown colour).

1982 — Tower Bridge opened to the public for the first time since 1910, with a
permanent exhibition inside called The Tower Bridge Experience.

SEE Business Travel & Meetings magazine - February 2014
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Odrediste za posao, ali i zabavu

CITY HOTEL SA STILOM -
FALKENSTEINER HOTEL BELGRADE™™

Modernim i dinami¢nim dizajnom Falkensteiner Hotel Belgrade

ok,
S

hotel

¢e Vas oduseviti na prvi pogled. Vrhunski gradski hotel iz prestiznog

Falkensteiner hotelskog lanca nalazi se u sredistu beogradske poslovne zone i zone zabave, nedaleko od centra grada uz odliénu povezanost sa
aerodromom. Projektovao ga je svetski priznati arhitekta Boris Podreka, a nova zvezda na beogradskom hotelskom nebu nudi svojim gostima
maksimalnu udobnost, izvrsnu uslugu, vrhunski gastronomski doZivljaj kao i visok stepen funkcionalnosti konferencijskih sadrzaja.

Hotel raspolaZe sa 170 soba i apart-
mana koje se izdvajaju svojim unikat-
nim uredenjemibrojnim dizajnerskim
detaljima, izuzetnim konferencijskim
prostorom za sve prilike - od poslov-
nih sastanaka, velikih konferencija do
grandioznih vencanja. Za uZivanje je
rezervisan Pink Topaz a la carte resto-
ran, Cigar lounge, City SPA sa sauna-
ma, prostorijama za masazu i fitness
podruc¢jem kao i moderan Business
Lounge sa panoramskim pogledom
na grad.

Welcome home!

U Beogradu, ekonomskom centru Sr-
bije, moguce je napraviti odli¢an spoj
izmedu posla i slobodnog vremena.

Bilo da se radi o sastancima, semina-
rima ili banketima, u hotelu Belgrade
Vam na raspolaganju stoje sale za
konferencije na povrsini od 700 m*
zarad savrsene organizacije Vaseg pri-
jema. Na prvom spratu postoje uku-
pno 4 sale za konferencije i 2 sale za
sastanke razli¢itih veli¢ina. Cetiri od
ovih sala se mogu spojiti u dve vece
za po 130 osoba, odnosno razdvojiti
pokretnim zidom. Ove sale se mogu
koristiti za manje bankete, zatim za
druge vrste prijema, ali i u svrhe pre-

davanja ili seminara. Najmodernija
tehnicka oprema za konferencije s
velikim LED ekranom, DVD uredajem,
projektorom i platnom, mikrofonom,
pristupom Internetu (WiFi), kabinom
za prevodenje i flip chart-om.

U konferencijskom foajeu se nalazi ve-
liki prostor namenjen za posluzenje
kafe pauza ili laganog radnog rucka,
a namestena je na nacin da se moze
svrsishodno koristiti u svakoj prilici.
Velika banketna sala od 300 m?, eks-
kluzivnog dizajna, posluzi¢e za neza-
boravno vencanje.

Najbolji dorucak u gradu

Bilo da planirate brojne poslovne sa-
stanke ili uzbudljivu turisti¢cku posetu
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gradu, kvalitetan doru¢ak dobar je po-
Cetak svakog uspesnog dana.

No, tu nije kraj gastronomskoj avan-
turi u restoranu Pink Topaz. Interna-
cionalna kuhinja spojena sa lokalnim
specijalitetima bic¢e poseban kulinar-
ski dozivljaj za vas poslovni ru¢ak, kao
i romanti¢nu veceru za dvoje.

U centru zabave

Falkensteiner hotel Belgrade sjajno je
odrediste za poslovne ljude i kongre-
sni turizam koje pruza sve udobnosti
zahtevane od strane internacionalnih
turista.

Isto tako, ovo je idealna polazna ta¢-
ka za sve ljubitelje zabave, hotel se
nalazi svega na par minuta od Casina,
klubova na reci i staza za dZzogiranje i
voznju bicikla uz Dunav.

Ljubitelji Sopinga mogu lagano pro-
Setati do najvecih trznih centara u Sr-
biji - TC Us¢e i Delta City.

Bilo da ste na poslovnom putu, uces-
tvujete na medunarodnoj konferen-
ciji, Zelite da provedete nezaboravan
vikend ili uzivate uno¢nomZivotu gra-
da koji nikada ne spava - Falkenste-

iner Hotel Belgrade™ ¢e zadovoljiti
sva vasa ocekivanja.



hotel

Destination Good for Business, and Entertainment too

CITY HOTEL WITH STYLE -
FALKENSTEINER HOTEL BELGRADE™™

With modern and dynamic design, Falkensteiner Hotel Belgrade™ " will thrill you at first glance. This top city hotel from the prestigious Falken-
steiner hotel chain is located in the heart of Belgrade’s business and entertainment district, not far from the city centre and easy to get to from
the airport. It was designed by one of the most famous architects worldwide, Boris Podrecca. The new star on Belgrade’s hotel sky offers its
guests comfort, an excellent service, a top gastronomic experience and a high functionality level of conference capacities.

The hotel offers 170 rooms and suites,
standing out with their unique interi-
or and numerous design details, and
an exquisite conference area for all
occasions - from business meetings,
large conferences to grandiose wed-
dings. Joy is booked in Pink Topaz a
la carte restaurant, Cigar lounge, City
SPA with saunas, massage rooms and
a fitness area, as well as a modern Bu-
siness Lounge with a panoramic view
of the city.

Welcome home!

In Belgrade, Serbia’s economic cent-
re, it is possible to make a fine mix of
work and leisure. Whether for a me-
eting, seminar or banquet, Belgrade
hotel offers you 700 square metres
of conference halls for a perfect or-
ganization of your event.

The first floor houses a total of 4 con-
ference halls and 2 boardrooms for
multi-sized meetings. Four of them
can be joined to make two larger on-
es gathering 130 people each, or divi-
ded by a portable partition wall.
These halls may be used not only for
smaller-scale banquets and other ty-
pes of receptions, but for lectures or
seminars as well.

The state-of-the-art conference equ-
ipment includes a large LED screen,
DVD, over-head projector and screen,
microphone system, Internet access
(WiFi), translation booth and a flip
chart. The conference lobby features
alarge area for coffee breaks or a light
working lunch and it is arranged so as
to allow a rational use on every occa-
sion. A large exclusive design banqu-
et hall covering 300 square metres is
the right choice for an unforgettable
wedding.

The best breakfast in town

Whether you're planning numerous
business meetings or an exciting to-
urist visit to the city, a great breakfa-
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st is a good start to every successful
day. However, it does not putan end
to the gastronomic adventure in
Pink Topaz restaurant. International
cuisine mixed with local specialties
will be a special culinary experience
for your business lunch, as well as a
romantic dinner for two.

In the centre
of entertainment

Falkensteiner hotel Belgrade is a great
destination for business people and
meetings industry, offering all the am-
enities as required by international
tourists.

Also, this is the ideal starting point
for all entertainment fans as the ho-
tel is a few minutes away from Casino,
river clubs, and jogging and cycling
lanes along the Danube.

Shopping lovers can go for a leisurely
walk to the major shopping centres in
Serbia - SC Usce and Delta City.

Whether on a business trip, taking
part at an international conference,
looking to spend an unforgettable
weekend or enjoy the nightlife of the
city that never sleeps - Falkensteiner
Hotel Belgrade™ is here to meet all
your expectations.
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Mesta odrzavanja korporativnih dogadaja

STA ORGANIZATORI TRAZE
PRI IZBORU PROSTORA?

Svakog radnog dana, tokom svake nedelje, korporativni sastanci pune seminarske i konferencijske sale hotela i ostalih prostora slicnog tipa, pa
profitabilnost pomenutih prostora u velikoj meri zavisi od ovog vaznog trziSnog segmenta.

{

Autor: Rob Dejvidson

Kako organizatori biraju
mesta za odrzavanje svojih
dogadaja?

Pre nego $to damo odgovor na posta-
vljeno pitanje, vredi podsetiti se nek-
ih karakteristika trzista korporativnih
dogadaja i zaSto korporativne organi-
zacijeinvestiraju svojnovacuodrzava-
nje skupova.

Korporativni dogadaji se mogu defi-
nisati kao skupovi zaposlenih ili osta-

-
-

lih akcionara poslovnih organizacija.
Prisustvo zaposlenih je obi¢no obave-
Zno, a putne troskove, troskove sme-
Staja i hrane snosi poslodavac.
Postoiji veliki broj razloga zasto kom-
panije, i velike i male, organizuju kor-
porativne dogadaje, ali su svi u neku
ruku povezani sa potrebom kompani-
je da bude $to uspesnija u svom po-
lju poslovanja.

Vrste korporativnih dogadaja

Postoje dve vrste korporativnih do-
gadaja:

« Interni sastanci - za zaposlene

Na primer, sastanak koji se odrzava
u svrhu obuke zaposlenih u smislu
sticanja vestina i tehnika koje su im
potrebne radi $to boljeg obavljanja
poslovnih zadataka kao Sto su vesti-
ne prodaje, vestine komunikacije sa
klijentima, vestine iz oblasti informa-
cione tehnologije i sl., u zavisnosti od
prirode posla kompanije.

Ostali tipovi korporativnih sastanaka
mogu biti organizovani sa ciljem da
menadZerima pruze mogucnost da ra-
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zgovaraju o strategijama kompanije u
buduénosti, o marketingu, Sirenju po-
slovanja, kriznom menadZmentu i sl.
Vecina sastanaka ovog tipa su manjeg
obima (krecu se u rasponu od Sacice za-
poslenih do nekoliko desetina) i u pro-
seku traju dan ili dva.

« Eksterni sastanci - za ostale akcio-
nare kompanije

Na primer, sastanak akcionara, preze-
ntacija proizvoda, konferencija za no-
vinare - gde prisutni u¢esnici nisu di-
rektno zaposleni u kompaniji. Ovakvi
sastanci obicno traju sat ili dva.

Alternativna metoda klasifikacije ko-
rporativnih dogadaja jeste kategori-
zacija u odnosu na primarni cilj do-
gadaja. U skladu sa tim, postoje tri
glavne kategorije:

« Pravni/konstitucionalni: interni i
eksterni sastanci koji se odrzavaju
sa ciljem, na primer, izbora direktora
kompanije ili glasanja o strategija-
ma poslovanja.

« Komercijalni: dogadaji direktno na-
menjeni Sirenju poslovanja i dodat-
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nom pokretanju prodaje proizvoda
i usluga kompanije. Na primer, pre-
zentacija novih proizvoda klijentima
i potencijalnim klijentima; obuka za
¢lanove prodajnog tima kompanije.

Drustveni: dogadaji koji se odrza-
vaju sa ciliem jacanja veza izmedu
zaposlenih ili izmedu predstavnika
kompanije i klijenata. Na primer, ok-
upljanje menadzmenta, team build-
ing dogadaiji i dani kompanije.

Zasto se korporativni
dogadaji odrzavaju van
kancelarija?

Bez obzira na to kako se klasifikuju,
korporativni dogadaji generalno ima-
ju dva osnovna cilja: da edukuju; da
inspirisu; i da u¢esnicima pruze mo-
gucnosti medusobnog poveziva-
nja.

Ponekad, korporativni sastanci se odr-
Zavaju u kancelarijama kompanije, bez
potrebe za trazenjem eksterne lokacije
bilo koje vrste.

Ipak, vecina kompanija priznaje da
ima mnogo jakih razloga zasto doga-
daje treba odrzavati van kancelarija.
Neki od njih su slededi:

- nedostatak kapaciteta u smislu me-
sta za sedenje ili tehnicke opreme u
sopstvenim prostorijama (samo ne-
koliko kompanija poseduje prostor
i svu neophodnu audio-vizuelnu op-
remu za odrzavanje vecih sastanaka)

potreba da se zaposlenima pruzi
odmor od uobicajenog radnog okru-
Zenja (daim se pomogne da se foku-
siraju na sastanak time $to ce biti da-
leko od poslovne svakodnevice koja
¢esto ume da odvraca misli; da im se
pomogne da razmisljaju na kreativ-
niji nacin, u drugom okruzenju)

zelja da se zaposleni motivisu ti-
me $to Ce sastanak biti odrzan na at-
raktivnoj lokaciji, uz dodatak zabave
i razonode, kao $to su golf ili spa ce-
ntar

poverljiv sadrzaj sastanka kada su
u pitanju osetljive teme, kao, na pri-
mer, visak radne snage

potreba za susretom na ,neutral-
nom” terenu, kao, na primer, kada
se predstavnici dve kompanije sasta-
nu da razgovaraju u spajanju kom-
panija ili pripajanju jedne kompani-
je drugoj.
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Dakle, ta je to

sto organizatori traze
prilikom odabira lokacije
za svoj dogadaj?

Znamo da se sve vise traze mesta koja
daju najvisi strateski smisao datom
dogadaju. To znaci da se njihova raz-
misljanja kre¢u u pravcu pogodnosti
koje im takvo mesto donosi. Organi-
zatori sve vise traze mesta koja nece
predstavljati samo smestaj i prostor,
vec Ce takode na neki nacin obogatiti
dogadaj, na primer, putem dizajna,
arhitekture, atmosfere ili istorije.

Strateski pristup odabiru lokacija za
organizovanje korporativnih sastana-
ka znaci da sve veci broj organizatora
uzimaju u obzir i meru u kojoj mesta
odrzavanja sastanka mogu da ucvrste
poziciju brenda njihove organizacije.

Brendovi suveoma dragoceniza orga-
nizaciju posto vremenom postaju pri-
oritet kod klijenata u smislu proizvo-
dai usluga, na taj nacin podizuci nivo
prodaje; brendovi privlace najbolje
radnike; takode, pomazu u izgradnji
sveobuhvatne vrednosti kompanije.
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Sve $to kompanija radi treba da bude
u &vrstoj vezi sa jasnim i pozitivnim
brendom koji pokusava da projektuje
na svoje klijente, zaposlene i akciona-
re:proizvodi, regrutovanja, sve marke-
tinske aktivnosti od oglasavanja do

sponzorstava, i... mesta koje odabira
za odrzavanje sastanaka i dogadaja.

Odabir pogresne lokacije moze st-
voriti konfuziju u vezi sa bendom
kompanije. Na primer, IT kompanija
koja zeli da projektuje brend koji je

tema broja

nov, savremen i moderan, sigurno za
mesto dogadaja nece odabrati lokaci-
ju od istorijskog znacaja, posto ce to
stvoriti konfuziju u vezi sa bendom.

Sa druge strane, kompanija kao $to je
banka, a koja Zeli da projektuje brend
koji je vezan za tradiciju, snagu i sigu-
rnost za mesto dogadaja moze odab-
rati, na primer, zamak, kako bi jos vise
uCvrstila istaknute vrednosti brenda.

Kompanije sa nekom vrstom ,zele-
nog” brenda i¢i ¢e na to da postojeci
renome potkrepe odabirom lokacije
koja ucesnicima sastanka jasno uka-
zuje na preporuke odrzivosti, kroz vi-
dljive primere reciklaZe i o¢uvanja.

U buducnosti, ljudi koji se bave mar-
ketingom svih tipova lokacija, morace
da shvate sve ve¢i znacaj vrednosti
brendova, kao i uticaj istih na odabir
lokacija za odrzavanje korporativnih
dogadaja. Ovo ¢e morati da se uvrsti
u razgovore i pregovore sa organiza-
torima korporativnih dogadaja.

BUSINESS SEGMENTS

* Meetings, Incentives,
Congresses, Events

+ Hotel/Restaurant reservations

+ Transportation

+ Rent-a-car

+ Flight tickets booking

+ Excursions

+ Equipment

+ Setup

+ Material printing

+ Engagment of interpreters

Gongress

ravel

DZordZa Vasingtona 45
81000 Podgorica, Montenegro

Tel/Fax: +382 20 229 550
+382 20229 551, +382 20 228 410
Mob: +382 67 602 702
e-mail: office@congresstravel.me
www.congresstravel.me

LET YOUR EVENTS TO WORK FOR YOU!
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Venues for Corporate Meetings
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WHAT ARE PLANNERS LOOKING FOR

WHEN CHOOSING A VENUE?

On any working day of any week, corporate meetings fill the seminar rooms and conference facilities of hotels and other types of venues that
depend on this important segment of the meetings market for their profitability.

By Rob Davidson

How do corporate meeting
planners choose the venues
where their events are held?

Before answering that question, it
is worth reminding ourselves about
the characteristics of the corporate

meetings market and why corporate
organisations invest their money in
holding meetings.

Corporate meetings may be defined
as gatherings of employees or other
stakeholders of commercial organisa-
tions. Usually the employees’ atten-
dance is compulsory and the travel,
accommodation and catering expen-
ses are funded by their employer.

Companies - large and small - have a
number of reasons for organising me-
etings, but all are in some way linked
to their need to operate effectively
in the field of business.

Types of corporate meetings

Two types of corporate meeting may
be identified:
« Internal meetings - for employees

For example, meetings held for the
purpose of training staff in the skills
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and techniques that they need in or-
der to perform well in the workplace -
selling skills, customer relations skills,
information technology skills and so
on, depending on the nature of the co-
mpany’s business.

Other types of corporate meetings
may be arranged with the objective
of giving managers the opportunity
to discuss the company’s future stra-
tegies - for marketing, expansion, cri-
sis management and so on.

Most such meetings are comparati-
vely small (ranging from a handful of
employees to several dozen) and last
one or two days on average.

« External meetings - for other sta-
keholders of the company

For example, shareholders’ meetings,
product presentations, press confe-
rences — where those attending are
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not direct employees of the compa-
ny. These may last for only an hour or
two.

An alternative method of classifying
corporate events is to categorize th-
em according to the primary obje-
ctive for which the event is being
held. Accordingly, the three principal
categories are:

« Legal/constitutional: Internal or
external meetings held for the pur-
pose of, for instance, electing com-
pany directors or voting on business
strategies.

- Commercial: Events designed dire-

ctly to boost sales of the company’s
products or services.
For example, new product presen-
tations to clients or potential clients;
or training sessions for members of
the company’s sales-force.

« Social: Events held with the aim of
strengthening bonds between staff

members or between representati-
ves of the company and its key
clients. For example, management
retreats, team-building events and
corporate hospitality days.

Why holding
meetings off-site?

However they are classified, corpora-
te events generally have three princi-
pal objectives: to educate; to inspire;
and to provide the participants with
opportunities for networking with
each other.

Sometimes, corporate meetings are
held in the companies’ own offices,
with no need for an external venue of
any kind.

