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REFLECTION OF PROMOTIONAL STRATEGY
IN THE DIVERSITY OF NATIONAL PAVILIONS
DURING EXPO 2015

This paper aims to classify pavilions preparedufaiversal expositions. For the purpose
of the classification, cohesion between displayd assumptions of national branding, as
well as the central idea of Expo was taken intos@eration. The first part of the article
presents the key areas and determinants of managegformance project during a world
exposition. The second part of the publication as an assessment and classification of
national pavilions, which were based on the obsemaonducted by the author during Ex-
po 2015. In the context of nation branding indidatgavilions which fit squarely into a cur-
rent promotional strategy; pavilions which are aohnected with a current concept of pro-
motion, however, which consider existing socialpremmic or political factors; pavilions
which are not in line with a long-term concept ofintry promotion and do not take into ac-
count present social, economic or political factdvereover, taking into consideration the
level of adjustment of particular countries’ perfances to a theme of Expo, pavilions were
be categorised as: pavilions which correspond Glosith the exhibition theme; pavilions
which correspond loosely with the exhibition themayilions which do not correspond at
all with the exhibition theme. The exposures ofitha, France, Germany, Slovakia, Slo-
venia and Turkmenistan are given as examples. &pgténtion was given to the Polish pa-
vilion. Finally, the author focused on whether jEdpation in world exhibitions in the 21st
century is legitimate — taking into account theteah of costs related to the preparation of
pavilions and universal access to the Internet.

Keywords: Expo exhibitions, trade fair performance managamexhibition architecture,
country image.

1. INTRODUCTION

Great universal expositions, whose aim is to prenamhievements of the whole civi-
lisation and inform about successes of individwalrgries, have been held for more than
one and a half century. Nowadays, almost 200 etdnibevery five years strive to display
their offers in an appealing manner and thus attrecattention of tourists, investors and
media representatives. Preparing and staging emsith long display requires the effort
of many people who have to get involved in sucluadertaking for at least one year, and
moreover, necessitates huge financial outlays. &fbex, a proper approach to exhibition
project management is of crucial importance.

This article aims to put forward a classificatiohpavilions erected for Expo events,
considering whether they conform to the assumptafnsational branding and adhere to
the central concept of an exhibition. Performang®e®n by individual countries were
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assessed based on the two-day long observatiorucwudduring the world exposition
which was held in Milan in 2015.

2. PROCESS OF PREPARING NATIONAL PAVILION — MANAGE RIAL AP-
PROACH

Currently, the largest exhibition events — Expaare referred to as world (universal)
expositions. Apart from them, also Internationade@alised) Expositions with narrower
themes, which are smaller in scale, are organRaghts to host both the types of exhibi-
tions are granted to selected cities by BlBureau International des ExpositioiiShe
International Exhibitions Bureau), which is an asation of 168 countries.

It is believed that the event which started theohsof world expositions was the
Great Exhibition of the Works of Industry of All Mans. The exhibition was held at
London’s Hyde Park in 1851. After that event, diffiet countries hosted exhibitions de-
voted to the review of worldwide achievements -thia dimension of both the whole
civilisation and individual states, and those ekldhs were staged every couple of years,
at irregular intervals. Since 2000, the expositibage been taking place every five years.
The last edition was organised in 2015 in Milarg &me next Expo opens in 2020 in Du-
bai. In the period of more than one and a half usntnearly 70 exhibitions, different
from each other both in terms of their importanod aature, have been staged, including
34 events that enjoyed the status of universal gipos.

Contemporary world expositions are attended by@p@00 exhibitors (countries, in-
ternational organisations and so-called Expo pesjn&herefore, there is strong competi-
tion for visitors’ attention. An average person vdroves to see a fair, even when staying
for the whole week on the premises of the expasiti® not able to visit all the displays.
That is why most exhibitors compete with each otlgng their own pavilions, which are
usually original structures, as well as stage tpeirformances following action-packed
programmes comprising multiple interesting events.

