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Prologue

This report on the Dutch Culture Centre (DCC) is written as a graduation report for the International Business and Languages Program at the Hogeschool Utrecht. I would like to thank Nerko Hadziarapovic for his guidance and the opportunity to do my internship for the DCC. Also I would like to thank Monique Knapen from the Netherlands China Arts Foundation (NCAF) for making this possible. As well, my thanks also go out to all my ex- colleagues at the Dutch Culture Centre.
Utrecht, 21 September 2010
Amine el Filali


[bookmark: _Toc263691944]Management summary
The Dutch Culture Centre (DCC) was instituted on the March 1, 2010 to promote cultural exchange between Dutch and Chinese professionals. The DCC was the official extension of the Dutch pavilion during the World Expo 2010. The concept of the Dutch Culture Centre was used for the first time during the World Expo, and the Netherlands was the only country during the expo with such a concept.
The DCC concept is important in terms of insuring future global cultural events because of the unique characteristics that the centre possesses. One of the aims of this report is to attempt to demonstrate the benefit of continuing the involvement of the cultural centre in future evenst and prevent the need to start from scratch each time the Centre is involved. In this report there is an internal and external analysis where strategic options are put forth. These options are processed in the marketing mix.
The DCC offers a diverse program with performances, and disciplines, such as:
- Dance					 - Literature
- Music					 - Film
- Theatre				 - Exhibition
From the internal analysis we can see that the DCC is managed from the Netherlands and from China. Because of the time difference, it is sometimes difficult for the involved parties to coordinate their programs smoothly. This was noticeable by the lack of marketing tools used, an extranet system that was too complex’ and a website that wasn’t used to its’ full potential. The two targeted groups of the DCC were 1) a direct target group that physically could visit the Centre and 2) a target group that followed the DCC’s activities from a distance.
In the meso analysis, we see that the power of the city councils and sponsors that invested money in the program had a great deal weight. A sponsor deal with KLM didn’t come through at the last moment. The influence of the the partners was seen in the forming of the program. Some City councils threatened to leave the partnership if certain criteria were not implemented in the program. 
In the external analysis, it seems that Milan (location of World Expo 2015) will be the next most suitable location for a new DCC. The target group interest and the financial position of Italy provide the ideal situation for a DCC. Also Italy has quite a strong economy with a deep cultural understanding. 
The confrontation matrix points out that the continuity and growth of the DCC can be sustained by optimizing the options presented in this report. These options are discussed in the marketing mix. 
[bookmark: _Toc263691945]There is an improvement model created for internal communication.  Here it seems that the delegation of responsibilities and the ways of communication need improvement.   A strategy for external communication is also described. This strategy shows that there should be communication through social media, with the website as an important centre of information.
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Introduction

This marketing report is written to support the continuation of the Dutch Culture Centre as a concept. 
I have chosen to change the goal and structure of my report because of my experience the last 6 months working at the Dutch Culture Centre. The dimension of being part of a new product seemed more interesting. We learned through trial and error, mainly because there was not much preliminary research that stipulated the protocol. This left much room for error. That’s why I have chosen to write about sustaining this product called the “Dutch Culture Centre” and being part of taking this product to the next level. 
This marketing report contains an internal and external analysis, in which the outcome has been processed in a SWOT. From this SWOT, a confrontation matrix has been set up where several potential options have emerged. With the help of these options a marketing strategy has been set up for a new DCC.
The present report is built up of marketing and communication elements to help understand the current situation and the continuation and growth of future Centres.

Report Structure
In chapter 1 there is an introductory piece about the DCC and its goals. The internal analysis is described in chapter 2. Chapter 3 follows with the external analysis. In chapter 4 the SWOT analysis and the following confrontations are described in chapter 5. The options from the confrontation matrix are shown in chapter 6.
The marketing goals are set up in chapter 7, followed by the marketing strategy in chapter 8. The budget of a potential DCC is shown in chapter 9. The measurement of the marketing goals is discussed in chapter ten. The advice of the marketing report is set out in chapter 11.








1. [bookmark: _Toc153179165] The DCC and the goals
The Dutch Culture Centre in Shanghai was established on March 1, 2010 for the purpose of cultural exchange between the Netherlands and China. This centre was an extension of the Dutch pavilion that was established for the World Expo 2010. The Dutch Culture Centre was a pilot project and the Netherlands was the only participating country that offered this concept. The DCC concept is very interested in continuing future cultural exchange events. With this concept, the Netherlands can provide extra support to its pavilion during global events. To prevent having to start from scratch, this report can be used to continue the concept of the cultural centre. This way the DCC brand can grow stronger and sustain its strength in future events. 
Target question: How were the attributes of the DCC used during Expo 2010 and how can they be sustained for future cultural events? 

Sub questions:
· How can the cultural activities be put to use after the World Expo?
· Which activities are interesting to put to use?
· What are the strengths and weaknesses concerning the current affairs of the DCC?
· How is this concept promoted, and how can it be better promoted?

Mission and goals of the DCC 
‘The Dutch Culture Centre supports the World Expo theme; ‘Better City, better life’: 
multifaceted culture is essential for cities. The Netherlands underlines the importance of culture for cities and exchange of culture. That’s why the Netherlands provides (before the opening of the Expo) 6 months of culture.’ 
Pay off: ‘Dutch Culture Centre, a pavilion for arts and culture’

Vision (targets): 
· The DCC set target of 70.000 (paying and non-paying) visitors within six months? 
· Facilitating culture, being a platform that attracts new audience but also creates new collaborations between different parties.

Subquestion
The cultural program has arisen out of the Dutch and Chinese need for sustainable development between Dutch and Chinese Culture professionals. The exchange and sustainable collaboration between the Netherlands and China are important criteria for program participants.
[bookmark: _Toc153179166]2. Internal analysis
[bookmark: _Toc153179167]2.1 SICA and NCAF
[bookmark: _Toc153179168]
2.1.1 About ‘Stichting Internationale Culturele Activiteiten’ (SICA)[footnoteRef:1] [1:  http://www.sica.nl/content/nl-over-sica] 

SICA is an institute dedicated to international cultural policy. As a network and expertise centre, SICA provides expert advice on all aspects of international cultural activities. SICA regularly organises public meetings, visitor's programs for foreign culture professionals and publishes the magazine Dutch Mountains.
SICA is responsible for the European Cultural Contact Point (CCP), which provides information on the European Framework Program for Culture. SICA is also the executive organisation of the Netherlands China Arts Foundation. SICA also runs the secretarial office of EUNIC Netherlands, the Dutch branch of the umbrella organisation for national institutes for culture in the European Union.
[bookmark: _Toc153179169]2.1.2 The Netherlands China Arts Foundation (NCAF)
The Netherlands China Arts Foundation was established in late 2006 to stimulate and shape cultural exchange between China and the Netherlands. The foundation will draw up a program of activities aimed at forming networks between new, young, artistically interesting cultural organisations in China and the Netherlands. Network activities may include: cultural exchanges, co-productions and presentations, research trips, expert meetings, workshops, artist in-residence programs, etc. Furthermore, the foundation will promote cultural profiling for both countries, by way of encouraging and supporting large-scale, multidisciplinary events. Special focus years will be 2008 / 2009 (around the Olympic Games in Beijing) and 2010 (world exhibition in Shanghai). 
The foundation will also be able to advise about setting up activities in either country by making available experiences and contacts of the foundation itself and partner organisations. The activities of the foundation will follow Dutch international cultural policy and will involve Dutch funds and institutes, the Dutch diplomatic posts in China and partners in China.




[bookmark: _Toc153179170]2.1.3 Employees SICA
Within SICA there are 17 people working. The director is Cees de Graaff. Martijn Sanders led the Dutch Culture Centre project in Shanghai. Martijn Sanders is the old director of the ‘Concertgebouw Amsterdam’. Monique Knapen was the coordinator of the project. SICA employees supported the project. Next to that, interns and freelancers supported the team.

[bookmark: _Toc153179171]2.1.4 Organisation structure SICA:


[bookmark: _Toc153179172]
2.1.5 Organisation marketing
The policy department within SICA provides the communication and coordination for different projects that the SICA is responsible for. From SICA another foundation was founded called: Netherlands China Arts Foundation (NCAF) that supported the Dutch pavilion externally during the World Expo in Shanghai. For organisational and promotional activities another external company[footnoteRef:2] was brought in called “Auditoire”, providing assistance with marketing and communication. This choice was made because Auditoire is situated in Shanghai and has the know-how of the Shanghai marketing. In the Netherlands the communication was done by SICA. [2:  Hoofdstuk 2.2.5.2 DCC] 






[image: http://news.cultural-china.com/chinaWH/upload/800show.jpg]2.2 Dutch Culture Centre
2.2.1 Place
The Dutch Culture Centre (DCC) is located in the 800 show building in Shanghai. This building is a renovated weapons factory and is situated alongside a new Metro line. This Metro line goes directly to the expo terrain. This location is ideally located to attract visitors that are interested in Culture but don’t like the busy atmosphere of the expo terrain. This industrial building is an ideal location for shows and exhibitions. 


The location contains an exhibition hall, a theatre space and a VIP lounge. 
[image: http://www.2010dcc.com/sites/default/files/DCC_Floor_Plan_with_pictures_0.jpg]









Entrance
The entrance of the 800 Show building is ideal for exhibition space because the building is visible from the entrance of the Metro line. This is not the case for performances in the theatre space; this space has a different entrance on the side of the building. 
Isolation
A downside of the building is the sound isolation. This sometimes had a bad effect on the performances. This led to some neighbour complaints, which led to the police cancelling one show too early. 
 
Catering
The building does not have its own bar. This makes the visitors leave for the closest bar situated next to the DCC building. The downside is that visitors don’t stay long. The upside is that this bar could provide a mobile bar in the DCC venue. 

2.2.2 Product
[bookmark: _Toc153179173]2.2.2.1 General
[image: http://www.rnw.nl/data/files/images/Logo.jpg]The DCC was a new concept and started its introductory phase in Shanghai. The concept in the Netherlands is still in its introductory phase, mainly because of the low media attention in the Netherlands.
 
[image: http://www.ictloket.nl/upload/images/Productlevenscyclus.gif]
[bookmark: _Toc264395297]2.2.2.2 Program
The program that has been executed in Shanghai has been carefully put together. This happened in one of the three following ways:
1: Participants self initiated the performance in the DCC.
2: Cities have appointed artists who could perform at the DCC. 
3: Muziek Centrum Nederland has made a selection of artists who would be eligible for performing at the DCC, the DCC then made a choice out of those eligible. 
All participants have been checked and evaluated by Martijn Sanders, with a goal to provide upscale cultural performances. The cultural exchange and collaboration is the most important element within the cultural program. This is also the message that was spread via the communication channels. In retrospect, this message was not conveyed in all the performances, which was a weakness.
The program of the Dutch Culture Centre consists of the following disciplines:

· Dance
· Exhibition
· Film
· Literature
· Music
· Theatre

Games were on the program but this item was scrapped because the program was too full.
 
Dance
Different established dance groups from the Netherlands perform at the DCC. Most of the performances have a collaborative element with Chinese artists so as to create and show the cultural exchange with China. 

Exhibition
The DCC lent its’ space to seven big exhibitions that were on display over a period of six months. The exhibitions are accessible to the public for free. Each exhibition lasted about 3 weeks. Next to these big exhibitions there were some smaller workshops and little exhibitions that lasted up to a few days. 

