PRILOHA 1

PRILOHA 1A - SCHVALENA VERZE PROGRAMU

POPIS AKCE — ¢ast B Zadosti
Section 1:

the Eu.

MARKETING SUPPORT OF MODERN EUROPEAN
AGRICULTURE & AGRICULTURAL AND FOOD
PRODUCTS FROM THE UNION
IN THE CZECH REPUBLIC & SLOVAKIA

AGRARNI KOMORA
Ceské republiky

(AGRARIAN CHAMBER OF THE CZECH REPUBLIC)
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Agrarian Chamber of the Czech Republic is the largest and most professional
organization of farmers and associated industries in the Czech Republic.

Agrarian Chamber of the Czech Republic (AKCR) was established by Act no. 301/1992 Coll.
of the Economic Chamber and Agricultural Chamber of the Czech Republic, as amended by
Act No.121 /1993 Sb. and amended by Act ¢.223 / 1994 Sb., brings together the majority of
entrepreneurs in agriculture, forestry and food, promotes and defends the interests of its
members, provides consulting and information services throughout the Czech Republic in the
following fields: legal and legislative consulting, advisory and practical vocational training,
marketing and promotional support, foreign relations, customs and certification, computer
science.

Agrarian Chamber of the Czech Republic is an independent entity based at Blanicka 3 street
in Olomouc, Czech Republic with an assigned identification number 47674768 and tax
identification number CZ47674768, bank account held at CSOB Olomouc, Czech Republic
and registered in the Commercial Register maintained by the Regional Court in Ostrava,
section AXIV, insert 571. This information can be confirmed by an extract from the national
register of the Commercial register, or online at www.justice.cz.

Agrarian Chamber of the Czech Republic is the most important nongovernmental agrarian
organization with duly elected authorities for a period of three years. It represents the interests
of its approx. 2,5 thousand members, of which 2 thousand agricultural organizations, as well as
foresters, beekeepers, fishermen, but also food businesses, dairies, suppliers of equipment and
technologies, and more, with a total number of almost 100 thousand employees of its members.
AKCR represents about three quarters of the total population employed in agriculture and
related industries in the Czech Republic. In monetary terms, the total size of agricultural
economy of the Czech Republic and the volume of production of each commodity reaches a
qualified estimate of the production of AKCR members at level of approx. 75 %. So we are an
organization that plays a role not only in the traditional concept of
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producing raw materials for food production and the countryside, but also in a broader context
and connection to the national economy and the Union.

Chamber secures relation to members through district / regional / local Chambers of
Agriculture and integrated agricultural, food and forestry communities.

Within its scope AKCR provides to its members:

- advisory and consulting services in matters of business activities;
- statements and expert opinions;

- educational activities;

- marketing and communication support;

- and cooperation with government authorities in providing information service,
professional education and forms of retraining and in solving employment problems.

AKCR ensures that its members perform business professionally and in accordance with
national and European legal regulations. It also establishes and develops contacts with
chambers and similar institutions from the Union and concludes agreements with them. It
performs its own economic activity to support the proper performance of their duties and in
accordance with its mission, and participates in training for the profession and promotes
educational facility established for this purpose, based on lists of members conducted by the
district chambers and communities leads and publishes aggregate Agro-register members.
Furthermore, the Chamber is continuously working with state and representative bodies and
other institutions of the Czech Republic and the Union.

Agrarian Chamber of the Czech Republic is a full member of the association of non-
governmental agricultural organizations of the EU COPA - COGECA, which is involved in
all their activities, communication, addressing and information transfer.

RESUME (1.)
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Agrarian Chamber of the Czech Republic is the relevant body for
submission of this project due to the fact that its members
represent approx. 75 % of agricultural production in the Czech

Republic and its long-term goals are to provide consulting and
information services as well as marketing and promotional support

for national and european agricultural sector.

The project is primarily focused on highlighting of specific features of agricultural and
food products from the Union, particularly meat and meat products (fresh, chilled and
frozen — pork, beef, poultry & fish), milk and dairy products (fresh and dried milk,
cheeses, sour milk products), fruits, oils and wine — their quality and taste as well as
traditions and diversity of their production. Through this highliting we want to
significantly increase the purchase and consumption of European agricultural products
in the Czech and Slovak Republic, i.e. both national agricultural products as well as
agricultural products imported from other EU member countries.

Agricultural production in the Czech Republic & Slovak Republic in 2015-2017

Agricultural production at basic prices in the Czech Republic reached average value
(according to the final results for 2015-2016 and preliminary results for 2017) of 5.310,2
million €, in the Slovak Republic 2.235,1 million €.

Record results (compared to previous years) were due to annual growth of all its items — both
crop and livestock production. As of share of agricultural output at basic prices in the Czech
Republic and Slovakia, crop production (at average 56,7 %) prevails over production of
livestock (38,1 %). Crop production is significantly represented by cereals and industrial crops,
while within livestock production there predominates production of milk and meat.

Agrarian imports to the Czech Republic and Slovak Republic in 2015-2017
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The average annual value of agricultural imports (2015 to 2017) was in the Czech Republic
7.982,1 million € and in Slovakia 4.437,6 million €. From these figures imports from other
EU countries are nearly 85 % and from other (third) countries slightly over 15 %.

Among the most imported agricultural products into the Czech Republic and Slovakia are
pork, poultry and other meat, bakery goods, cheese and curd, oils or wine.