It should be stated, based on a review of booksaatides, that scientific literature
comprises very few publications on world exposisioAuthors of the works published
thus far sometimes focused on marketing aspeckxpd events. Only few articles ana-
lysed the dimensionality of the image of the vevgm®@s, their impact on the image of a
host city’ and a host countfyln the context of marketing, some authors turthedr atten-
tion to the motives for participating in exhibit&nas well as to experiences that visitors

2 C.Q. Deng, M. Li, H. Shereveloping a measurement scale for event imabmirnal of Hospitality & Tour-
ism Research”, 2015/39(2), pp. 245-270.

3 M. De Carlo, S. Canali, A. Pritchard, N. Morgafgving Milan towards Expo 2015: designing cultunéoi a
city brand “Journal of Place Management and DevelopmentO922(1), pp. 8-22; L. Yu, Ch. Wang, J. Seo,
Mega event and destination brand: 2010 ShanghabEXpternational Journal of Event and Festival Man-
agement”, 2012/3(1), pp. 46-65; K. Xue, X. Chen,Yu, Can the World Expo change a city’s image through
foreign media reports?‘Public Relations Review”, 2012/38(5), pp. 74647%.Q. Deng, M. LiA model of
event-destination image transfédournal of Travel Research”, 2014/53(1), pp.8&9-
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have. However, there is a lack of publications addragsa management aspect of the
preparation of national performances at Expos.

Preparing a display which will attract a big audiemequires proper exhibition project
management. Such management entails taking degisibomany planes (Fig. 1). The first
decision-related area is represented by a straegiweptual) plane and involves mainly
developing a concept of a performance. Such a @orsteould correspond well with the
central theme of Expo, as well as allow for cregatnunique pavilion and taking actions
aimed at making a specific country’s display digtiishable from those made by other
countries. Furthermore, the performance concepildhme cohesive with other marketing
activities performed as a part of the philosophyelieped to create an image of a specific
country. Both what the pavilion looks like and wiehappening during the performance
should result from a national branding strategsersgithening thus a concept of country
positioning that is being implemented consisten@pnceptual activities are influenced
also by current political (especially in stateshaibhe totalitarian system) and economic
factors (e.g. willingness to support the exportasfources or particular products, promo-
tion of tourists destinations, encouraging investorspend money on new projects).

Fig. 1. Managing project of preparing and stagiegfggmance during Expo event — planes and
determinants

Area of determinants

Area of Expo project management

Long-term con-

- Dimension
cept of creatin

- —Requirements

; of pavilion-related of hosting country
country image'\ ol 4 BIE
\ activities an
\ ) ) \
Design Construction \
Dimension - - \
Central theme f tual Use Dismantling \
of exhibition™ — ° cor.1c.e.p ua Project
activities )/ budget
/ Concept of performance Dimensions \\
Current // Cohesion | Distinctive of presonnel- o
: features | d i —~ — AProject
economic related activities )
d political completion
and politica Recruitment Training time
factors

Motivation Supervision

Source: own elaboration.

Considering the dimension of pavilion-related &ti#g, one has to refer to a process
comprised of multiple actions, which — in a genexahse — can be perceived as the fol-
lowing stages: selecting a project (which is fraglyechosen as a result of a contest pro-
cedure), erecting the pavilion on Expo premisesguthe building during the exhibition,
dismantling. Each of the four stages involves manant through taking operational

6 E. Bjorner, P.O. BergStrategic creation of experiences at Shanghai WBERgo: a practice of communifica-
tion, “International Journal of Event and Festival Mgament”, 2012/3(1), pp. 30-45.
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decisions. Designing a pavilion requires develongpncept of the shape of the building
(including its facade), as well as planning induatl areas thereof: the entrance zone, the
exhibition part, corridors, personnel and utiligcflities. When building the pavilion, it is
also relevant to carry out numerous actions, inolycarticularly obtaining necessary
permits and arranging for a team of constructionkers. At this stage, proper logistics is
of crucial importance to ensure that material regplito construct the pavilion and show-
pieces is delivered in time. Using the buildingidgrthe exposition entails mainly repair-
ing possible defects and performing marketing &@&iinside the building according to a
country promotion concept, developed before thenevEéxcept for very few cases, all
national pavilions are of a temporary nature andtnbe dismantled after the exposition
finishes. The stage during which the pavilion isngedismantled also requires proper
organisation of works and decision-making (e.gnitst be decided what to do with the
showpieces exhibited at the Expo).