Film
The DCC has a couple of film festivals within her repertoire, namely: The One Minute Film Festival and the Amsterdam Documentary Festival (IDFA).  The program features master classes and lectures concerning the films.
Literature
Within the theme ‘Literature’, there is one program; a workshop concerning different literary styles.
Music
In the music discipline there is a broad program with a variety of different styles including different styles combined with each other. Many program participants are introducing a new music wave to China. 
Theater
There are three performances within the Theatre discipline. 
Outside of the program a failsafe program has been implemented in case some performances are cancelled. 
[bookmark: _Toc264395303]2.2.3 Price
The entrance to the exhibition is free, for the events and performances that take place at night in the DCC an entrance fee of 150 RMB was implemented (around  €17 euro depending on currency). After a while this price did not seem reasonable for the market and the prices were adjusted. New prices were between 30 and 70 RMB, calculated to about  €4 to  €10. The profits were used to cover promotional costs. 
The entrance fee also has as a function to add value to the performances. If it were to be free, the image of the performance would also be lowered in expectation for the Chinese visitor[footnoteRef:3]. [3:  no research available, based upon experience of shanghai personell (Auditoire).] 

[bookmark: _Toc153179174]2.2.4 Promotion
[bookmark: _Toc265483205][bookmark: _Toc153179175]2.2.4.1 Knowledge and attitude concerning DCC
Brand awareness: 
The brand awareness of the DCC in the Netherlands is low. During the World Expo 2010 in Shanghai there was little attention to it in the Netherlands. The attention paid to the World Expo was mainly focused on the Dutch Pavilion Happy Street. The DCC (logo) was also, for example by RTL news, mixed with the Happy Street logo. The two pavilions were in one news item under the name: Dutch Pavilion. 
An event at the DCC that did get more media-attention was the visit of former minister president Jan-Peter Balkenende and the Dutch Royal prince and princess.
The awareness in the Netherlands of the DCC has not been measured but estimates from SICA are 10% of the population. Within the cultural world, the awareness was estimated about 30%.
Brand knowledge:
The awareness of the core product of the DCC, the cultural collaboration and exchange, is quite low in the Netherlands. Even some of the participants in the DCC program were not aware of its’ core values.
[bookmark: _Toc264395298]Attitude:
When people do get acquainted with the DCC product, the attitude is generally positive. This has not been measured, but from experience can be assumed  that visitors find the concept interesting and positive. The problem is that the only way to get acquainted with the DCC is to actually visit/experience it. 
2.2.4.2 Target group DCC
The target group of the DCC in Shanghai is very broad. Depending on the specific agenda, some of the promotion was specifically directed to each of these. For example, for contemporary dance, dance schools were targeted as well as all the general promotion channels. In the Netherlands and in China these target groups were at least always on the list concerning certain high-end performances.
Creative industry
informally dressed, innovative, creative, highly educated, innovator, 30-40, young professional, interest in other cultures, social. The creative industry fits within the target group of the DCC because of the interest in cultural knowledge, innovation and creativity. 
Older target group
Highly educated, above medium income, 40 – 45 years, interest in art, progressive, proactive, firm point of view, not afraid to express point of view, interest in other cultures.
This target group follows developments of the DCC in a passive way. This target group is bound to be connected to collaborating parties and would like to be aware of the events.
The strong art/culture lover
Highly educated, 30-45 years, strong interest in art, strong interest in culture, firm point of view, political preference left wing, social. 
This group follows the DCC activities and likes to be informed about events and background information of the artists. This target has less interest in commercial events. 
[bookmark: _Toc264395299][bookmark: _Toc153179176]2.2.4.3 Target group approach
For the groups physically attending the DCC there were different disciplines in which to divide the target group. From dance, film, literature etc. For every discipline there would be a different approach. For example: for the dance performances, dance schools would be approached with flyers and posters, listings in magazines would be solicited under the dance sections in these magazines.
[bookmark: _Toc153179177]2.2.4.4 Marketing
The marketing activities were executed by the external event company Auditoire. This company was chosen because they knew the local market in Shanghai and have done a number of projects there. For the DCC it was decided to use traditional marketing activities for the promotion. The following tools were used to promote the DCC:
· PR
· SMS 
· Print advertising
· Outside advertising
· Electronic channels
· Website
· Questionnaire 
PR
For the extra marketing activities a PR bureau was implemented. There were some difficulties in the collaboration with DCC, which resulted in a lack of promotion for a period of time. For the first 3 months, there was only promotion via websites. After that, traditional media was approached; TV, radio, and the local newspapers. 
Promotion within the Netherlands 
In the Netherlands, Sander van Lankveld, the communication person at SICA, was responsible for the PR concerning the DCC. He would make sure press releases were sent to the newspapers and try to get TV spots on TV programs. Sander van Lankveld was also the one who set up the mission and communication guidelines. This was directed to traditional media only. 
SMS
For some popular performances that were targeted towards younger audiences, an SMS promotion tool was implemented. With the help of one of our temporary local advisors who was connected with certain universities in Shanghai we were able to use university databases. In a database of about 4000 students of different schools, we were able to send out a text message concerning one of our performances. The only downside of this operation was that it was untraceable so it could not be measured. 
Print Advertisement 
There was a monthly brochure that was implemented to inform potential visitors of the monthly and weekly activities within in the DCC.
At universities, galleries, boutiques and hotels, DCC posters were hung up, with the goal to inform people about the DCC and get people to come visit. Flyers were also placed in strategic places to support the posters. Also, 50,000 postcards were made, that were distributed all over town. This concept is the same as the Dutch boomerang cards. Along with the monthly brochure there was also a ‘general brochure’, which was, distributed thoughout the Dutch pavilions at the World Expo (Happy Street and Rotterdam pavilion), universities, cultural centres and schools.
Outdoor advertising
Outside of the DCC there were large banners and backdrops where the exhibitions were promoted. Also for some performances and exhibitions there were some banners and flags hung up on the connecting street blocks to generate more publicity.

Electronic channels
E-newsletter: an online newsletter was sent to the client database every Tuesday containing information about that and next week’s performances. Also a reminder was sent out a day before the event plus info about the next week. 

Questionnaire 
During the performances, the visitors received a small questionnaire to fill in. For the people who filled in the questionnaire, VIP tickets for future performances were donated as a prize using a Lucky Draw. This, of course, was to encourage people filling in the questionnaire. The only data collected were the visitor’s details and their preferences (dance, literature, etc.). This could be then entered into the database and used for the e-newsletters.
[bookmark: _Toc153179178]



2.2.4.5 House style DCC

[image: ][image: DCC_Logo_352.jpg]The house style of the DCC is colourful with a tulip that symbolizes the Netherlands. The part out of the tulip on the lower side of the logo represents the 800show building where DCC was situated. On printings, websites and social media sites this colourful selection of multiple tulips was displayed as seen here below. The house style is as colourful as it is because the Chinese love colourful pallets. The Chinese characters on the side of the logo give a Chinese twist to the house style. The 8 different colours that are used represent the variety of the program. The number 8 is also a Chinese lucky number. 






[image: Logo Netherlands China Arts Foundation_4c.tif]









The Netherlands China Arts Foundation has its own logo as well (the right lower corner). This logo symbolizes the collaboration between the Netherlands and China since the start of the foundation. 
[bookmark: _Toc264395306]














2.2.4.6 Website[footnoteRef:4] [4:  http://www.2010dcc.com/] 

[image: ]
The composition of the website
The website of the DCC was available in two languages. One in Chinese and one in English. The biggest downside was that the Chinese website fell behind on search engine availability and updates. This has been a problem, since the Chinese were part of the primary target group. 
Because the Chinese and English versions of the website were processed on one website, the problem sometimes arose that both languages were mixed on the screen. 

On the home page of the website there was a button for events. By clicking on of the events you could read information about the clicked event. On the left side of the site there was a calendar with events and on the right side a blog with video reports.
The website had its own CMS system. Because of all the adjustments to the site, in the end there were many unused elements processed in the CMS. This created a more difficult system to use. Use of this system also requires some knowledge about CMS, and not every employee had this knowledge. An extranet was also built in to the site to support internal communication and communication with the participants. When using this extranet it would be possible to communicate and share files with each other. The extranet appeared to be too difficult for people to use and wasn’t used much or optimally. 
Points of attention 
There were some uncertainties about the use of the website. The website first had an informative function and this later had to change into a more interactive interface. This resulted in a lot of time and resources that had to be invested in the website. 
Another point of attention was the late delivery and short testing period of the website. The website was delivered about 2 weeks before the launch and only weeks after the launch the site went from concept to the end product. This brought the problem that the website was only utilized as a search engine weeks after the launch. 

[bookmark: _Toc264395307]2.2.4.7 Social media
Until close to the launch of the DCC, there was no use of social media. With the coming of the interns, the first social platforms were introduced. These were: Facebook, Flickr Photostream, a Youtube channel and a Twitter account. 
For a long time there was not a great deal of content, which resulted in minimal effect in the social media. Once more people were working on the content and this increased, the social media improved its intended results. 
An extra problem concerning social media was the regulations in China. Facebook for example was blocked and later on, twitter as well. To still be able to tap into the social media, “Kaixi” was used, which is a Chinese social media website.

[bookmark: _Toc264395308]2.2.4.8 Material concerning DCC
As described above, the deliverance of content material concerning the DCC was a problem in the beginning. In the attempt to solve this problem, partially, it was decided that the Netherlands side would also create content. They would make videos of the participants before they would leave for China, talking about their program and expectations in relation to collaborating and cultural exchange. Once in China a new video would be made with the participants talking about their experience in China. This happened for a couple of participants because the process started late in China and some of the participants were already back home in the Netherlands. 
[bookmark: _Toc153179179]2.2.5 Personnel and internal communication
There were different parties functioning as employees under the DCC. These were employees from SICA, Auditoire and the management teams for the participating artists. VDMI, an external company, took care of the website and a design bureau called Dumbar created the house style of the DCC. The tasks were defined as follows:
· Communication and day to day China    Auditoire
· Communication within the Netherlands SICA
· Communication towards participants   SICA employees in Shanghai and Amsterdam
2.2.5.1 SICA
From SICA/NCAF there were three employees working on the DCC project. They were supported by interns from Shanghai and Amsterdam. Sica, being a cultural foundation, possessed great of knowledge about the cultural aspect and had a large network of cultural connections. The number of employees within the DCC was a little low. PR and marketing wasn’t always optimally utilized and the focus was mostly on the content of the program and less on the communication and promotion.
2.2.5.2 Auditoire 
Auditoire is a French event company which has been operational in Shanghai and has the local know how of the market. The company has done large projects for big brands in the past. Auditoire did the day to day management and marketing for the DCC. 
The day to day management in Shanghai took in a great deal of time. The day-to-day activities included: the material deliverance to the DCC, custom clearance, maintenance and coordination of the building, reception/hosting, preparation and management of all performances.
 
The collaboration between Auditoire and SICA wasn’t always easy. Time differences and different ways of working were the main difficulty. Auditoire also seemed to have difficulty with organising all the performances at DCC. The DCC was the first long-term project Auditoire had done (six months duration) and their lack of experience sometimes led to stressful situations.
Auditoire tried to implement many of marketing tools to promote the DCC. Only, not all the marketing materials were complete or effectively implemented. Not every tool was measured correctly or measured at all. Some marketing tools were also spontaneously implemented without any form of research or effect measurement. 
2.2.5.3 Participants
The participating parties for the DCC were also part of the internal communication. The management of the participating parties also had a role in the DCC. 
The communication with the participants did not always run smoothly. The cause of this lies not only with the DCC but also with the participants. Some of the participants were not sufficiently involved with the DCC which made early, effective organizing difficult. The problem on the part of DCC was the lack of internal communication between Shanghai and Amsterdam, which led to repeated and (unnecessary) double contact with the participants. 
The extranet of the DCC was supposed to prevent these problems. Unfortunately, it was not extremely successful in getting the employees and participating parties familiar with this system. The system was not particularly user friendly. 

