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A new and innovative event format to promote the visibility 
and image of Europe as an attractive travel destination is 
born: on 18th and 19th-October 2014, “Destination Europe 
– Travel and Culture Fair” (DE) presented Europe in
Indonesia for the first time as a whole and in an unexpected 
way.

Organised by the Delegation of the European Union 
to Indonesia, Brunei Darussalam and ASEAN under 
the EU Public Diplomacy and Outreach programme 24 
European countries were present each with its own booth. 
Supporting individual nations was an area where the 
whole of the European Union was represented. These were 
complimented by organisations offering travel services and 
products to the public. A varied programme was presented 
offering visitors interactive activities, cultural performances, 
presentations and discussion forums where a wide variety 
of travel topics were covered.

Prior to the event a promotional campaign was launched 
utilising a number of media techniques including social 
media.

Visitor numbers exceeded original expectations with more 
than 11.600 attending the event over a two day period. 
The principal motivation to attend was “general interest in 
seeking more detailed information about Europe”, with an 
approach to this aim clearly linked to amusement which was 
reflected in the success of the interactive programmes and 
activities including selfie contests, puzzles, music, cooking 
demonstrations and thematic workshops (blogging, 
languages…).

Destination Europe 2016 

Following the positive feedback and success of this first 
event, planning for a 2nd “Destination Europe” event is 
underway and scheduled for early April 2016.

This new opportunity will build on the experience of 
DE 2014. Taking in account the feedback gathered from 
exhibitors and visitors in 2014, it will put more stress on the 
interactive parts of the program. This engages the visitor 
and creates long-lasting positive emotions, curiosity, and 
attitudes that eventually will transform into real travel to 
Europe.

The scope of the exhibitors will look for a stronger 
involvement of private companies and transnational 
organisations. They will enjoy a special support service for 
planning and logistics of their participation.

 SUMMARY
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On the 18th and 19th October 2014 
the culture and travel fair “Destination 
Europe” (DE) at Balai Kartini, a convention 
centre in Jakarta, provided the opportunity 
to showcase Europe to the Indonesian 
public as a unique travel destination. As 
the first event of this kind to be held in 
Indonesia, DE was faced with a major 
challenge; ‘how do we showcase Europe as 
a preferred destination?’, and leave visitors 
with a feeling that Europe is the highest 
priority on their ‘list of places to visit’. Not 
only did “Destination Europe 2014” achieve 
its objectives – it far exceeded them.

A vision of Europe was presented to the 
Indonesian people by displaying its culture, 
food, people and services. Visitors were 
able to experience the ‘touch and feel’ of 
what they could expect when in Europe 
thus showing them first hand the best 
possible destination for the perfect holiday 
experience. 

The objective was clear: “putting Europe 
in the mind” of future visitors through 
a comprehensive and positive image of 
the continent as a whole. Key elements of 
the event were personal interaction with 
European representatives, sampling the 
variety of foods on display from the different 
European countries and an in-sight into 
the different cultures found across Europe. 
This showcased Europe in a relaxed and 
welcoming atmosphere. 

Our next event, scheduled for 2016, will 
complement this image by incorporating 
an additional programme supporting 
the increase of B2B contacts to foster 
cooperation between European and 
Indonesian businesses. This concept 
defines “Destination Europe” as an event 
that combines the best of both worlds: the 
traditional tourism  business promotion 
fair and the cultural and non-profit image-
building event such as art or education 
exhibitions.

 WHAT IS SPECIAL ABOUT
      “DESTINATION EUROPE”?
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Tourism Fair

Commercial and business with direct profitability

Technical and static 

Financed by private companies or NTO

High cost per sqm of space, direct expense / no sponsor

Professional and/or general public with clear travel plans

Short term, direct results

Participation representing one country or region

Little specific media uptake, or at high effort and cost

Destination  Europe

Generate a positive image and create interest 
in future travel  

Direct experience, interaction  and fun

Financed by EU Delegation, private sponsors and exhibitors

Medium cost of exhibit space, 
very good cost-per-contact ratio

Potential customers without clear travel plan

B2B complementary agenda combined with the event

 “Put into the mind” through personal experience and 
memories - future real results

Represents the full scope of Europe

Innovative event format with attractive contact attracts 
media coverage for free

THE BEST OF TWO WORLDS
COMPARISON CHART of alternative event formats

THE “DESTINATION EUROPE” EVENT FORMAT:   
joining the best of two worlds

This format exceeds the visibility effects and results of image events or trade fairs, with a lower cost per impact / visitor. It is ideal for regions or source 
markets with a growth potential for outbound tourism to Europe in the near future, but where fully commercial events are not yet profitable. As such, it can 

be replicated elsewhere in the world where similar conditions are met. 