However, most companies recognise
that in the main there are many com-
pelling reasons for holding their me-
etings off-site. These are:

- a lack of seating capacity or tech-
nical equipment in their own premi-
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ses (few company offices have facili-
ties and the necessary audio-visual
equipment for large meetings)

- the need to give staff a break from

their normal working environment
(to help them to focus on the me-
eting by setting them free from day-
to-day work-related distractions; to
help them think more creatively, in
a different setting)

- the wish to motivate staff by hol-

ding the meeting in an attractive ve-
nue, possibly with leisure elements,
such as golf or a spa, added

the need to keep proceedings co-
nfidential, when, for example, sen-
sitive topics, such as redundancies,
are under discussion

- the need to meet on ‘neutral’ gro-

unds, as, for instance, when repre-
sentatives from two companies are
meeting to discuss a merger or the
acquisition of one company by the
other.
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So, what are corporate
meetings planners looking
for when they select venues
for their events?

We know that they are increasingly
choosing venues on the basis of wh-
ich ones make the most strategic se-
nse for their events.

That means that they are thinking in
terms of what advantages venues
can bring to their meetings.

Meeting planners are increasingly ex-
pecting venues not only to accommo-
date their events, but also to enhance
them in some way, through their de-
sign, architecture, atmosphere or hi-
story, for example.

The strategic approach to booking
venues for corporate events means
that a growing number of corpora-
te meeting planners are taking into
account the extent to which venues
can reinforce their own organisation’s
brand.

Brands are precious to organisations
because they can deliver customers’
preference for their products or servi-
ces, thus increasing sales; they can
help attract the best employees; and
they can help to build the overall va-
lue of the company.

Everything that a company does sho-
uld be consistent with the clear, posi-
tive brand that it is trying to project
to its customers, staff and other sta-
keholders: its products, its recruit-
ment, all of its marketing activities fr-
om advertising to sponsorship, and...
the venues it chooses for the meeti-
ngs and events it holds.

The choice of the wrong type of
venue can confuse the company’s
brand. For example, an information
technology company wishing to pro-
ject a brand that is young, contem-
porary and cutting-edge would be
unlikely to choose a historic property
as a venue for its events, as this would
confuse its brand.

in the center of Nis

120 luxurious rooms and suites
Two modern Conference halls
Elegant Restaurant

Grand Hotel Ni§ is the first big
modem hotel in Ni§. Superb
location, high qualiity and
affordable prices make it the
obvious choice for those who
expect only the best.

New modern 4-star hotel

:l‘ ’\?l_
i

‘ m .'I-I

Tel +381 18 505 707

‘It was our great pleasure fo organize
seminar in your hotel. We would like fo thank
for great assistance in helping fo make our
event succesfull” Roche company
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On the other hand, a company such
as a bank, wishing to project a brand
that is based on tradition, strength,
and security may select a castle as a
venue, for example, in order to rein-
force its distinctive brand values.

Companies with any kind of ‘green’
brand will seek to reinforce their
public image by choosing venues
that clearly display their sustainabi-
lity credentials to meetings partici-
pants, through for example obvious
recycling and energy conservation
actions.

In the future, those people who are
responsible for marketing all types of
venues will have to understand the
growing importance of brand valu-
es and how they can affect corporate
meeting planners’ choice of venue.

This is something that they will have
to integrate into their conversations
and negotiations with corporate me-
eting planners.

Let your next Event be GRAND

Grand Conference hall

up to 330 persons
Metropolitan Conference hall
up to 130 persons

www.GrandHotelNis.com
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Kongresni centar - BELEXPOCENTAR

BELEXPOCENTAR

Multifunkcionalna hala Belexpoce-
ntar (veli¢ine 2.500 m?), moze da ugo-
sti5.000 posetilacaiidealnajezaorga-
nizaciju sajmova, kongresa, proslava i
izloZbi sa vise odvojenih izlagaca.
Posebno se moze izdvojiti po mogu-
¢nosti organizovanja dogadaja iz au-
tomobilske industrije, s obzirom da je
u halu moguce uvesti automobile.
Hala se moZe lako podeliti na manje
prostore sa jednostavnim barijerama,
a potpuno je obezbedena strujom i
instalacijama za telefon i internet pu-
tem medijskih kanala preko cele po-
vrsine poda.

Belexpocentar je povezan sa hotelom
Holiday Inn Beograd, gde klijenti mo-
gu obezbediti smestaj za ucesnike
dogadaja, kao i organizovati semina-
re do 200 ucesnika u konferencijskim

centar

kongresni

JEDINSTVENA HALA U BEOGRADU
ZA VELIKE DOGADAIJE

salama hotela, koje poseduju dnevno
svetlo i pregradne zidove.

Pored 7 konferencijskih sala, hotel po-
seduje i prostrani foaje za posluzenja i
kafe pauze. Direktna veza sa hotelom
i fleksibilnost prostora su glavni bene-
fiti pri organizaciji dogadaja i predno-
sti Belexpocentar hale.

Profesionalna i potpuna podrska Holi-
day Inn Beograd i Belexpocentar tima
je naraspolaganju u svakom segmen-
tu organizacije dogadaja, kroz tehnic-
ke usluge i opremu, smestaj, ketering,
transfere, dekoraciju, i ostalih zahteva
po potrebi.
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BELEXPOCENTAR - Convention Centre
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AN UNIQUE HALL IN BELGRADE
FOR GREAT EVENTS

Multifunctional hall Belexpocentar
(size 2,500 m?), can host 5,000 visitors
and it's completely suitable for orga-
nizing fairs, congresses, celebrations
and exhibitions with multiple and se-
parated exhibitors. In particular, it is
possible to organize events in the au-
tomobile industry, given that the cars
can be driven into the hall.

Hall be easily divided to smaller halls,
with easy barriers, and it is comple-
tely covered with electricity, phone
and internet installations trough me-
dia channels over the whole floor su-
rface.

Belexpocentar is adjacent to hotel
Holiday Inn Belgrade, where clients
can provide accommodation for eve-
nt participants as well as organize

seminars up to 200 participants in ho-
tel's conference rooms with natural
daylight and partition walls.

In addition to the 7 conference ro-
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oms, the hotel has aspacious foyer for
refreshments and coffee breaks
Direct connection with hotel and fle-
xibility of the hall are the main bene-
fits in events organization and adva-
ntages of Belexpocentar Hall.
Professional and complete support
of Holiday Inn Belgrade and Belexpo-
centar team is at your disposal in ev-
ery segment of event organization,
trough technical services and equip-
ment, accommodation, catering, tran-
sfers, decoration, etc.
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Vinarije kao posebni prostori

vinarije

U VINU JE ISTINA (/N VINO VERITAS)

Istina je da je za dobro grozde potrebno odgovarajuce podrudje, klima i savrSeni uslovi. Istina je da je za dobru ¢aSu vina potrebno mnogo truda
i posvecenosti. Pravi ljubitelji ovog Bozijeg pica presli bi dug put samo da probaju neka od vrhunskih vina. Istina je da vinarije, kao domacini,
znaju da na jedinstven nacin docekaju goste i pruze im, pored svojstvenog uZzitka u vinu, i nezaboravne momente.

Istine radi, vinarije mogu biti odli¢na mesta za prave hedoniste, za odmor, relaksaciju ali i za organizaciju poslovnih dogadaja.

Vinski turizam je specifi¢an oblik od-
mora, koji kombinuje degustaciju vi-
na odredenog vinogradarskog kraja
sa prirodnim lepotama, obicajima i
kulturno-istorijskim znamenitostima
tog podrugja.

lako je vinski turizam u Srbiji tek po-
¢eo da se razvija, napredak se moze
videti. S obzirom da osnovni predu-
slov za to postoji, a to je postojanje
vrhunskih vinarija, dalji razvoj u ovoj
oblasti turizma zavisi od inicijative i
medusobne saradnje vinara, kao i po-
drske nadleznih institucija i medija.
Odredeno je devet vinskih puteva i
uradena mapa vinarija, a za one vece,
odredene su koordinate da ih turisti
lak$e pronadu preko sistema za navi-
gaciju.

Glavni vinogradarski regioni u Srbiji
su Timocki, Nisavsko - juznomoravski
zatim Zapadnomoravski, Sumadijsko-

velikomoravski, Pocerski, kao i Sremski
zajedno sa fruskogorskim vinogradi-
ma, Banatskiirejon suboticko - horgo-
Ske pesdcare.

U Hrvatskoj, inicijative ka podizanju
vinskog turizma na visi nivo krecu
upravo od vinara. Oni su ti koji raz-
misljaju o vinu kao turistickom pro-
izvodu, kao faktoru radi kojeg ¢e ljudi
krenuti na put. Po ovom pitanju puno
toga je uradeno i Hrvatska nastavlja
sa razvojem.

Ovde se moze izdvojiti Istra sa Vini-
strom, najvaznijom i najve¢om vin-
skom smotrom, koja ve¢ godinama
privlaci veliki broj posetilaca iz svih
krajeva Hrvatske, ali i inostranstva.
Vinistra kao projekat, fantastican je
primer za pozicioniranje Istre kao vr-
hunske vinske destinacije. Takode, ne-
ka od najboljih hrvatskih vina prave se
na strmim obroncima Hvara i Peljesca,
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u Dalmaciji. Na ovim destinacijama i
drugim delovima Hrvatske kao $to su
Zagorje, Medimurje, Slavonija, vinski
turizam ima potencijala da postane

hrvatske turisticke ponude.

Razvoj vinskog turizma u Crnoj Gori
zvani¢no je poceo sredinom 2007.go-
dine kroz razne projekte i inicijative.
Komparativna prednost vinskog tu-
rizma u Crnoj Gori je svakako blizina
morske obale i turistickih centara, ve¢
postojeci veliki broj biciklistickih i pe-
Sackih staza u vinskim regionima, kao
i poznate turisticke rute oko Skadar-
skog jezera.

Organizatori dogadaja sve vise traga-
ju za jedinstvenim i originalnim pro-
storima, necim nesvakidasnjim u svo-
jim poslovnim putovanjima.
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Makedonija je 25. zemlja u svetu po
proizvodnji vina, sa 220 miliona litara
godisnje i oko 60 vinarija. Dovoljan
razlog za ulaganje u vinski turizam i
privlacenje turista, $to je i ova zemlja
prepoznala i pokrenula projekte pr-
venstveno u Tikveskoj regiji.

Vinove loze su donesene na podrucje
Slovenije pre nekoliko hiljada godina
od llira i Kelta, a Maribor ¢ak ima naj-
stariju lozu u svetu, koja jo$ uvek rada
svake godine. Danas, za Sloveniju se
smatra da je napravila najve¢i pomak
u regionu po pitanju vinskog turizma,
sa 20 vinskih puteva u tri regiona - Po-
dravina, Posavina i Primorska.

Vinarije kao
nesvakidasnji prostori

Vedina poseta kompleksima vinarija
odvija se na ili u blizini mesta gde se
pravi vino. Posetioci obi¢no upoznaju
istoriju vinarije, posmatraju i uce kako
se pravi vino, a zatim i probaju vina.

Objekti za degustaciju vina su ug-
lavnom odvojeni od samih plantaza,
vinograda. U specifichom ambijentu,
posebno opremljenom prostoru i pri-
jatnoj atmosferi pruzaju ljubiteljima
vina jedinstveni uzitak. Uz degustaci-
juvina uvekide i dobra hrana, pa tako
i ovi prostori ¢esto imaju i posebne
delove u vidu restorana sa lokalnom
kuhinjom.

Bitno je istaci i plantaze, nezaboravne
poglede na vinograde i pejzaze gde

se redovi vinove loze spajaju sa ho-
rizontom. Tako je obilazak vinogra-
da neizostavni deo. Neki domacini u
ponudi imaju obilaske na biciklima,
voznjom u kocijama ili jednostavno
polako peske, uz pratnju strucnih vo-
dica.

Ako uzmemo u obzir ¢injenicu da je-
dan dan nije dovoljan da se sve vidi,
proba i dozivi ¢arolija koju vinarije
nude, u ovoj avanturi su prenodista
dobrodosla.

Neke od renomiranih vinarija imaju u
svom sklopu manje hotele i prenoci-
$ta, mada se kod svih mogu naci sme-
Stajni objekti, manje ili viSe dislocirani
od samih vinarija.

Kako se vinski turizam razvija, nove,

dodatne aktivnosti i ideje se javljaju.
Jednostavnim spojem svih ponuda
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i mogucnosti, vinski turizam moze
postati veoma jaka grana u turizmu
jedne zemlje, kako za turisti¢ka puto-
vanja tako i za kongresni turizam.

Organizatori dogadaja sve vise traga-
ju za jedinstvenim i originalnim pro-
storima, ne¢im nesvakidasnjim u svo-
jim poslovnim putovanjima.

Prateci ovaj trend, zemlje Jugoistoc-
ne Evrope imaju velikog potencijala i
neke od vinarija se ve¢ nalaze medu
top ponudama za poslovna i podsti-
cajna putovanja.

Vinarija kao posebna i nesvakidasnja
lokacija, u svom sklopu moZe da zado-
volji sve kriterijume potrebne za or-
ganizaciju jedinstvenog dogadaja.
Za poslovne sastanke, kao prostor
moze se koristiti degustaciona sala,
restoran ili izlozbeni prostor. Za ga-
stronomski uzitak, tu su lokalni sa-
stojci, lokalna kuhinja i naravno sjajna
vina.

Aktivnosti i vreme nakon poslovnog
dana, mogu se upotpuniti obilascima
vinograda, berbom grozda, ucestvo-
vanjem u procesu pravljenja vina, ili
odmorom na svezem vazduhu uz oca-
ravajuci pogled na plantaze.

Za smestaj ucesnika dogadaja, na ra-
spolaganju su autenti¢ni konaci, etno
sela ili kuce lokalnih domacina koji su
uvek raspoloZeni za goste.

S.G.
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Wineries as Special Venues

wineries

IN WINE THERE IS TRUTH (IN VINO VERITAS)

The truth is that growing good grapes requires the right region, climate, and perfect conditions. The truth is that a good glass of wine requires a lot
of effort and dedication. True lovers of this divine beverage would be willing to travel a long way to taste some of superior wine. The truth is that
wineries are excellent hosts, who know how to give their guests a unique welcome, providing them not only with the joys of wine but with many

other unforgettable experiences.

Truth be told, wineries can be fine places for hedonists in search of rest and relaxation but they can also serve as a great venue for business events.

Wine tourism is a specific form of va-
cation, which combines wine tasting
in a particular winegrowing region
with the natural beauty, customs, and
cultural and historical landmarks of
that area.

Although wine tourism in Serbia is
still in its early phase, progress is evi-
dent. With the fundamental require-
ment satisfied, that is the existence
of excellent wineries, further growth
in this field of tourism depends on
the initiative and mutual cooperation
of wineries and on the support of co-
mpetent institutions and the media.
Nine wine routes have been outlined
and a map of wineries has been cha-
rted, and for the biggest one the co-
ordinates have been defined making
it easier for tourists to find them with
the help of a navigation system.

The main winegrowing regions in Ser-
bia are near the rivers Timok, Nisava,
South Morava, West Morava, and Gre-
at Morava, near Mt. Cer, and in Srem,
along with those on Fruska Gora, in
Banat, and around the Subotica - Hor-
gos Sands.

In Croatia, the initiative to upgrade
wine tourism came from the winegro-
wers. They were the ones to see wine
as a possible product in tourism, as an
attraction that could prompt people
to travel. Much has been done in this
respect and Croatia continues to de-
velop this idea. A good example is Is-
tria with Vinistra, its largest and most
important wine exhibition, which has
attracted visitors from all parts of Cro-
atia and abroad for years. The Vinistra
project is a prime factor in positioni-
ng Istria as a top wine destination.
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Also, some of the best Croatian wines
are grown on the steep slopes of Hvar
and Peljesac in Dalmatia. In these are-
as and in other parts of Croatia, such
as Zagorje, Medjimurje, and Slavonia,
wine tourism could grow into one of
the foremost segments of the Croati-
an tourist trade.

The development of wine tourism in
Montenegro officially began in mid -
2007, evolving through various pro-
jects and initiatives. The comparative
advantage of wine tourism in Monte-
negro certainly lies in the vicinity of
the sea coast and its tourist centers, in

Event organizers are constantly sea-
rching for unique and original places
and extraordinary surroundings for
their business travels.




wWineries

the existing infrastructure of cycling
and pedestrian paths in wine regions,
and in the already familiar tourist ro-
utes around Lake Skadar.

Macedonia holds 25" place among
the winegrowing countries of the
world, with an annual production of
220 million liters and approximately
sixty wineries. This is reason enough
to justify investments in wine tourism
and visitor attractions, an opportuni-
ty this country has recognized and is
developing further by launching wine
projects, especially in the Tikves area.

Grapevines were brought to Slovenia
several thousands of years ago by llly-
rian and Celtic tribes, while Maribor
even boasts the oldest grapevine in
the world, which still bears fruit every
year without fail. Slovenia is thought
to have made the most progress in
the region in respect to wine tourism,
with twenty wine routes in three re-
gions - Podravina, Posavina and Pri-
morska.

Wineries as
Extraordinary Venues

Most visits to winery complexes take
place at or close to the place where
the wine is actually made. Visitors are
usually told about the winery’s hi-
story and given an opportunity to see
and learn how wine is made, followed
by wine tasting.

Wine tasting facilities are usually
located at a distance from the plan-
tations and vineyards. In this special,

appropriately equipped environment
and its pleasant atmosphere, wine
lovers can enjoy what they apprecia-
te the most. Wine tasting is always
accompanied by good food, so these
places often incorporate restaurants
with local cuisine.

And we mustn't forget the plantati-
ons, unforgettable views of vineyards
and landscapes with rows of vines
stretching as far as the eye can see.

A tour of the vineyard is an importa-
nt part of every visit. Some hosts pro-
vide tours by bicycle,inahorse-drawn
carriage or simply on foot and in the
company of a professional guide.

Considering the fact that a single day
is not enough to see, taste, and expe-
rience everything a winery can offer,
this adventure calls for accommoda-
tion facilities. A number of reputable
wineries include small hotels or inns
but accommodation can generally be
found in the vicinity of every winery.
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The development of wine tourism has
given rise to new, additional activities
and ideas. Through a unique mix of
these products and services wine to-
urism can grow to become an extre-
mely strong branch of a country’s in-
dustry, in regard to both leisure travel
and meeting industry.

Event organizers are constantly sear-
ching for unique and original places
and extraordinary surroundings for
their business travels.

Following upon this track, South East
European countries have great pote-
ntial and some wineries are already
heading the list of top destinations
for business and incentive travel.