The very last dimension of taking decisions, alsosé of an operational nature, in-
volves managing pavilion personnel. In that respibet following must be highlighted: a
recruitment process to select people having apm@tpqualities and skills (e.g. who
speak the language of a hosting country), traifinguding, among other things, famil-
iarising staff members with goals of a nationafpenance and informing them about the
necessity to perform cohesive promotional actiomsdtivation and control, constant
supervision.

The areas of pavilion and personnel managemerdetegmined mainly by a budget
available for a performance. It is the amount péficial resources, which has a powerful
impact on the way a building presenting a natiatigpplay looks like, what its size is and
what it is equipped with. The budget influence® dle number of staff members, as well
as diversity of marketing activities. The amounttiofe that is left before the exhibition
opening constitutes also a key determinant. It inbighimpossible to construct a pavilion
containing a complex display and prepare numeroasrapanying events — e.g. concerts,
economic missions within several months. As a iitlean be assumed that the time need-
ed to complete a national pavilion does not excaeslyear (generally, this is the period
of time during which an organiser makes an aredabla for construction), although in
many cases, the completion time is limited to s@veronths or even a couple of weéks
Recruitment and training of personnel should be glsnned in advance and requires
time. The process of designing, constructing, using dismantling a pavilion depends
also on BIE requirements and legal regulationsiaegple in a hosting country (e.g. con-
struction law in force).

3. REVIEW OF PAVILIONS IN THE CONTEXT OF IMPLEMENT ING NA-
TIONAL BRANDING ASSUMPTIONS

A pavilion used at a world exposition serves a afl@a showpiece, as its appearance
decides how many visitors will enter the buildingorming its external shape, arranging
the area and setting up a display system, seleatic@nstruction type, materials and col-
ours, deciding what type of lighting and loud spragystem should be used, creating a
proper atmosphere — these are instruments emptoyeksent the fundamental message

" M. Kysiak, Architektura pawilonéw wystawowycBficyna Wydawnicza Politechniki Warszawskiej, \&fa-
wa 1998, p. 33.
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of the national display. The manner how solutiaomghiose problems are found demon-
strates the level of intellectual potential anchteadogical capacity of a country which an
exhibitor comes frofh Throughout the decades, conveying informationugh the form
of pavilions has changed from “record-breaking” iepgring achievements to architec-
tural and designer hybrids, supported by statdefart technology. At present, symbol-
ism of exhibition structures is clearer and clogepopular stereotypes or icons with a
global rang&

Based on the observation of performances givendstigipants of Expo 2015, it is
possible to put forward a classification of natibpavilions, which includes a long-term
concept (strategy) of country promotion. In thatpect, the following three groups can be
distinguished:

- pavilions which fit squarely into a current pronaotal strategy of a country (comply-
ing with the assumptions of national branding);

- pavilions which are not connected with a curremtogpt of country promotion, how-
ever, which consider existing social, economic ditigal factors;

- pavilions which are not in line with a long-termncept of country promotion and do
not take into account present social, economimtitigal factors.

An example of a pavilion shown at Expo 2015 whidswohesive with a present con-
cept of creating a national brand was the buildisgd by Slovenia to exhibit its offer
(Fig. 2). The pavilion was comprised of five pyraiset on a geometrically diverse sur-
face built from the natural materials (wood andsg)a Since 2007, Slovenia has been
using the concept of marketing activities nametl &EEL SLOVENIA”, which aims to
distinguish the country clearly from other courgri&isual cohesion and consistency in
performing promotional activities are supportedtihs guidelines included in “The brand
of Slovenia. Brand book” (this document containsdamental assumptions of corporate
identity)!°. Referring, through exhibition activity, to therm@pt of promoting the country
image was not only limited to placing the centrassage of the brand on the facade of
the Slovenian pavilion, but entailed also usingeatising elements (brochures, leaflets,
stickers, gadgets), which were prepared in liné wlie guidelines set out in the “Brand
book”.

8 lbidem, p. 125.

9 W. Swigtek, Trzy polskie pawilony na wystawyviatowe Expo ,Czasopismo Techniczne. Mechanika”
2012/26, p. 334.

10 The brand of Slovenia. Brand book” is availabla the website: http://www.ukom.gov.si/fileadmin/

ukom.gov.si/pageuploads/dokumenti/arhiv_projekte8/Blovenias_Brand_brand_book.PDF.PDF (access on:
17.09.2015).
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Fig. 2. The Slovenian pavilion (own).