Czech agricultural imports in 2015-2017 came mainly from Germany (20,8 %) and Poland (19,1
%), followed by the Netherlands (7,4 %), which moved in front of previously the third most
important supplier Slovakia (6,7 %), then Italy (5,4

%), Spain (5,1 %), Hungary (3,7 %), Austria (3,6 %) and France (3,2 %). The structure
of imports remains nearly the same year on year except from Germany and Slovakia,
that dropped slightly.

Slovak agricultural imports in 2015-2017 came also from Poland and Germany (22,9 %,
respectively 16,2 %), followed by the Czech Republic (9,0 %), the Netherlands (7,1 %), Italy,
Hungary, Spain and Austria (17,0 % combined). Share and value of individual states remained
stable in the past years.

Market value of European agricultural products

The calculated value of the market for locally produced agricultural products plus products
imported from other EU countries in the Czech and Slovak Republics, is as follows:

Country: National Imported Total Expected increase Increase in
agricultural agricultural (million €) of the market with market
production produce from the value

(million €) the Union implementation of (million €)
(million €) the project (%)

Czech 5.310,2 6.776,8 12.087,0 +5 % 604,4
Republic
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Slovak 2.235,1 3.769,8 6.004,9 +5% 300,2
Republic

Total: 7.545,3 10.546,6 18.091,9 +5 % 904,6

The position of EU agricultural producers in comparison with its competitors
from outside the Union

Although (as mentioned) the share of European agricultural production in target countries
is almost 85% of the total imports, there is more potential both to further increase this
share and the total value of the purchase and consumption of European agricultural
products by the Czech and Slovak consumers, i.e.:

(a) increasing the quantity of purchase and consumption preferences of agricultural
products from the Union (through their better quality & taste);

(b) a further increase of the proportion of local and imported European agricultural production
in comparison to products imported from other non-EU countries.

As in paragraph (b), there is the potential to reduce the share of imports from following
countries outside the EU:

The annual value of The annual value of
agricultural imports to the  agricultural imports to the
CR and SR 2015-2017 CR and SR 2015-2017

(thousands of tons) (million €)

Brazil 132,7 220,9
China 61,3 152,9
USA 37,5 150,8
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Turkey 68,9 130,5
Norway 19,3 88,8
Ecuador 62,7 62,2
Mexico 23,1 48,8
Vietnam 22,9 473
Switzerland 14,2 42,7
Morocco 27,3 399
Canada 18.6 34,5
Thailand 20,9 33,2
Total: 509.4 1.052,5

In aiming to reduce agricultural imports from the countries mentioned above and to replace
them by both domestic production as well as imports from the other EU member states,
following agricultural products with the highest quality from the Union have the highest

potential:

MEAT

Poultry, pork, beef &
fish — fresh, chilled,
frozen

Substitution of imports
from South & North
America and Asia
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MILK & Milk, dairy products Substitution of imports

DAIRY (cheeses, yogurts, from Asia and Middle East
PRODUCTS creams)
FRUITS Fresh, canned Substitution of imports

from America and Asia

OILS Different species Substitution of imports
(rapeseed, sunflower, from Asia and Middle East
olive etc.)

WINE Red, white, rosé Substitution of imports

from South & North
America, Africa and
Australia

MILK &
PRODUCTS
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Challenges for local and imported agricultural produce from the EU

Target markets of the Czech Republic and Slovakia have over 15 million consumers and all
of them need reliable supply of high-quality and nutritious agricultural products at quality-
adequate prices. The economical situation in the Czech republic and Slovakia as project
target markets is in 2018 relatively stable, but still with many challenges - and more of them
on the horizon: the competition of agricultural produce from other countries around the
world, climate change, rise of input prices (for example, fuel or fertilizers) and — in
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medium-term or long-term outlook — also another (potential) economical or financial crisis.

For these reasons it is necessary to support the increase of purchases and consumption of
European agricultural products and their consumer preferences by comparison with
agricultural and food products imported from non-EU member countries.

It should be (and so will do within the project) to accentuate™:

(@) QUALITY;
(b) DIVERSITY AND TRADITIONS;

(c) TASTE;

(d) and SAFETY, TRACEABILITY AND
SUSTAINABILITY of european agricultural and food
products.

EUROPEAN

DIVERSITY &
TRADITIONS OF

TASTE OF
AGRICULTURE

AND FOOD

SAFETY,
TRACEABILITY &

SUSTAINABILITY OF
AGRI-

DD NONI I'TTANT FR AN

* Note: Points a) to ¢) will be communicated primarily, while point d) is secondary

At the same time agriculture is not only about production — it is closely linked with rural
communities and people who live in rural areas. It is also our land and natural resources.
Farmers maintain the countryside alive in all EU
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Member States and protect the rural way of life. If farms or farmers have disappeared,
our hamlets, villages and towns would be very negatively affected.

Agriculture in the country is associated with many jobs. Farmers need machinery,
buildings, fuel, fertilizers and care for their animals. Also these sectors employ many
people. And others are involved in warehousing, transportation and food retailing.

Overall, agriculture and food production is critical to EU economy and society. In all 28* EU
member states there is approximately 12 million farmers and an additional 4 million people
working in the food industry. Agricultural and food sectors together provide 7 % of all jobs
and generate 6 % of Europe's gross domestic product.

* Note: Status before completion of BREXIT

Farmers thus face a double challenge: to produce food and at the same time protect nature and
preserve biodiversity. Ecologically sustainable farming, which uses natural resources
prudently, is essential for the production of high- quality European food and our quality of life
— today, tomorrow and for future generations.

Equally important challenge is the fact that for many young people agriculture is indeed not
an attractive profession. Consequently, it is reducing the number of farmers. In the sixties, we
had in the original six EU countries more than six million farmers, but since then that number
has dropped by more than half. In this project we also want to help to change the status via
agriculture support and increase of its positive perception as a potential economic sector for
business or employment.