A winery, as a unique and extraordi-
nary place, can satisfy every require-
ment as a setting for the organization
of a special event. Wine tasting cha-
mbers, restaurants, or exhibition halls
can be used for business meetings.
Culinary delights are ensured by local
ingredients, traditional dishes and,
needless to say, excellent wine.
Activities during and after a business
event can be complemented by tours
of vineyards, grape picking, partici-
pation in wine-making, or relaxation
in the fresh air, surrounded by the
enchanting scenery of the plantati-
ons. Accommodation for event parti-
cipants can be provided in authentic
inns, ethno villages or at the homes of
the ever-hospitable local hosts.

S.G.
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Hotel Galleria, Subotica

hotel

KOMPLETNA KONFERENCLJSKA PONUDA
ZA SVE VRSTE DOGADAJA

Samo jedan hotel iz ovog dela sveta je dobio posebnu paznju u godisnjem editorijalu New York Times-a. Radi se o novoizgradenom hotelu
Galleria iz Subotice koji postoji od 2007. god. New York Times svake godine predstavlja listu,Must See” pocetkom godine. Na listi od 52 de-
stinacije, ovaj put nala se i Subotica, a u okviru ovog grada i posebna preporuka za Hotel Galleria i to najvise zbog jednog od najvecih Wellness

centara u Srbiji.

Hotel Galleria drzi do reputacije da
je najbolji, najlepsi i najcistiji hotel
u Subotici koji raspolaze sa ukupno
90 smestajnih jedinica, od toga 78
dvokrevetnih soba (30 m?), 2 sobe za
osobe sa posebnim potrebama (30
m2), 7 klasi¢nih (60 m?) i 3 delux apar-
tmana (predsednicki (120 m?), kralje-
vski i mladenacki (90 m?)).

Hotel raspolaze sa 7 kongresnih sala
razlicitih veliCina kako bi odgovorio
zahtevima svojih klijenata od malih
seminara do velikih konferencija.

Seminarska sala,Berlin”
Seminarska sala,Budimpesta”
Seminarska sala,London”
Seminarska sala,Moskva”

Konferencijska sala,, Subotica”
Kongresna sala,,Rim”

Banket sala,Balska dvorana”
Predsednicka kancelarija

Izlozbena sala, Minhen”
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Pored kongresnih i smestajnih kapa-
citeta hotel Galleria raspolaze i sa je-
dnim od najlep3ih Wellness centara u
regionu - Galleria Wellness centrom
koji se prostire na 1.600 kvadratnih
metara. Galleria Wellness gostima nu-
difinske saune, turskakupatila, drKne-
ipp vodenu terapiju, tepidarijume, re-
lax sobu, slanu sobu, hidromasazne
kade, vrhunski program masaza i tre-
tmana tela, solarijum, potpuno novi i
moderan kozmeticki salon kao i mno-
ge druge usluge koje su na raspolaga-

1. sprat, 60 m* / 40 osoba
2. sprat, 60 m? / 40 osoba
3. sprat, 60 m? / 40 osoba
4. sprat, 60 m? / 40 osoba

1. sprat, 140 m?/ 90 osoba

5. sprat, 540 m?/ 400 osoba, uz mogucnost
simultanog prevodenja na 4 jezika

5. sprat, 570 m*/ 350 osoba
4. sprat, 30 m?/ 8 osoba

5. sprat, 450 m? za prezentacije i izlozbe

nju kako gostima hotela tako i van-
hotelskim gostima.

Hotel je od 2013. godine opremljen
poslednjom generacijom TV uredaja
i najsavremenijim hotelskim TV siste-
mom.

U sklopu hotela sa nalazi vise ugosti-
teljskih objekata:

Restoran ,Paviljon”, na 6. spratu, na
krovu hotela, u kome se sluzi doru¢ak
gostima na $vedskom stolu a uz doru-
¢ak gosti mogu da uzivaju u pogledu
na ceo grad Suboticu.

Restoran ,Panorama®, na 5. spratu,
je pansionski restoran za goste ho-
tela ali i idealan prostor za poslovne
ruckove i proslave sa kapacitetom do
200 osoba.
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Iz restorana se takode pruza prelep
pogled na grad.

Balska dvorana, na 5. spratu, kapaci-
teta 350-400 osoba, je jedna od naj-
lepdih svecanih sala u ovom delu
Srbije. Sa okruglim stolovima, podi-
jumom za igru i prelepim svecanim
ambijentom ovo je omiljena sala za
vencanja i korporativne proslave u
Subotici i okolini.

Restoran,Minhen - bavarska pivni-
ca”, neposredno pored recepcije uho-
telu Galleria, predstavlja autenti¢an
restoran bavarske kuhinje. Pored spe-
cijaliteta iz bavarske za goste se po-
sebno biraju i najbolja nemacka piva.

Brzirestoran, Atriums place”, u atri-
umu hotela, je restoran sa samouslu-
Znom linijom, dnevnom ponudom za
brz, uvek svezikvalitetno pripremljen
obrok.

Hotel raspolaze i sa 200 parking me-
sta na nivoima-1i-2, kaoifitness cen-
trom sa preko 30 razlicitih sprava za
vezbanje, frizerom i supermarketom.
Ceo hotel je pokriven WiFi pristupnim
tackama internetu.

Na drustvenoj mrezi facebook, hotel
Galleria je jedan od najaktivnih hotela
iz regiona a mozete se u to uveritiina
stranici facebook.com/hotel.galleria

hotel@galleria-center.com
+381 24 647 294

Matije Korvina 17, Subotica
www.galleria-center.com
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COMPLETE CONFERENCE OFFER
FOR EVERY EVENT

Only one hotel in this part of the world was in focus of New York Times annual editorial. It is a new-built hotel Galleria in Subotica, operating
since 2007. Every year, New York Times presents its Must See list in the beginning of the year. The list of 52 destinations, this time recommends
Subotica too, with Hotel Galleria in the spotlight mostly due to one of the largest Wellness centres in Serbia.

Hotel Galleria is reputed to be the be-
st, most aesthetic and cleanest hotel
in Subotica with a total of 90 acco-
mmodation units, there of 78 double
rooms (30 sqm), 2 rooms for persons
with special needs (30 sqm), 7 standa-
rd (60 sqm) and 3 deluxe suites (pre-
sidential (120 sgm), royal and honey-
moon (90 sqm)).

The hotel houses 7 conference halls
of various sizes in order to respond to
its client demands from small-scale
seminars to large-scale conferences.

Seminar room Berlin
Seminar room Budapest
Seminar room London
Seminar room Moscow

Conference hall Subotica
Convention hall Rome

Banquet hall Ballroom
Presidential Office
Exhibition hall Munich

In addition to conference and acco-
mmodation capacities, Hotel Galleria
is home to one of the nicest Wellness
centres in the region - Galleria Wel-
Iness centre covering 1,600 square
metres. Galleria Wellness offers Fin-
nish saunas, Turkish baths, Dr Kneipp
water therapy, tepidariums, a relax
room, a salt room, hydromassage tu-
bs, a top-class body massage and tre-
atment programme, tanning beds, a
brand new modern beauty salon, as
well as many other services available

1*floor, 60 sqm / 40 people
2"floor, 60 sqm / 40 people
34floor, 60 sqm / 40 people
4" floor, 60 sqm / 40 people

1*floor, 140 sqm / 90 people

5™ floor, 540 sqm / 400 people, with a possible
simultaneous translation for 4 languages

5™ floor, 570 sqm / 350 people
4" floor, 30 sqm / 8 people

5™ floor, 450 sqm for presentations and exhibitions
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both, to hotel guests and to non-ho-
tel guests.

Since 2013, the hotel has featured the
state-of-the-art TVs and the latest ho-
tel TV system.

The hotel also houses several catering
facilities:

Pavillion restaurant, at 6™ floor on
the roof top, serves buffet breakfast
to its guests who can enjoy the view
of the whole town of Subotica.

Panorama restaurant, at 5" floor, is a
board restaurant for the hotel guests,
but also an ideal venue for business
lunches or celebrations with a 200
people capacity. The restaurant also
offers a magnificent view of the town.

Ballroom, at 5" floor, with capacity
for 350-400 people, is one of the nic-
est staterooms in this part of Serbia.
With round tables, a dance floor and a
magnificent ceremonial interior, this
is the favourite room for weddings
and corporate celebrations in Subo-
tica and its vicinity.
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Restaurant Munich - Bavarian Ale
House, close by the hotel reception, is
an authentic Bavarian cuisine restau-
rant. In addition to Bavarian specialti-
es there is also a special selection of
Bavaria’s best beers.

Fast food restaurant Atriums place,
in the hotel atrium, includes a resta-
urant with a self-service line, a daily
offer of fast, always fresh and quality
meals.

We speak your language

hotel

In addition, the hotel owns 200 par-
king spots at levels -1 and -2, also a
fitness centre with more than 30 ap-
paratuses, a hairdresser and a super-
market. The entire hotel is WiFi cove-
red.

On the social network Facebook, ho-
tel Galleria is one of the most active
hotels in the region, and if you want
to make sure for yourself, visit facebo-
ok.com/hotel.galleria

hotel@galleria-center.com
+381 24 647 294

Matije Korvina 17, Subotica
www.galleria-center.com

ENGLISH, GERMAN, GREEK, MACEDONIAN, SLOVENIAN, CROATIAN, ITALIAN, SPANISH, PORTUGUESE, FRENCH,
RUSSIAN, POLISH, SLOVAK, CZECH, HUNGARIAN, ROMANIAN, BULGARIAN, ALBANIAN, DUTCH, SWEDISH AND HEBREW

Translation company LEXICA provides highly experienced interpreters of major European and world languages,
offering expertise in a wide range of technical, legal and commercial fields.

"« 0

translation services for movies, documentaries, songs and tele-serials
simultaneous interpreters for conferences
consecutive interpreters

ad hoc or "whisper" interpreters for small meetings, discussion groups
and visits to and/or from foreign customers

We provide a prompt and efficient service, competitive prices and the quality that makes difference.

[H&T7 youngeulture
— s '

\hiilepia

Deloitte.

Translation company LEXICA d.o.0., Alekse Nenadovica 32

& ©

HyeoGrour 1= BASF

ALPE ADRIA The Chemical Company  THOMSON REUTERS

Phone/fax: +381 (0)11 244 24 39, +381 (0)11 244 24 82, +381 (0)63 7717 488, e-mail: office@lexica.rs, web: www.lexica.rs

Our translation service is used by international companies, financial institutions, government bodies, manufacturers, and law firms.
We have been a reliable source of translation services for hundreds of satisfied clients worldwide.
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Zlatibor

destinacija

ATRAKTIVNA PLANINSKA DESTINACIJA
ZA KONGRESNI TURIZAM

Zlatibor je planina u zapadnoj Srbiji koja se prostire na povrsini od oko 1.000 km?, sa najvisim vrhom Tornikom (1.496 m). Postoje tri predanja o
postanku imena Zlatibora, a svakako je izvesno da je to ime nastalo od reci zlato, odnosno zlatni i bor.

Prve turiste planina je docekala davne
1893. godine koji su smestaj nalazili u
kolibama ili sobama domova siromas-
nih ali gostoljubivih Zlatiboraca.

Nakon boravka kralja Petra | Karador-
devica, sagradeni su prvi vedi smesta-
jni objekti: hotel ,Kraljeva voda” i vila
,Cigota"

Kako je vreme odmicalo, Zlatibor je
postajao sve uredeniji, sadrzaji boga-
tiji, zimski meseci obimom prometa
dostizu letnje, uspesno su formirane
dve sezone.

Zdravstveni, sportsko-rekreativni, ko-
ngresni i poslovni turizam, izletnistvo
i turizam na selu postaju sve znacajni-
ji. Danas je Zlatibor steci$te mnostva
vila i vikendica, odli¢nih hotela, rest-

Prosla godina, 2013., bila je godina
izuzetnog jubileja - 120 godina orga-
nizovanog turizma na Zlatiboru.

Semegnjevo
Kurtovo brdo

| Veliko
brdo
L3P

orana, letnjih kupalista, raznovrsnih
sadrZaja. Planina je leti idealna za pri-
preme sportista, porodi¢ne odmore,
a zimi pogodna za skijanje i uzivanja
na snegu u ski centru na Torniku.
Pored jake posecenosti u toku letnje i
zimske sezone, Zlatibor je svakako je-
dan od najvaznijih destinacija u Srbiji
za kongresni turizam.
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Kongresi i seminari

na visini

Organizacija kongresa, konferencija i
seminara na Zlatiboru je pogodna to-
kom cele godine jer za to postoje izu-
zetni tehnicko-organizacioni uslovi.
Tokom proteklih godina i sada, Zlati-
bor dobija nove i modernije kongre-
sne kapacitete.




destinacija

Stariji hoteli su renovirani, smestajni
kapaciteti povecani, konferencijske
sale prosirene i tehnicki osavreme-
njene, novi kongresni centri su otvo-
rili svoja vrata, a oCekuje se i otvaranje
najveceg resorta na Zlatiboru.

Zahvaljujuci svojoj lokaciji u sredistu
zapadne Srbije, ova planina je svaka-
ko nezaobilazna pri poslovnim puto-
vanjima. Nalazi se na 230 km od Beo-
grada i medunarodnog aerodroma
Nikola Tesla, a 300 km od Novog Sada
ili od Jadranskog mora. Idealno se
povezuje magistralom ili zeleznickom
prugom sa svim veéim destinacijama
u zemlji.

Sta videti? Obici? Raditi?

Ono po ¢emu je Zlatibor poznat a u
¢emu vecina gostiju najvise uziva su
Setnje, svez vazduh i prelepi vidiko-
vci. Pesacke staze sa usponima i pa-
dovima, preko livada i Suma, razlicitih
intenziteta i za aktivne sportiste i za
rekreativce Cine zastitni znak ove pla-
nine.

Od vidikovaca mogu se izdvojiti
Obadovo brdo, 6 km severno od cen-
tra Zlatibora, sa kog se pruza pogled
na Siru okolinu severo-isto¢nih padi-
na Zlatibora. Zatim, Cigota - Vidikovac
Jedini bor, odakle dominira pogled
nad celim zlatiborskim platoom, kao
i Tornik, 9 km od centra Zlatibora, koji
predstavlja najdominatniji vidikovac
sa koga se mogu videti planine cen-
tralne i zapadne Srbije, Bosne i Herce-
govine i Crne Gore.

Pored pesackih staza, tu su i bicikli-
sticke staze, trim staze i vezbalista za
aktivan odmor. Zbog blagih uspona
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Najpoznatija uredena staza svakako je
ona koja vodi iz centra do spomenika
na Glavudzi ili Sumatnom brdu i ona
predstavlja omiljeno 3etaliSte gostiju.

i padova terena, voznja bicikla pred-
stavlja pravo uZivanje za ljubitelje ov-
og sporta. A duze relacije za mauntin
bajk voznje mogu se izvesti od Zlati-
bora do Mokre Gore.

Trim staze i vezbalista opremljena
za tr¢anje i gimnastiku su uredene na
najlepsim lokacijama pored jezera u
centru, u banjskom delu Zlatiboraina

Recept za pravljenje

1 komplet lepinje

- 1lepinja

- 1jaje

- 1 supena kasika starog zlatiborskog
kajmaka

- 5 supenih kasika pretopa (saft od ja-
gnjeceg i praseceg pecenja — moze
se nadi u svakoj pecenjari)

* 0dsedi vrh lepinje (gornju trecinu le-
pinje). Donji deo premazati kajmak-
om i dodati malo pretopa.
Umutitijajei preliti ga preko kajma-
ka. Utisnite ga malo u lepinju i pre-
klopiti vchom lepinje.

Staviti u zagrejanu pecnicu i peci 10
minuta. Kad izvadite lepinju, preliti
je preostalim zagrejanim pretopom.
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Sajam suhomesnatih proizvoda ,Priu-
tijada” se odrzava svake godine u ja-
nuaru, u mestu Mackat.

Sajam poseti preko 10.000 posetilaca
iz Citave zemlje i Sire.

brdu Karaula, u borovoj Sumi. Razlici-
te sprave za vezbanje i razgibavanje
prilagodene su pripremama sportista
i rekreaciji rekreativaca. Na brdu Ka-
raula postoji i 700 m duzine kruzne
trim staze, sa podlogom od peska i
strugotine.

Za ljubitelje ekstremnih sportova,
zbog pogodnih terena i odgovaraju-
¢ih vazdusnih struja, paraglajding
na Zlatiboru dozivljava ekspanziju po-
slednjih godina. Kao omiljena mesta
paraglajdera izdvajaju se vrhovi Cigo-
ta i Tornik.

Sto se ti¢e jahanja, moguce su dve
lokacije, na ran¢u Farma i na rancu
Zova.

U sportskom i rekreativnom jahanju
mogu uzivati sve generacije. Pod na-
dzorom trenera i uz njegove savete
i pomo¢ moguce je uciti razlicite ve-
$tine sa konjima, ucestvovati u turi-
stickom i terenskom jahanju, voziti
se u kodiji, ali i upravljati zapregom i
kocijom.

Na rancu Zova moguce je jahanje za
najmlade u zanimljivom ambijentu.

Drvengrad

Ski centar Tornik

Ski centar Tornik ¢ine obnovljene i
prosirene Cetiri staze (Cigota, Tornik,
Ribnica i Zmajevac) i instalirana naj-
modernija Sestosedna Zicara kapaci-
teta 3.000 skijasa na sat, brzine pet
metara u sekundi, sa 107 sedista i du-
ga je 1.850 metara.

SCTornik predstavlja navece skijaliste
na Zlatiboru, udaljeno svega 9 km od
turistickog centra Zlatibora.

U samom centru Zlatibora, na Obu-
dojevici, postoji prostor za rekreaciju
i zimske sportove sa jednim ski liftom
tipa sidro i nekoliko bebi ski liftova.
Iznajmljivanje skija, snoubordova, sa-

Sarganska osmica

destinacija

nki, motornih sanki i ostale ski opre-
me omoguceno je i na stazama.

Za nordijsko skijanje i biatlon zbog
konfiguracije terena postoje idealni
uslovi, a na Zlatiboru se odrzavaju
mnogobrojna takmicenja nacional-
nog i medunarodnog karaktera.

S.G.

»Staro selo” Sirogojno

Kulturno-turisticki kompleks Drvengrad
nalazi se na vrhu brda Mecavnik.

Za izgradnju Drvengrada koridcene su
autenticne starovlaske brvnare ovog
podrucja. Takode, u svom sastavu ima
biblioteku Ivo Andric, galeriju, bioskop,
sportske sale, restoran, poslasticarnicu,
suvernirnicu, kao i crkvu koja je posve-
cena Sv. Savi.