Source: own pictures.

An example of a display, in which greater attentieas given to political and econom-
ic factors, rather than to the central theme ofElkpo, was the pavilion set up by Turk-
menistan (Fig. 3) When entering the building, peamuld see a picture of the Turkmen
president, and further, most elements of the dysplare devoted to rich deposits of natu-
ral gas and crude oil. A characteristic featur¢hefdisplay was glamour and a combina-
tion of tradition (folk ornaments, rugs typical ®firkmen yurts) and modernity (a large
display in a form of a LED bowl hanging from thélicey). The roof garden on top of the
building presented yurts, traditional carpets angreen area with a café The whole
display was prepared under the slogan “Water é3,léven though there were very few
references to water inside of the pavilion.

Fig. 3. The Turkmen pavilion

Source: own pictures.

The goal of pavilions classified under the lastugra.e. structures which are not con-
nected with a concept of country promotion and dbtake into account current social,
economic or political factors, is only to make thgiesence felt during Expos. Most fre-
quently, such pavilions are buildings with appeaeadevoid of uniqueness, which form
an element of a larger exhibition (complex) groDpring Expo 2015, displays staged by
some of the exhibitors were located in an isolabedh, within a group of identical build-
ings. So-called “clusters” were created, in whichmtries were grouped under the follow-
ing themes: “Rice”, “Cocoa and chocolate”, “CoffeéFruits and legumes”, “Spices",

1 Expo Milano 2015. Short guid&ondadori Electa, 24 Ore Cultura, Milan 201530.
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“Cereals and tubers”, “Bio-Mediterraneum”, ,Islandea and food”, “Arid zones”. For
example, the “Coffee” cluster comprised countriesf different continents: Burundi, El
Salvador, Ethiopia, Dominican Republic, Guatem#lanya, Rwanda, Uganda, Yemen,
Timor-Lest (Fig. 4).

Fig. 4. Pavilions of the “Coffee Cluster”

Source: own pictures.

It is worth noting that among the countries exflgitthemselves in the clusters, there
were very few cases which — although the exterppkarance of their buildings was not
remarkable — were able to prepare interesting ayspinside the pavilions, appealing to
visitors and corresponding with the motto of therld@xposition. One of such examples
included the display staged by Ethiopia (Fig. 5)a# from presenting a process of gath-
ering and brewing coffee (combined with tasting)yide range of plants grown in this
country was exhibited. The performance was helcutite slogan: “Ethiopia: the Root of
Coffee and Much More”.

Fig. 5. The Ethiopian pavilion

Source: own pictures.

Among the cluster-arranged exhibitors, there weggniyp poorer countries, which
could not allocate large sums of money to the gadtion in the Expo. Limited budgets
were the reason why they could not erect pavillmesed on their own unique designs.

4. REVIEW OF PAVILIONS IN THE CONTEXT OF REFERRING TO THE
CENTRAL EXPO THEME

It is a common occurrence that there is a main igieg behind every universal expo-
sition, which is reflected in the central themeeTgrevious three Expo events were as-
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signed the following slogans: “Nature’s Wisdom” ¢Ai 2005), “Better City - Better
Life” (Shanghai 2010), “Feeding the Planet, EndiapLife” (Milan 2015).

Taking into consideration the level of adjustmeinparticular countries’ performances

to a central theme of an exhibition, national gew$ can be categorised as:

- the pavilions which correspond closely with thetcalrexhibition theme;

- the pavilions which correspond loosely with thetegrexhibition theme;

- the pavilions which do not correspond at all whk tentral exhibition theme.

An example of the building whose interior, as wadl events held therein followed
strictly the theme of the exposition, was the Germpavilion presented in 2015 — with the
title “Fields of Ideas” and the motto “Be(e) Activi-ig. 6). In this case, the main empha-
sis was laid on the food of the future. Visitoraulcbsee the displays in two ways: by
strolling across the freely accessible landscapa l@here they were welcomed by the 16
German federal states with their stands, or bytingithe indoor exhibition, here they
could find their way from the source of food to fioproduction and right up to consump-
tion in the city? Those who entered the pavilion could interachwdisplays to access
further multimedia information. The climax of thésplay was the “Be(e)active” digital
show, which combined live music with active pagation of an audience.