Overall, the project have to highlight positive attributes of European agricultural production
(the already mentioned diversity and traditions, quality and taste as well as safety, sustainability
and modern production methods) and suppress the perception of agricultural produce from
countries outside the Union as equal or better then from the Union, e.g. positive perception of
meat (esp. beef and pork) from South & North America and Asia, selected dairy products from
Asia and the Middle East, oil production from Asia and wine
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production from outside the EU (again, South and North America plus South Africa and
Australia).

The project will communicate a wide range of topics promoting the major and minor
agricultural and environmental themes and priorities of the existing framework of the Common
Agricultural Policy. It will also be ready and able to respond directly to the new challenges,
e.g. Common Agricultural Policy after 2020 — so it will thus assist to promote new priorities
and trends based on the request of EU member countries and various organizations in the areas
of agricultural production, rural development, landscape and nature, addressing climate
challenges, the welfare of farmed animals, safe foods, soil management, water and the
atmosphere, and many other topics. The project will also be able to link the existing framework
of the Common Agricultural Policy framework prepared for the period after 2020 and thus
greatly enhance public and professional discussion with all stakeholders and our whole
society. This will reinforce the continuity of debate as well as activities of the European
Commission.

Segmentation of the population and opportunity to increase awareness,
purchases and consumption of quality European agricultural products

Czech and Slovak consumers are divided into one of the following four segments:

the Grand the Purposeful

People for whom distinction of products | People for whom it is important to
with added value (European quality and | distinguish the product with added value
diversity) is not important, but are willing to | (European quality and diversity) and are
pay for it willing to pay for it

the Clever

People for whom it is not important to | People for whom distinction of products
distinguish between products with or | with added value (European quality and
without added value (European quality and | diversity) is important, but are not willing to
diversity) pay for it
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and are not willing to pay for it

For the Purposeful differentiation between products without and with added value is important
and they are ready to choose and pay for them — they are the ,,gold segment®. Interestingly,
this segment is relatively more female (62 % comparing to 38 % of male). Overall - 36,4 % of
the population.

The Grand are a segment with potential, because although product differentiation is not
important to them, they are willing to pay for them. Altogether - 5,2 % of the population.

The Clever are not ready to pay for something that is important to them. This is the youngest
segment (regarding age) — obviously they can’t pay extra due to their low present income
(youth, students etc.). Potential for the future.

Overall - 28,1 % of the population.

The Lost are really ,,lost* — 30,3 % of the population.

The highest potential is therefore in the purposeful segment, but we can also work with a
segment of clever consumers on communication basis. Through the project, we would like
to increase awareness of taste and quality of agricultural and food products from the Union
as well as their tradition, diversity and safety — which is currently relatively low — within
these two segments of at least +45 %.

SWOT analysis

Strengths Weaknesses

Present share of European agriculture European agriculture and its products are not

production both in the Czech Republic sufficiently distinguished from non-EU

and Slovakia products and not perceived as required
(quality and
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taste, diversity and traditions, safety and
sustainability)

Diversity, quality, safety and
sustainability  of  agriculture
production in the Union

Modern, effective and nature- friendly
methods  of  European  agriculture
production (incl. animal welfare)

Opportunities

Threats

Encourage consumers to prefer (buy &
consume) agricultural products from the
Union for their quality, taste, diversity and
traditions

Competition of agricultural products from
other continents (especially Asia, North &
South America and Middle East)

Promote the perception of FEuropean
agriculture as a modern part of the European
Union's economy

Potential future economic and financial crisis
(with related effects as lower consumer
spendings)

RESUME (2.)

Within the project, we will communicate quality and taste of

agricultural and food products from the Union as well as their
traditions and diversity and safety and sustainability of their

production and thus will support
preferences and purchases of European agricultural products
(notably pork & beef meat, milk & dairy products, oils and wine)
in the Czech republic and Slovakia. Despite current high market

increase of consumer
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agricultural and food products from the EU there is further
potential on its increase (in total value of more than 900 million €

in three-year horizon).

Data Sources for 2:

Statistics of agricultural production and agricultural trade 2015-2017 (Ministry of Agriculture
of the Czech Republic, Ministry of Agriculture of the Slovak Republic, Czech Statistical Office,
Statistical Office of the Slovak Republic)

Publications EU — Agriculture / The partnership between Europe and farmers 2013-2016
(Publications Office of the EU)

Nationwide representative study — Czech and Slovak population, representative samples
2012 and 2015 (Respond & Co.)

According to data from previous section we define the relevant project objectives
in both economic and information returns.

Economical return

Increase of the market value of agricultural products from the Union in the Czech Republic
and Slovakia by +5 % (of which organic growth of +1,5 % and project-induced increase of
+3,5 %, i.e. in monetary terms — organic growth of 271,4 million € and the project-induced
increase of 633,2 million €).

Year: Market value (million €) - estimated
(organic) (with the project)

2017 18.091,9 -

2018 18.159,7 -

2019 (Y1) 18.227,5 18,438,7

2020 (Y2) 18.295,4 18.708,3

2021 (Y3) 18.363,3 18.996,5

Fulfilling of the economical goals will be evaluated at the end of each period of the project
(year 1-3), according to available official statistical data on the performance of the agricultural
market and the share of home produced plus imported products from other EU countries in
this market in the target
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countries, published by the Czech Statistical Office and Statistical Office of the Slovak
Republic.