A concept situated between a tourism fair and an image event - the innovative format of “Destination Europe” combines the better of these two 
worlds in terms of impact, attraction, visibility, business contacts, and long-term image. It also stands out as an example for sharing initiative and 

responsibility between public and private institutions, low cost per contact, and high interest for media uptake.

Image event

Pure image of the region or country promoted

Show-casing

Financed by public entities (embassy or NTO)

Lower absolute cost due to smaller space, 
but few targeted visitors 

Considered a social event, low specific interest of visitors

Image creation without tangible objective

Usually one country or region

“Just one more event” for media – uptake at high cost
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Tourism is a typical element of consumption patterns of 
the middle class – a segment growing in Indonesia where 
household income is increasing in parallel with overall 
GDP. Projections show two points of inflection where the 
propensity to travel increases at rates higher than GDP: 

• With household income above 10,000 USD/year,
propensity for leisure travel grows proportionally

• for incomes above 40,000 USD/year the leap is even
higher (see diagram beside)

Improvements to visa application processing have made 
Europe a more attractive destination to Indonesians. Europe 
remains, for many Indonesians, an aspirational destination 
rather than a real option. However with the price of flight 
tickets starting at around 600 EUR return, there is an 
opportunity that this can be transformed into ‘actual’ 
visits. Improved information and targeted communication 
from Europeans can help to increase visitor numbers from 
Indonesia.

With an estimated population approaching 250 million, a 
growing middle class of around 45 million people and an 
economy expected to join the trillion dollar club in 2015, 
Indonesia’s economic potential is significant. Already now 
the largest economy in Southeast Asia, it is projected to be 
the world’s 7th largest economy by 2030.

Economic growth has been stable at around 5-6 % over the 
past decade, and is expected to remain at similar levels over 
the next few years.

With reference to tourism, the share of Indonesian travel to 
Europe remains low, but with excellent potential for growth 
which is, proportionally, similar to China and other BRIC 
countries (see chart beside). 

Outbound travel from Indonesia nearly quadrupled 
between 2001 (2.5 million) and 2013 (7.8 million). Visitors to 
Europe numbered 150,000 in 2012.

 WHY INDONESIA?

Source: Own elaboration based on data from United Nations Statistics Division Data

Outbound travel growth in Indonesia and other key emerging markets 
( % increase in departures) 
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It was and is the moment to attract this upcoming market and to anchor Europe in the 
mind-set of present and future visitors from Indonesia.

“The future of outbound travel in Asia Pacific”, by Mastercard MasterIntelligence

Family income – travel propensity for Indonesia
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Indonesia, Key economic indicators

Source: Own elaboration based on data from the  International Monetary Fund (IMF)
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INITIAL WORK

Preparation work started at the end of 2013 with an 
agreement between the EU Delegation and several 
embassies of EU Member States in Indonesia to undertake 
this pioneering event. This initial activity gathered 
momentum and eventually included all EU Member 
States with an embassy in Jakarta, with a number of other 
European countries being invited to participate. During the 
first nine months of 2014, specific actions included: 
• Contracting an Event Organiser
• Establishing reference documents for the event
• Marketing the event to potential exhibitors
• Securing sponsorships and partnerships
• Coordination and supervision of logistic arrangements,

design and print promotional materials, and organisation
of the external visibility criteria for the event

• Elaboration and time scheduling the entertainment
programmes covering the event over two days

PROMOTION ACTIVITIES

Prior to and during the event, Destination Europe was 
promoted to the general public in Jakarta through a variety 
of sources and channels including traditional and ICT-based 
including: 

• Attractive and fast website
www.destinationeurope.web.id

• Billboards at strategic places in town, the airport and toll
road

• Mass media promotion: printed media in newspaper and
magazines, flyers and free invitation cards distributed at
European embassies and European restaurants.

• Media engagement: meetings with bloggers, press
conference, radio talk show and media mobilisation to the 
DE fair.