Fig. 6. The German pavilion

7 i T
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Source: own pictures.

Another pavilion which strongly referred to the Bxfheme was the French display,
whose message was: “Different Ways of ProducingRmiding Food” (Fig. 7). People
entering the building had to go through a kind d&lbyrinth — the large garden, where
plants grown in different parts of the country wemesented. The pavilion had a huge
cave-like structure and it was made entirely ofnErewood. The high vaulted roof area
mixed typical French products, kitchen utensilsp@@nd vegetation, with video moni-
tors showing suggestions for “producing more arttelbé3,

12 Feeding the Planet, Energy for Life. Expo Miland200fficial CatalogugMondadori Electa, 24 Ore Cultu-
ra, Milan 2015, p. 95.

13 Unmissable: Pavilion attractionshttp://www.expo2015.org/en/unmissable--pavilidtractions, (access on:
21.09.2015).
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Fig. 7. The French pavilion

Source: own pictures.

Apart from the pavilions set up by Germany and Eearthere were also other pavil-
ions that adhered to the theme: “Feeding the Pldafwe¢rgy for Life”, and these were
buildings exhibited by: Argentina, Azerbaijan, Ir&ussia, Spain.

Most of the exhibiting countries prepared perforoemthat reflected the dominant
dimension of the exposition, yet only to a modesattent. The above-mentioned Sloveni-
an pavilion, presented in 2015, exemplified the evate compliance with the central
Expo theme. The following motto was demonstratednduthe Slovenia’s performance:
“I Feel SLOVEnia. Green. Active. Healthy”. The elftor was present in Milano with
five main themes: saltpans, bees, thermal and alimeaters, hiking and cycling, and the
measurement of black carbon partiétes

Yet another example of referring to the centrahtheof the exhibition in a moderate
manner was the pavilion demonstrated by Slovakig. @ The display covered six the-
matic issues: traditions, nutrition, innovationsperiences, culture and sport. The whole
was referred to as: “The World in Your Pocket”. v&lkia was shown as “a place for re-
charging”. There was the relaxation area outsidelthilding — consisting of a cube of
wooden slats with a waterfall that drove a watdreyistem — which contained a series of
beanbag chairs where smartphones and tablets beutdcharged. Inside the pavilion,
apart from the demonstration zone, a restaurantlecated, where dishes typical of Slo-
vak cuisine were served.

Under the last group of displays, i.e. the one<tvidid not refer anyhow to the central
theme of the exhibition, one has to classify maithlg pavilions of poorest countries.
Most frequently, those countries did not have irhgfent pavilions and exhibited them-
selves in cluster-like arrangements. Their displagse formed predominantly by simple
showpieces connected with tourism, and visitorsevsarved by personnel consisting of
few people (one or two members). Such an observatas exemplified by the pavilions
used by the countries like: Afghanistan, Algerian@roon, Congo, Gambia, Sierra Leo-
ne, Uganda, Zimbabwe. Sometimes, a food zone wab asthe main part of the display,
where visitors could taste regional dishes andkdrinvhich was the case, for example
with Cuba and Bangladesh.

14 Feeding the Planet, Energy for Life. Expo Miland200fficial CatalogugMondadori Electa, 24 Ore Cultu-
ra, Milan 2015, p. 152.

15 Unmissable: Pavilion attractionshttp://www.expo2015.org/en/unmissable--pavilidtrections (access on:
21.09.2015).
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Fig. 8. The Slovak pavilion

Source: own pictures.

The last group covers also displays which were nsorélar to gift stalls, rather than
to exhibition pavilions. The main part of such digg@ included handicrafts (e.g. jewel-
lery, sculptures, paintings), clothes (regionalteo®s, headgear) and foodstuffs (like
honey, spices) characteristic of a specific couatrgl offered for sale to people who ap-
peared at the Expo. The pavilions where Laos, YerBean, India (Basmati Pavilion)
held their exhibitions, could be good exampleshefdabove observation.