[bookmark: _Toc153179180]2.2.5.4 Internal communication
As the internal communication was analysed, the following problems arose:
· Unclear/unrealistic roles and responsibility distribution;
· Not enough employees;
· Language barriers: Dutch, English and Chinese;
· Distance between Amsterdam and Shanghai, making face to face communication impossible, which created distorted information streams;
· Differences in ways of working between NCAF/SICA and Auditoire;
· Participants were generally hard to reach;
· Extranet/website too difficult to use;
· Marketing activities not measured for effectiveness;
· Marketing activities were sometimes implemented too and were therefore ineffective;

The effect of these points resulted in high work pressure, stress and a greater chance for mistakes and wrong focus from the employees. 
[bookmark: _Toc264395315][bookmark: _Toc153179181]2.2.6 Costs and partners/sponsors 
[bookmark: _Toc153179182]2.2.6.1 Costs and earnings[footnoteRef:5] [5:  All information is obtained from the coordinators of the DCC] 

In attachment 1 there is a display of the costs and resources of the DCC. The finances concerning the DCC were difficult to understand. There were sums of money subsidized that were used for the DCC project but did not come in the DCC as a money flow. This money was, for example, allocated to a participating party of the DCC and they in turn invested the money into the DCC. The shortage, as can be seen in the attachment, was 200.000 euro. This shortage was balanced by an extra sum of €150.000 from the ‘Ministerie van OCW’ and €50.000 from SICA.
Within the income derived from sponsoring, tickets and rental there was a sponsor contributing €50.000 and the rest, €126.000, was attained out of sales of tickets and rental. 
Initially there was a low budget for the DCC. Which means, when planning the budget, everything was sharply calculated to make it fit in the budget. The downside of this is that certain aspects of the project were allocated less than ideally. Employees and the communication (internal and external) suffered under this, which resulted in less promotion and the very needed employees. This became clear as the DCC project grew in size. 
[bookmark: _Toc153179183]2.2.6.2 Partners/ sponsoring
In the sponsoring, a couple of names of sponsors can be retraced. In chapter 3.1.1 there is more described about the sponsors of the DCC. In this internal analysis the focus lies on how the collaboration with the sponsors went. 


The last months proved that the DCC was not in a strong position with the sponsors, contract wise. The power of DCC logos was not always implemented in an optimal way. The KLM sponsor logo stayed on the website for several weeks after knowing that the deal was off. Also on the website there was no clear distinction between a sponsor like Heineken who sponsored only the opening and TNT who sponsored the whole entire project. 
The small amount of sponsors for a fairly big project like the DCC stands out. Halfway through the project more sponsors were attracted and added. Because of this subsequent addition of sponsors, the exclusivity also decreased. One of the most important partners of the DCC was the Dutch pavilion Happy Street/Holland Expo. The collaboration between Holland Expo and the DCC was not optimally used. The cause of this was miscommunication and the lack of collaborative planning. Between the DCC and the Holland Expo, there should have been more synergy.
[bookmark: _Toc153179184]2.3 Strengths
- The international cultural know-how that is available within the NCAF and SICA;
- The network of connections that is available with NCAF and SICA;
- The unique characteristics of the DCC, the cultural collaboration and exchange of the Dutch and      Chinese artists;
- The high standards and divers cultural program;
- Use of social media;
- Participants that have knowledge of the local market (Auditoire and PR bureau);
[bookmark: _Toc153179185]2.4 Weaknesses
- Website (extranet too difficult, CMS system);
- Creation of content lasted too long;
- Not every participant fit into the cultural exchange aspect;
- Some performances were meant for a specific niche target group;
- Aspects of the building (isolation, no bar);
- The games program was not implemented in the actual program, even though it’s popularity was very large in China and the Netherlands;
- Internal communication;
- Target group and communication towards target group not per discipline targeted until halfway through the project;
- Content had to be devised by poorly prepared employees: less professional content and quality fluctuation occurred;
- Limited research done for the pricing of different evening performances;
- Limited research done concerning implementation of social media in China;
- Synergy between Holland Expo and DCC was possible on a greater scale;




[bookmark: _Toc153179186]3. External analysis

3.1 Meso factors
[bookmark: _Toc153179187]
3.1.1 Suppliers/sponsors  
The DCC had to work with different groups that provided logistic services. There were barter deals with Océ, KLM, TNT, Heineken and Yamaha. The suppliers had all agreed to a deal where they received communication expression in any of the DCC promotional materials. The individual deals are described below:
[image: TNT_Logo.jpg]

[image: Heineken.jpg]TNT made sure all the exhibition pieces were transported. This includes transport from the Netherlands to Shanghai and local Chinese transportation. Costs up to €50.000 were covered in this deal.





Heineken sponsored the opening party of the DCC. Heineken sponsored the party with crates of beer. Later Heineken sponsored crates of beer for the World Championships soccer games including the Dutch team. 
[image: oce logo.jpg]

[image: ]Océ sponsored in the form of printing. The big DCC banners and backdrops in front of the 800show building were one of the important supplied products. 

Yamaha sponsored equipment that was used in the theatre space during the night performances such as pianos and other instruments.


This current way of working has shown that the influence of the sponsors was fairly large. KLM, for example, at the last moment retreated from the deal, which would have provided tickets for all participants at a reasonably low price. That breakdown had great repercussions for all participants. This resulted in more costs and organisation at the last moment.  Also TNT, who provided logistics for the exhibition pieces, did not always run smoothly. For one of the exhibitions, several pieces got sent to the wrong pavilion, the DCC could not help this but it did create conflict with the participants. 
Except for the DCC every participant had its own responsibility for finding sponsors for their own performances, for example a sponsor to facilitate/finance extra wishes of the participant. 
3.1.2 Clients
The clients of the DCC can be divided in different groups:

Visitor exhibitions
This was the biggest group of clients. The exhibitions were free to visit so the power/expectation of the exhibition visitor was lower. 

Visitor cultural evening programs
For the evening programs, there was a price for entrance as explained previously. This increases the power/expectation of the visitor. These profits were not necessarily for financing the project. Instead these were used to finance extra promotion for example. 

Tenants of the VIP lounge 
These were business parties that rented and used the room for network gatherings, for example. 
[bookmark: _Toc153179188]3.1.3 Public groups
The public groups of the DCC were mainly inhabitants surrounding the DCC area. Occasionally during the concert there were noise complaints. To prevent this all events had to obtain a certificate from the city council to grant permission. On one occasion this policy was not followed and the performance had to be cancelled. 
[bookmark: _Toc153179189]3.1.4 Financial groups
The most important groups that invested in the DCC financially were the ‘Ministerie van Onderwijs Cultuur en Wetenschap’ – “Ministry of Education, Culture and Science”, ‘Ministerie van Buitenlandse Zaken’ – “Ministry of foreign Affairs”and several city councils that invested in different cultural activities of the DCC with a goal of promoting their individual cities. This also became a threat because the DCC almost entirely depended on these investments. The sponsors also belong to the financial groups. They brought in a certain amount of services as well, their lack of support would have resulted in an increase in costs. 

[bookmark: _Toc153179190]3.1.5 Media groups
The media groups that are eligible to spread the DCC news vary. This is because the programs of the DCC have so many different disciplines (dance, music, theatre, etc.). In China, there was great attention paid to the World Expo. Unfortunately the World Expo did not get as much attention in the Netherlands. There were enough journalists in Shanghai, only the articles did not always get published because of lack of interest or ignorance in the Netherlands. As described in chapter 2.2.4.8, the deliverance and creation of content was also minimal in the DCC. Which means less content could be taken by journalists in potential articles. The media has a lot of power, it is very important that this aspect is well covered.  
3.1.6 Government groups
As described in chapter 3.1.4, the DCC is dependent on subsidised funds. These come from the government. If a decision is made to have cutbacks in the cultural sector, the DCC suffers as well. During the DCC in Shanghai it turned out that city councils put a great deal of pressure on the cutbacks and thus had a huge influence on its success or failure. In turn the DCC had to comply with certain elements or a funding might be pulled back by a city council. 

3.1.7 Society
For a number of countries, participating in the World Expo represents a great value to society. Not participating in the World Expo is taboo because almost all countries are represented. Even the poorer countries have a joint pavilion to represent themselves to the world. The Expo is an ideal oportunity to show the strengths of your country. 

3.1.8 Partners
There were different partners for the DCC. For example, the two other pavilions that were working in the World Expo. These were the Rotterdam pavilion and the Holland pavilion ‘Happy Street’. The collaboration between the DCC and these parties was minimal and not always easy. 
[image: ][image: ]City Councils
Some of the partners were city councils. They had also contributed to the content of the DCC program. The city council of Rotterdam and The Hague helped find professionals to perform in the DCC. 
Amsterdam wanted some local artists to perform at the DCC and thus if these artists couldn’t perform, they would retract the funding. This resulted in an increase of power for the city councils, so they had a great deal of influence.
The program from the city council of Utrecht was created and led by one person. Because one person was responsible for several parties, it was hard for the DCC to support and coordinate these parties. The initiator of this project had a lot of power in coordinating the parties and the direction of their performance. The city council of Utrecht did hire a professional communication bureau to do the promotion. This resulted in more media attention than the rest of the participants. 
With some of the participants, it was hard to work with because of low interest in the DCC’s organisation. The DCC sometimes had just one of the performances in a tour through China which resulted in low attention for the DCC performance. This meant that the cultural collaboration and exchange with local artists was difficult to set up. 
[bookmark: _Toc153179191]3.2 Competition
The competition can be divided in two parts: competition in the country where the DCC is situated, like in Shanghai and the competition in the media:

The competition that the DCC had to cope with the most in Shanghai was entertainment, theatre and music performances. Although the quantity of competition was limited in Shanghai. This is quite a phenomenon for a world city and it created a chance and a threat for the DCC.

 
The most important competition and the numbers in Shanghai[footnoteRef:6]: 
Acrobatic performances: 	4 
Children’s performances:	11 [6:  Attachment 2 entertainment Shanghai
*Attachment 6 DESTEP] 

Dance performances:		4
Theatre performances:		14	
Programs in theatre:		13

As mentioned before, there was also the competition in the media. This can be found in the Netherlands as well as in the country where the DCC is situated. This media competition in the Netherlands was extremely fierce. There was little media attention for the DCC and more for coincidental subjects, such as natural disasters, World Championships soccer, politic situation, etc. 
[bookmark: _Toc153179192]3.3 DESTEP
[bookmark: _Toc153179193]3.3.1 Analysis
In this analysis countries have been analysed that have current ties with SICA and where the chance for a new DCC is the biggest. These countries are: Brazil, Turkey and Russia*. Italy is also interesting because the next World Expo will happen in Milan. 
Some important elements of the DESTEP are analysed per country below. Other DESTEP elements, that include all countries or the Netherlands will be handled later. 
Technical aspects in the potential countries
The technical tools that were used in the DCC were at a basic level. If participants wanted to use special equipment they would have to take care of it themselves. The technical development in the described countries that are eligible, have no further influence on the DCC. 
Comparison between the economies of the potential countries
To research the economic climate in these countries, the Big Mac index has been measured and the GDP per head of the population. 