• Social media: theme videos featuring EU ambassadors
on YouTube and broadcasted on Facebook, and Twitter 
photo competition

• Giant banner in front of the venue area, numerous
hanging banners, mobile-human posters located in the
Sunday pedestrian alley in central Jakarta of Jl. Sudirman.

• Endorsement by celebrities’ attending the first day of the
exhibition to enhance media coverage of the event.

 THE EVENT 2014
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EXHIBITORS

Europe and its countries were represented 
through an official stand of the EU Delegation 
Jakarta, who was the originator of the event 
concept. 21 EU Member States and 3 non-EU 
countries participated hosting individual stands. 
One booth was provided free to each EU Member 
State, several of them (France, Netherland, 
Portugal, and UK) booked one or two additional 
booths to increase visibility. The specific content 
of these stands was organised directly by the 
embassies or country delegations, some did so 
in collaboration with their respective National 
Tourism Organisations. 

The private sector was represented by exhibitors 
from Europe and local Indonesian companies with 
interests in European culture, food, travel, and 
tourism.

European exhibitors included the three airlines 
operating direct flights, the European-Indonesia 
Business network, and some emblematic 
companies such as Galeries Lafayette (shopping), 
Lindt (chocolate), and LEGO. European restaurants 
in Jakarta represented their national gastronomy 
and related cultural events, some of them in 
support of their national stand.

Indonesian exhibitors covered a wide range of 
travel agencies and travel-related services such as 
insurance, banking, and telecommunications.  

Corporate exhibitors were offered the opportunity 
to increase their visibility by co-financing the 
event as sponsors. Three levels of co-financing 
were on offer, Platinum, Gold, and Silver. Each 
level offered the sponsor enhanced services such 
as more exhibition space, extra media coverage, 
and significant visibility in all publications and 
announcements.

Full information on exhibitors participating in 2014, is available at:
http://destinationeurope.web.id/exhibitor/

EU Delegation

21 EU Member States: 
Austria, Belgium, Bulgaria, Croatia, Czech Republic, 
Denmark, Finland, France, Germany, Greece, Hungary, 
Ireland, Italy, Netherlands, Poland, Portugal, Romania, 
Slovakia, Spain, Sweden, United Kingdom

3 non-EU Member States:
Georgia, Norway, Turkey

 Indonesian Ministry of Foreign Affairs

Represented 
Countries

International
Private Sector

* sponsors of the event

Domestic 
Private Sector

Airlines
*Air France / KLM, *Lufthansa, *Turkish Airlines

Various
Allianz Insurance, EU-IND Business Network (EIBN), 
*Galleries Lafayette, Home Flavours, *Lego, Lindt Chocolate

Travel Agencies
Alia Wisata, Avia Tour, Cruise Center (Best Tour), Dwidaya 
Tour, ATS Vacation, Golden Rama, Indhira DMC, Panorama 
Tours, Rotama Tour, Shilla Tour, Smailing tour, TX Travel

Food Festival
El Kabron, First Love Patisserie, La Luce Wine&Dine, Pullman 
Hotel, Sari Pan Pacific Hotel, SOSRO, Zahra Ice Cream, 
*Diageo (Murphy’s Irish Pub)

Financial Services
Asuransi Central Asia (ACA), *Bank Mandiri, 

Travel products
*Bag’s City, Kawan Lama Internusa, Travel with Us

Various
Abacus, Airporteve, Batik Allussan, Grow Representative, 
*Telkomsel



Want to see more?

Check the links to visual documents of Destination 
Europe 2014:

“Europe, whenever you’re ready”  promotion video
https://www.youtube.com/watch?v=hmhArhiRFV8 

Some ambassador thematic videos
• https://www.youtube.com/watch?v=rqdtr3M8yV0&

list=UUtpsn9L0MAm3OHMh3yjBz_w 
• https://www.youtube.com/watch?v=eXeVA0aH3fI&i

ndex=7&list=UUtpsn9L0MAm3OHMh3yjBz_w
• https://www.youtube.com/watch?v=XUGwbWCiqd

s&list=UUtpsn9L0MAm3OHMh3yjBz_w 

Website	http://destinationeurope.web.id/ 

What’s your dream destination in Europe 
– and why?

“Finland and Norway. Why? Aurora of course! ”

“UK! I want to meet Harry Potter’s world :) “

“I wish travel around Europe and do a European 
football stadium tour”

“Paris. The most romantic place in the world. I’ll be 
there!”