In addition, it must be mentioned that Expo 2015prdsed not only buildings with
national displays, but also several pavilions usgdinternational organisations (e.g. the
European Union), non-profit organisations (suchSawe the Children International),
corporations (e.g. New Holland Agriculture). Moreoythe exhibition included thematic
areas devoted to important matters — e.g. the iBavero, where a relation between the
Earth and food and nature was demonstrated.

5. POLISH PAVILION DURING EXPO 2015

The Polish pavilion, covering the area of 2,369raq.was the fourth largest pavilion
out of all the countries participating in Expo 20E5g. 9). Visitors could begin sightsee-
ing on the first floor where they had to walk thghua “magic garden”, covered with
plants growing on Polish meadows and in orchartduding apple trees. There was no
roof above the garden, and its walls were coverigdl mirrors, which created an illusion
of vast space. From the garden, visitors enteredntside of the pavilion. The demonstra-
tion zone consisted of a place where showpieces sleswn and films were played, both
of which exhibited Polish landscapes, state-ofaheagriculture and rapid economic
growth of Poland. Further, there were a sectionoti/ to the country’s regions and a
place intended for special events, where piano exteof Frédéric Chopin’s music were
performed. The pavilion featured a shop (wheretasisicould buy traditional products —
among other things, jam, honey, alcohol) and ateant (serving dishes characteristic of
Polish cuisine — such asirek (a sour soup)pierogi (dumplings),placki ziemniaczane
(potato pancakes).
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Fig. 9. The Polish pavilion
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Source: own pictures.

The dominant motif used in the Polish pavilion waasvooden apple box, used in
shipment as packaging for those fruits. The facddbe building was constructed in such
a way that it resembled hundreds of wooden boXesd pine on another. Furthermore, the
whole pavilion, because it was in a form of a cuvhen seen from a certain distance
could be perceived as a large-scale box. Additign#ie motif of apple boxes was uti-
lised at the stalls set up in front of the pavilievhere Polish foodstuffs and beer were
sold. The name of the country placed on the facddlee building was preceded by a “#”
sign, which was supposed to trigger an associatitm an apple box. There was also an
open space where seats for visitors were locatettruambrellas illustrating growing
apple trees, and those who decided to have ar#sat area were given the opportunity to
taste apple juice. People entering the display areme welcomed by a display board
showing a picture of an orchard and a slogan: “‘Wamnderland of Apple”.

The main motif of the pavilion centred thus arouwagticulture, and in particular,
around the production of apples. Such a profilehef display should be correlated with
the embargo imposed by Russia on Polish foodstufigch was symbolised by apples in
the years 2014-2015. Therefore, the Polish dispak into consideration current eco-
nomic and political factors. Moreover, due to thetfthat great emphasis was laid on the
agricultural and food industry, the display refesttto a considerable extent, a part of the
theme of Expo 2015 (“Feeding the Planet”).

The Polish display was an example of a pavilion dic¢ctly connected with a long-
term country promotion concept, as it was baseti@m symbolism — that had not been



70 M. Gebarowski

seen in any promotional activities before. The fmitiapple boxes was prepared only for
the purpose of the exhibition activity in Milan.

6. CONCLUSIONS

Based on the visits made to the national pavilextsbited at Expo 2015, a classifica-
tion of national displays has been put forward.sThés demonstrated that performances
can be perceived in respect of different dimensighieh allow for grouping them under
various categories, considering the cohesion betweplays and assumptions of a coun-
try promotion concept, as well as with regard ® dispect of adhering to a central theme
of an exhibition. Pictures of selected pavilionwédoeen shown together with descrip-
tions to exemplify the above. Each category cailllistrated by further examples, how-
ever, owing to the word limit of this paper, itngt possible to discuss more displays.
Taking into account the effectiveness of pursuiragkating goals, it is the most desirable
when an exhibition project is managed in such a thay a specific country can be dis-
played attractively (focusing, among other things, its natural values, scientific and
cultural achievements, economic accomplishmentshpptying with a concept of national
branding and adhering to a central theme of an®tpn.