Informative return

Increase of awareness of taste & quality, diversity & traditions as well as safety and
sustainability of the agricultural production in the Union in target groups of the Purposeful &
the Clever (64,5 % of total population, i.e. 10,25 million inhabitants of the Czech and Slovak
republics) by +45 %.

The results will be evaluated by the comparison of three new representative surveys (Czech
and Slovak population — the Purposeful & Clever, representative samples 800+ respondents,
2015 vs. end of year 2019 /2020 / 2021, Respond & Co.) that will ask for:

- awareness of the agricultural production in the EU (its diversity / quality / safety /
sustainability)

- awareness of nature-friendly production methods (incl. animal welfare) in European
agricultural production

- preference to purchase & consume quality products of European agriculture in comparison
to products from other (non-EU) states and regions

- willingness to pay some extra for “EU agriculture quality”

Awareness increase approval (million
Year: people from TGs)

passed failed
2015 1,33 8,92
2021 1,93 8,32

RESUME (3.)

Within the project, we will achieve both economic (with estimated
increase of the market value of agricultural products from the EU
member states to 18,99 billion € in 2021) as well as information

return (increase of awareness of diversity, quality, safety and
sustainability of the agricultural production in the Union together

with nature-friendly production methods by +45 %).
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We intend to achieve the set objectives by careful preparation and
professional implementation of the communication strategy.

STRATEGICQ'S

WHOQO?

Audiences

Messages

WHY? (Goals/Objectives)

As stated in paragraph three, the project aims to achieve both economic and information
objectives:

Economic goal - to support the growth of the market value of agricultural products from the
EU member states in the Czech republic and Slovakia - an increase of +5 % compared to
“organic” +1,5 % in a three-year horizon (from 2019 to 2021).

Information goal - to support an increase of the low awareness of the quality, diversity, safety
and sustainability of the EU agricultural production together with its modern and nature-friendly
production methods (incl. animal welfare) -

+45 % by 2021.
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WHO? (Target groups)

Within the project we will work with the two main target groups:

the Purposeful - 62% female vs. 38% male, pronounced age segment (not entirely
dependent on age), the highest proportion of people with higher (university)

education

the Clever — 57% female vs. 43% male, the youngest segment incl. students
(pronounced with age and credit rating), a relatively high proportion of people with
or aspiring for higher education

Partition of TGs by gender:

Female Male
the
Purposeful | 62,1% 37,9%
the Clever |57,3% 42,7%
Male
Female
0,0 10,0% 20,0% 30,0% 40,0% 50,0% 60,0% 70,0%
Breakdown of TGs by age:
up to 18 18-29 30-49 50-59 60+
the
Purposeful | 8,8% 11,3% 43,8% 18,3% 17,8%
the Clever | 15,2% 17,2% 40,6% 14,6% 12,4%
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60+

50-59

30-49

18-29

up to 18

Partition of TGs by education:

Upper
Primary Secondary secondary University
the
Purposeful | 5,5% 35,2% 39,7% 19,6%
the Clever |9,5% 35,5% 39,6% 15,4%

University

Upper secondary

Secondary

Primary

WHAT? (Messages)
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Messages to target groups of the project will be slightly different (respecting their different
characteristics):

Overall headline / key-message:

BORN IN THE EU.

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU.

(ENJOY IT’S FROM EUROPE)

Modification of key-message in communication towards the Purposeful:

BORN IN THE EU.

European agriculture offers a diverse range of quality and safe products from which you always
choose the best for you and your family. Choose the products born in the EU.

(ENJOY IT’S FROM EUROPE)

Modification of key-message in communication towards the Clever:

BORN IN THE EU.

European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story.

(ENJOY IT’S FROM EUROPE)

HOW? (Tactics/Actions)

Tactics for the target groups will be divided according to the type of media prevailing in
communication:

Media type: “Overall” towards the towards the Clever
Purposeful

“TRADITIONA

L MEDIA”

ATL
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- TV advert. b ®

- Print advert. o °

- PR (press office) o ° °
BTL

- Contact events ° ° °
- Edu-trips & ° °
seminars

“NEW MEDIA”

DIGI

- Online advert. i L o
- Web & social ° ° °
- Webinars o °

The media will also differ slightly in the two target EU member states of the project, but at
the same time, we will use the linguistic kinship of communication and media overlap from
Czech republic to Slovakia and back (from one state to another):

“TRADITIONAL MEDIA”

ATL

- TV advert. i i
- Print advert. ° °
- PR (press office) ° °
BTL

- Contact events i

- Edu-trips & seminars i i
“NEW MEDIA”

DIGI

- Online advert. i ®
- Web & social ° °
- Webinars i

In the context of the planned project objectives its activities are divided into more economic
(call-to-action) vs. more informational (building awareness):

Media type: “economic goals” (call- “Informational goals”

to- action) (building

“TRADITIONAL MEDIA”
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ATL

- TV advert. ° o
- Print advert. ° o
- PR (press office) ° ®
BTL

- Contact events ° °
- Edu-trips & seminars o
“NEW MEDIA”

DIGI

- Online advert. ° o
- Web & social °
- Webinars o

All activities will appropriately complement the existing activities of the Agrarian Chamber
of the Czech republic aimed at supporting the agricultural sector in general and also the
Common Agricultural Policy and its current challenges (“European Agriculture 2020:
facing the new challenges”).

Key visual *

* Note: The graphics elements below and following key visuals are exemplary for the major
EU agricultural production areas. Applications for individual agricultural and food products
(meat, milk and dairy products, fruits, oils and wine) will be based onthem.