“Climb the Alps and study culinary arts!” 

“Slovenia!! Where are you!?”

“I want go to Madrid because my favorite football 
club Real Madrid and C.Ronaldo are there. Hala 
Madrid! 

EXHIBITION AREA

The event took place in Balai Kartini’s exhibition hall, 
providing 3,584 sqm space. The central space was occupied 
by EU country booths. These were surrounded, on one side, 
by private sector companies and sponsors, and on the other 
side by the entertainment area. Here younger visitors could 
enjoy a Lego playground whilst adults explore and purchase 
foods, beverages and delicacies from European restaurants. 
A beergarden style area was available for visitors to 
consume their purchases whilst at the same time enjoying 
the entertainment programmes being staged on the main 
stage and cooking stage. 

The area at the far end of the hall led another presentation 
room located on a mezzanine floor. This area also featured 
a board displaying pictures selected for the Twitter photo-
competition, a seated area decorated with cartoon posters 
featuring EU Member States and a blank board with markers 
inviting the public to respond to the question: “What’s your 
dream destination in Europe and why?”
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Most shows enjoyed a good level of attention from the 
public, with music and cooking performances achieving 
most attention from visitors. 

In addition to the official entertainment programme, many 
countries arranged their own activities and attractions.  

The provision of entertainment and creative ideas 
together with attractive design were decisive for visibility 
and in attracting large numbers of visitors to the booths. 
As an example, the EU Delegation booth used a back wall 
with a bench featuring the gardened square surrounding 
Salamanca’s cathedral. This was used as a photo backdrop by 
visitors. A map game and trivia quiz entertained and, at the 
same time, educated the public about the EU and European 
travel. The trivia quiz especially piqued the curiosity of 
passers-by. Having seen visitors ‘roaming’ around the booth 

ENTERTAINMENT PROGRAMME

The entertainment programme was spread across two 
spaces: the Main Stage, with the subsidiary cooking stage 
alongside it, and the Presentation Room on the mezzanine 
area. 

Distributed over the two days the event, included:

• 8 cooking shows

• 7 musical performances (6 live + 1 DJ session)

• 5 specific European travel destination presentations

• 5 language classes of 3 different European languages.

• 5 airlines presentations

• 3 lucky draw sessions to award 8 free tickets to Europe

• 2 dance performances

• 2 award ceremonies for the Lego building competitions

• fashion show

• talk show about studying in Europe

• workshop on travel blogging

• workshop of travel photography

• presentation by Telkomsel on communications abroad

A full programme listing can be found on: 
http://destinationeurope.web.id/programmes/ 



What visitors liked most
• Selfie contest

• Attractive backdrops and European
Landmarks as stilts for taking photos

• Attractive booth designs featuring
European landmarks or ambience

• Dress up in traditional costumes

to find answers, many more joined the game to read posters 
on the walls of the booth to find answers. Queues formed 
in front of the map of the EU whilst visitors tried their hand 
at matching countries with flags hoping to win small prizes 
such as travel diaries and travel tags, etc.

Similar results were to be seen in Member States’ booths 
that featured creative ideas for engaging visitors. Actions 
like selfie competitions, attractive decorative backdrops, 
traditional costumes, food tasting, face painting, lucky draws 
and quizzes, or goodies to take home were all successful in 
attracting visitors and resulting in a high evaluation score.  

In contrast, stands displaying only static displays such as 
pictures, brochures and leaflets and without any opportunity 
for visitors to engage with EU representatives or interactive 
tools received significantly less attention, and consequently 
a lower evaluation score. 

Active personal involvement, interaction, and the 
resulting experiences and memories are at the heart of 
the “Destination Europe” event format and make it special. 
They generate a long-lasting emotional bond. If strong 
enough this, eventually, will materialize in a real visit to 
Europe in the future.

• Food tasting

• Face painting

• Games and quizzes with give-away
prizes for participants

• Goodies to take  home
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This is not surprising in view of the age group of event 
visitors: about 75% of the visitors will make their own travel 
arrangements, while only 36,5% plan to book through travel 
agents. 