Popularna atrakcija Mokre gore je stara
pruga uskog koloseka, Sarganska osmi-
ca, koja predstavlja jedinstveno gradi-
teljsko delo.

Voz Nostalgija ovom prugom ide preko
brda Sargan, preko 5 mostovai22 tunela
po kojima je pruga jedinstvena u svetu.
Savladava visinsku razliku od 300 mi sve
to na ukupnoj razdaljini od 15.440 m.
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»Staro selo” Sirogojno je muzej na otvo-
renom, jedini muzej ove vrste u Srbiji.

U njemu se prikazuje arhitektura, ure-
denje kuca i okucnica, organizacija po-
rodi¢nog Zivota ljudi brdsko-planinskih
predela Zlatibora.

Program Muzeja je i ocuvanje starih za-
nata, tako da su opremljene tri radioni-
ce: kacarska, kovacka i grncarska.
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AN ATTRACTIVE MOUNTAIN DESTINATION
FOR MEETINGS INDUSTRY

Zlatibor is a mountain located in the western Serbia, and it stretches at the area of approximately 1,000 km The highest point of the mountain
is Tornik (1,496 m). There are three legends relating the origin of the name Zlatibor, and it is certainly true that the name came from the word
gold, that is, golden and pine (Serbian zlatni = golden, bor = pine).

It was back in the year 1893 when the
mountain welcomed its first tourists,
who were accommodated in huts or
rooms at homes of poor but hospita-
ble inhabitants of Zlatibor.

After the visit and stay of king Petar
| Karadjordjevic, the first accommo-
dation facilities were built: the hotel
“Kraljeva voda” and the villa“Cigota”

As the time was passing, Zlatibor was
gradually becoming more arranged,
the facilities were expanding, winter
months started to catch up with the
summer period in terms of turnover
volumes, so the mountain had two
successfully established seasons.

Medical, sport and recreational, con-
gress and business tourism, country

Last year, 2013, was a year of a special
jubilee - 120 years of organized tou-
rism on Zlatibor.

outings and country tourism are be-
coming increasingly significant.

Today, Zlatibor is a place rich in vil-
las and weekend houses, excellent
hotels, restaurants, summer bathing
places, and a variety of facilities.

In summer, the mountain represents
an ideal location for preparations of
sportsmen and family holidays, and
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in winter, it is suitable for skiing and
snow enjoyment in the ski-centre To-
rnik.

Apart from high circulation of touri-
sts, as during the summer season so
during the winter, Zlatibor is certainly
one of the most important meetings
destinations in Serbia.
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Congresses and seminars
on a high level

Organization of congresses, confere-
nces and seminars on Zlatibor is sui-
table throughout the year, as the mo-
untain offers excellent technical and
organizational conditions. During the
last few years, and at present, Zlatibor
is being provided with new and mo-
dern congress capacities. Old hotels
have been renovated, accommodati-
on capacities have been expanded,
conference halls have been enlarged
and technically modernized; new co-
ngress centres opened their doors,
and the opening of the biggest resort
at Zlatibor is expected, too.

Owing to its location which is in the
heart of the western Serbia, this mo-
untain is certainly unavoidable desti-
nation for business trips. It is situated
230 km far from Belgrade and the in-
ternational airport Nikola Tesla, and
300 km far from Novi Sad or the Ad-
riatic sea.

Connections with the highway or the
railway leading to all major destinati-
ons in the country are excellent.

|

What to see? What to visit?
What to do?

What distinguishes Zlatibor and ma-
kes it so much well known, and what
the majority of guests enjoy, are cer-
tainly fresh air and beautiful view-
points. Walking paths with their as-
cents and descents, leading through
meadows and woods, both for active
sportsmen and those who practice
sports just for the sake of recreation,
make the distinguishing feature of
this mountain.

The viewpoints that distinguish are
Obadovo hill, 6 km north from the
centre of Zlatibor, from which the
view stretches to the wider area of
the northern-east slopes of Zlatibor.

Then, Cigota - viewpoint Jedini bor,
from which the view encircles the en-
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The most well-known arranged path
is certainly the one leading from the
centre to the monument on Glavudza
or Sumatno hill, and it represents the
favourite walking path of the visitors.

tire plane of Zlatibor, as well as Tornik,
9 km from the centre of Zlatibor, and
which represents the most dominant
viewpoint from which the view goes
far to the mountains of the central
and western Serbia, Bosnia and Her-
zegovina and Montenegro.

Apart from walking paths, there are
bicycle paths as well, than trim paths
and exercising sites for active relaxa-
tion.

Because the terrain is gently ascen-
ding and descending, bicycle riding
will offer a true pleasure to the lovers

A recipe for 1 komplet lepinja

(filled flatbread)

- 1flatbread

- Tegg

- 1tablespoon of ripe Zlatibor
kaymak

- 5 tablespoons of gravy (of lamb or
pork roast — can be found in each
grill and catering shop)

* Cut the top of a flathread (upper
third). Spread the lower part with
kaymak and add a bit of gravy.
Whisk the egg and pour it over kay-
mak. Press it a bit and cover the top.
Put it into the hot oven, and bake
for 10 minutes.

Once you take it out of the oven, po-
ur it over with the warm gravy.
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The Cured Meat Fair “Prsutijada (Pro-
sciutto festival)” takes place each year
in January, in a little town of Mackat.
The fair is visited by 10,000 visitors
from the entire country and abroad.

of this sport. Longer riding routes for
mountain bikes can be taken from
Zlatibor to Mokra Gora.

Trim trails and exercising sites equ-
ipped for jogging and gymnastics are
located on the most beautiful locati-
ons by the lake in the centre, in the
spa area of Zlatibor and on the hill Ka-
raula, in the pine forest.

Various exercising and stretching equ-
ipment is adapted to preparations of
sportsmen and recreation of amate-
urs. On Karaula hill, there is a 700 m
round trim trail, covered with sand
and sawdust.

For those that enjoy extreme sports,
owing to the suitable terrains and ap-
propriate air currents, paragliding
has been rapidly expanding on Zlati-
bor during the last few years. Favo-
urite spots of paragliders are peaks
Cigota and Tornik.

As for the horse riding, it is possible
to be practiced on two locations, Far-
ma ranch and Zova ranch. Professio-
nal and recreational horse riding can
be enjoyed by all generations.

Drvengrad

Under supervision of trainers and
their advices and help, it is possible to
learn and practice various riding skil-
Is, to participate in tourist and terrain
riding, to ride in a coach, but also to
ride it. At Zova ranch, even the youn-
gest will be able to ride in an intere-
sting ambience.

Ski centre Tornik

Ski centre Tornik includes renovated
and expended four paths (Cigota, To-
rnik, Ribnicaand Zmajevac) andinstal-
led the latest six-seat cable-car of the
capacity of 3,000 skiers per hour, of
the speed of five meters/sec, with 107
seats and 1,850 meters long.

Shargan Eight
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SC Tornik represents the biggest ski
resort on Zlatibor, 9 km far from the
tourist centre Zlatibor.

In the very centre of Zlatibor, at Obu-
dojevica, there is a space for recreati-
on and winter sports with one ski-lift
of anchor type, and a few baby ski-
lifts. Renting of skis, show-boards,
sledges, motor sledges and other ski
equipment is possible on the paths
as well. Because of the terrain confi-
guration, there are excellent conditio-
ns for practicing of Nordic skiing and
biathlon, and many tournaments of
national and international character
take place on Zlatibor.

S.G.

“The 0ld Village” Sirogojno

The cultural-tourist complex Drvengrad
is situated on top of the hill Mecavnik.
Authentic 0ld Vlach log cabins of this
area were used for construction of Dr-
vengrad.

Also, the complexincludes the library lvo
Andric, a gallery, a cinema, sport halls, a
restaurant, a cake-shop, a souvenir shop,
and the church dedicated to St. Sava.

Popular attraction of Mokra Gora is an
old railway of narrow gauge, The Shar-
gan Eight, which represents the unique
architectural work.

The train Nostalgia takes the railroad
over the Sargan hill, across 5 bridges and
through 22 tunnels which makes this
line one of a kind in the whole world. It
overcomes the height difference of 300
m and all that on the line of the total
length of 15,440 m.
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“The 0Id Village” Sirogojno is an open
air museum, the only museum of that
kind in Serbia. It exhibits architecture,
furnishing and decoration of houses
and infields and organization of family
life of the people living in the mounta-
inous region of Zlatibor. The program
of the Museum also includes preservati-
on of old crafts, so there are also three
equipped workshops: cooper’s, blacks-
mith’s and potter’s.
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Hotel Palisad, Zlatibor

TRADICIJA U NOVOM SJAJU

Hotel Palisad, zahvaljuju¢i skoro pet
decenija dugoj tradiciji, bogatstvu
svoje ponude i kvalitetnoj usluzi, vazi
za pionira kongresnog turizma na Zla-
tiboru.

Danas se Palisad svojim korisnicima
predstavlja sa novim, inoviranim ko-
nceptom koji je baziran na kapaci-
tetu od 200 potpuno renoviranih
dvokrevetnih soba, od kojih se 110
najmodernije opremljenih nalaze u
novom A bloku. Pored ovoga, hotel
nudi i dva funkcionalno odvojena ko-
ngresna centra koji su u potpunosti
opremljeni da zadovolje potrebe mo-
dernih poslovnih skupova.

Kongresni centar Palisad prostire se
na 735 m? i sastoji se od jedne velike
i pet manjih kongresnih sala ¢iji kapa-

citet i raspored sedenja zavisi od Zelje
i potrebe klijenata tako da moZze imati
od 50 do 350 mesta. Sala na prvom
spratu ovog kongresnog centra, po-
red svoje osnovne namene, moze se
koristiti i kao banket sala, a pogodna
jeizaizlozbeni prostor.

Kongresni centar Srbija je zaseban
entitet koji je u oktobru 2013. godine
renoviran i zauzima 450 m2 Nalazi se
u borovoj Sumi iznad jezera, raspola-
Ze salom koja je kapaciteteta oko 700
sedecih mesta.

U sklopu Kongresnog centra Srbija
nalazi se restoran kapaciteta 200 me-
sta koji je idealan za organizovanje
svecanih koktela i poslovnih ruckova.
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Sve sale poseduju profesionalnu vi-
deo i audio opremu, a korisnicima je
na raspolaganju i stru¢no tehnicko
lice. Osoblje hotela Palisad obuceno
je za potrebe stru¢nih skupova tako
da moZe odgovoriti i na najzahtevnije
zadatke.

Sale poseduju video bimove, laptop-
ove, ozvucenje, konferencijske i be-
Zicne mikrofone, WiFi, flipchartove i
monitore.

Organizovanje

manifestacija i dogadaja

U restoranu hotela Palisad moguce
je organizovati gala vecere za oko 600
osobaiili u a La cart restoranu Zlatni
bor, kapaciteta za 180 osoba. Tako-
de, u hotelu je moguce organizovati
bogat kulturno-umetnicki program:
muzicke koncerte, izlozbe, pozorisne
predstave, modne revije, degustacije
vina i lokalnih specijaliteta kao i razne
sportske dogadaje.

Hotel je do sada organizovao neke od
najzahtevnijih kongresa, okupljanja i
simpozijuma medu kojima su: CIGRE
sa oko 1.000 ucesnika, Kongres Kardi-
ologa Srbije i GodiSnje savetovanje
Vrhovnog suda Srbije sa po 800 uce-
snika, Kongres Veterinara Srbije sa
oko 600 ucesnika, Savetovanje Apo-
elacionog suda za 500 osoba, Simpo-
zijum Energeticara za oko 400 ucesni-
ka i mnoge druge.
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Hotel Palisad, Zlatibor

TRADITION IN

Thanks to almost five decades long
tradition, and excellent service, hotel
Palisad is considered for congress to-
urism pioneer on Zlatibor mountain.

Today, Hotel Palisad presents its new,
innovated concept based on capacity
of 200 fully renewed rooms of whi-
ch 110 most modern are in new A
block. Beside this, hotel offers two
functional divided congress centers
that are fully equipped to satisfy
needs of modern business meetings
and events.

Congress center Palisad is an imp-
ressive area of 735 m? which includes
one large and five smaller conress
halls. Their capacity and sitting she-
dule depends on client’s needs and
can provide 50 to 350 places.

Hall on the first floor of this Congress
center, beside its basic purpose, can
be used as a banquet hall, or an exhi-
bition space.

= business travel
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NEW BRILLIANCE

Congress center Srbija on 450 m? is
a separate entity that has been reno-
vated in November 2013. It is located
in pine forest, just above the lake and
has capacity for 700 people. There is
also a restaurant with capacity for 200
people and it is ideal for organization
of cocktails and business lunches.

All halls have professional video and
audio equipment, as well as person
for technical support. Staff in Hotel
Palisad is trained for professional me-
etings and can respond to the most
demanding tasks. All halls are equi-
ped with video bims, lap tops, sound
systems, conference and wireless mi-
crophones, flipcharts and monitors.
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Organization
of manifestations and events

In Hotel Palisad’s restaurant can be
organized gala dinners for 600 pers-
ons or in a La cart restaurant Zlatni
bor that has capacity for 180 people.
Musical concerts, exhibitions, theatre
shows, fashion shows, wine and local
specialties degustation and various
sport events can also be organized in
the Hotel.

Hotel has hosted some of the most de-
manding congresses, gatherings and
symposiums such as: CIGRE for 1,000
participants, Congress of Serbian Car-
diologists and Annual consultation
of Supreme Court of Serbia for 800
participants each, Congress of Serbi-
an veterinarians for 600 participants,
Consultation for Appellate Court for
500 participants, Symposium of Ene-
rgy Sector for 400 participants and
many others.
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Business City Travel & Events

industrija

DIGITALNI ,KIOSK" ZA MICE INDUSTRIJU

Evolution Media je pokrenula digitalni kiosk za MICE industriju, Business City Travel & Events, koji omogucava upload-ovanje marketinskih materi-
jala, broSura, magazina i kataloga, potpuno besplatno. Kompanija placa jedino iznos nastao na osnovu broja pregledanih publikacija, a moze i da
ogranici broj pregleda, odnosno da odredi maksimalni iznos koji bi platila za preuzimanje materijala, kako biimala potpunu kontrolu troskova.

Evolution Media je lansirala Business
City Travel & Events, inovativni digita-
Ini kiosk za MICE industriju, koji pruza
jedinstveno, ekolosko resenje za pro-
fesionalce iz oblasti MICE poslovanja.

Sta zapravo predstavlja
Business City Travel & Events?

Profesionalci Sirom sveta ¢e dobiti mo-
gudnost da ditaju najbolje magazine,
publikacije i brosure iz MICE sekto-
ra, direktno sa svog tablet uredaja ili
smart telefona.

Evolution Media, olak$ava posao pro-
fesionalaca iz industrije - hotelima,
event prostorima i organizatorima -
na taj nacin $to im omogucava da la-
ke upload-uju marketinski materijal,
brosure, magazine i kataloge, da raz-
menjuju poslovna iskustva sa svojim
partnerima i potencijalnim klijentima,
time Sto iskljuuje troskove Stampe i
distribucije, a sav materijal je izlozen
na jednom mestu u okviru digitalnog
Jkioska”.

Kako sve to funkcionise?

Evolution Media, sa sediStem u Barse-
loni, pruza mogucnost MICE profesi-
onalcima, iz svih krajeva sveta, da po-
stavljaju svoje publikacije na ,kiosk”
potpuno besplatno, a potom da nji-
hov materijal preuzimaju po veoma
isplativoj ceni, $to im omogucava ko-
mpletnu kontrolu sopstvenih trosko-
va. Da pojednostavimo, kompanija ce

placati jedino iznos nastao na osnovu
broja pregledanih publikacija, a moze
i da ogranici broj pregleda, odnosno
da odredi maksimalni limit kod preu-
zimanja materijala.

Kad su u pitanju kompanije sa ve¢im
brojem publikacija, Evolution Media
¢e im pruziti mogucnost da oforme
sopstveni,kiosk".

Ovaj ,kiosk” pruza bezgranican broj
marketinskih mogucnosti, sa dodat-
nim multimedijalnim bonusom u vidu
linkova sainternet stranicama kompa-
nije, kao i video materijala, virtualnih
turai,push notifications” aplikacija za
dodate vrednosti marketinga.

Sa Business City Travel & Events nece
vise biti nagomilanih kataloga i bro-
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Business City je izvrSio revoluciju u
MICE poslovanju, koja teske kataloge
i broSure cini delom proslosti!

Sura koje ostaju posle organizovanja
medunarodnih dogadaja zbog ogra-
nic¢enja prtljaga - potencijalni klijenti
se vracaju sa publikacijama koje se
ve¢ nalaze na njihovim smart telefo-
nima ili tablet uredajima.

Kompanije koje Zele da uvrste svoje
publikacije u ,Evolution Media kiosk”
ili Zele da objave sopstvenu,kiosk” ap-
likaciju, mogu kontaktirati Business
City Travel & Events putem e-maila
editor@businesscitymagazine, ili pu-
tem telefona +34 93 611 4774.

39% W)
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Business City Travel & Events
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DIGITAL NEWSSTAND FOR THE
MICE INDUSTRY

Evolution Media launched the innovative digital newsstand for the MICE industry, Business City Travel & Events, that able the upload of marketing ma-
terials, brochures, magazines and catalogues, free of charge. Company will only pay for the number of people that view their publication and can choose
the maximum number of downloads, and to determine the maximum amount that would pay for download, in order to have complete control of costs.

Evolution Media launched Business
City Travel & Events, the innovative di-
gital newsstand for the MICE industry
that provides a unique, environmen-
tally friendly solution for professio-
nals from the MICE industry.

What is Business City Travel &
Events?

Professionals from across the globe
will be able to read the best magazi-
nes, publications and brochures from
the MICE sector directly on their ta-
blet or smartphone.

Evolution Media, is also making it ea-
sier for industry professionals - hot-
els, event venues and organizers can
upload their marketing materials,
brochures, magazines and catalogues
to share their businesses with fellow
professionals and prospective clients,
eliminating printing costs, distributi-
on costs and making stand out in the
one-stop digital kiosk.

Business City revolutionizes the MICE
experience, making heavy catalogu-
es and brochures a thing of the past!

How does it work?

Barcelona based Evolution Media al-
lows industry professionals across the
globe to upload their publications
into the kiosk at no charge, then a hi-
ghly cost effective, fee per download,
which they can cap to be in full con-
trol of their expenditure.