Main communication visual develops fundamental idea of the project and its messages and
will be further adapted to individual communication channels and tools.

It communicates diversity, quality and safety of the European agricultural products through
stylized EU flag in blue & yellow colours — in the form of a table, tablecloth and plates on
which concrete agricultural products are used / displayed as needed ...
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#64680799
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This visual element is complemented by stylized logo of the project (logo is shown for
example in various colour combinations) ...

* *
* *
* *
I B

@
* *

* *
Born | |
I -
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the EU.

Final key-visual sets all of this in the context of agricultural land in the lush green with animals
(symbolic of quality, safety a sustainability of both crop and livestock agricultural production
in the Union). The project website (www.bornin.eu) and logo “Enjoy it’s from Europe” are
also implemented ...
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/—— project website

key message / headline

T e e

stylized graphical symbol

Qetiosam corsed maximet peajic silla nimincil ipsaepelit volares eritat
aligeni anisguo odiet magrientis miliguam gue nus. Aborad esanden
dignem idulla pra inientibus ecs moluptatur alitatis molum nis etur, quates
carerih illesta incta dokorendus, ad mi, guibus in retem et guibus modiam,
cansecum im repad mosten essimus alis et officipis molas.

THIS PROJECT 1S CO-FINANCED FROM EU FUNDS =&‘ B) AR RO
Lk ropedhliky

»Enjoy“ logo & co-financing

Specific products used in the visual communication

Within the visual communication of the project we will use selected agricultural products of
the Union — both crop and livestock production, i.e.:

® Meat — fresh, chilled or frouzen (pork, beef, poultry and fish)
e Milk and dairy products — fresh and dried
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e Fruits
e Oils
e Wine

RESUME (4.

Within a clearly defined strategy of the project (with objectives and
targets) we will communite tradition, diversity, quality and safety
of agricultural products from the Union with the main motto ,,Born
in the EU“ through tactically selected media mix with strong visual,

information and call-to-action aspects.

The project is based on the promotion of modern European agriculture, its methods
and products in two countries that are members of the European Union since 2004.
Although the level of agricultural trade with other EU Member States is high, there is
potential for further increase of its market share with benefits both for local agri-
producers as well as importers of agricultural products from other EU member
countries.

The project will emphasize the specific methods of agricultural production in the whole
Union:

e Safety and traceability of origin

e Uniqueness and variability of products

¢ Animal welfare

e Environmentally friendly production

e Sustainability and rational management
® (are for the landscape and its features

® Protection and utilization of water resources

e (all to tackle climate change
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e Up-to-date life in the country

It will also present unique features of EU agricultural products to support their choice by the
consumers:

® Quality, taste & safety (with the aim is to emphasize the quality of agricultural
and food products "from field to fork", using both primary agricultural experts
and the quality of agricultural products as well as specialists with knowledge of
the technology of food processing and analytical chemists and nutrition experts
focusing on European food quality and safety)

e Tradition and diversity

e Sustainability

Project will communicate types of European agricultural production and the challenges of
the CAP ("European Agriculture 2020”), i.e.:

e Conventional vs. sustainable vs. organic farming within the EU incl. new types
(integrated, precise etc.)

® Characteristics of European agricultural production - productivity and innovation,
tradition, diversity and quality of both crop and livestock products (mainly meat,
milk and dairy products, fruits, oils and wine, emphasizing their added value)

e The future of EU agriculture in the context of the growth in world population, climate

change and sustainable management of natural resources, landscape management
across the EU and maintaining viable rural economy

e Increase awareness of European agriculture as an attractive "profession" for young
generation

RESUME (S.)

The project is clearly focused on the promotion of quality

agricultural production from the Union, helping to strengthen the
market position of both local producers as well as producers from
other EU member states. The benefits for all EU agricultural
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producers prove the legitimacy of co-financing of the project by

the EU.

Within the project, we will implement a total of nine highly efficient activities to which
the corresponding cost-effective budgets are associated.

|. TV ADVERTISING / SPONSORING

Specific objectives:

5 sponsoring of nationwide TV programs (with thematic focus on cooking & lifestyle), 3 in
Czech Republic + 2 in Slovakia, 55+30 TRPs (“the Purpuseful”’) cumulated - the relevant TV
channels are TV Nova (with approx. 29 % of market share), Czech Television (28 %) and FTV
Prima (21 %) in the Czech Republic and TV Markiza (30 %), TV Joj (22 %) and Slovak
Television (12 %) in Slovakia.

)

Ceska televize
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SLOVENSKA TELEVIZIA

markiza

Description of activity:

Activity consists of:

® Production of 10” sponsorship spot — 2 variants

e Media costs of 5 sponsorships

Key message:

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU at www.bornin.eu. Enjoy it’s from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Deliverables:

YEAR 1

® 2 sponsorship spots (10”) production — CZ + SK
® | sponsoring on-air — nationwide Czech TV, during Q3, goal 15 TRPs /20 GRPs

YEAR 2
® | sponsoring on-air — nationwide Czech TV, during Q2, goal 20 TRPs / 25 GRPs
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® | sponsoring on-air — nationwide Slovak TV, during Q3, goal 15 TRPs /20 GRPs

YEAR 3

® | sponsoring on-air — nationwide Czech TV, during Q3, goal 20 TRPs /25 GRPs
® | sponsoring on-air — nationwide Slovak TV, during Q3, goal 15 TRPs /20 GRPs

Budget analysis:

Budget-split for the activity:

® Production of 10” sponsorship spot (2 variants) = 11.000 €

® Media costs of 1. TV sponsorship in CZ Y1 =27.000 €

e Media costs of 2. TV sponsorship in CZ Y2 =33.000€

e Media costs of 3. TV sponsorship in CZ Y3 =33.000€

e Media costs of 1. TV sponsorship in SK Y2 =22.000€

e Media costs of 2. TV sponsorship in SK Y2 =22.000 € Total

budget for the activity (Y1-Y3):

o Total = 148.000 €, of which:
- 104.000 € Czech Republic
- 44.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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Il. PRINT ADVERTISING

Specific objectives:

7 print advertising campaigns in nationwide titles (with thematic focus on cooking & lifestyle
and affinity to our target group /TAl/ > 1,2), 5 in Czech Republic + 2 in Slovakia, 55+20
TRPs (“the Purpuseful”’) cumulated — relevant media houses are Bauer Media, Borgis, Burda
Praha, Czech News Center, Mafra, Mlada fronta and Vltava Labe Media with titles with a
total readership of 5,7 million in Czech republic and Slovakia.

Description of activity:

Activity consists of:

e DTP — production of print ads. (all requested variants — 1/1 and/or 1/2
and/or 1/3 and/or 1/4)
e Media costs of 7 print ads. campaigns
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Key message:

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU at www.bornin.eu. Enjoy it’s from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Deliverables:

YEAR 1

e DTP

® 2 print ads. campaigns — Czech lifestyle/cooking print media, during Q2 and Q3,
goal 20 TRPs / 25 GRPs

® | print ads. campaign — Slovak lifestyle/cooking print media, during Q3, goal 10
TRPs / 15 GRPs

YEAR 2

® [ print ads. campaign — Czech lifestyle/cooking print media, during Q2, goal 15
TRPs /25 GRPs

e | print ads. campaign — Slovak lifestyle/cooking print media, during Q3, goal 10
TRPs / 15 GRPs

YEAR 3

e 2 print ads. campaigns — Czech lifestyle/cooking print media, during Q2 and Q3,
goal 20 TRPs / 25 GRPs

Budget analysis:

Budget-split for the activity:

[J DTP=4.000 €

e Media costs of 1. print ads. campaign in CZ Y1 = 16.000 €
® Media costs of 2. print ads. campaign in CZ Y1 = 15.000 €
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e Media costs of 3. print ads. campaign in CZ Y2 = 25.000 €
e Media costs of 4. print ads. campaign in CZ Y3 = 15.000 €
e Media costs of 5. print ads. campaign in CZ Y3 = 16.000 €
® Media costs of 1. print ads. campaign in SK Y1 = 14.000 €
® Media costs of 2. print ads. campaign in SK Y2 = 14.000 € Total

budget for the activity (Y1-Y3):

e Total =119.000 €, of which:
- 91.000 € Czech Republic
- 28.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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. PR ACTIVITES (PRESS-OFFICE)

Specific objectives:

Continuous work with all relevant print & online Czech and Slovak media and influencers (with
focus on lifestyle and high affinity both to target group of “the Purposeful” as well as “the
Clever”) with min. 15 media outputs per month in average (i.e. > 540 PR outputs within the
project with media value of more than

€ 400.000), 22 press-events and up to 20 special media-projects (advertorials)
Description of activity:

Activity consists of:

® Media-relations with relevant journalists and bloggers (media-lists and their updates,
media contacts through phone calls, e-mails and personal meetings, getting feedback
and requests from the media/journalists and so on)

e Drafting and launching press releases and factsheets

e Organisation of interviews with project ambassadors
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® Drafting and costs of advertorials

® Production of press-events in Prague & Bratislava - in these two cities the editorial
offices of almost 95% of the relevant media are based (preparation of press materials
and media kits, production of event incl. technics and light snacks, follow-up after each
event)

® Collection and analysis of media clippings (media monitoring) on monthly basis

Key messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find out more about this products and how they are
born in the EU at www.bornin.eu. Enjoy it’s from Europe.

(2) European agriculture offers a diverse range of quality and safe products from which
you always choose the best for you and your family. Choose the products born in the EU.
www.bornin.eu. Enjoy it’s from Europe.

(3) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s

from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

PR platform allows to communicate to target group ,,complete message* and all necessary
(and detailed) topics related to aspects and characteristics of European agriculture and its
individual products / categories.

Deliverables:

YEAR 1
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e (Continuous media-relations with 35 CZ + SK media and influencers or more
associated with provision of at least 180 non-paid (PR) media outputs with media
value of 110.000+ €

e Min. 6 different media-topics / press-releases

® 6 (4+2) media-projects based on advertorials in relevant nationwide Czech and Slovak
media (CZ in Q1, Q2, Q3 and Q4, SK in Q2 and Q3) with 10 TRPs / 15 GRPs

® 4 press-events in Czech rep. (all in Prague, in Q1, Q2, Q3 and Q4) and 3 press-events
in Slovakia (all in Bratislava, in Q2, Q3 and Q4) with participation of at least 20
(CZ) / 13 (SK) journalists at each event and publication of 15+ non-paid PR articles

YEAR 2

e Continuous media-relations with 45 CZ + SK media and influencers or more
associated with provision of at least 180 non-paid (PR) media outputs with media
value of 130.000+ €

e Min. 6 different media-topics / press-releases

® 5 (4+1) media-projects based on advertorials in relevant nationwide Czech and Slovak
media (CZ in Q1, Q2, Q3 and Q4, SK in Q2) with 8 TRPs / 12 GRPs

® 4 press-events in Czech rep. (all in Prague, in Q1, Q2, Q3 and Q4) and 2 press-events
in Slovakia (all in Bratislava, in Q1 and Q3) with participation of at least 20 (CZ) /
13 (SK) journalists at each event and publication of 15+ non-paid PR articles