Visitor satisfaction was high, both in respect of the 
programme and, more importantly, the format of the event. 
In summary, 

OPINIONS ABOUT THE EVENT 

Surveys were carried out among visitors and exhibitors to 
learn more about their experience, motivations, and general 
features of the event. This is what we learnt: 

 Visitors

The great majority (80%) belonged to the age group 17-35 
years and were either middle class, or students; exactly the 
target market we wanted to reach. 

Their motivation to visit the event is best summarized as 
“curiosity”: 95% came for “information” whilst only 4,5% 
came with the intention to purchase a trip. However, about 
50% of them already had travelled abroad in the past, and 
more than 90% planned a trip to Europe within the next 
three years. “Holidays” was the most frequent motivation, 
followed by studies and business. Information on the most 
appealing features of Europe, expressed by visitors, gave 
a valuable insight to exhibitors as to how to design and 
present their participation in the next event. 

The combination of landscapes, culture, and historical sites 
top the list of why visitors wish to travel to Europe. This is 
an interesting perspective allowing not only the big cities 
of Europe to benefit from future tourism flows. The wider 
territory of Europe, with small cities and spectacular rural 
landscape, will attract the “new” visitor from Indonesia. 

This demonstrates that the Indonesian public were very 
excited and would welcome another similar event but with 
more exhibitors and more variety being presented
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 Exhibitors

Amongst the 29 private sector exhibitors providing 
feedback, motives for participation were as follows:

Whilst 56% of exhibitors participated with the intention 
of selling their products or services, just 4.5% of visitors’ 
declared their main motive was to purchase. In spite of 
this, just three exhibitors were unsatisfied with the results 
and only two would not participate in future editions. 
This evidences a high level of interest and satisfaction 
from exhibitors. Moreover, 80% of exhibitors expressed an 
interest in potential opportunities for B2B contacts with 
European companies.

Technical aspects of the event were generally rated from 
“good” to “excellent”. Room for improvement exists in details 
of the venue and the provision of services, communication / 
promotion, and programme fine-tuning.  

The format of the event, as something different and 
innovative, received a more mixed response from exhibitors: 
58% consider it better than comparable events, 21 % see no 
difference, while another 21% thinks that other concepts 
are better. However 76% agree, or strongly agreed, that the 
event should be held regularly; only 7% disagreed with this. 

13
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 THE EVENT IN FIGURES
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The innovative concept of combining institutional image 
with leisure and tangible experience attracted both public 
and private stakeholders to exhibit together. Judging 
from visitor figures, this combination was found to be very 
successful. 

The concept proved that for markets such as Indonesia, 
where full-scale international commercial promotion is 
not yet profitable, joint promotion by public and private 
stakeholders from different countries succeeds. This is the 
case in many emerging markets worldwide, where a growing 
educated and curious middle class is eager to sample a taste 
of foreign culture before travelling abroad. 

The format of combining specific assets like food and culture 
with tourism into an overall event that combines pleasure 
with business has been in use for many years in other regions 
in the world. The entertainment elements are also important 
in major tourism fairs such as ITB or FITUR during the days 
when they are open to the general public. In the Indonesian 
context however, where fairs are still predominantly static, 
Destination Europe 2014 has been described as a trend-
setting event.  

 A SUCCESS STORY
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 A SUCCESS STORY
What was new and innovative? 

The event achieved synergies by sharing responsibilities and 
financial contribution between the institutional and private 
sphere. The common goal, to jointly achieve a positive and 
attractive image of Europe as a welcoming destination is 
firmly embedded in the mind of future Indonesian visitors.  

This is a win-win situation. The objectives of visibility and 
image of Europe as a whole, represented by the European 
Union through its Delegation in Jakarta and as the initiator 
of the Destination Europe 2014 idea, are combined with 
the opportunity for a hands-on experience for the visitor 
generated by private stakeholders. Neither a purely 
commercial tourism fair, nor a formal presentation of Europe, 
could achieve this effect. Moreover, by working together 
in this way the cost for each partner is lower.  

Interaction with visitors was the key as was clear from 
visitor’s opinions of the booths. High scores were achieved 
by those where a high degree of interaction took place 
together with the opportunity for visitors to participate and 
experience something unique.  In contrast to this, those 
stands that were limited to static displays with pictures, 
brochures and leaflets achieved relatively lower evaluations. 