To be put simply, the company will
only pay for the number of people
that view their publication and can
choose the maximum number of do-
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wnloads. For companies with larger
amounts of publications, Evolution
Media is also allowing them to create
their own digital kiosk.

This kiosk allows endless marketing
opportunities, with the added bonus
of multimedia - links to company we-
bsites, videos, virtual tours and photo
galleriesand push notifications forad-
ded value marketing.

With Business City Travel & Events th-
ere are not going to be more catalo-
gues and brochures left behind at
international events due to baggage
restrictions — potential clients will lea-
ve with those publications already on
their smartphone or tablet.

For businesses that wish to include
their publications in Evolution Me-
dia’s kiosk or that wish to publish th-
eir own kiosk app, you may contact
Business City Travel & Events via e-ma-
il editor@businesscitymagazine, or
by phone +3493 611 4774.
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G. Matijas Sulc, generalni direktor Kongresnog biroa Nemacke (GCB)

KONGRESNA PONUDA NEMACKE PO
EKONOMSKIM | STRUCNIM OBLASTIMA

Kongresni biro Nemacke (GCB), koji promovise Nemacku u zemlji i inostranstvu kao lokaciju za kongrese, skupove, motivacijska (,incentive”)
putovanja i dogadaje, okuplja vodece lokalne dobavljace, od hotela preko kongresnih centara i gradova do organizatora dogadaja, u saradnji sa
preko 450 ¢lanova. U svojstvu strateskih partnera, nemacka avio kompanija Lufthansa, Zeleznice Nemacke (Deutsche Bahn AG), kao i Turisticka
organizacija Nemacke (GNTB) podrZavaju rad GCB.

G. Matijas Sulc

1. Mozete li nam u nekoliko teza pre-

dstaviti Nemacku kao kongresnu de-

stinaciju?
Nemacka je vodeca kongresna loka-
cija kod medunarodnih udruzenja u
Evropii druga na svetu (prema Medu-
narodnoj kongresnoj asocijaciji ICCA).
Razlozi za nepoljuljani uspeh Nema-
¢ke kao kongresne destinacije leze u
spoju nekoliko cinilaca. Nasa zemlja
ima izuzetnu infrastrukturu, odli¢nu
saobracajnumrezuiraznovrsnu ponu-
du lokacija. Mnoge od ovih lokacija u
gradovima kao 3to su Berlin, Minhen,
Hamburg, Frankfurt, Drezden i Laj-
pcig dobitnice su nagrada i lideri u
svom sektoru. Nemacka ima u ponu-
di izuzetnu vrednost za novac, kao
i lokalne stru¢njake u klju¢nim pri-
vrednim i nau¢nim granama.

2. Kongresni biro Nemacke (GCB) pre-
dlaze kongresne lokacije na osnovu
sektorske strucnosti organizatora.

MozZete li nam reci nesto viSe o tome?

Prema Barometru kongresa i dogada-
ja za 2012. godinu, 82% kongresnih
organizatora je predvidelo da ce ras-
poloziva sektorska stru¢nost u okru-

Zenju postajati sve znacajnija u budu-
¢nosti pri odabiru kongresne lokacije.
Na primer, medunarodni organizatori
sve viSe tragaju za kongresnim lokaci-
jama gde njihovu sferu interesovanja
zastupaju visoko renomirane kompa-
nije, istrazivacki instituti, inicijatori i
kreatori misljenja. Pored dragocenih
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kontakata, na ovaj nacin je omoguce-
na i Ziva razmena misljenja i odgova-
rajuce pratece aktivnosti. Drugim re-
¢ima, u zizi su lokacije za skupove
i kongrese koje pruzaju kako kon-
gresnu strucnost tako i sektorsku
strucnost.

GCB je prepoznao Sest glavnih stru-
¢nih oblasti: medicina i zdravstvo
(ukljucujudi i polja kao $to su medici-
nska tehnologija i zdravstvena indu-
strija), transport i logistika (uklju-
¢uju¢i automobilsko inZenjerstvo,
transportno inZenjerstvo i svemirsku
industriju), hemijska i farmaceutska
industrija (ukljucuju¢i i discipline
kao $to su nauke o zivim sistemima i
biotehnologija), tehnologija i inova-
cije (od masinskog inzenjerstva i IT
do mikroelektronike i nanotehnolo-
gije), energija i Zivotna sredina i fi-
nansijske usluge.

Jezero Konigse i Crkva Svetog Bartoloma
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Struénost koju poseduje Nemacka u
klju¢nim privrednim granama je glav-
ni ¢inilac koji je nasu zemlju visoko
rangirao kao kongresnu destinaciju.
Ove strucne oblasti pruzaju moguc-
nost medunarodnim kongresnim pla-
nerima da dovedu do maksimuma
uticaj i efikasnost svojih skupova i
kongresa tako $to ¢e okupiti znacaj-
ne domace govornike odnosno orga-
nizovati posete lokacijama.

3. Koje su to aktivnosti GCB zbog ko-
jih je Nemacka i zelena kongresna
destinacija?

Gotovo polovina organizatora kong-
resa i dogadaja sada se radije odlu¢u-
je za dobavljace sa akreditovanim si-
stemom za upravljanje odrzivosti.

Nemacki dobavljaci su u solidnoj po-
ziciji da ispune sve vecu potraznju
pri ¢emu je priblizno 40% lokacija u
Nemackoj uvelo sisteme upravljanja
odrzivosti.

Nasa zemlja je obezbedila lak prilaz
lokacijama, ekoloski transport i kon-
gresne centre i hotele vodene po na-
Celu odrzivosti. Dobavljaci kongresa
iz Nemacke uvrsc¢uju i mere koje su

klimatski povoljne, u celokupnu pri-
premu, realizaciju i pracenje doga-
daja kao $to su ekolosko putovanje i
smestaj, lokalna hrana i mnogo toga
drugog.

= business travel
& meetings

Pored toga, GCB je dobio i subvenciju
za obuku kongresnih planera preko
zelenog programa kongresne ak-
reditacije, prvog te vrste.

Kroz niz inicijativa, GCB i Evropska

IMEX 2013, Stand Nemacke

81
SEE Business Travel & Meetings magazine - februar 2014 *




= business travel
& meetings

it il Nacidn K tesgaden ——
asocijacija kongresnih centara (EVVC)
obezbeduju da plan odrZivosti bude
jos ¢vrdce uvrezen u sektoru dogada-
ja, $to se i pokazalo na drugoj zelenoj
konferenciji o kongresima i dogadaji-
ma, koju su osnovali GCB i EVVC, a
koja je vec¢ postala vazan forum za
debatu izmedu kongresne industrije i
vlade. Jedan konkretan rezultat koji je
vec ugledao svetlost dana, kao posle-
dica ove konferencije, jeste kodeks
odrzivosti za kongresnu industriju,
koju su zajednicki sastavili ¢lanovi
GCB i EVVC, a dostupan je za preuzi-
manje u formatu brosure na www.fai-
rpflichtet.de. Na ovoj internet stranici,
Jlideri u odrZivom poslovanju” mogu
da se prijave za odrzivu privrednu,
ekolosku i praksu socijalnog biznisa,
uz mogucnost redovnog slanja izve-
$taja o njihovom napretku u sprovo-
denju kodeksa. Dosad se prijavilo vise
od 370 preduzeca iz Nemacke, Austri-
je i Svajcarske.

4, GCB je uradio studiju o megatren-
dovima u oblasti kongresne indust-
rije do 2030. godine. Da li biste mogli
da nas upoznate sa nekima od njih?

Kongresni biro Nemacke se prihvatio
globalne studije o kongresnoj indu-

b

striji pod nazivom ,Skupovi i kongresi
do 2030. god.: Studija 0 megatrendo-
vima koji oblikuju nasu industriju.”
Nalazi upucuju na tehnologiju u radu
i Zivotu, globalizaciju i ostale glavne
trendove koji transformisu kongres-
nu industriju.
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Predvidamo da ¢e ova studija o mega-
trendovima pomoci akterima u indu-
striji pri razvoju strategije orijentisane
ka buduc¢nosti kojom ¢e moci da po-
stignu poslovni i privredni uspeh.
Ova sveobuhvatna studija nam je ot-
krila sledecih pet glavnih megatren-
dova:

Tehnologija u radu i Zivotu: Vise od
41,6% ispitanika je prepoznalo teh-
nologiju u radu i Zivotu kao veoma
uticajnu za buducnost kongresne in-
dustrije.

Globalizacija i internacionalizacija:
Priblizno 28,6% je ¢vrsto uvereno da
Ce globalizacija izvriiti jedan od naj-
vecih uticaja. Pojedinci ¢e morati sve
vise da obracaju paznju na nijanse
izmedu kultura, preferenci i stilova zi-
vota u zemljama, kao i da govore vise
jezika.

Mobilnost u buduénosti: Lak i udo-
ban dolazak i odlazak sa dogadaja
koji ostavlja najmanji mogudi trag na
Zivotnu sredinu ¢e i dalje biti znaca-
jan aspekt planiranja dogadaja.

Odrzivi razvoj: Odrzivost ¢e ostati
vodece nacelo uticaja na sve oblasti

Engleski park IL;'-Mi'hI}I;'enu
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kongresnog planiranja, od izgradnje
i renoviranja lokacija do transporta,
gastronomije i zabave.

Demografske promene, feminiza-
cija i raznolikost: Demografske pro-
mene je navelo 18,2% ispitanika kao
,veoma jake.” Posto sve viSe Zena pu-
tuje na kongrese, potrebno je uzeti u
obzir i karakteristike kao $to su, izme-
du ostalog, dodatno obezbedenje za
Zene koje putuju same i briga o deci.

5. Bududi planovi i aktivnosti?

Nemacka se nalazi u dobroj poziciji da
podmiri potrebe sve veceg broja po-
slovnih posetilaca nizom novih loka-
cija i infrastrukturom u izgradnji kao
$to je kongresni centar Kap Europa,
nova lokacija sajamskog organizatora
Messe Frankfurt, u frankfurtskoj ce-
tvrti centralna Evropa, Cije je otvara-
nje u planu kasnije ove godine.
IstraZivanje GCB pod nazivom ,Skupo-
viikongresido 2030.godine” obezbe-
duje planerima kongresa i dogadaja
da budu dobro opremljeni za ispunje-
nje buducih zahteva poslovnih pose-
tilaca.

GCB Ce izloziti Siroku lepezu lokacija i
nove ponude na kongresnom sajmu
IMEX Frankfurt 2014 (20. - 22. maj).

Kao najveci izlagac na sajmu IMEX i
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Jednosinski voz u Vuperall

strateski partner dogadaja, GCB pla-
nira da predstavi preko 200 izlagaca
na Standu Nemacke.

S.G.

IMEX 2013, Stand Nemacke
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Mr Matthias Schultze, Managing Director of the GCB German Convention Bureau e.V.

MEETING DESTINATION GERMANY WITH
ECONOMIC AND SCIENTIFIC EXPERTISE

The German Convention Bureau (GCB), which promotes Germany internationally and domestically as a location for conferences, meetings,
incentives and events, unites leading national suppliers from hotels to congress centres and cities to event agencies. It works with over 450
members. As Strategic Partners, Lufthansa German Airlines, Deutsche Bahn AG (German Railways), and the German National Tourist Board
(GNTB) support the work of the GCB.

1. Could you present us Germany as a

meetings destination in few points?
Germany is the leading conference
location for international associations
in Europe and the second worldwide
(according to ICCA).
The reasons for Germany’s sustained
success as a conference and meeting

pviron; 5
protection o ctainability

solar power

(nowledge ecoromt

destinations l I

care mdustrV

lcm lleBl’

coop peration

Mr Matthias Schultze

destination is a combination of seve-
ral factors. The country has outstan-
ding infrastructure, an excellent tran-
sport network and a wide variety of
venues.

Many of these venues, in locations
such as Berlin, Munich, Hamburg, Fra-
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nkfurt, Dresden and Leipzig, are awa-
rd-winning and leaders in their field.
Germany offers superb value for mo-
ney and local expertise in key econo-
mic and scientific sectors.

2. G(B suggests conference locations
according to the industry expertise of
the organizers. Could you tell us more
about this?
According to the Meeting & Event Ba-
rometer 2012, 82% of meeting orga-
nisers predicted that the availability
of industry expertise in the surrou-
nding area will become increasingly
important in the future when choosi-
ng a conference venue.
For example, international organisati-
ons are increasingly looking for con-
vention locations where their sphere
of interest is represented by highly re-
spected companies, research institu-
tes, initiatives and opinion-formers.
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Meetings made in Germany

BMW " German Convention Bureau

As well as valuable contacts, this en-
sures that there is a lively exchange of
views and suitable ancillary activities.
In other words, the focus is on con-
ference and convention locations
where there is specialist knowle-
dge and industry expertise.

The GCB has identified six main are-
as of expertise: medicine and heal-
thcare (including fields such as me-
dical technology and the healthcare
industry), transport and logistics
(including automotive engineering,
transport system engineering and
aerospace), chemicals and pharma-
ceuticals (including disciplines such
as life sciences and biotechnology),
technology and innovation (from
mechanical engineering and IT to mi-
croelectronics and nanotechnology),
energy and the environment and
financial services.

Germany's expertise in key industries

bureau

is a central factor in the country’s high
ranking as a meeting and convention
destination. These areas of skill enab-
le international meeting planners to

SEE Business Travel & Meetings magazine

= business travel
& meetings [

G

LY ‘. ..‘ ‘.‘\ka

Mount Zugspitze 'l A

maximize the impact and effective-
ness of their meetings and conven-
tions by sourcing local relevant spea-
kers or organising site visits.
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3. What are the activities of GCB in
making Germany also a green desti-
nation for meetings?

Almost half of meeting and event or-
ganizers now prefer suppliers with a
certified sustainability-management
system. German suppliers are well-
placed to meet the increasing dema-
nds with almost 40% of venues in
Germany having implanted sustaina-
bility-management systems.

The country has an easily accessible
venues, eco-friendly transport and
sustainably-run congress centres and
hotels. German congress providers in-
tegrate climate-friendly measures in
their entire preparation, implementa-
tion, and follow-up work for events
such as eco-friendly travel and acco-
mmaodation, locally sourced food and
much more.

In addition, the GCB has been awar-
ded a grant to train meeting planners
in a first-of-its-kind green meeting
certification program.

Through a number of initiatives, the
GCB and the European Association
of Event Centres (EVVC), are ensuring
that the sustainability agenda beco-
mes even more established within
the events sector. This was demonst-
rated at the second green meetings
and events conference, founded by
the GCB and EVVC, which has alre-
ady become an important forum for

Heidelberg Castle
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The number of service providers with a sustainability
management system is rising.

Organisers prefer service providers

with certification.

201 2012

debate between the events industry
and government.

One concrete outcome already deli-
vered as a result of the conference is
a sustainability code for the events
industry, drawn up jointly by the me-
mbers of the GCB and EVVC and ava-
ilable to download as a brochure at
www.fairpflichtet.de. Via this website,
“sustainable business leaders” can si-
gn up to sustainable economic, eco-
logical and social business practices,
with the option of regularly reporting
back on their progress in impleme-
nting the code. More than 370 busi-
nesses in Germany, Austria and Swi-
tzerland have so far signed up.

SOURCE: MEETING AND EVENTBAROMETER 2013

2013

4.The GCB did a study of megatrends
in field of meetings industry until
2030. Could you share with us some
of them?

The German Convention Bureau und-
ertook a global meetings study entit-
led “Meetings and Conventions 2030:
A study of megatrends shaping our
industry”

The findings indicate technology in
work and life, globalisation and ot-
her major trends which are transfor-
ming the meetings industry. We en-
vision this megatrends study helping
players in the industry develop a fu-
ture-oriented strategy that can gene-
rate business and economic success.
The comprehensive study revealed
the following top five megatrends:

Technology in work and life: More
than 41.6 % of respondents identified
technology in work and life to be very
influential in the future of the meeti-
ngs business.

Globalisation and internationalisa-
tion: Approximately 28.6 % felt very
strongly that globalisation will have
a major impact. Individuals will need
to be more aware of nuances among
country cultures, preferences and life-
styles as well as speak multiple langu-
ages.

Mobility of the future: Getting to
and from events easily and comfor-



convention

tably and with the smallest possible
ecological footprint will continue to
be an important aspect of event plan-
ning.

Sustainable development: Sustaina-
bility will remain a guiding principle
to influence all areas of meeting plan-
ning, from construction and renovati-
on of venues, to transportation, food
and entertainment.

Demographic change, feminisation
and diversity: Demographic change
was cited by 18.2 % of respondents as
“very strong.” As more women travel
the meetings circuit, features such as
additional security for women trave-
ling alone and child care, among ot-
hers, will need to be considered.

5. Future plans and actions?

Germany is well placed to meet the
needs of the increasing amount of
business visitors with a host of new
venues and infrastructure in develo-
pment including Kap Europa Confe-
rence center, Messe Frankfurt’s new
venue in Frankfurt’s central Europa
district set to open later this year.

bureau
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What social megatrends do you think will seriously influence and challenge

the meetings industry in the medium term?

(Online survey question)

D Technology

Globalisation
Mobility
Sustainability
Demographic Change
Security

Peak Everything

Urbanisation

€2 ND>¥>8 A&

Feminisation

Figures in % n=77 very strongly

GCB's Meetings and Conventions 2030
research ensures meeting and event
planners are well-equipped to meet
the future requirements of business
visitors.

The GCB will be showcasing its huge
variety of venues and new offerings at

b
o

strongly W lesss

trongly M notatall M don'tknow [ not specified

IMEX Frankfurt 2014 (20 - 22" May).
As the largest exhibitor at IMEX and
strategic partner for the event, the
GCB is set to present more than 200
exhibitors on Germany’s stand.

S.G.

IMEX 2013, Germany stand
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Kraljevi Cardaci SPA, Kopaonik

UZIVANJE, DRUZENJE
| POSLOVANJE NA VISINI

hotel

Hotelsko apartmanski spa kompleks ,Kraljevi Cardaci SPA” nalazi se na 1.450 m nadmorske visine Kopaonika. 0d 2011. godine kada su u,,¢ar-
dacima” odseli prvi gosti, ovaj kompleks neprekidno raste, razvija se i svojim gostima nudi bogate sadrZaje. Klub privrednih novinara Srbije
i Centar za promodiju wellness i spa Sunny dodelili su, Kraljevim Cardacima” priznanje za wellness hotel 2012. godine — Wellness Award 2012.

U sklopu apart hotela ,Kraljevi Car-
daci” je 18 smestajnih jedinica, SPA i
Wellness centar, lobby bar, pansionski
restoran i igraonica za decu.