The value of Big Mac’s in the country where the DCC could be active[footnoteRef:7] [7:  Attachment 3 and 4] 

	Country
	Value Big Mac in dollar
	GDP price per head population

	Brazil
	$ 3.45
	4298.06

	Turkey
	$ 3.13
	4628.90

	Russia
	$ 1.73
	2831.78

	Italy (eurocountries)
	$ 4,38
	19218.11

	China
	$ 1.83
	2095.0


From these figures it stands out that the value of a Big Mac differs greatly from country to country. In China and Russia the value of a Big Mac is greatly underappreciated in respect to the dollar. Whilst in this chart an over appreciation of the dollar must be considered. Brazil and Turkey are stable markets; this can be seen in their GDP. 
Expenditure per country on education 
The percentage of gross domestic product per country that goes to education is also measured. These figures are relevant because the target group of the DCC are mostly higher educated people. 
The prosperity of the next countries is based upon the amount of percentage per country of the GDP that is spent on education[footnoteRef:8].  [8:  https://www.cia.gov/library/publications/the-world-factbook/rankorder/2206rank.html] 


	Country
	% of GDP expenditure on education index 
	GDP per country in millions[footnoteRef:9] [9:  Attachment 3] 

	Expenditure on education in millions 

	Brazil
	4 (2004)
	716834.29 (2004)
	28673,37

	Turkey
	4 (2004)
	307049.70 (2004)
	12281,99

	Russia
	3,8  (2005)
	349727.61 (2005)
	13289,65

	Italy
	4,5 (2005)
	1144542.54 (2005)
	51504,41


Higher educated people that also belong to the target group of the DCC can be found easier in countries like Brazil and Italy than in Russia and Turkey. 
Politics in the Netherlands
A project like the DCC cannot be realised without subsidies. The Ministry of Culture is the foremost investor in the DCC project. Concerning the cutbacks that were implemented last year, the project can expect less financial support. The public opinion in the Netherlands seems to be ok with cutting back on art and culture even though there are several campaigns to stop the cut backs. Per inhabitant, the government spends 55 euro per year for art and culture. This is 0.56% of the government budget that goes to the arts and culture[footnoteRef:10].  Speculations are that it will get harder to apply for subsidies.  [10:  http://boekmannieuws.blogspot.com/2010/04/nova-kunstsubsidies-onder-druk.html] 

 
Social cultural in the Netherlands 
Art and culture are still found to be an important issue the Netherlands. Even though the prospect of cutbacks is around the corner, there are a number of companies, schools, cultural institutions that want to maintain the expansion and broadening of culture. 
[bookmark: _Toc153179194]3.3.2 Conclusion DESTEP
We can conclude from the analysis in the DESTEP that Milan, Italy is the most suitable for a new DCC. This is based on a stable economy and an interest for culture. 
The other countries/cities that were looked at are less suitable in regards to economy and culture. In all countries there is interest for culture but the target group suitable for the DCC[footnoteRef:11] is best represented in Italy. 

4. Opportunities and threats*
Opportunities [11:  See target group chapter 8.4 promotion  
*SWOT Attachment 7] 

· Clear sponsor contracts, the maximum can be taken out of the sponsor deals and the parties involved can strengthen each other optimally;
· A sponsor analysis and right approach, to improve the chances of more/better sponsors;
· Good agreements about collaborating with partners which leads to synergy;
· High cultural interest in the described countries for a new DCC;
· World Expo 2015 is being held in a country with great cultural interest;
· In negotiations with financially strong countries; 

Threats
· The DCC is almost fully dependent on subventions;
· Media plays an important role and has a great deal of power. Not always easy to compete with other news events;
· Power of the government is hugely influential, they can cut back on culture and this can have serious repercussions for the DCC;
· The sponsors are powerful, especially if they are not contracted properly;
· Economic cutbacks;
· Visitors aren’t always prepared to pay entrance fees;
[bookmark: _Toc153179195]5. Confrontation matrix **
6. Options from the confrontation matrix

Summarized, the SWOT points out that there is enough potential for a new DCC, the results of the confrontation matrix will contribute to a more successful DCC:

Option 1: The unique characteristics of the DCC can, in combination with the characteristics of the target group, be implemented to attract certain sponsors. 


Option 2: With the use of social media, the target groups can be optimally reached and this makes the DCC less dependent on the local media to spread DCC news. 

Option 3: The internal communication needs attention.
[bookmark: _Toc153179196]7. Marketing goals
‘Setting up a new Dutch Culture Centre that pulls a minimal of 40.000 visitors in the project period.’
The original goal for the DCC in Shanghai was 70.000 visitors, in retrospect this seemed unrealistic. The visitor sum of 40.000 should be possible. 
‘Raising sponsor income from €50.000 to a minimum of €100.000.’
To make the DCC less dependent on subsidies, it is necessary to generate more income via sponsoring.  
[bookmark: _Toc153179197]7.1 Marketing communication goal
‘Awake interest for the DCC for at least 15% of the target group[footnoteRef:12].’
With this goal, a target group of 156,088 people will be reached. [footnoteRef:13] [12:  Calculation in attachment 5 ]  [13:  15%, 156088 people, from the target group named in attachment 5 
**Attachment 8] 

This goal will have to be measured using four sub goals:
· Within the more specific target groups in the Netherlands, 2 months after the start of a new DCC  generate a name awareness of 50%.
· Within 2 months after the start of a new DCC, 90% of the reached specific target groups should appoint a high standing image for the DCC concept. 
· Cultural collaboration and exchange should be clear to 100% of the reached specific target groups.
· A minimum of 40 interactions (reactions, input) via social media coming from the specific target groups, during the whole DCC period. 
· A minimum of 3000 website visits from the Netherlands, [footnoteRef:14] per month, during the whole DCC period. [14:  The website of the DCC has been visited about 7000 times
] 

These sub goals will have to be realised with the next DCC concept. The current name awareness and image have not been measured but are estimated at about 10% within the target group. 
8. Marketing strategy
[bookmark: _Toc153179198]8.1 Product
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)[image: 090617 splash]

The core product is cultural collaboration and exchange. 
The actual product consists of the content of the DCC: the performances, workshops, exhibitions. 
The augmented product is a unique combination of cultures that provides a unique experience. 

The content of the program will differ per country, this because of the cultural differences. The program has to be interesting in the specific country. The participants will be carefully selected and informed about the concept. This way the core product works at its best. 
[bookmark: _Toc153179199]During the DCC in Shanghai it was clear that 6 months was a very long period, for a centre that houses so many different disciplines. The new DCC should be smaller in size and have a program that lasts around 3 months. A smaller program leaves room for more oversight and the possibility for a better spread. A shorter period of time can sharpen the focus, which can elevate the experience of the DCC. 
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From the positioning graph, it seems that the DCC positions itself differently from other cultural events that fight for attention in the Netherlands. That’s why the differentiation strategy makes a logical choise to communicate the unique characteristics of the DCC. The biggest advantage that the other events hold against the DCC is that they can be visited in the Netherlands
The DCC has a couple of unique selling points in the country the DCC is active in. These are interesting for the media in the country. The communication target that the DCC has in the Netherlands is to be reached in its own way. This is done with a transformational positioning. To support the promise of the DCC a transformational proposition is chosen. With this proposition the advantages of the DCC will be connected with the values and lifestyle of people interested. The DCC awakes a certain feeling with the visitors and people interested, that connects and associates them with the brand. The promise that the DCC wants to communicate is as follows:

‘Indirect experience of cultural collaboration and exchange within the DCC’
The desired result of this promise is making the target group involved and curious about the cultural activities within the DCC. Even if the target group is not able to visit the DCC, it has to be possible to experience the cultural collaboration and exchange indirectly and enjoy the process. 



[bookmark: _Toc153179200]8.2 Place
The place where the Dutch Culture Centre is situated has a link with a cultural event. The cultural event being a World Expos and/or cultural capitals. Possible places for a new DCC are:
Brazil: Rio de Janeiro, São Paulo, Brasilia
The world championships soccer will be held in Brazil in 2014. Also the Olympics will be held here in 2016[footnoteRef:15]. [15:  http://www.ad.nl/ad/nl/1043/Olympische-Spelen/article/detail/434609/2009/10/02/Brazilie-plots-middelpunt-van-de-sport.dhtml] 

Turkey: Istanbul, Ankara, Izmir, Kars, Diyarbakr
Istanbul is becoming a new cultural capital plus SICA already has its focus on the other Turkish cities.[footnoteRef:16] [16:  http://www.turkeynowfestival.nl/nl/now-in-turkey/reizen/98-istanbul-culturele-hoofdstad-] 

Russia: Moskou, Sint Petersburg, Perm
SICA focuses on Russia already, namely the cities named above. 
Italy: Milan
The next World Expo will take place in Milan in 2015.[footnoteRef:17] [17:  http://www.aboutmilan.com/expo-2015/exposition-of-milan-2015.html] 


As the external analysis pointed out, the preference goes out to Milan but the other places are also under consideration. Whichever place it will be, a good location will have to be chosen and for a long period, this can be a difficult task. The eventual choice for a shorter project time could make this task easier. 
[bookmark: _Toc153179201]8.3 Price
As described in the analysis, the price for the evening program in China was 150RMB (about $22). This price didn’t seem in accordance with the market. To give a price indication for the afore mentioned places, the Big Mac Index is used[footnoteRef:18].
In the list below the prices for the ‘Netherlands’ row is an average per discipline. With the Big Mac index the prices for the Netherlands are converted to a suitable price for the other countries. [18:  See attachment 4  Big Mac index] 

	Country 
	Theatre[footnoteRef:19] [19:  http://webshop.seetickets.nl/default~c~26.html] 

	Film[footnoteRef:20] [20:  http://www.pathe.nl/rembrandt/prijzenlijst.asp] 

	Music[footnoteRef:21] [21:  http://webshop.seetickets.nl/default~c~25.html] 

	Big Mac index

	Netherlands [footnoteRef:22] [22:  http://www.x-rates.com/calculator.html
*Attachment 9] 

	$  36.71 (€ 29,67) 
	$ 11,14  (€ 9,)-
	$ 40,73 (€ 32,92)
	$ 4,38 

	Brazil
	$  28,91
	$ 8,78
	$ 32,08
	$ 3,45

	Turkey
	$  26,23
	$ 7,94
	$ 29,11
	$ 3,13

	Russia
	$  14,50
	$ 4,40
	$ 16,01
	$ 1,73

	Italy
	$  36,71 
	$ 11,14 
	$ 40,73 
	$ 4,38

	China
	$  15,33
	$ 4,65
	$ 17,02
	$ 1,83


From these figures it seems that prices for performances in Brazil and Turkey don’t differ much from each other. Whilst in other countries where the currency is underappreciated (China and Russia) to the Dollar, the prices are lower. 

8.4 Promotion

As described in the marketing 2.2.4.4 Marketing chapter, these elements were used to promote the DCC in Shanghai:
· PR
· SMS 
· Print advertising
· Outside advertising
· Electronic channels
· Website
· Questionnaire 

A collection of media scans can be found in the attachments*.
Target group DCC
Below is a description of the general target group using several characteristics. The target group is based upon the people that show interest for the activities of SICA.

General target group
Socio-demographic
In the schedule below the physical target group of the DCC is described with the following characteristics: sex, age, welfare class, education and family situation.
	Characteristic
	Value

	Sex
	Men and women

	Age
	30-45

	Welfare class
	Medium-high

	Education
	HBO – WO (University)

	Family situation
	Bachelor, young family



Psycho-graphic characteristics
- Healthy lifestyle
- Visitor of cultural events
- Environmentally conscious 
- Left wing political preference 

Interests
- Getting to know (new) cultures 
- Travel
- Frequent visits events (film, theatre, dance, etc) 
- Museums
- Network
- Politics
- Creative profession 
- Wants to develop the self
Media
- Watches documentaries
- Watches and listens to public broadcasts 
- Uses Apple merchandise (laptops etc)
- Reads private publications

Target group determination physical visitor  
Next to the general DCC target group, there is the target group defined as the physical visitor. This physical target group differs per activity/discipline. Because its unclear which activities/disciplines will be used in a new DCC, the target group cannot be defined yet for the new DCC. What is clear for every DCC is that it wants to direct its attention to the locals that have affinity with the concept of the DCC. 