YEAR 3

o (Continuous media-relations with 50 CZ + SK media and influencers or more
associated with provision of at least 180 non-paid (PR) media outputs with media
value of 160.000+ €

® Min. 6 different media-topics / press-releases

® 6 (4+2) media-projects based on advertorials in relevant nationwide Czech and Slovak
media (CZ in Q1, Q2, Q3 and Q4, SK in Q3 and Q4) with 13 TRPs/ 18 GRPs

e 4 press-events in Czech rep. (all in Prague, in Q1, Q2, Q3 and Q4) and 2 press-events
in Slovakia (all in Bratislava, in Q1 and Q3) with
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participation of at least 20 (CZ) / 13 (SK) journalists at each event and publication
of 15+ non-paid PR articles

Budget analysis:

Budget-split for the activity:

e Continuous press-office (media-relations) incl. press-releases, interviews, work with
media & bloggers, drafting of advertorials and media monitoring Y1 =26.500 € (132,5
days x 200 € / person-day)

e Continuous press-office (media-relations) incl. press-releases, interviews, work with
media & bloggers, drafting of advertorials and media monitoring Y2 = 28.000 € (140,0
days x 200 € / person-day)

e Continuous press-office (media-relations) incl. press-releases, interviews, work with
media & bloggers, drafting of advertorials and media monitoring Y3 =29.000 € (145,0
days x 200 € / person-day)

e Costs of 6 media-project (advertorials) Y1 =17.500 € (7x 2.500)
e Costs of 5 media-project (advertorials) Y2 = 12.500 € (5x 2.500)
® Costs of 6 media-project (advertorials) Y3 =20.000 € (8x2.500)
® Costs of 7 press-events Y1 = 14.000 € (7x 2.000)

® Costs of 6 press-events Y2 = 12.000 € (6x 2.000)

e Costs of 6 press-events Y3 = 12.000 € (6x 2.000) Total

budget for the activity (Y1-Y3):

e Total =171.500 €, of which:
- 116.500 € Czech Republic
- 55.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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IV. CONTACT EVENTS

Specific objectives:

Presentation of the project on the most important agricultural exhibition / fair “Zeme
Zivitelka” in Ceske Budejovice (one time per year, i.e. 3x during the project) and a total of 12
contact events at secondary schools with the participation of 450+ students.

Description of activity:

Activity consists of:

® Presentation on “Zeme zivitelka” exhibition / fair both for agri- professionals and
public 1 time per year (one of the largest and most visited fairs within the Czech
republic with a history since 1973 and with a regular number of visitors reaching or
exceeding one hundred thousand) - renting of exhibition space and exhibition facilities
incl. branding, personnel (salaries, accommodation, transport), tastings, competition
for visitors

® 4 contact events per year at selected secondary schools — promotional stand,
personnel (salaries, accommodation, transport), tastings - inthe
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most significant towns of the Czech Republic with a population of over 50
thousand inhabitants

Key-messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find out more about this products and how they are
born in the EU at www.bornin.eu. Enjoy it’s from Europe.

(2) European agriculture offers a diverse range of quality and safe products from which
you always choose the best for you and your family. Choose the products born in the EU.
www.bornin.eu. Enjoy it’s from Europe.

(3) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Contact events allow to communicate to target group ,,extended message* with the most
important topics related to aspects and characteristics of European agriculture and its
individual products / categories.

Deliverables:

YEAR 1

® Presentation on “Zeme zivitelka” exhibition in August / Q3 in Ceske Budejovice
(providing information, tastings, competition, distribution of merchandise) with at
least 15.000 contacted, respectively interviewed persons

e Series of 4 contact events in CZ (2x Prague, 2x Brno) at secondary schools with the
participation of 150+ students

YEAR 2
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® Presentation on “Zeme zivitelka” exhibition in August / Q3 in Ceske Budejovice
(providing information, tastings, competition, distribution of merchandise) with at
least 15.000 contacted, respectively interviewed persons

e Series of 4 contact events in CZ (1x Ostrava, 1x Olomouc, 1x Hradec Kralove, 1x
Liberec) at secondary schools with the participation of 150+ students

YEAR 3

® Presentation on “Zeme zivitelka” exhibition in August / Q3 in Ceske Budejovice
(providing information, tastings, competition, distribution of merchandise) with at
least 15.000 contacted, respectively interviewed persons

e Series of 4 contact events in CZ (1x Ceske Budejovice, 1x Plzen, 1x Karlovy
Vary, 1x Usti nad Labem) at secondary schools with the participation of 150+
students

Budget analysis:

Budget-split for the activity:

® Presentation on “Zeme zivitelka” exhibition (costs of exhibition space
and facilities rental, personnel costs, costs of tastings) Y1 =21.000 €

® Presentation on “Zeme zivitelka” exhibition (costs of exhibition space and facilities
rental, personnel costs, costs of tastings) Y2 =21.000 €

® Presentation on “Zeme zivitelka” exhibition (costs of exhibition space
and facilities rental, personnel costs, costs of tastings) Y3 =21.000 €

e Series of 4 contact events at secondary schools (costs of promotional stand,
transport, personnel costs, costs of tastings) Y1 = 14.000 € (2x 3.000 + 2x 4.000)

e Series of 4 contact events at secondary schools (costs of promotional stand,
transport, personnel costs, costs of tastings) Y2 = 16.000 € (4x 4.000)

e Series of 4 contact events at secondary schools (costs of promotional stand,
transport, personnel costs, costs of tastings) Y3 = 16.000 € (4x 4.000)
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Total budget for the activity (Y1-Y3):

e Total = 109.000 €, of which:
- 109.000 € Czech Republic
- 0 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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V. EDUCATIONAL TRIPS & SEMINARS