A la card restoran i atraktivna pivnica
deo su hotelskog kompleksa, a na sa-
mo nekoliko koraka od hotelske zgra-
de nalazi se 152 moderno opremlje-
na apartmana i studiji. Oni svojim
enterijerom i udobnosc¢u pruzaju mir
i toplinu gostima koji zele da imaju
apsolutnu privatnost i osecaju se kao
u svom domu.

Krajem februara 2014. godine jedan
od bitnih segmenata poslovanja ,Kra-
ljevih Cardaka” postaje i kongresni
turizam, sa kongresnom salom ma-
ksimalnog kapaciteta do 370 mesta
s mogucénoscu pregradivanja na 4 od-
vojene sale, a u celom kompleksu je
omoguceno koris¢enje beZi¢nog in-
terneta (WiFi).

Ovaj prostor je opremljen najmoder-
nijom tehnologijom, klimatizacijom,
ozvucenjem i svetlosnom rasvetom.
Zapotrebe organizacija velikih skupo-
va kongresni prostor ¢e biti u prilici

da pruzi moguénost i uspostavljanja
izlagackog prostora u foajeima kong-
resnog centra kao i na recepciji.

Restoran, Kraljevih Cardaka” u svo-
joj ponudi ima raznovrsan meni, vina
iz celog sveta, a prijatna atmosfera za-
dovoljice istinske hedoniste i najpro-
birljivije goste.

Pivnica,Kraljevih Cardaka” je jedan
od najoriginalnijih barova na Kopao-
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niku, kako zbog ambijenta ovogizuze-
tnog i originalno uredenog prostora.

Posle radnog dana ili uzivanja na ski
stazama Kopaonika, osoblje ,Kralje-
vih Cardaka” preporucuje opustanje
u Wellness centru koji je po mnogo
¢emu izuzetan i drugaciji. Pored kori-
S¢enja brojnih sadrzaja poput finske
i bio saune, zatvorenog i otvorenog
bazena, dakuzi kade, turskog kupati-
la, hamama, kneipp-a, slane pecine,
float spa kapsule, relax dela sa tepida-
rijum klupama, gosti s punim pove-
renjem mogu da se prepuste nekoj
od mnogobrojnih masaza i uslugama
profesionalnih masera.
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Kraljevi Cardaci SPA, Kopaonik

ENJOYMENT, SOCIALIZING
AND BUSINESS AT THE HEIGHTS
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Hotel-Suit-SPA complex “Kraljevi Cardaci SPA” is located on the mountain Kopaonik, 1,450 m above sea level. Since 2011, when the first guests
came to “Kraljevi Cardaci’, the complex has been continuously growing and developing, offering to its guests many luxurious contents. ”
The Economic Journalists of Serbia Club” and “The Center for the Wellness & SPA Promotion”, gave to “Kraljevi Cardaci” the award for best wel-
Iness hotel in 2012 - The Wellness Award 2012.

Within "Kraljevi Cardaci” apart-hotel,
there are 18 accommodation units,
SPA & Wellness Center, lobby bar, HB
restaurant and the playroom for the
children. A la card restaurant and a
very attractive beer tavern are the
part of the hotel complex, and there
are 152 contemporary suites and
studios only a few feet away from the
hotel. With their interior they offer a
peace and warmth to those guests
who want the absolute privacy and
who want to feel at home.

By the end of the February 2014, the
important part of the "Kraljevi Carda-
ci” business activity will be congress
tourism as well, with a congress hall
with a maximum capacity up to 370
seats, and which can be divided into
four separate halls, and the WiFi is
provided in the whole complex. The
congress halls are equipped with the
latest technologies, air conditioning,
sound and light systems. For the orga-
nization of large business gatherings
the congress premises will be able to
provide the exhibition space in the
foyer areas of the congress center as
well as at the reception desk.

"Kraljevi Cardaci” Restaurant has a
various menu in its offer, vines from
all over the world and the pleasant
atmosphere that will satisfy the real
hedonists and the pickiest guests.
The beer tavern in "Kraljevi Carda-
ci” is one of the most genuine bars on
the Kopaonik mountain because its
exquisite interior.

After a busy day at work or after en-
joying on the ski tracks on the Kopa-
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onik mountain, "Kraljevi Cardaci” staff
recommends a relaxation in the Wel-
Iness Center which is exceptional and
unique.

The guests can enjoy in Finnish and
Bio Sauna, indoor and outdoor swim-
ming pool, jaccuzzi tub, Turkish bath,
Hamam, Salt chamber, Float SPA cap-
sule, in a relaxation part with tepida-
rium benches and where the guests
with full confidence can enjoy in ma-
ny massages given by professionals.
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IMEX u Frankfurtu

sajam

Nova konsijerZ usluga podr3ke klijentima pre pocetka sajma, koja sluzi da pomogne kupcima, koji po prvi put dolaze, da dobiju $to viSe od svoje
posete sajmu IMEX u Frankfurtu, lansirana je pocetkom ove godine.

Usluga ¢ini deo celine koja ukljucuje
nekoliko novih ideja koje je predstavi-
la IMEX Grupa sa namerom da prosiri
poslovanjeiumrezavanje zakupce ko-
ji posecuju sajam.

IMEX konsijerz tim ce uputiti telefo-
nski poziv svakom novom kupcu, a to-
kom koga ¢e on dobiti moguénost da
postavi pitanja u vezi sa putovanjima,
sastancima sa izlagacima, edukativ-
nim programom i ostalim temama.

IMEX Group CEO, Carina Bauer kaze:
,Nova usluga koju nudimo simbolise
nas pristup trzistu i vrednostima nase
kompanije: visok standard usluga ko-
risnickog servisa, i Zelja da, kako kupci
tako i izlagaci, dobiju odli¢an , povra-
¢aj od ucestvovanja”.

Ova usluga upotpunjuje seminare pu-
tem interneta, a koje ve¢ nudimo izla-
gacima i koji im pomazu da poslovne
rezultate ucestvovanja na sajmovima
dovedu do maksimuma.”
Prijavljivanje i registracija su otvoreni,
na linku http://portal.imex-frankfurt.
com/register.php

Welcome 1o Bmex

1. Dok sadrzaji rastu, paznja opada

Neverovatan rast YouTube, TED i kr-
atkih, odse¢nih vesti u formatu TV i
video klipova (pracenih i pojavom
aplikacije Vine koja se gustira,u jed-
nom zalogaju”) svedodida je paznja

kraca nego ikada pre. Cetiri minuta
predstavlja ¢itav jedan Zivot na in-
ternetu. Mozete ocekivati da sadr-
zaji kongresa i dogadaja stizu do
vas u sve zanimljivijem, raznovrsni-
jem i svarljivijem pakovanju.

. Sreca je,in”

Uvodni govornik ispred meduna-
rodnog udruzenja profesionalnih

-
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radnika u kongresnoj industriji MPI,
na sajmu svetske kongresne indus-
trije IMEX Amerika 2013, DZen Lim,
direktor i glavni menadzer ,srece”
u kompaniji Delivering Happiness,
bila je u trendu kada je podstakla
publiku da razmislja o sre¢i kao o
nauci koja se moze primeniti na po-
slu.
Kako kaze:,Kada se spoje vredno-
sti, vizijai svrhaizmedu pojedinaca
i organizacija, taj uticaj moze biti
toliko pozitivan i znadi puno vise
od puke krilatice da je sre¢an rad-
nik i produktivan radnik.”
MozZete ocekivati da ce sve vedi
broj organizacija prigrliti sre¢u kao
duh razvoja u 2014. godini.

. Tehnologija spaja tackice
Doslo je do velikog broja napred-
nih tehnoloskih izuma, a sada se
ukazala potreba da se njima i up-
ravlja. Koburn, direktor kompanije
DoubleDutch ocekuje da ¢e ,pro-
pusni opseg aplikacija biti sve ras-
tereceniji’, dok Oven predvida da
regulativa i standardi ulaze u igru,
kao na primer, preko novih Apex
standarda.
Takode je i jasno stavio do znanja
da u buduc¢nosti,nece vise biti re¢
o novim tehnologijama, ve¢ o na-
¢inu na koji se one isporucuju’”.

i
!.ﬁ!: i
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. Drustveni mediji uzlaznom puta-

njom, van okvira i sveprisutni

Drustveni mediji u 2014. godini
pocinju da dobijaju sopstveni bu-
dzet, a time i da igraju znacajnu i
merljivu ulogu u strategijama ma-
rketinga i komunikacije u celoku-
pnoj kongresnoj industriji.

. »Glokalno” - pruzena ruka naVa-

Sem pragu

I kako je nekada medunarodno ok-
ruzenje kongresne industrije pod-
razumevalo hiljade mogu¢nosti,da
se ucini dobro i vrati nazad zajedni-
ci” u dalekim zabitima sveta, sada

je trend da se pruzi ruka pomodi na
samom ku¢nom pragu.

. Kongresni sektor kao vazan priv-

redni pokazatelj

Da li bi 2014. godina mogla da
bude godina kada ¢e kongresna
industrija najzad biti priznata kao
vazan privredni pokazatelj?

Na sajmu IMEX Amerika, Den Ber-
ger, direktor kompanije Social Tab-
les, izjavio je sledece:

,Mi iz ove industrije znamo da po-
vecan broj kongresa i dogadaja
predstavlja puls privrednog rasta.’

. Raznolikost na radnom mestu

Tamo gde je nekada goruca tema
razgovora bila demografska pro-
mena i $ta to znaci za globalno
trziste kongresne industrije, sada
se velika debata za 2014. godinu
vodi oko ,raznolikosti na radnom
mestu”. Organizacije moraju da se
bave strategijama prijema i razvo-
ja ljudskih resursa uz vecu kreativ-
nost i samosvest.

Vise informacija o ovim prognozama
mozete nadi na:
http://www.imex-frankfurt.com/

IMEX Frankfurt 2014 je sajam kon-
gresne industrije koji ce se odrzati
ove godine u periodu od 20. do 22.
maja u kongresnom centru Messe
Frankfurt u Nemackoj.
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IMEX in Frankfurt

NEW ANGLE ON
PRE-SHOW CUSTOMER SERVICE

A new pre-show concierge service to help first-time hosted buyers get the most from their attendance at IMEX in Frankfurt is being launched

at the beginning of this year.

The service is one of several new ideas
being introduced by the IMEX Group
to increase business and networking
value for buyers attending the trade
show. Each new buyer will receive a
telephone callfromthe IMEX concier-
ge team giving them the opportunity
to ask questions relating to travel, ap-
pointments with exhibitors, the edu-
cation programme or other subjects.

Says IMEX Group CEO, Carina Bauer:
“This new service typifies our market
approach and our company values:
high standards of customer service
and a desire to ensure that both bu-
yers and exhibitors receive excellent
‘return on attendance’.

This service complements the live we-
binars we already offer to exhibitors
which, in turn, help them maximise
their business return from the show.”

Registration is now open. http://po-
rtal.imex-frankfurt.com/register.php

IMEX Industry
Predictions for 2014

1. Content Gets Bigger as Attention
Spans Grow Shorter

The incredible growth of YouTube,
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TED and short, sharp TV and video
news clips (including the birth of
super-bite-sized Vine) means atte-
ntion spans are shorter than ever.
Four minutes is a lifetime online.
Expect meetings and event conte-
nt to be delivered in ever more en-
tertaining, diverse and digestible
pieces.




exhibition

2. Happiness is Hip

IMEX America 2013 MPI Keynote,
CEO & Chief Happiness Officer of
Delivering Happiness, Jenn Lim,
was on trend when she urged her
audience to think of happiness as
a science that can be applied at
work.“When values, vision and pu-
rpose in individuals and organiza-
tions come together, the impact
can be so positive, and it's about
much more than a happy worker
being a productive worker,” she
said. Expect more organizations to
embrace happiness as their ethos
for growth in 2014.

. Technology Connects the Dots

Many big technology advances
have been made, now they need
to be managed. Coburn, CEO of
DoubleDutch expects “the band-
width of Apps to get lighter, whe-
re Owen sees regulation and sta-
ndards coming into play, such as
through the new Apex Standards.
He's also clear that the future is
“not about more technology but
how that technology is delivered.”

. Social Media Shifts Up, Out and
Everywhere

In 2014 social media starts to rece-
ive its own budget, and begins to

play a meaningful and measurable
part in marketing and communi-
cations strategies across the me-
etings and events industry.

. “Glocal”- Helping Hands on Your

Doorstep

Where once the international na-
ture of the meetings industry me-
ant thousands of opportunities to
‘do good and give back'in far flung
corners of the world, the trend
now is to reach out to help those
right on your doorstep.
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6. Meetings Sector as Leading Eco-

nomic Indicator

Could 2014 be the year when the
meetings and events industry is fi-
nally recognized as an important
economic indicator?

Dan Berger, CEO of Social Tables de-
clared at IMEX America, “Those of
us in the industry know that when
meetings and events start to rise
they are the pulse of growth.”

. Workplace diversity

Where once a hot conversation to-
pic was demographic shift and
what that meant for the global me-
etings and events market, now the
big debate of 2014 looks set to be
‘workplace diversity"

Organizations are having to look
at their recruitment and talent de-
velopment strategies with more
creativity, and awareness.

More info about these predictions:
http://www.imex-frankfurt.com/

IMEX Frankfurt 2014 is a worldwide
exhibition for incentive travel, me-
etings and events which will be
held from 20'" to 22" May in Messe
Frankfurt in Gemany.




IMEX is the inspirational hub of the meetings industry — a place to fire your
imagination and discover more creative ways to book and motivate meetings.
Every year, the show evolves to bring together new technology, new
destinations and thousands upon thousands of brilliant ideas. It's a different
show every time, so bring on IMEX 2014!

» Endless inspiration — everything from the latest that exhibitors have
to offer, to compelling new research, fascinating seminars and the latest
thinking from industry experts

* Smart business — save time by getting more business done face-to-face.
Every year IMEX attracts new exhibitors and peers you'll want to meet

* Enjoyable networking — catch up with colleagues, chat with friends and
meet valuable new contacts

20-22 MAY 2014

Find out more and register now:

caLL: +44 (0)1273 227311

wes: imex-frankfurt.com/register

I Frankfurt / 20-22 May

¥ @IMEX_GROUP

The worldwide exhibition for incentive travel, meetings and events. GCB @ Lu"thansa BAHN

g e peeie Official Airline
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Omiljena aktivnost u zatvorenom

KUGLANJE -
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SPORT | REKREACLJA ZA SVAKOGA

Kuglanje se smatra relativno mladim sportom, iako zaceci kuglanja po jednoj od teorija datiraju jo$ pre 5 vekova, iz Egipta. Vremenom, postao
je jedan od omiljenih sportova u zatvorenom, kako za rekreativce, tako i za profesionalce. Jedna od prednosti kuglanja, narocito kao aktivnost za
korporativna okupljanja, jeste to Sto je ovo sport pogodan kako za starije tako i za mlade, pa godine nisu bitne, kao ni pol niti fizicka spremnost.

Nastanak kuglanja

Za nastanak kuglanja, kao i obi¢no,
postoji nekoliko teorija. Prema jednoj
teoriji nastanak kuglanja se vezuje
za Egipat i za 3200 godinu pre nove
ere, kada su prilikom iskopavanja u
jednom decijem grobu nadeni ostaci
igre sa kuglama. Ta igra se sastojala iz
9 tankih cunjeva, 3 kamene loptice i
3 kamena prstena kroz koja su najve-
rovatnije trebale da produ kamene
loptice. Prema drugoj teoriji za nasta-
nak kuglanja je odgovorno anticko
otkrice Polinezijske igre ,ula maika”
koja se isto sastojala od ¢unjeva i ka-
menih kugli, a kod koje je trebalo po-
goditi ¢unjeve sa 18 m udaljenosti.

Kako je vreme prolazilo pojavljivale
su se i razlicite kuglaske igre u kojima
je broj ¢unjeva varirao, a igralo se i na
raznim stazama, a i po razlicitim pravi-
lima. Po Evropi kuglanje se Sirilo pod

U Nemackoj je 1891. godine odrzano
prvo medunarodno takmicenje u ku-
glanju.

razli¢itim imenima. Pa je tako u Fran-
cuskoj bilo poznato kao ,quilles”, a u
Engleskoj kao ,skittles”. U Nemackoj
ljudi su poceli da se kuglaju jos u 3.
veku, ali je igra tada imala religioznu
pozadinu. U Engleskoj kuglanje je
probudilo veliko interesovanje pa je
1530. godine Henri VIl naredio da se
u njegovom dvoru naprave staze za
kuglanje. Kasnije kuglanje je stiglo i
do Skotske, Holandije, Spanije. Kako

je kuglanje dospelo do Amerike nije
bas poznato, ali se prema iskopinama
u Kaliforniji dolazi do zakljucka da su
Spanci bili ti koji su doneli ovu igru u
16. veku.

Pravila igre i ponasanja

Vremenom kuglanje je privlacilo sve
vedi broj ljudi i postalo je jako pogo-
dno za opklade. Kada su se otvorile
mogucnosti za kladenje kuglanje je
postalo igra na srecu. Karakter igre
na srecu kuglanje je doveo do stavlja-
nja na listu zabranjenih igara, s obzi-
rom da su u periodu kada se pojavilo
igre na srecu bile zabranjene.

U zabrani koja je napisana bilo je ta-
¢no oznaceno $ta je dozvoljeno, a $ta
nije dozvoljeno u kuglanju. Medutim,
jedan od ljubitelja ovog sporta je tada
pronasao manu u zakonu i odlucio da
umesto 9 ubaci 10 ¢unjeva, i da pro-
duzi stazu sa 35 na 105 cm, pa je tako
kuglanje moglo da se nastavi.

S obzirom da je kuglanje takmicarski
sport postoje i neka osnovna pra-
vila.
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1875. godine u Americi 27 klubova na-
pravilo je ,Nacionalnu asocijaciju kug-
lanja”.

Kegle postavlja masina, u Cetiri reda
koja Cine jednakostranicni trougao.
Kegle su poredane tako da u prvom
redu stoji jedna kegla, u drugom dve,
u tre¢em trii u Cetvrtom Cetiri.

Oznacavaju se sa brojevima od 1 do
10, a pocinje se od one u prvom redu,
a zavrsava sa keglom broj 10, koja se
nalazi u poslednjem redu skroz sa de-
sne strane. Inace, kegle su udaljene 30
c¢m jedna od druge, a da bi se brojale
moraju se srusiti u potpunosti.