The involvement of the private sector through 
sponsorship or dissemination activities was also an 
important factor contributing to the success of the event. 
Local businesses used Destination Europe 2014 to enhance 
their ongoing promotional and loyalty campaigns. In 
some they used the event to promote their own image 
and promotional activities. International sponsors such 
as airlines and worldwide brands like LEGO also had a 
clear understanding of the vision to actively participate in 
this event for strengthening the long-term image of their 
businesses.

Further development of the concept

• For future events, both as a recurrent event in Indonesia,
or for emulation in other parts of the world, several
important lessons have been learned:

• Create agenda synergies for exhibitors from Europe by
timing the event around other tourism fairs in the same
area of Asia.

• Exhibitors should be encouraged to incorporate
interactive contents in their booth.

• Increase the participation of private exhibitors from
the fields of thematic tourism (cities, nature, renowned
destinations, etc.), food and drink, and travel-related
services.

• Intensify the involvement of celebrities in the promotion
of the event to local visitors.

• Business-to-Business component: provide Destination
Europe with a more streamlined business-to-business
component. Such an approach should both utilize the
exposure that the event facilitates towards the end
consumer and make the most of the sector-specific
context of the event. These elements should be elaborated 
on as to encourage participating companies exploring the 
Indonesian market and potential local business partner
relations.

• Increase corporate “in kind” agreements with companies
to promote the event and attract more visitors by
sponsoring such events as prize draws and competitions.
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In view of the positive evaluation of the Destination Europe 2014 event by both exhibitors and visitors, a second edition is 
now being planned for early April 2016. The exact date will be set to facilitate European exhibitors participating in other 
important travel exhibitions in this part of Asia (e.g. China) where they could participate.

“Destination Europe 2016” will be the second edition of the biggest European Travel Fair in Indonesia and will include more 
European and Indonesian exhibitors and provide more information and entertainment programmes. It will offer memorable 
performances, presentations and shows and, naturally, great European food and drink. 

Organisation and timing will take into consideration the experiences of 2014.  More specifically, it will adapt and improve in 
the following aspects:

• Timing – coordination and synergies with other tourism-
related events in the area during the same period of April 
2016.

• Exhibitors – a stronger involvement and presence of
regional destinations, airlines, special market segments,
and the private sector in general will be encouraged.

• Food and drink are core attractions – the presence
of European restaurants and food brands will be
encouraged.

• Focus on the high motivation factors that attract
Indonesian visitors to Europe, nature/landscape,
experience of living heritage (cities, villages), food and
shopping.

• Support, in late spring 2015, a Europe-based support
service specifically available to assist those interested in
participation.

• Venue. A revised floor plan with additional space for
social interaction and amusement.

• Programme. Increased interactive features such as
cooking shows, travel, photo and blogging workshops

and similar since these proved to be the most visited 
attractions.

• Communication. An early start to developing
communication and media activities in Indonesia for
visitors, building on the already existing awareness after
DE 2014.

• Business-to-Business activity. A pan-European Tourism
& Travel Trade Mission. Such an activity would allow
participating EU companies to enhance their presence in 
Destination Europe as exhibitors, while enjoying a tailor-
made programme of B2B meetings, technical seminars
and site visits.  It is expected that this encounter would
provide participants with a valuable exploration of
the market on the ground, while allowing them to be
more cost-effective on their investment in coming to
Destination Europe in Indonesia.

• The Sponsorship concept will be extended, with
special attention to “in-kind” inputs that generate co-
responsibility for delivering an attractive programme
and thus, large number of visitors.

 OUTLOOK – THE EDITION 2016
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  ROADMAP

June 2015

Start of marketing 
campaign in Europe.

September 2015

Start of marketing 
campaign in Indonesia.

February – April 2016

 Public promotion

December – February 2016

Exhibition space sales period with 
standard rates.

April 2016

Destination
Europe 2016

June – November 2015

Exhibition space sales period 
with preferential early-
bird rates, sponsorships 

negotiations and signature of 
agreements. 

December 2015 – March 2016

Booth allocation, confirmation of 
entertainment programme, compilation 

of the exhibitor technical and special 
requirements.   

CONTACT DATA

Support service in Indonesia:
Destination Europe Secretariat
Graha Enka Deli 
Jl. Warung Buncit Raya 12
Jakarta 12780
info@destinationeurope.web.id 

Support service in Europe: 
Equinoccio
Calle de las Fuentes 10
28013 Madrid, Spain
destinationeurope2016eu@equinoccio.biz 

This project is funded by
The European Union



22