[bookmark: _Toc153179202]Marketing communication mix
It’s not easy for the DCC to implement all the marketing communication channels and the DCC is dependent on the programing of various traditional medias. During the DCC project, as stated in this plan, there was low media attention for the DCC. For this project there has been a small start concerning social media. Relatively, the content created for this media was low but nonetheless managed to break through. With a new DCC the existing channels will be implemented. The existing channels are: Twitter, Facebook, Flickr, Youtube and Wikipedia.
The DCC staff and the target group/visitors will feed the social media channels. The staff places new material, which will differ per network. This way exclusivity per network is realised. The target group/visitor feeds the social media with his or her reactions. The social media sites also get updated automatically with new materials from the website which in turn results in more web traffic. 
[image: ]
Since the website is one of the most important elements within the marketing communication, it is important that it works well and that it is user friendly. The current website does not optimally provide that. Designing and remodelling the website is nessesary. The means-end analysis can be used to implement its points in the website: accessible, exclusive, colourful and user friendly. 
Also it is very important to provide the information in small packages and make it as attractive as possible for the visitor. Interaction between visitors and participants should also be possible. 
Within the named channels Return On Involvement (ROI2)[footnoteRef:23] is very important. Because of the longevity of the DCC project, a long lasting participation from the target group can be created. The target group can (via different social media or participating tools) become involved with the concept. The more people that become involved with the event, the stronger a brand-association is created. [23:  http://www.thebestof.co.uk/local/bishops-stortford/blog/roi-return-on-involvement/article017307.htm] 



[bookmark: _Toc153179203]8.5 Personnel

During the DCC in Shanghai, personnel turned out to be an important pitfall, especially the organization and the distribution of responsibility. 
It also seemed that the knowledge of market fluctuation held by the personnel within the NCAF/SICA was not optimal. That’s why it is essential to employ or have a specialised partner that has knowledge of the local market and possesses the right knowledge. 
If the DCC is going to have the same size as in Shanghai, it is going to be imperative to have a marketing/PR partner in the Netherlands as well as in Shanghai. They can out balance the lack of marketing knowledge NCAF has. 














[bookmark: _Toc153179204]9. Budget
The budget for the next DCC is dependent on subsidies. The amount of subsidies is dependent on several factors. For example, we do not know if with the new Cabinet, the Ministry of Art will invest in such a project again. A decline of 10% for the subsidies income of the DCC in Shanghai is estimated (not including the subsidies to cover the later budget deficit). To cover this decline a sponsor income of €100.000 is estimated.  
Cost wise, an estimated 15% decline is calculated, which translates to €1,603.780. This decline is thanks to the shorter time period that the DCC project will last and a more effective way of operating. Currency is also something to take into account when working with different values. This can make the project cheaper or more expensive depending on the currency. 
The distribution of the costs is calculated taking the estimated percentages in account. 
This shows the following cost and revenue table:







The budget for communication in the Netherlands was €85.189. In the budget below, the division of the budget can be read. This cost distribution is a simplified version of the extended budget. 


10. Evaluation or measurement
The underlying marketing goals were set for this plan. Beneath the stated goals is noted how it was measured or evaluated.
· The set-up of a new Dutch Culture Centre that will attract a minimum of 40.000 visitors 
In chapter 2.2.4.4 Marketing, the marketing tools are listed that were used in Shanghai. Off course for every location, good research of the local market is required. The attachments include some of the articles posted about the DCC.

· Raising sponsor income from €50.000 to a minimum of €100.000
Another DCC intern has made a sponsor plan that stipulates which parties are best eligible for a sponsor agreement to reach this goal. The plan also includes how the goal is measured. This plan can be presented upon request. 
 
· Awake interest for the DCC within 15% of the DCC target group 
In chapter 8.4 promotion, the ways for awaking interest are listed.


11. Advice
During the DCC in Shanghai it seemed 6 months was too long of a period. For a future DCC it is recommended to decrease this period to 3 months. 

The participants of the DCC have to be carefully chosen to make sure the core product of the DCC, the exchange and collaboration of culture is implemented. 

The next Expo will be held in 2015 in Milan. The target group interest and financial position of Italy provide the ideal opportunity for a DCC during this event. Prices for entrance at cultural events in Milan are about the same as in the Netherlands. 

Internal communication
The internal communication should be improved. The team should all work towards the same goals, the managers are essential for making this happen. A local share point system that can be shared between the Netherlands and country of choice has to be implemented. Scheduled weekly meetings and to-do tasks should be exchanged frequently to avoid double work and lack of knowledge of the day-to-day activities. 
External communication in the Netherlands 
The primary approach of traditional media is not advised on its own. It seemed difficult to obtain attention for the DCC via traditional channels. The social and new media via internet provide better options to communicate the DCC to the target group. 
Sponsoring
The Rabobank, KLM, Philips, Campina are companies from the Netherlands that are known worldwide. These companies match the best with the values and target group of the DCC. Starting a sponsor deal with one of these parties can generate extra income. 
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[bookmark: _Toc153179205]Attachment 1: Costs and earnings of the DCC[footnoteRef:24] [24:  Korte samenvatting van opbrengsten en kosten, gemaakt door SICA] 


[bookmark: _Toc153179206]Attachment 2: Entertainment in Shanghai[image: ]
[bookmark: _Toc153179207]Attachment 3: Economic analysis
Economic Indicators Brazilie [footnoteRef:25] [25:  http://www.marketlineinfo.com/library/DisplayContent.aspx?N=4294669555] 

	Indicators
	Units
	2004
	2005
	2006
	2007
	2008
	2009

	GDP, Constant 2000 Prices, US Dollars
	US Dollars (Millions)
	716,834.29
	739,099.71
	767,919.12
	810,958.22
	852,488.08
	854,193.06

	GDP per capita
	US Dollars
	3,843.85
	3,910.72
	4,010.67
	4,181.95
	4,341.84
	4,298.06

	Inflation
	[bookmark: _GoBack]Percentag
	6.60
	6.87
	4.18
	3.64
	5.70
	0.16





Economic Indicators Turkey[footnoteRef:26] [26:  http://www.marketlineinfo.com/library/DisplayContent.aspx?N=4294669461] 

	Indicators
	Units
	2004
	2005
	2006
	2007
	2008
	2009

	GDP, Constant 2000 Prices, US Dollars
	US Dollars (Millions)
	307049.70
	332063.01
	354953.33
	371098.85
	377415.11
	355525.03

	GDP per capita
	US Dollars
	4287.59
	4569.23
	4814.49
	4963.35
	4979.50
	4628.90

	Inflation
	Percentage
	10.59
	6.26
	9.59
	8.75
	10.11
	5.50







Economic Indicators Russia[footnoteRef:27] [27:  http://www.marketlineinfo.com/library/DisplayContent.aspx?N=4294669447] 

	Indicators
	Units
	2004
	2005
	2006
	2007
	2008
	2009

	GDP, Constant 2000 Prices, US Dollars
	US Dollars (Millions)
	328725.94
	349727.61
	376110.88
	406539.09
	431049.83
	396565.84

	GDP per capita
	US Dollars
	2290.65
	2449.49
	2647.37
	2875.55
	3063.56
	2831.78

	Inflation
	Percentage
	10.89
	12.68
	9.67
	9.02
	13.10
	9.00




Economic Indicators Italia [footnoteRef:28] [28:  http://www.marketlineinfo.com/library/DisplayContent.aspx?N=4294669447] 

	Indicators
	Units
	2004
	2005
	2006
	2007
	2008
	2009

	GDP, Constant 2000 Prices, US Dollars
	US Dollars (Millions)
	1138924.52
	1144542.54
	1166731.24
	1184374.66
	1172167.74
	1117075.86

	GDP per capita
	US Dollars
	19617.19
	19698.50
	20069.86
	20368.37
	20159.28
	19218.11

	Inflation
	Percentage
	2.13
	1.77
	2.05
	1.86
	3.40
	0.10




Attachment 4 Big Mac index[footnoteRef:29] [29: http://www.economist.com/markets/indicators/displaystory.cfm?story_id=E1_TPDVVGVD&source=login_payBarrier] 

Feb 4th 2009 | From The Economist online
[image:  ] 
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	Tabel 1
	
	
	
	
	
	
	
	

	Personen van 15 tot 65 jaar die geen onderwijs volgen, naar opleidingsniveau

	
	
	
	
	
	
	
	
	

	 
	2001
	2002
	2003
	2004
	2005
	2006
	2007
	

	
	
	
	
	
	
	
	
	

	
	x 1 000
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Lager
	3266
	3156
	3024
	2820
	2760
	2660
	2505
	

	Middelbaar
	3684
	3703
	3726
	3633
	3746
	3749
	3721
	

	Hoger
	1919
	2021
	2134
	2335
	2306
	2315
	2423
	doelgroep

	Onbekend
	45
	33
	36
	77
	61
	73
	66
	

	
	
	
	
	
	
	
	
	

	Totaal
	8915
	8913
	8921
	8866
	8872
	8798
	8714
	

	 
	 
	 
	 
	 
	 
	 
	 
	

	Bron: CBS, Enquête beroepsbevolking.
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	totaal
	2.423
	Dit is 27,80%

	
	
	
	
	
	
	
	
	

	Bevolking; geslacht, leeftijd, burgerlijke staat en regio, 1 januari

	 
	
	
	Bevolking naar geslacht

	 
	
	
	Mannen en vrouwen

	Regio's
	Leeftijd (basis = geboortejaar)
	Perioden
	aantal

	Nederland
	30 jaar
	2010
	199242

	Nederland
	31 jaar
	2010
	200345

	Nederland
	32 jaar
	2010
	197734

	Nederland
	33 jaar
	2010
	200006

	Nederland
	34 jaar
	2010
	202231

	Nederland
	35 jaar
	2010
	211420

	Nederland
	36 jaar
	2010
	219551

	Nederland
	37 jaar
	2010
	238235

	Nederland
	38 jaar
	2010
	250085

	Nederland
	39 jaar
	2010
	261658

	Nederland
	40 jaar
	2010
	267782

	Nederland
	41 jaar
	2010
	256802

	Nederland
	42 jaar
	2010
	254653

	Nederland
	43 jaar
	2010
	256394

	Nederland
	44 jaar
	2010
	261149

	Nederland
	45 jaar
	2010
	265841

	Totaal:
	 
	 
	3743128



27,8 % x 3743128 = 1040589,6,hiervan wil het DCC met een toekomstig centrum 15 % bereiken. 
[bookmark: _Toc153179209]Attachment 6
	Brazilië[footnoteRef:30]
Demografie[footnoteRef:31]
Er heerst in Brazilië veel werkeloosheid(8,37%) in de steden en een ongelijkheid in inkomensverdeling. Het minimum salaris blijft aan de lage kant en is ongeveer  €148 per maand. 

Economie[footnoteRef:32]
Het economisch klimaat in Brazilië val onder een van de snelst groeiende economieën in de wereld. Momenteel is de infrastructuur hierdoor ook flink groeiende. De fiscale voordelen worden afgeschaft voor de bevolking vanwege de mondiale economische crisis. 

Politiek Juridisch[footnoteRef:33]
Het hoofddoel van President Luiz Inácio Lula da Silva’s is een stabiel economisch klimaat te creëren onder andere door het creëren van nieuwe banen en een betere inkomstenverdeling tussen de Braziliaanse bevolking. [30:  http://www.brazilianembassy.nl/nederlands/emb_23.htm]  [31:  http://www.evd.nl/zoeken/showbouwsteen.asp?bstnum=457]  [32: http://www.marketlineinfo.com/library/DisplayContent.aspx?Ntt=brazil&Ntx=mode%2bmatchall&Nty=1&D=brazil&Ntk=All&Ns= ]  [33:  http://www.brazilianembassy.nl/nederlands/emb_11.htm] 

In Brazilië wordt geen regels vanuit de overheid opgelegd betreffende censuur op internet. Sociale netwerken kunnen daar zonder moeite worden ingezet. 