Tako je prema pravilima kuglacu do-
zvoljeno 10 krugova u kojima rusi
kegle, a u svakom krugu se baca dva
puta. Deseti krug se moze sastojati
od tri bacanja. Ukoliko se pri prvom
bacanju poruse sve kegle to se zove
»strike” i tada je krug zavrsen, a ako
ostanu kegle nakon bacanja, broje se
oborene koje se tada sklanjaju.

Tada igra¢ baca drugi put. Ukoliko
igrac obori sve kegle dobice i bonuse.
Ukoliko na stazi ima vise od jednog
igraca, igra se tada prebacuje na dru-
gog i tako sve dok svi igraci ne zavrse
svoj krug.

Dimenzije svakog ¢unja su 38,1 cm za
visinu i 11,4 cm za Sirinu, a tezina je
oko 1,5 kg. A $to se tice kugle ona ne
sme biti teza od 7,2 kg i mora imati
glatku povrsinu sa tri otvora za pr-
ste. Svaka kugla ima svoju tezinu, a
igrac treba odabrati kuglu koju moze
drzati sa lako¢om. Takode, cipele za
kuglanje su obavezne a najbolje je iz-
najmiti ih u kuglani, s obzirom da su
prilagodene stazi jer im je don napra-
vljen od posebnog materijala.

Kako postoje pravila igre, tako postoje
i pravila ponasanja. Pa je tako prema
bontonu kuglanja zabranjen izlazak
na stazu ako je drugi igrac sa Vase le-
ve ili desne strane ve¢ na stazi.

Takode, zabranjeno je uzimanje kugle
ako drugiigrac stoji na stazi pored Vas.
Ako je Vas$ red za bacanje, pobrinite se
da budete spremni, da Vas ne biigrai

drugi igraci ¢ekali. Kada je Vasa kugla
u drugom bacanju dosla u kontakt sa
¢unjevima, vratite se direktno u pros-
tor za igru da biste omogucili drugom
igracu izlaz na stazu. | uvek budite u
svom prostoru za igru.

Ovo su samo neka od osnovih pravi-
la ponasanja, kojih bi se igraci trebali
pridrzavati.

Kuglaski stilovi i termini

U kuglanju postoje dva osnovna stila
igranja. To su pravolinijski i fles.

Fle$ stil podrazumeva krivu putanju
kugle koja ¢e prvo krenuti ka rubu
staze a zatim promeniti pravac i uda-
riti u ¢unjeve. Naravno postoji veliki
broj ,pod-stilova” kuglanja, a polozaj
palca zavisi od igraca do igraca.

U ovom sportu je ¢ak dozovoljeno i
bacanje kugle sa dve ruke.

Kako biste se kuglali potrebno je da
znate i neke od kuglaskih termina, kao
$to su Approach, Frame, Game, Hea-
dpin, Pin, Pindeck, Pocket, Release,
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~Americki kongres kuglanja” (Ameri-
can Bowling Congress) je najveci orga-
nizator kuglaskih igara na svetu.

Spare, Strike, Worp, Gutter, Bowler,
Ball return, Foul line, Pit. Pa je tako
Approach deo staze gde se hvata za-
let pre bacanja kugle, frame je jedna
desetina igre, game cela igra, strike
predstavlja sve kegle oborene u je-
dnoj desetini igre, headpin kegla koja
nosi broj 1istoji prva, a spare predsta-
vlja sve kegle porudene iz dva baca-
nja, itd.
Kuglanje pruza mogucnost za opus-
tanje i druzenje, kako sa porodicom,
prijateljima tako i sa kolegama sa po-
sla. Pa tako za zaposlene kuglanje mo-
Ze biti odli¢an izbor za organizovanje
tim bilding aktivnosti.
Jednostavno re¢eno, kuglanje je sport
u kojem se svi ucesnici podjedanko
zabavljaju. Dobro, mozda najbolje oni
koji pobeduju.

M. J.
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Favourite Indoor Activity

BOWLING -
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SPORT AND RECREATION FOR EVERYONE

Bowling is considered a very young sport, although the beginnings of bowling, according to one theory, date even 5 centuries ago, from Egypt.
As time went by, it became one of the most favourite indoor sports, as for amateurs so for professionals. One of the advantages that the bowling
offers, especially as the activity of corporate gatherings, is that this sport is suitable as for elder so for younger population, which means that the
age, gender and physical fitness are not important.

Origins of Bowling

The origins of bowling, as usually, are
supported by several theories. Acco-
rdingto onetheory, the origins of bow-
ling date from Egypt, 3200 B.C., when,
during the excavations in one child’s
grave, they found the remains of the
bowling game. The game consisted
of 9 narrow bowling pins, 3 stone bal-
Is, 3 stone rings that the balls were
probably supposed to pass through.
According to another theory, the ori-
gins of bowling are related to disco-
very of antique Polynesian game “ula
maika” which also included bowling
pins and stone balls, and in which the
pins were supposed to be hit from
the distance of 18 m.

With the time, various bowling gam-
es were appearing, in which the num-
ber of pins varied, and the game was
played on various types of paths, and
according to different rules.

In Europe, the bowling was spreading

The first bowling tournament took pla-
ce in Germany, in 1891.

under different names. In France, for
example, it was known as “quills”,
and in England, “skittles”.

In Germany, people started to bowl
far back in the 3 century, and the ga-
me had religious background.

In England, the bowling arouse a lot
of interest, soin 1530, Henry VIll orde-
red bowling lanes to be construct-
ed at his palace. Later, the bowling
spread to Scotland, The Netherlands
and Spain. It is still unknown how
the bowling arrived to America, but,
according to some excavations in Ca-
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lifornia, it can be concluded that the
Spaniards were those who took the
game to America, in 16™ century.

The Rules of the Game and
the Code of Conduct

With time, the bowling was attracting
increasing number of people, and be-
came very suitable for betting.

When the possibilities of betting ap-
peared, the bowling became a game
of chance. However, the character of
the games on chance is such that it
immediately enlisted the bowlingam-
ong the forbidden games, as in the
period when it appeared, the games
of chance were forbidden. The offici-
al ban exactly explained what was al-
lowed, and what was not, in case of
bowling. However, one of the fans of
this sport, found a loophole, and de-
cided to put 10 bowling pins instead
of 9, and to prolong the lane from 35
to 105 cm, so the bowling could have
been continued.

As the bowling is a competitive sport,
it includes certain rules.

Bowling pins are arranged mechani-
cally, into four lines which make an
equilateral triangle. Pins are lined on

I . . W
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In 1875, in America, 27 clubs joined to-
gether to make the “National Bowling
Association”.

such way that in the first line there is
one pin, in the second two, the third
has three and in the fourth line, there
are four pins. They are marked from
1 to 10, starting from the one in the
first line, and finishing with the bowl
number 10, which is in the last line,
on the right side. Also, the bowling
pins are positioned at 30 cm distance
from each other,and in order to be co-
unted, they must be completely kno-
cked down.

So, in accordance with the rules, the
player is allowed to play 10 rounds in
which he knock down the pins, and
each round allows two throws.

If, during the first throw all the pins
are knocked down, that is called a
“strike”, and then the round is fini-
shed, and in case of remaining pins,
knocked down are numbered and
removed. The player then throws the
ball for the second time. If the player
knocks down all the pins, he receives
the bonus. In case of more than one
player on the same path, the game is
switched to another one, and so on,
until all the players finish their round.
Each pinis 38.1 cm high and 11.4 cm
wide, and they weigh approximately
1.5 kg. As for the bowl it must not be
heavier than 7.2 kg and must be of
a smooth surface, with three holes
for the fingers. Each ball has its own
weight, and it is up to each player to
choose the bowl that they can easily
hold. Also, the bowling shoes are part
of required equipment, and the best
thing is to rent them in the bowling
club, as they are adjusted to the lane,
since the sole is made of special ma-
terials.

As there are the rules of the game, so
there is the code of conduct.
According to the bowling etiquette,
itis notallowed to step onto the lane if
another player positioned on your left
or on your right side is already there.
Also, it is not allowed to take the bowl
if another player is standing beside
you. If it is your turn to throw, make

sure to be ready the same moment,
so that the game and other players
do not wait for you. When your bowl,
in the second throw, comes in touch
with the pins, step back to your posi-
tion, so as to enable another player to
step onto the lane. And always stand
at your position. These are just some
of the basic rules of conduct, and whi-
ch the players should comply with.

Bowling Styles
and Terminology

There are two basic styles of bowling -
straight and flash. Flash style impli-
es curving line of the bowl, which first
moves towards the edge of the path
than changes direction and hits the
pins. Naturally, there are majority of
“sub-styles” in bowling, and the posi-
tion of the thumb depends on the pla-
yer. This sport allows the bowl to be
thrown with both hands.

In order to practice bowling, you sho-
uld learn some of the bowling termi-
nology, such as Approach, Frame, Ga-
me, Headpin, Pin, Pindeck, Pocket,
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“American Bowling Congress” is the big-
gest organizer of the bowling games in
the world.

Release, Spare, Strike, Warp, Gutter,
Bowler, Ball return, Foul line, Pit.
So, Approach is a part of the lane whe-
re the player speeds up before they
throw the ball, frame is one tenth of
the game, game is the entire game,
strike represents all the pins knocked
down in one tenth of the game, hea-
dpin is the pin marked with number 1
and which stands the first in the lane,
and spare represents all the pins knoc-
ked down in two throws, and so on.
Bowling offers the opportunity to re-
lax and entertain, as with the family
and friends, so with the colleagues fr-
om work. Thus, for the employees, the
bowling can be an excellent choice
for organization of team building acti-
vities. Simply said, bowling is a sport
in which all the participants will equ-
ally feel and enjoy the entertainment.
Well, perhaps the winning ones will
feel it the best.

M. J.
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EVROPSKA ASOCIJACIJA KONGRESNIH CENTARA

Evropska asocijacija kongresnih centara — EVVC predstavlja oko 750 event prostora svih vrsta i veli¢cina u Nemackoj i Evropi. Glavni zadaci
EVVCsu da svoje clanove informise, obezbedi i da im olakSa poslovno umreZavanje, dok istovremeno nudi idealnu platformu za komunikaciju.
WWW.evvc.org

MPI

Medunarodno udruzenje profesionalnih radnika u kongresnoj industriji — MPI osnovano je 1972. godine sa uverenjem da organizatori
dogadaja igraju kljucnu ulogu u uspehu poslovanja. MPI je posvecen purZanju najboljeg profesionalnog razvoja i poslovnih prilika svojim clanovima.
www.mpiweb.org

NEOBICNI (SPECIJALNI) PROSTORI

Neobicni (specijalni) prostori su objekti koji se koriste povremeno, kao mesto susreta, ali koji imaju drugaciju osnovnu funkciju. To mogu biti na
primer: muzej, tematski park, bioskop, pozoriste ili vila. Takode, salasi, etno - sela i etno - parkovi, vinski podrumi, gradevine istorijskog nasleda,
zasigurno su neobicni prostori koje treba doZiveti. Oni su savrieni za bilo koju vrstu dogadaja, gde je iskustvo moZda od veceg znacaja od sadrzaja
ili ishoda ucenja.

GLOBALIZACLJA

Globalizacija opisuje postupak kojim se nacionalne i regionalne ekonomije, drustva i kulture integriSu kroz globalnu mrezu trgovine, komu-
nikacija, imigracije i transporta.

GLOKALIZACUA

Pojam glokalizacija je kovanica nastala spajanjem globalizacije i lokalizacije, a koji se odnosi na koncept za opisivanje pojedinca, grupa, organ-
izacija, proizvoda ili usluga koja odrazava ne samo globalni standard, vec i lokalni.

TED

TED (Tehnologija, Zabava, Dizajn) je globalni skup konferencija u vlasnistvu privatne, neprofitne Saplin fondacije, pod sloganom,Ideje vredne
Sirenja”. TED je osnovan 1984. godine, kao one-off dogadaj. Godisnja konferencija je pocela 1990. godine, u Montereju, u Kaliforniji. TED-ov pocetni
naglasak je bio na tehnologiji i dizajnu, u skladu sa svojim poreklom u Silikonskoj dolini. TED dogadaji se odrzavaju Sirom Amerike i u Evropi i Aziji,
nudeci uZivo prenos prezentacija. Bavili su se Sirokim spektrom tema u okviru istrazivanja i prakse nauke i kulture, cesto kroz pripovedanje. Govor-
nicima na ovoj konferenciji je dato maksimalno 18 minuta za predstavljanje svojih ideja na najinovativniji i za slusaoce privlacniji nacin.

MILJE DOGADAJA

Milje dogadaja (Event Miles) su koncept kojim dogadaji prate koli¢inu proputovanih milja ucesnika, osoblja, govornika, itd. do lokacije i kolicine
emisije ugljenika povezanih sa ovim putovanjem.

ZELENI SASTANAK

Zeleni sastanak (prema Savetu kongresne industrije) ili dogadaj obuhvata pitanja zastite Zivotne sredine, koja se odnose na smanjenje njegovog
negativnog uticaja na Zivotnu sredinu.

ODGOVORNO UPRAVLJANJE

Odgovorno upravljanje moZe se sumirati kao pokusavanje da se izbalansiraju interesi ljudi, planete i profita’, tako da nase organizacije, nas
narod i nasa planeta prosperiraju za dobrobit i sadasnjih i buducih generacija. U Sirem smislu, odgovorno upravljanje se fokusira na upravljanje
korporativnim odgovornostima, Sto podrazumeva i odnose akcionara koji vode kompaniju i uticaj kompanije na akcionare. Tako se fokusira na
prirodu i uticaj prakse kompanije postujuci sve vazne aktere i prirodno okruZenje.

KONFERENCIJSKI CENTAR KAP EUROPA

Kap Europa ¢e biti prostor u sastavu kongresnog centra Messe u Frankfurtu, u Nemackoj odmah do sajamskog prostora i novog Skyline Plaza
Soping centra. 0d juna 2014. godine, ova lokacija e posedovati prostor za 2.400 osoba i pruZiti mogucnost za organizovanje razlicitih tipova
dogadaja — kongresa, sastanaka, insentiva, kulturnih dogadaja i ostalih. Ovo Ce biti prvi odrZivi kongresni centar sa zlatnim DGNB pre-sertifikatom
(Sertifikat za odrZivu i zelenu izgradnju).

29
SEE Business Travel & Meetings magazine - februar 2014 *



ot
- & meetings term dictionary

100

EUROPEAN ASSOCIATION OF EVENT CENTRES

European Association of Event Centres — EVVC represents about 750 event centres of all kinds and sizes in Germany and Europe. The main
tasks of the EVVC are to inform, provide counsel for and facilitate its members within a professional networking framework, whilst at the same
time offering an ideal communications platform.

WWW.evvc.org

MPI

Meeting Professionals International — MPI founded in 1972 believes that meeting and event planners serve a ritical role in the success of busi-
ness, and is committed to giving its members the very best in professional development, business opportunities and a vibrant industry community.
www.mpiweb.org

UNUSUAL (SPECIAL) VENUES

Unusual (special) venues are facilities used occasionally as a meetings venue but which has a different principal function, e.g. as a museum,
theme park, cinema, theatre or stately home. Also, farmsteads, ethno - villages and ethno - parks, wine cellars, historic heritage edifices, are surely
special venues to be experienced. They are perfect for any sort of event where the experience is perhaps of greater importance than the content
or learning outcomes.

GLOBALIZATION

Globalization describes a process by which national and regional economies, societies, and cultures have become integrated through the global
network of trade, communication, immigration and transportation.

GLOCALIZATION

The term “glocalization” is a newly coined blend of globalization and localization refers to a concept to describe individual, group, organization,
product or service that reflects not only global standard but also local one.

TED

TED (Technology, Entertainment, Design) is a global set of conferences owned by the private non-profit Sapling Foundation, under the slogan
“ideas worth spreading”. TED was founded in 1984 as a one-off event. The annual conference began in 1990, in Monterey, California. TED's early
emphasis was technology and design, consistent with its origins in the Silicon Valley. TED events are held throughout America and in Europe and
Asia, offering live streaming of the talks. They address a wide range of topics within the research and practice of science and culture, often through
storytelling. The speakers are given a maximum of 18 minutes to present their ideas in the most innovative and engaging ways they can.

EVENT MILES

Event Miles are a concept whereby events track the amount of miles travelled by participants, staff, speakers, etc. to the location and the amount
of carbon emissions associated with this travel.

GREEN MEETING

Green meeting (according to the Convention Industry Council) or event incorporates environmental considerations to minimize its negative
impact on the environment.

RESPONSIBLE MANAGEMENT

Responsible management can be summed up as seeking to balance the interests of “people, planet and profit” so that our organizations, our
people and our planet prosper for the benefit of both current and future generations. In broad sense, responsibility management focuses on man-
aging corporate responsibilities, which involves managing stakeholder relationships and the companies’impacts on stakeholders. It thus focuses
on the nature and impacts of company practices with respect to all important stakeholders and the natural environment.

KAP EUROPA CONFERENCE CENTRE

The Kap Europa will be Messe Frankfurt’s venue in Frankfurt, Germany directly next to the exhibition grounds and the new Skyline Plaza shopping
centre. From June 2014, the location will offer space for up to 2,400 people and opportunities for many kinds of events — whether for congresses,
meetings, incentives, cultural events or functions. It will be the first sustainable congress centre with a DGNB gold pre-certificate (Certificate for
sustainable and green building).
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SPREMNI DA IZDVOJITE 2.800 DOLARA ZA SAPUN?

Sapun koji ko3ta 2.800 dolara napravljen je ru¢no u libanskoj porodicnoj radionici kao poklon za
prvu damu Katara, po kojoj je i nazvan. Sapun sadrZi zlatni i dijamantski prah i ujedno je i najsku-
plji sapun napravljen na svetu.

Svaki komad sapuna tezak je oko 170 gr, velicine je dlana i izgleda i miriSe kao tradicionalni
libanski sapun sa maslinovim uljem.

Medutim, za razliku od tradicionalnog libanskog sapuna sa maslinovim uljem ovaj sapun sadrZi i
oko 7 gr dijamantskog praha i 14 gr zlatnog praha.

Zahvaljujuci prahu sapun ima grubu strukturu koja u kombinaciji sa 11 aromaticnih biljaka i es-
encijalnih ulja ima izuzetne efekte po kozu.

Prema izjavi proizvodaca, ovaj sapun nije najskuplji zato $to u sebi ima prahove dijamanta i zlata, vec zato $to ima poseban psiholoski i duhovni
uticaj na Coveka, i zato Sto pretvara tusiranje iz dnevne rutine u zadovoljstvo.