While walking around the grounds of Expo 2015, abseof many countries could be
noticed. Not only those less affluent, but alsdhranes — such as: Australia, Canada,
Denmark, Finland, Norway, Sweden. The reason dieethe absence was high participa-
tion costs. It is noteworthy that some of thesentdes exhibited themselves on a grand
scale five years ago during Expo in Shanghai. Rstaince, in 2010, the Danish pavilion
generated intense media interest, as the origtatlies of the Little Mermaid was trans-
ported from Copenhagen and put inside the exhibitinilding. A distinctive feature of
the Swedish pavilion, on the other hand, was anremwment-friendly structure (it was
built of energy-efficient steel that made it possito use the heat of the Sun to warm up
the inside of the building). And as for the Austia display at the Shanghai exhibition,
the country erected one of the largest paviliom®wering an area of 4,800 sq. m. Origi-
nally, Poland was not going to take part in Exp@®0yet finally, the Polish government
decided to prepare the display. The cost of Pofapdrticipation in the Milan event is
estimated at approx. PLN 57 million, however, tieplhy was part-financed (three fourth
of the sum) by the European Union with the Europeagional Development Fund.

Such a situation should provoke us into posing estjon whether — considering the
high costs of preparing and running pavilions aaldngy into account universal access to
the Internet — participation in world expositioridl snakes any sense. Yet that is a diffi-
cult question to be unequivocally answered. Thertrt creates opportunity for present-
ing oneself on the Web, however, it triggers oriphs and hearing, whereas the other
senses of recipients of marketing activities areawtivated. Participating in an Expo, on
the other hand, enables visitors to “feel” exhitstaffers with all the senses. This hap-
pens in a unique atmosphere created by face-toefatct with representatives of many
countries and through participation in multiple exkable events that accompany the
main exhibition. The answer for the question reldtethe reason behind participating in
Expos will be given by the next exposition, whiclilwe held in 2020 in Dubai. This
event will demonstrate how many countries in thetZentury, nearly 170 years after the
first universal exposition, are still capable oh@wing the situation when exhibit market-
ing balances out costs of participation.
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ODZWIERCIEDLENIE STRATEGII PROMOCYJNEJ
W ZRO ZNICOWANIU PAWILONOW NARODOWYCH
PODCZAS EXPO 2015

Celem artykutu jest sklasyfikowanie pawilonéw przimeanych na wystaw§wiatowe.
Przeprowadzag klasyfikacg uwzgkdniono z jednej strony spoéjéib poszczegolnych wy-
stgpien narodowych z zat@niami brandingu narodowego, z drugiej zadopasowanie tych
wystgpien do przewodniej idei Expo. W pierwszejeéei artykutu przedstawiono kluczowe
ptaszczyzny i determinanty zadzanie projektem przygotowania oraz realizacji wyiet-
nia podczas wystaw§wiatowej. Z kolei w drugiej agci publikacji, na podstawie obserwa-
cji przeprowadzonej przez autora podczas Expo 284proponowano podziat pawilonéw
narodowych. W kontekie kreowania wizerunku kraju wyagimiono: pawilonyscisle wpi-
sujace st w aktualr strategi promocyjmy kraju (spetniajce zataenia brandingu narodo-
wego); pawilony niezwizane z obeenkoncepags promowania kraju, wpisage sé jednak
w aktualne uwarunkowania spoteczne, gospodarcz@dlibyczne; pawilony oderwane od
dtugofalowej koncepcji promowania kraju i niewpigzg@ s¢ w aktualne uwarunkowania
spoteczne, gospodarcze lub polityczne. Ponadtagbipod uwag dopasowanie wyspien
poszczegolnych krajow do wiacego tematu wydarzenia, wyebniono: pawilonyscisle
nawizujace do idei przewodniej wystawy; pawilonyzho nawizujace do idei przewodniej
wystawy; pawilony, w ktorych wyspit brak odwotania do idei przewodniej wystawy. W
ramach egzemplifikacji przywotano ekspozycje: Hiioprancji, Niemiec, Stowacji, Stowe-
nii i Turkmenistanu. Szczegé@ruwag paswiecono polskiemu pawilonowi. Autor zapre-
zentowat take krytyczne spojrzenie na zasaéthaczestnictwa pastw w wystawachwia-
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towych w XXI wieku — w kontedcie wysokich kosztéw przygotowania ekspozycji, jak
réwniez powszechnego dagtu do internetu.

Stowa kluczowe: wystawy Swiatowe, zargdzanie wysipieniem targowym, architektura
targowa, wizerunek kraju.
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