Sociaal Cultureel[footnoteRef:34]
Van oudsher hecht Brazilië veel waarde aan cultuur. Veel invloeden vanuit het verleden zijn terug te vinden in dans, muziek, kookkunst en de verhalen. Ook is Brazilië een gastvrij land. Brazilië beschouwd zichzelf als een westerse cultuur. Vanuit het slavenverleden zijn Brazilianen tolerant in de adoptie van kunst uit diverse culturen. [34:  http://www.brazilianembassy.nl/nederlands/emb_11.htm] 


	Rusland 
Demografie[footnoteRef:35]
In Rusland leeft 77 procent van de bevolking in de steden. De gemiddelde maandinkomens zijn het afgelopen jaar met 30 procent gestegen. Het gemiddelde inkomen per maand verschilt enorm en is in Moskou ongeveer € 975 per maand en in de regio ongeveer €325 per maand. Rusland behoort tot de hoogst opgeleide bevolkingen van de wereld. [footnoteRef:36]

Economie[footnoteRef:37]
Naarmate de inkomens in Rusland stijgen, groeit ook de koopkracht. Het land heeft na deze stijging wel te maken gehad met de regressie. Hierdoor moet de overheid bezuinigingen doorvoeren. De verwachting is dat ook werkloosheid gaat toenemen tot 2014. 

Politiek Juridisch [footnoteRef:38]
In Rusland zijn momenteel geen bezwaarlijke culturele activiteiten gaande betreffende een DCC. Wel wil de overheid inzicht hebben in alle activiteiten van NGO’s. Dit om te voorkomen dat organisaties acties kunnen organiseren  tegen de overheid. De overheid beperkt hierdoor de werkzaamheden van NGO’s en wil inzicht in alle activiteiten. 

Sociaal cultureel[footnoteRef:39]
Rusland heeft een rijke cultuurhistorie waarin schrijvers en componisten erg belangrijk zijn. Ook zijn er in het verleden vele klassieke muzikale grootheden als Tchaikovsky, Rachmaninov, Stravinsky en Sjostakovich.  [35:  http://www.evd.nl/zoeken/showbouwsteen.asp?bstnum=5109&location=]  [36:  Data monitor COUNTRY ANALYSIS REPORT Russia p21.  ]  [37:  http://www.marketlineinfo.com/library/DisplayContent.aspx?N=4294669467]  [38:  http://www.bartstaes.be/articles.php?id=1440]  [39:  http://www.voorbeginners.info/rusland/volk-en-cultuur-1.htm] 

Rusland kent vele muziekfestivals ter ere van deze componisten en ook het ballet van het Bolsjoi Theater in Moskou is wereldberoemd. 

	Turkije
Demografie[footnoteRef:40]
75%  van de Turkse bevolking leeft  in stedelijk gebied. De grootste zijn gelegen in de miljoenensteden Istanbul, Ankara en Izmir[footnoteRef:41]. Het minimummaand loon in Turkije ligt onder de €400,-.De werkeloosheid in Turkije is groot en ook zijn erg  veel schoolverlaters. 

Economie[footnoteRef:42]
De Economie in Turkije is verbeterd nadat veel overheidsinstellingen geprivatiseerd zijn. De inflatie is fors gestabiliseerd van 25.3% in 2003 tot 6.2% in 2009. Ook Turkije kampt met de mondiale crisis. De verwachting is dat door de crisis de werkloosheid stijgt tot 15% in 2013. Het reduceren van hoge lasten op de arbeidsmarkt en een deregulering van Turkse wetten, kunnen dit probleem aanpakken. 

Politiek Juridisch 
Turkije is momenteel nog druk in onderhandeling om toe te treden tot de Europese Unie. Overige politieke verhinderingen zijn er niet om een cultureel centrum te plaatsen. 

Sociaal cultureel
Turkije heeft een zeer rijke historie wat betreft culture gebouwen en architectuur. Muziek is voor Turken zeer belangrijk en bestaat uit vele invloeden. De muziek kenmerkt bijzondere snaar en slag instrumenten. In het verleden is westerse pop en rockmuziek geïntegreerd in Turkije. Daarna is de traditionele volksmuziek in opkomst gekomen.  [40:  http://www.voorbeginners.info/turkije/volk-en-cultuur.htm]  [41:  http://epp.eurostat.ec.europa.eu/guip/themeAction.do]  [42:  Data monitor COUNTRY ANALYSIS REPORT Turkey p16] 


	Italië 
Demografie[footnoteRef:43]
Italië is het hart van het Katholieke geloof, de invloeden hiervan overal in het land aanwezig. De werkeloosheid in Italië is behoorlijk hoog (8,4%). Ook het aantal schoolverlaters ligt hoger dan in Nederland. De verschillen in inkomen zijn binnen Italië niet groot te noemen

Economie[footnoteRef:44]
De economie in Italië is zeer stabiel en is de zevende economie in de wereld. De overheid heeft ervoor gezorgd dat kleine ondernemingen en gezinnen met een laag inkomen van subsidies worden voorzien. 
De overheid stimuleert Italianen om te consumeren. Het land heeft verder weinig hinder van de economische crisis. 
 
Politiek Juridisch 
De leider van het land Berlusconi is een controversieel persoon. De politiek staat constant onder druk door deze leider. Ook de maffia invloeden en de katholieke problemen rondom de kerk spelen hierin mee.  

Sociaal cultureel[footnoteRef:45]
Cultuur is voor Italië heel belangrijk. De kunstgeschiedenis van Italië stamt al vanaf de Etruskentijd en beleefde hoogtijdagen in de renaissance. De theaterindustrie is al ontstaan in de Romeinse tijd. Na de 2e wereldoorlog is de filmindustrie opgekomen. De interesse in kunst en cultuur is vanwege het rijke verleden nog steeds aanwezig. [43:  http://epp.eurostat.ec.europa.eu/guip/themeAction.do]  [44:  Data monitor COUNTRY ANALYSIS REPORT Italy p17]  [45:  http://www.voorbeginners.info/italie/volk-en-cultuur-1.htm] 
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	Strengths

S1  The international cultural know-how that’s available through NCAF and SICA 
S2  The connections that NCAF and SICA have 
S3  The unique characteristics of the DCC, the cultural collaboration and exchange 
 S4  The high standard and diverse cultural program 
S5  The use of social media from the start 
S6  The support of a company that has knowledge of the market (Auditoire and PR company) 
S7  Some events are targeted for a niche target group 


	Weaknesses

Z1  Website (too intricate extranet, CMS
Z2  Content building was slow 
Z3  Not every participant had a cultural exchange with a Chinese professional
Z4  Some performances/programs were meant for a niche target group
Z5  Facilities of building not optimal 
Z6  Games not taken into the program 
Z7  Internal communication
Z8  Communication towards target group not always distributed per discipline
Z9  Content has to be created by the same employers working day-to-day. This means fluctuating quality in content
Z10  Limited research done for entrance price
Z11 limited research for implementation social media in China 
Z12  Synergie between Holland Expo and DCC 


Z11 Synergie tussen Holland Expo en DCC was mogelijk




	Opportunities
K1  Clear sponsor contracts, the maximum can be taken out of the sponsor deals and the parties involved can strenghten each other optimally
K2  A sponsor analysis and right approach, to improve the chance on more/better sponsors
K3  Good agreements about collaborating with partners which leads to synergie
K4  High cultural interest in the described countries for a new DCC
K5  World Expo 2015 is being held in a country with great cultural interest 
K6  In negotiation with financial strong countries




	Threats

B1  The DCC is almost fully dependent on subsidies
B2  Media plays an important role and has a lot of power. Not always easy to compete with other news events
B3  Power of the government is big, they can cut back on culture and this can have serious reprecussions for the DCC
B4  Power of the sponsors is big, especially if they are not contracted
B5  Economic cutbacks
B6  Visitors aren’t always prepared to pay entrance price
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NETHER LAND // Witte de With Center for Contemporary Art -
HZWITTE DE WITHER 255,

Exhibition 1/ June 20 - July 11 2010 /1 11.00-19.00

The exhibition Nether Land is conceived by Witte de With Center
for Contemporary Art within the year-long project of exhibitions,
events and... >>read more

POINT BLANK 7 _Edit Kaldor | Kata Amsterdam
Theatre 1/ July 2-3 2010 /I 19.30-21.30

Point Slank is a visual theatre performance in which the narrative
s Constucted by using paparazzb-style photographs of everycay
Situations. ... >>read more

WORKSHOP: DRAMATURGICAL STRATEGIES - POINT BLANK
Fringe 41 July 4 2010 1 10.00-15.00

In addition to the theatre performance Point Blank, by Edit Kaldor
on Friday July 2 and Saturday July 3, a serries of workshops is
held. On June 25,.... >>read more

JORIS IVENS WEEKEND /7 Joris Ivens £2H-#%8 / The
European foundation Joris Tvens.

Film 11 July 9-10 2010 1 14.30-23.00

Mirs Marceline Loridan-lvens, wife of Joris Ivens, and the European
Foundation Joris Ivens present a very special programme with
films of Joris Ivens... >>read more

WHAT IS THE TRUE VALUE OF LIFE-FICTIONS? 77 Witte de
With Center for Contemporary Art - & ZWITTE DE WITHf 255

Video Stories
L
THE SPIRIT OF LANGSTON
HUGHES CAME TO LIFE WITH
ELECTRIC BARBARIAN."# P8
iBA MRS 2 Wit

Video image of the performance
The Ghost of Langston Hughes by
Electric...

NETHER LAND OPENING
CEREMONY-{ fal (1} 37 5% fitsX.
Video images of the opening
‘ceremony of the exhibition Nether
Land on...
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Opbrengsten

Directe opbrengsten uit sponsoring, tickets en verhuur € 226.000

Subsidies Totaal € 1.458.900

€ 1.684.900

Kosten

Invulling van het DCC € 1.202.835

Lokale promotie € 320.756

Promotie in Nederland € 80.189

Kosten evaluatie communicatie in Nederland € 5.000

Kosten evaluatie communicatie op locatie € 5.000

Kosten sponsoring € 5.472

Onvoorziene kosten € 65.649

€ 1.619.252
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Budget

Totaal € 85.189

Kosten

Herdesign en herbouw van de website € 25.000

Aanpassen logo en elementen huisstijl € 5.000

Promotie Reclame bureau/ ontwikkeling creatief concept € 20.000

Uitvoering creatief concept van het reclame bureau € 25.000

Onderzoek naar resultaten (meting) € 5.000

Onvoorziene kosten € 10.189

€ 85.189


Microsoft_Office_Excel_97-2003_Worksheet1.xls
Blad1

		Budget

						Totaal		€ 85,189

		Kosten

						Herdesign en herbouw van de website		€ 25,000

						Aanpassen logo en elementen huisstijl		€ 5,000

				Promotie		Reclame bureau/ ontwikkeling creatief concept		€ 20,000

						Uitvoering creatief concept van het reclame bureau		€ 25,000

						Onderzoek naar resultaten (meting)		€ 5,000

						Onvoorziene kosten		€ 10,189

								€ 85,189





Blad2

		





Blad3
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Opbrengsten

Directe opbrengsten uit sponsoring, tickets en verhuur € 176.000

Subsidies Gemeenten en sponsors € 200.000

Ministerie OCW € 975.000

NCAF € 220.000

€ 1.571.000

Kosten

Coördinatie en programmering € 250.000

Personeel in Nederland, reiskosten, kantoor, administratie € 135.000

Productie lokaal (Sjanghai) inclusief personeel en communicatie € 213.000

Locatie Gebouw € 147.000

Techniek € 170.000

Overhead € 36.000

Transport (inclusief gesponsorde deel TNT) € 60.000

Officiele openingen van exposities € 30.000

Publiciteit Mediabureau en campagnes € 90.000

Website € 15.000

Logo/ huisstijl € 5.800

Programma Tentoonstellingen € 220.000

Podiumkunsten € 365.000

Overig (film, mode, et cetera.) € 100.000

€ 1.836.800
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Listings

Advice forreaders
Listings are arranged by type and then
alphabetically. Contact detals are
gvenn Venues. Listings are correct
Stiime of going to press. Chack with
‘yenues for poace of mind.