BROD TITANIK DOBIJA MUZEJ U KINI

U provinciji Secuan planirano je otvaranje tematskog parka ije e centralno mesto krasiti replika
JTitanika” u prirodnoj velicini. U okviru ovog tematskog parka bice otvoren i muzej i simulator
gde e posetioci moci da doZive potunuce broda iz 1912. godine.

Replika,,Titanika” ¢e biti vredna oko 165 miliona dolara, a trebalo bi da bude otvoren 2016. god-
ine. Investitor ovog programa je kompanija, Seven Star Energy” iji je izvrdni direktor rekao da je
Aziji potreban njen muzej, Titanika”.

Cilj projekta je da bude vise od muzeja broda i filma iz 1997. godine, a simulator ¢e omoguditi
zainteresovanima da,doZive” potonuce broda. Kada brod udari u ledeni breg, bice treskanja i dr-
musanja. Omogucicemo ljudima da osete vodu kako ulazi uz pomoc zvucnih i svetlosnih efekata.
Pomislice,Udavicu se, moram da pobegnem”, objasnio je izvr3ni direktor ove kompanije. Izgradnja replike, Titanika" trebalo bi da pocne ove godine,
a u okviru parka bice napravljena i plaza, 6D bioskop i replike venecijanske crkve i evropskih zamaka.

VOZNJA AVIONOM SA PILOTOM KOJI SPAVA

Kompanija,BAE sistems” je razvila tehnologiju koja bi mogla u buducnosti da dovede
do toga da putnicima bude svejedno da li je pilot tokom leta zaspao ili je budan.
Sistem ove kompanije, koji bi trebalo da omogudi avionima da lete bez pilota ispitan
je tokom leta preko Irskog mora, a ugraden je u mali putnicki avion nazvan ,Leteca
laboratorija”.

Ova tehnologija, uz pomoc satelitske veze, moZe da ucini mnogo vise od obicnog au-
tomatskog pilota. Pilot moZe da odrZava avion na odredenoj visini, na tacnom kursu,
kao i da ga prizemlji na pistu, ali novi sistem ima sposobnost i da ,razmislja” i sam
donosi odluke.

Ovakav sistem bi mogao biti primenjen u vanrednim prilikama kada se ¢lanovima posade dogodi neka nezgoda. Koristeci kameru koja je smestena
u pilotskoj kabini i racunare koji su smesteni u repu, letelica moZe da otkrije odredene tipove oblaka pre nego Sto isplanira i zapocne manevar, sto
je €ini prvom takvom letelicom na svetu.

Takode ovaj sistem raspolaZe i sa sistemom nazvanim,,oseti i izbegni”koji koristi posebnu antenu za identifikovanje letelica, a koja prikuplja signale
sa drugih letelica koje se nalaze u blizini. Uprkos svemu tome, jo$ uvek nije planirano uvodenje ovog projekta u komercijalne letove.

SMESTAJ ZA LJUBITELJE BETMENA

Ljubitelji Betmena u motelu ,Eden” na Tajvanu,
mogu odsesti u tematskoj sobi gde je sve deko-
risano u Betmenovom stilu.

Uzglavlje kreveta je ukraSeno logotipom ovog
junaka, a i na plafonu se nalazi njegov zastitini
znak. Takode, gostima je na raspolaganju i, batmobile” kako bi se u potpunosti opus-
tili. Zidovi su napravljeni od kamena kako bi se stvorio utisak pecine, a enterijer ¢ine i
posteri i figurice kako bi zaista docarali atmosferu.

Soba se izdaje na sat vremena, a za 3 sata u ovoj sobi potrebno je izdvojiti oko 50
dolara. Za one koji nisu ljubitelji Betmena u ovom motelu, koji je poznat po temat-
skim sobama mogu odsesti i u sobama koje su posvecene ,Alkatrazu”ili,Njujorku”.
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SNUPI OSTRVO U JAPANU

U Japanu se nakon erupcije vulkana fromiralo novo ostrvo Nii-jima, koje se spojilo sa obliznjim
Nisino-sima ostrvom i formiralo zemljanu masu koja jako podseca na strip junaka Snupija.
Ostrvo se izdiglo iz vode nekih 1.000 km juZno od Tokija, i ubrzano se Sirilo usled jake vulkanske
aktivnosti Sto je dovelo do spajanja sa obliznjim Nisino-Sima ostrvom i svi koju su to videli od-
mah su primetili slicnost sa Snupijem.

S obzirom da je vulkan ispod ostrva i dalje aktivan, ostrvo bi moglo da se urui nakon prestanka
erupdija, ali bi takode moglo i da ostane.

Snupi ostrvo je izazvalo veliko interesovanje, ali vlasti i obalska straza su upozorile da je podru-
Gje koje ostrvo zauzima i dalje opasno i da mu se turisti ne pribliZavaju.

I NAUCNO DOKAZANO - MUSKI I ZENSKI MOZAK SU RAZLICITI

Naucnici sa Univerziteta Pensilvanije su napravili mape mreZe neurona u mozgu koje potvrduju da izmedu
muskog i Zenskog mozga postoje velike razlike.

Oni su na osnovu crteza koji su napravljeni na osnovu 1.000 snimaka mozga utvrdili da postoje velike raz-
like u neuronskim vezama u muskom i Zenskom mozgu.

Na osnovu istraZivanja ispostavilo se da kod Zena postoji razgranata neuronska mreza u levoj i desnoj hemis-
feri mozga, dok su kod muskaraca veze izmedu neurona pojacane u prednjem i zadnjem delu mozga.
Naucnike su najvise iznenadile razmere u kojima su njihova otkrica potvrdila misljenja prema kojima je
muski mozak predodreden za opaZzanje i koordinaciju pokreta, a Zenski za socijalne vestine i pamcenje,
zhog ¢ega Zene imaju bolje predispozicije za obavljanje vide radnji istovremeno, tzv. ,multitasking”. Inace, detalji studije objavljeni su u ¢asopisu
LProceedings of the National Academy of Sciences”.

KAFIC,,ZIFERBLAT” - SVE JE BESPLATNO SEM VREMENA

Ruski lanac kafica , Ziferblat” otvorio je u Londonu svoj prvi objekat u kojem je sve besplatno sem vre-
mena koje provedete u njemu. Naziv kafica je kovanica iz ruskog i nemackog jezika i oznacava brojcanik
sata. ldeja ovog kafica je da gosti uzmu budilnik sa ormara kad udu u kafi¢ i podese vreme, a alarm ce
se oglasiti po njegovom isteku. Gosti nisu ograniceni viemenom koje mogu provesti u kaficu, a jedan
minut ko3ta 3 penija. Na raspolaganju gostima su kafa, razni napici, biskviti, voce, povrce, surfovanje
po internetu, ¢ak i mogu¢nost da sami u kuhinji pripreme hranu ili skuvaju kafu, pa ¢ak i da zasviraju
klavir. Prema izjavi vlasnika,, Ziferblata”, koji je u Rusiji u protekle dve godine otvorio 10 kafica, gosti se
u njegovom kaficu mogu opustiti i tako Sto ce oprati sudove.

ARANZMANI ZA PUTNIKE SA NESANICOM

Hoteli Sirom Amerike su svima koji se muce sa nesanicom, ili imaju nedostatak sna, odnosno ne mogu
da se pristojno naspavaju kod kuce ponudili,,aranzmane za spavanje”.

Predstavnici americkih hotela su shvatili da umorni i nenaspavani gosti predstavljaju pravi,zlatni rud-
nik’, posebno u sezoni praznika. Shodno tome, hoteli u velikim gradovima su odlucili da za ove goste
priguduju svetla, sklanjaju digitalne Casovnike iz soba, angazuju savetnike za san, nude meditaciju,
Sirok izbor jastuka i relaksirajuce masaze.

Pa tako u hotelu DZoja u Skotsdejlu, u Arizoni gostima se nude i Citave palete aromoterapija i masaza,
pa Cak i intravenozni koktel vitamina i antioksidansa. Takode, ugostiteljski objekti posvecuju sve vecu
paznju udobnosti kreveta i posteljine, posebno jastuka, ali i na druge faktore koji mogu da uti¢u na san, kao $to su osvetljenje i kvalitet vazduha.
Prema izjavi predstavnika lanca hotela Hilton, Robu Paleski,Na$ cilj je da nastavimo sa inovativnim ponudama kako bismo gostima pruZili priliku
da se $to bolje naspavaju’, ali je i dodao da je glavni problem ubediti goste da se, barem na kratko diskonektuju od svojih digitalnih uredaja.

KUCA OD MEDENJAKA

Prema izjavi Ginisove knjige rekorda u Teksasu je sagradena najveca kuca od medenjaka. Za izgradnju ove
,Slatke kuce”bilo je potrebno vise od 22.000 bombona, 7.200 jaja, 800 kg putera i 3.300 kg bradna.

Kuca ima 216 kvadratnih metara i dovoljno je prostrana za peto¢lanu porodicu, a Sto se tice kalorija ima
ih 36 miliona.

Poslasticari koju su ovu kucu sagradili planiraju da novac od ulaznica koje prodaju daju u humanitarne
svrhe, a da bi sprecili decu da pojedu ovu kucu pricaju im Grimovu bajku o Ivici i Marici.
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AREYOU READY TO GIVE 2,800 DOLLARS FOR A SOAP?

A soap of 2,800 dollars has been handcrafted in a Lebanese family workshop for the first lady of
Qatar, after who it was also named. The soap contains golden and diamond powder, and at the same
time, represents the most expensive soap ever produced in the world.

Each piece of soap, of a palm size, weighs about 170 gr and looks and smells just like traditional
Lebanese soap produced with olive oil. However, as different to the traditional Lebanese soap with
olive oil, this one contains about 7 gr of diamond powder and 14 gr of golden powder.

Owing to its structure, the soap is of a rough texture which, combined with 11 aromatic herbs and
essential oils, has extremely good effects on skin. According to the manufacturer, this soap is not
that expensive just because it has diamond and the golden powder, but because of special spiritual
and psychological effects it produces, as it turns the routine of taking shower into a sheer pleasure.

SHIP TITANICWILL HAVE ITS MUSEUM IN CHINA

In Sichuan province, it is planned to open a theme park with a special central attraction —a copy
of the“Titanic”in its natural size. This theme park will also have a museum and a simulator where
the visitors will have the opportunity to experience the sinking of the ship which happened in
1912. The copy of the “Titanic” will be 165 million dollar worth, and it will be opened in 2016,
according to the plans. The investor of this program is company “Seven Star Energy’, whose ex-
ecutive director said that Asia needs its own “Titanic” museum.

The aim of the project is to make it more than just a ship-museum and the film produced in 1997,
and a simulator will provide the interested visitors with the “experience” of sinking. When the
ship hits the iceberg, it will be followed by trembling and shaking. We will enable people to feel
the water penetrating the ship by means of audio and light effects. They will think “I'll drown, |
need to escape”, explained the executive director of this company. The construction of the copy of the “Titanic” should start this year, and the park
will also have a beach, a 6D cinema and the copy of the Venetian church and the European castles.

FLYING WITH A SLEEPING PILOT

The company “BAE systems” has developed a technology that could, in the future,
resultin a situation where the passengers will not mind whether their pilot is awake
or asleep. The system of this company, which should enable the aircrafts to fly with-
out a pilot, was tested during its flight across the Iran sea. The system was installed
in a small passenger plane called the “Flying laboratory”.

This technology, by means of satellite connections, can achieve much more than
the ordinary automatic pilot. The pilot can keep the plane on the certain altitude, at
the exact course, and land it to the runway, but this new system will also have the
ability to “think” and make its own decisions. This system could be applied in emer-
gency conditions, for example, if the members of the crew experience an accident.

By using the camera placed in the cockpit, and the computers located in the tail of plane, the aircraft will be able to discover certain types of clouds
before it plans and starts with manoeuvring, which makes it the first aircraft of that type in the world.

Also, this system disposes of the system called “feel and avoid” which uses a special antenna for identifying aircrafts, and which collects the signals
of other aircrafts located nearby. In spite of all aforesaid, this project has still not been planned for commercial flights.

ACCOMMODATION FOR BATMAN FANS

In“Eden” motel in Taiwan, Batman fans will be able
to stay in a theme room all decorated in the Bat-
man style.

The head of the bed is decorated with the logo of
this hero, and at the ceiling has its mark. Also, the
guests will have a “Batmobile” at their disposal in order to completely relax.

The walls are made of stones in order to create the impression of a cave, and the interior
is also decorated with posters and figures which visualize the atmosphere.

The room is being rented for an hour, and in order to spend 3 hours in this room one
should set aside 50 dollars. Those that are not really the Batman lovers, in this motel fa-
mous by thematic rooms, may stay in the rooms dedicated to “Alcatraz” or “New York’”.
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SNOOPY ISLAND IN JAPAN

A new island of Nii-jima which was formed in Japan after a volcanic eruption, merged with the nearby
Nishino-shima island thus forming a land mass which very much reminds of a cartoon character Snoopy.
The island has risen out of water at some 1,000 km south of Tokyo, and due to strong volcanic activities, it
has been rapidly expanding, which resulted in merging with the nearby Nishino-shima island. All those
that have seen it immediately found the similarities with Snoopy.

As the volcano under the island is still active, the island could cave in after the eruptions stop but it could
stay as well. The Snoopy Island has captured a great attention, but the authorities and the coastguard have
warned that the area beneath the island is still dangerous and that the tourists should avoid approaching.

SCIENTIFICALLY PROVED - MAIL AND FEMALE BRAINS ARE DIFFERENT

The scientists from the University of Pennsylvania have created the maps of neural networks in human
brain, which confirmed the existence of great differences between male and female brains. They came
to this conclusion as they observed the drawings made according to 1,000 recordings of the brain, thus
they established the existence of great differences in neural connections in male and female brains.
The research established that the women have branchy neural network in left and right brain hemi-
sphere, while the men have stronger connections between the neurons of front and back part of brain.
What surprised the scientists the most are the proportions in which their discovery confirms the atti-
tude according to which the male brain is predestined for perception and coordination of moves, while the female brain is more adapted for social
skills and memorizing, which is why women have better predispositions for performing of several activities at the same time, so called “multitask-
ing”. The details of the study were published in the magazine “Proceedings of the National Academy of Sciences”.

“ZIFERBLAT” CAFE - EVERYTHING BUT THE TIME IS FOR FREE

The Russian chain of cafés called “Ziferblat” has opened their first place in London, where every-
thing is for free but the time you spend there. The name of the café is a phrase mint from Russian
and German languages, and means a face of a clock.

The concept of this café is that the guests take one alarm clock from the cupboard, as they enter
the café, and set the time. The alarm will announce the expiry of time. The guests are not limited
by the time they can spend there, and one minute costs 3 pennies.

The guests will be served with coffee, various beverages, biscuits, fruit, vegetables, they can surf
the internet, and they can even enter the kitchen and prepare their own food or a cup of coffee. Also, if they wish, they can play the piano. According
to the owner of the “Ziferblat’, who has opened 10 cafés in Russia during the last two years, the guests can also relax by washing the dishes.

ARRANGEMENTS FOR INSOMNIACS

Hotels across America introduced the service of “sleeping arrangements” for all those suffering from in-
somnia or the lack of sleep, or for those who cannot get some decent sleep at home.

Representatives of American hotels realized that the tired guests and those suffering from the lack of
sleep actually represent a “goldmine’, particularly during the holiday season. Accordingly, hotels in big-
ger cities have decided to welcome these quests with dimmed lights, to remove digital clocks from rooms,
to engage a sleep consultant, to offer meditation and a wide selection of pillows and relaxing massages.
Thus, in hotel Joia, Scottsdale, Arizona, the guests are offered a whole range of aromatherapies and mas-
sages, even intravenous cocktails of vitamins and antioxidants. Also, the hotels dedicate more attention to the comfort of beds and bed sheets,
especially pillows, but also other factors that can influence sleeping, such as lighting or fresh air. According to the representative of chain of Hilton
hotels, Rob Paleski“Our goal is to continue with innovative offers in order to provide our guests with the opportunity to have the best sleep possible”,
but he also added that the main problem is to persuade the guests to disconnect from their digital devices, for at least a short period of time.

HONEY-COOKIE HOUSE

According to the Guinness Book of World Records, in Texas, it was built the largest hone-cookie house ever.
The construction of this “sweet house” required more than 22,000 candies, 7,200 eggs, 800 kg of butter and
3,300 kg of flour. The house has 216 square meters and is spacious enough for a five-member family, and, as
for the calories, it has 36 million.

The bakers that built this house plan to give the money from the tickets to the charity, and in order to prevent
the children from eating the house, they tell them the Grimm’s fairy tale of Hansel and Gretel.
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HOLIDAY INN BELGRADE
HOTEL SA 4 ZVEZDICE SVETSKOG LANCA INTERCONTINENTAL HOTELS GROUP

SOBE

Holiday Inn Beograd je hotel sa 4 zvezdice i deo
svetske grupacije InterContinental Hotels Group.
Jedan je od najsnaznijih brendova Sirom sveta,
prepoznatljiv po standardno visokom nivou usluge,
komforu koji obezbeduje svojim gostima i prijatnoj
atmosferi koja nastaje u specificnom spoju
gostoprimstva i stru¢nosti personala.

RESTORAN
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FITNES | SPA REZERVACIJA

Holiday Inn Beograd se nalazi u poslovnoj zoni Novog
Beograda na 10 km udaljenosti od aerodroma "Nikola
Tesla" i 4 km od centra grada. Pored 7 konferencijskih
sala, direktna povezanost sa multifunkcionalnom
halom Belexpocentar velicine 2500m2 nudi posebne
pogodnosti u organizaciji poslovnih dogadaja, promo-
cija, prijema i proslava.

USLUGE | SADRZA|

-Free wifi and cable internet
‘Usluge pranja i peglanja

‘WidGo
-Buzz Tablet Bar

‘Transfer od/do aerodroma
‘Room service 24 Casa

-Go play in Holiday Inn
Go green with Holiday Inn

‘Menjacnica i bankomat u hotelu
*IHG Club Rewards

‘GaraZa sa 80 mesta
‘Otvoreni parking sa 110 mesta

Holiday Inn

Rezervacije
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" BUSINESS IS AN ADVENTURE,
MAKE IT A SPLENDID ONE.

H 6 TE L

SPLENDID

CONFER I*u* [f.*& t I: RESORT
Relax and unwind in one of Europe’s most luxurious Spas,
while your business gains a whole new dimension.
At hotel Splendid Conference and Spa Resort, no detail is left overlooked.
Splendid is not just a venue, it is a complete experience.

Hotel Splendid Conference & Spa Resort, Montenegro

wrwsplondidspa-montensgrocom - wwwmontonoarostars.com + 382 33 773 444