Denotes nearest metro station

Advice for contributors
Please submit istings for Classical
&Performance to npellegrini@gmail.
com. Information must include
performance title, address of venue,
contact dstails and prce of admission.
The deadine forlistings s the 141 of
eachmonth,

Acrobatics

‘Charming Shanghal’ Acrobatic
Show Y Feg Thetir, 7.30pm, Every
oy 150 280RMR Stopidmameaside, these
Guealwaysamazingshows

‘ERA- Interssction of ime Siangai
s World Theatm, 7 300, T 1-Wedd
30'80-580RME Grandiosely billedasa
“mulimiliondollarmftmediasunning
acobalicexiravaganaa! aswellas e
i
alemptojazz upacrovatics.

Wanpy Circus gl Circus World
Theaire Tue 1 So1 5. S Gond Mon
14Wed 1641 Fpm 80-130RMB Shanghai
Aerobatic Toupe presentsashov for both
Chidrensadadulty

‘Happy Journey - Chidren's
Acrobatics and agic Show i
Prends Theahe, 10.25am 1. opn, Sun
20, GORMI Yoscan' o oo wrong with
‘acrobatics for the KOs

Chitdren

Aladdin and the Magic Lampin 3D

Shanghai Thentre Academy Theare, Tue
Lat 1pmand 7.30pm; Fridal 7.30pm, and
‘Sat 5 al 10am, Zpm and 730 GORME
The beloved story of the sireeturchin, the
begutiful princess and the magic L.
‘The Emperor's New Clothes Lilic
Friends Theaire, 10.15am, Tue . 60RMB.
Classictaleaboutaking withoutaclue.
Glass Slippors Lille Friends Theatre,
Sal 26t 10.150m and 1.15pm. GORME.
Othervise knownas Cinderella, achildren's

witha airy gocmother
The Lion Kimg Ll £ends Theaire
10.15am.1.15pm, Mon 14. GORME Dor't
Taymor'scostumes o Elon
- hisverson s aboutashy
bully magnétrarmed Guo Guo whogets
pulledinsietherLionKing'book s
reading whenhereturns,he uses the v of
hejungle ocolvehis problems:

Littlo Mateh Girl Ll Fricnds Theclr
7150, Sat 26, 10150, 1150, Sun 27.
‘GORME The Andersen versionof tis sa
pooritlematchsellerwho reezes o death
andgoes toheaven,but were guessing this
onehag a happy ending

Mother's Ugly Duckling SPTC,
10am, 3, Sat 19.5a1 2690 150RME.
Classicchildren's tale old with giant
puppets anugly ‘duckling i drvenoutof
animage consciousbamyard,ands forced
tovwanderthe worl, finding acceptanceonly
‘whenhe discovers he sactuallya beautful
Swan. A healthy nspirational e for
childreneverywhete. He Xiaoging direcs

Pinocchio Ll Frends 1eaire
10.150m and 115pm, Sat 5 GORMB
Classic fairytale orchildrn.

The Tortoiso and the Hare Li(:
Friens Theaire, 10,150, 1137, Sun
Sal 19 GORMB Chidren'ssage versionof
earogantar hewietoand he

Three Littlo Pigs L/ Frieds
Theaire, 7.15pm Mo 14:10.15am, 1.15pm
Tue 15 6ORME Three prcine bothers
with diffrentattitudes owards work and
consiructonconspire o defeat an evilwol.

Thumbelina Lt Friends Tieairr,
715 Tue 15: 10,150, 1150 Wed 16
60RMB Theadventuresof acigtsized il
and the charactersshemeets long the way

78 Time Out Shanghai June 2010

 Children's Ar

how slowandsteady winstherace. |

| Geert de Jong makes her directorial debut with reknowned

Dutch theatre company Toneelgroep De Appel at the Dutch
Culture Centre. See listings for details.

‘When The Pictures Came
eaire of Clina Wefore

Instille, 10.30am, 7o, daily i Tre |
80.120RME Four young bousemates,al
withifferentaims, indulge ina classicrole:

 playinggame.

Croisements Festival
See e foguonenhud.com for more details

L'Augmentation (The Secret fo-
y Raise) Xinguang Thealre, 730/
7118 Sun 20 Fri 25-Su1 26 120 250RMB.
Georges Perec's taleof six charactersin
searchof araise, usingallpsychological,
economicandclimactic means available.

Presented by Shanghai's Modern Man

 TheatreCompany, irectedby Denis

Guénoun,InChinesewith French subtites
LaDoubls Inconstance Sl
Grand Theatre, 7.30pm, Wed 2.5u1 6

+ 120RMB Three-act comedy by French

playwright Marivaus follows the madcap,

 sany Comedia dellarteformatof clever

‘servants, dimmerroyals and mjstaken
identity, brough to youby the Shanghai

 Players Tn Chinese with Frenchsublitles.
playzboutan evilstepfamily andalucky gil |

{ Dance

East China Six Provinces and One
City Professional Dance Compotition

| 2010 Shanghai Majestic Theaire, 7 15pun.

Ther 3-Sun 6.80-200RME Thecaichy tile
saysitall-stll, Chinese dancers artamong
thebest in the worid, and he thev'redoing
ballet, modern and classical Chinese dance.

‘Summer Delights: Hong Kong.
BalletSHOAC, 7,150, Frict 80.200RMB.
Seopreview page 78,

DanceDCC, 730y, i -Sal s
150RMB Tnspired by the 1996 Masayuki
Sio film Shall We Dance,actress Geert de
Jongmakesher directorialdebut vith well
known Dutch theatre company Toneelgroep
De Appel,inthis spoken word pieceabout

wperficialmoments leave
smpresions and hlp sescapeoss

i Lu Hua Yu Shaughai Majestic
Theatre, 7.30pm, Fri 18-Sun 20, 180.
G8ORME Tnspiredby the cave drawingsof
Dunhuang,thisdeama celebrates the Tang.
Dynasty’s uperpower status.

Tale of Two Citles Shunglai Grond
Thealre, 7.30pm, Fri 25, 80-220RMB. See
presiew age 78

Theatre

cchino Servitore di due
voni SHOAC, 7 30pm, Wed 23 Tickets
tha Piccolo Teatro Milano brings is hugely
popular Harleguin comedy Servand of Tio
Mastersback forathird @t least) China
vist Imaginea comedic 18th century opera.
without themusic - great slapstick fun,
bt makesure youcan speale ltalianor read
‘Chinese, o it along time without music:

Because of the Bad Weather
SHOAC, 7.43¢m, Wed 2-Thur 3; Sat 5-Sun
5 120RMB Tosisters doeverything
together, thinkalike.dressalike, cut their
hairatthe sametime - what happens when
they both fallnlove with the same man?

‘Gan Three Make It (Part 1) SDIAC,
7.30pw Pri 25 Sun 27. 100-80RMB Cross.
fallcomedy about urbanrelationships.

ComedyXinguane Lil Thealre.
7.30pm, T 1-St01 6 120-280RME Forbes
has published its anmuzl st the world's
Fichest peopleandever oneissurprised o
seehowmany Chinesear

Comedy Highlights.
Theatye, 730pm Sat 10
Sketch comedy and varier
down versionof the Spring Festival

soning <o

Sharighai Tnternationa] Gymastic Contre
2.30pm, daily il Tue . 150-580RME
Lisgendary Shanghai corsic

DoubtSDAC. 7 0p dail il Sun
6 (closed Mow. 120.T50RME Setn 1964,
thestory of anun who suspectsa priest o
molestinga black student. Filt version was.
nominated fo five Oscars.

Glance SDAC. 7300, Tie 20.July 11
(losed Mon), 120 150RMB. CaiZiiheng’s
story of ashy boyanda beautifulgirl who
justhappen o be assigned o thesameschool
sk, and fal i love Starring Sun Ningfang,
and GiBeixue; Nie Benjie directs

1Don't Want To Sing Alone SDAC,
7.30pmn, Tue 29.July 18 ciosed Mon).
50RMB Thecomplicationsof an extra
maritalaffir - how doesthehhusbandkeep
thesecret, what bappens when the wifeand
mistress eventually meet. Zhang Hui drects.

‘The Importance of Being Earnest

inguan Theatre, $pm, Fri 11Tue 15.
150RMB (advance): 200RMB (door). Oscar
WildeSsclassicof upper ciass vapidity. with
‘someof thebest dizlogue ever written. For
‘more information call 135 6410 2955 or email
eastwestinfo@gmailom.

Pratending SDAC. 7500, Wed 2 Sun
13 cosed Mo). 50-200RME A Sherlock
Holmes style mystery aboutamurderand
mileading circumstantialevidence.

Princess Yang Guifei Lyceini
Thealsz, 7.20pm.Sin 13.530-2 0100 M.
Inths case, princess’ means concubine’.
Yang Guifeiwas oneof Chins four famous
beautics,albeita destructive o, indirectly
causing theendof the Tang Dynasty;

‘Sound of the Ocean SFIOAC, 7.30p,

7 18-Sal 19, 80-350RMB Taivwans
U-Theatrebrings us the Zen/Martial Arts
experienceaf followinga dropof water toa
stream, then fromaivertohe ocean, Using
temple bells, gongsand tracitional drums,
the grouprecreates the soundof waterallthe
‘whileshowing formidsble physical prowess.
Directed by Liu Ryoyu and Huang Chibchun.

e Lies SDAC, 7300, Wed 165
27 (dosed Mo). 150 280RME Dirty
dealings ntheart world Starring Cai
Mingxs,Chen Xing, Miao Chi Liu Ludirects

| ey Wi i L Jgon
)

ummer Delights:
Hong Kong Ballet

Exciting madern dance in bite-sized
pieces.

Tale of Two Cities
Shanghal Grand Theatre, Frl 25.
Helen Lai's creativityis
breathtaking, best see everything.
she does, you never know when
you'llmis’ something spectacula.

Dutch Culture Centre,
Fri4-sats

Aspoken drama aboutthree
characters who use dance to
change their ives.

Venues

Childron’s Art Thoatre of China
Wolfare Institute 643 Hiashan Li.

distrct (6249 7313, 6248 2929). Jingan
Towle R RO, E5 8 K

£

Dutch Culture Contre (DCC) 300
Changde Lu, near Changbing Lu, jisan
distict (6087 2300 Clangbivg Li. B4

| AEHR00E, it AR

Littie Frionds Theatre Fu i Floor,
The Neuw Building, Civa Welfare stiutc
Clildrn's aluce, 61 Yanan Xi L, near
Vgt e L Jingan district (6248
9564, wuonecreiidsong). S Tongon Tomple
PTG LS, T A L
Lyceum Theatre 37 Maoiing Nar:
Changle L, Vrrrmﬂn(hslw'(b.217

pir Lt ALl o
daily (bor icc)S Shanghat Gireus World,
TR S
Shanghai
(SDAC) 288 AnjieLu, near Wekanig L,
Xahua disiril (3463 6200, 6473 0123; twna
cha e con)- Open Sam-pm datly (bor
o). 8 Clangsiu Lu 4l B 5268
Ui

ind Theatre 300 Rennin
Dadao, Peopl’s Square, near Hiay
L, Huangpudistrcl (6386.5636, 63
8702, wowshgtheatrecom). Opers - 7pm
ol 0o i), O sl S, ik X
R0, T HOLIEH

‘Shanghai international Gymnastic
Contre 777, Wi Lu, ZiongslanXi
Ly, Clingning disirict (62289185,
ZonganFark K TERIFITIS
il

Shanghai Majestic Theatre 66
Jiangiing L, near Fengian L, ingan
distict (6217 3311). Open 10ani-9pm daily
(hex ofice). & Nanjing XiLu. % 14117 8
65 Tk

‘Shanghai Oriental Art Centre
(SHOAC) 125 Dingxiang Lu, Centuy Purk,
inear Yingehun Lu, Pudong (6854 1234,
wishoac comi. S Centery Park W4 T
BB A

Shanghai Puppot Theatro
Exhibition Centre (SPTEC) Ciro’s Flozr,
A8 Nanie el nar Huag e L
Jingan distnc (63345200) 8 Prople's
Square. B 1 R RBASBS S
135, T SRR

‘Shanghai Thoatre Academy (STA)
‘Thoatre 630 Fiuashan L, near Zienning.
Lis Jingandistict 6248 5600). S Jiangs
L I 35630, 8T 5

Yun Fong Theatre 1700ty Xi
Laynearjiacdlos L Jngandirc (6255
0500 wiewsiyytcom) & Fingan Topie. 1
BT IIT00% TR 35

Xinguang Little Theatre 531 \irglo
Lt neay Guangi Bei Ly, Huuangipu disirct
(6448 0898) S Nangung Dong L 511K
RS, 4TI

]

i
ur

fin:
of |
aro
toc
Th
you

pla
ope
It's

78

Sch
Gu:
BF

150

Ho
25K
For
onl

La
ru

We
run
tha
0%
wel
nati
Gan
thos
will
whe
ont
inm
Sha
Wh
Wh
Uni
Tecl
Parl
long
forf
Hov

InL
cnol





image23.gif
 The hamburger standard

8ig Mac prices
—PEE Actual  Under ()/over(+)
fnlocal  in  Implied PPP*  exchange valuation against
curtency dollars ofthe dollr rate:Jan 30th _the dolar, %

Uited Statest sus4 354 - -
Argentina Peso1150 330 325 349 7
Australia As34s 210 097 157 £
Brazil Realsoz 345 221 232 2
Britain 220 330 155 144 gl
Canada G416 336 118 124 5
chile Pesolss) 251 £ 617 2
China Yan125 183 353 684 5
Caech Republic Kouna65.94  3.02 186 219 15
Denmark 0k295 507 833 582 3
Egypt Pound13.0 2.3 367 557 EN
Euroaress @42 438 104t 128 %
Hong Kong HS133 172 376 7.5 52
Hungary Forintéso 292 192 233 18
Indonesia Rupiah 19800 174 5593 11,380 51
Tsrael Shekel 150 3.69 42 507 4
Japan (IR T 819 £ K
Malaysia Ringgit5.50 152 155 361 57
Mexico. Ps0330 230 932 244 3
New Zealand NS0 248 138 197 £
Norway. Kioner40.0 579 13 691 &
Peru Sols.06 254 228 318 )
Philippines Pes0980 207 22} a4 <2
Poland Zoyroo 201 198 348 43
Russia Ruble620 173 7.5 357 51
Saudi Arabia Rial100 266 282 375 S
Singapore $5395 261 112 151 2
South Africa Rand1695 166 419 102 53
South Korea Won3300 239 032 1380 £
Sweden SKR38O 458 107 830 2
Switzerland HF6S0 560 184 116 £
Taiwan NS0 223 22 36 £l
Thailand Baht620 177 7.5 30 50
Turkey lres1s 313 145 164 12

“Purchasin-powes party lca pric dividd b prcenthe Uit States
fAverage f New or, Cicage, Atanta and S Fancco 4Dollasper pound
§heghtedaverage of prices i uro res *+Dollrs pr vt

Sources: MeDoralds; The Economist




image24.emf
1. 2. 3. 4. 5. 6. 1. 2. 3. 4. 5. 6.

1. ++ + + ++ ++ + + +/- + +/- +/- +/-

2. +/- +/- + +/- ++ +/- + + + +/- +/- +/-

3. ++ +/- +/- ++ ++ + ++ ++ + +/- + +/-

4.

+/- + +/- ++ ++ + ++ ++ + +/- + +/-

5.  + +/- +/- +/- +/- +/- + ++ + +/- + +/-

6. + + ++ ++ ++ +/- + + +/- +/- +/- ++

7. ++ ++ +/- + + +/- + + +/- + +/- +

1. +/- +/- +/- +/- +/- +/- +/- -- +/- +/- +/- -

2.

+/- -- -- -- -- +/- -- -- -- +/- -- -

3. +/- +/- +/- - - +/- +/- -- +/- +/- +/- -

4. + + + + + +/- +/- ++ - +/- - +

5. - +/- +/- +/- +/- +/- +/- +/- +/- - +/- +/-

6. - +/- +/- + + +/- +/- - +/- +/- +/- +/-

7. -- -- - -- -- +/- -- -- +/- -- +/- --

8. -- -- - -- -- +/- -- -- +/- -- +/- --

9. - - - -- - +/- - -- - - +/- --

10. -- -- -- - - +/- -- +/- - -- -- --

11. +/- +/- +/- +/- +/- +/- - -- - +/- - --

12. -- -- -- +/- +/- +/- -- -- -- +/- -- +/-

++

: De confrontatie is het meest positief en kan benut worden

+ 

: De confrontatie is positief en kan benut worden

+- 

: De confrontatie is niet mogelijk, of is niet positief noch negatief

-

: De confrontatie toont een mogelijk gevaar

--

: De confrontatie dient vermeden te worden



Sterkten

Kansen

Zwakten

Bedreigingen

Extern

Intern


image25.png
International Documentary Film Festival Amsterdam - Events - City Weekend Guide - Firefox - 2k 36597 E[ %,

IHE) WEE) BBV BeE) BEE IAD FBH -
6 N} @ 3 [ (M ntto:sjwww.cyweskend.com.cnjshanghalfevents/53334/ 7 -] (282 Goooe '
0 O & emoeER B BERs O http/fcol18w.coll art galleries hangzho... M1 Gmal - Postvak IN - .. W Nether la
| Ef international Documentary Fim F. [~
International Documentary Film .ua ANEVENT
Festival Amsterdam
When: This svent has alrsaty passert - : —
BN eI
! regert SRR
b Garden =y
Where: Dutch Culture Centre Details BERFE
el > =
Contacf 6087-2300 ///
o Shida e d
Info@2010dc com / . e
wnw,2010dce.com e B
e %
TS =
I Like IT RSVP Gany _ =
— — N Jing'an

%X =
Gorgle bl o

AddaPhoto See All 1Photos. View largr map| Repor Mis-mapping
=
Other Events
at this Venue
—
Al

City Weekend
at

}f.{\ﬁﬁ Graphic Design by...

Today, 11am - 7pm

pe

Light ane up and pretend you're in The Netherlands. In celebration of the Expo, the Dutch

Culture Centre will be screening films from the IDFA, which takes place annually in

Amsterdam and this year celebrates 23. Prepare to laugh, think and have your heartstrings )

tugged. Movies will be subtitled in English as well as Mandarin. Students pay RMB15 per film —

or RMBA4S for a one-day package; RMB3D and 90 for everyone else. [e~2- ~
BT T n
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s not all wooden shoes and windmills!

COMMUNI

= he Dutch: direct, straightforward
and no nonsense. They have a say-
ing “Doe maar normal, dan doe

I gek genoeg” (just behave normally,
re already crazy enough). An open-
ded and easy-going bunch, they're
adly, sociable and up for a laugh. Oh,
the tallest nation in the world. (So
ch so that the Dutch government re-
tly changed building regulations to
‘ease the height of doorways).

ome from home

lalley’s is an orange stronghold, in
t due to its sponsorship of the city’s
ch football team. Head down there
:n the national team’s games are be-
screened; no other fans in Shanghai
ate quite that kind of carnival. Every
ond Friday of the month the Dutch
ociation de Nederlandse Vereniging
inghai  (www.nvshanghai.com) or-
ize Dutch drinks at Abbey Road,

le the Dutch Cultural Center
'w.2010dcc.com) opened at 800 \
ingde Lu last month. As a supple- |
1t to the Netherlands Expo pavil- _¢
they will be offering six months
performances, exhibitions and
sentations on all things Dutch.
ir launch party featured free
1eken and Gouda cheese, which

s fine an introduction as we can
gine. For the business-minded,
‘e’s BenCham (www.bencham.

) where the Dutch throw their g4
in with their Flemish lowland

thers.

3
b

\®

),{ca
L4

[TES By Ned Kelly

g QueensDay |

April 30 is “Koninginnedag” or Queens Day,
when the Dutch celebrate the birthday of
their beloved monarch. The Dutch consu-
late organizes a huge party with classic
Dutch standards such as herring, bitterbal-
len and rookworst, as well as lashings of
Heineken beer. People dress up in orange
or in traditional Dutch clothes (with a funny
twist, of course). The venue is yet to be con-
firmed, so keep an eye on www.nvshanghai.
com. The Dutch also celebrate Sinterklaas
on December 5, when they exchange gifts
and write poems for each other.

| Oranje FC

You can’t miss the Oranje FC on match day

in their bright orange strip. Founder mem-

bers of the Shanghai International

4 Football League, they boast a long and

proud history under the stewardship

of the veteran Tom Bus, who is living

proof that there is still room for person-

alities in the modern game. Aspiring

players can contact the legend him-
self at tombus@tombus.com.

g PGB TSmO

| Dutch food is sparse on the ground
here. Aside from buying Dutch items
at import supermarkets, there’s a

snack bar called Jantje Patat in Taikang
Lu that serves fresh herring, a delicacy
in the Netherlands, and a restaurant
ed Rijsttafel on Hongmei Lu serving
traditional Indonesian dishes from the
days of the Dutch empire.

Capital: Amsterdam

Language: Dutch

Population: 16.7 million

Population in Shanghai: 2,000
Amsterdam to Shanghai: 8,867 km
Fact: The Netherlands is a geographi-
cally low-lying country, with about 20
percent of its area and 20 percent of its
population located below sea level, land
reclamed and preserved through an
elaborate system of polders and dikes.
Learn the lingo: “Kijken, kijken, niet
kopen.” (“Looking, looking, but not buy-
ing.” Useful for the watch, bag and DVD
hawkers.)

| The Consulate General of the Kingdom

of the Netherlands in Shanghai

10/F B (East) Tower, Dawning Center,
500 Hongbaoshi Lu

Tel: 2208 7288

Fax: 2208 7300

Email: shanghai@dfa.ie

Michelle Chung
Retail manager
Living in SH five years

Dutch are... “Direct,
down to earth and
open-minded.”
Dutch goods in SH?
“You can find food items such as
Gouda, Emmental and Edam cheese
in Carrefour, Parkson and City Shop.
There's also a clothing store called
DIS (Dutch Items Shanghai), while
Dutch brands such as G:star, Philips
and Heineken are readily available.”
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Dutch culture
takes Hrm lead

Sam Riley

al Machinery

Faclory
“We wanted to have a flexible

an evening with young Dutch
il makers on March 20 as well

Changde Road n the efurbished  www.2010dce.com.

m:mEuQm donate photos for healing kids

Sam Riley.

orpcr, adatioapho e Sphe ¥ Rase

“This is a way
we can help
this charity and
You can lso
pick up a piece
of g_ss;us

“Tickes soldat the
door cost 600 yuan for

of phoography tha ou wil
really
The photographers

ofthe photographs
ataslent

ofthe photographs.