Specific objectives:

Educational (or study) trips for secondary school students (with an agricultural focus) to
selected agricultural producers in the Union, specializing in the production of poultry, pork
and beef and / or fish, milk and dairy products, fruits, oils and wine of the highest EU quality
EU — in the Czech republic, Slovakia, Austria, Poland, Hungary or Germany — in the number
of 3 from the Czech Republic and one from Slovakia (with the total attendance of min. 100
students) and informational seminars again for students of these schools — 4 in the Czech
Republic and 1 in Slovakia (with the attendance of 250+ students)
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Description of activity:

Activity consists of:

e Four (3+1) educational / study trips to selected agri-producers in the Union for
secondary school students (complete trip incl. co-operation with agrarian experts,
respectively producers)

e Five (4+1) educational / informational seminars at selected secondary schools
(again incl. co-operation with agrarian experts)

Key-message:

European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Educational trips and seminars allow to communicate to target group
»extended message* with the most important topics related to aspects and

characteristics of European agriculture and its individual products / categories.
Deliverables:

YEAR 1

® | educational / study trip for at least 25 students in CZ

® | educational / informational seminar for at least 50 students in CZ YEAR 2

® | educational / study trip for at least 25 students in CZ

® 2 educational / informational seminar for at least 100 students in CZ+SK (1+1)

YEAR 3

® 2 educational / study trips for at least 25+25 students in CZ+SK (1+1)
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® 2 educational / informational seminar for at least 100 students both in CZ
Budget analysis:

Budget-split for the activity:

e Educational trip (cost of travel, accommodation and cooperating specialists /
producers) Y1 =26.500 €

e Educational trip (cost of travel, accommodation and cooperating specialists /
producers) Y2 =31.500 €

® 2 educational trips (cost of travel, accommodation and cooperating specialists /
producers) Y3 = 53.000 €

e Educational seminar (cost of organisation, travel and co-operation with
agrarian expert) Y1 =5.000 €

® 2 educational seminars (cost of organisation, travel and co-operation
with agrarian expert) Y2 = 10.000 €

® 2 educational seminars (cost of organisation, travel and co-operation with agrarian
expert) Y2 =10.000 €

Total budget for the activity (Y1-Y3):

e Total =136.000 €, of which:
- 104.500 € Czech Republic
- 31.500 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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VI. ONLINE ADVERTISING

Specific objectives:

6 online advertising campaigns on relevant webs with high traffic (thematic focus on
women, lifestyle & cooking) - 4 in Czech Republic and 2 in Slovakia
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with reach at least 2,5 mio. RU from our target groups (cumulated) — relevant web platforms
groups are seznam.cz & zoznam.sk, novinky.cz, idnes.cz, blesk.cz, aktualne.cz, sme.sk and
other lifestyle media.

Description of activity:

Activity consists of:

e DTP — production of online ads. (all requested variants — square, rectangle, wide
rectangle, full-page advertisement, large mobile banner etc.)

® Media costs of 6 online ads. campaigns
Key message(s):

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU at www.bornin.eu. Enjoy it’s from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Deliverables:

YEAR 1

e DTP
® 1 online ads. campaign CZ with reach > 500.000 RU YEAR

® [ online ads. campaign CZ with reach > 500.000 RU
® 1 online ads. campaign SK with reach > 350.000 RU YEAR

e 2 online ads. campaigns CZ with reach > 800.000 RU
® [ online ads. campaign SK with reach > 350.000 RU
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Budget analysis:

Budget-split for the activity:
e DTP=4.000€

® Media costs of 1. online ads.
® Media costs of 2. online ads.
® Media costs of 3. online ads.
® Media costs of 4. online ads.
® Media costs of 1. online ads.

e Media costs of 1. online ads.

campaign in CZ Y1 =3.500€
campaign in CZ Y2 =4.500 €
campaign in CZ Y3 =3.000 €
campaign in CZ Y3 =3.000 €
campaign in SK Y2 =2.500€
campaign in SK Y3 =2.500 €

Total budget for the activity (Y1-Y3):

e Total =23.000 €, of which:
- 18.000 € Czech Republic
- 5.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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Specific objectives:

Production of up-to-date websites in CZ and SK language versions (for both classical and
mobile browsers) with interactive content and its regular updates, reaching at least 0,8 mio.
visits from both target groups within the project plus project presentation on selected social
networks (Facebook & Instagram) also with regular updates

Description of activity:
Activity consists of:
e Complete production of project websites (graphics, programming, debugging)

and their regular updates on a weekly basis — CZ www.zrozenoV.eu, SK
www.zrodeneV.eu (= translation of www.bornin.eu)

e (Creation of project profiles on two social networks — Facebook and Instagram, their
regular updates on a daily / weekly basis (depending on situation) and interactive
communication with target groups (esp. younger categories and students)

B Instagram

Key-messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find outmore
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about this products and how they are born in the EU at www.bornin.eu. Enjoy

it’s from Europe.

(2) European agriculture offers a diverse range of quality and safe products from which
you always choose the best for you and your family. Choose the products born in the EU.
www.bornin.eu. Enjoy it’s from Europe.

(3) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Web and social platforms allow to communicate to target ,,complete message™ and all
necessary (and detailed) topics related to aspects and characteristics of European agriculture
and its individual products / categories.

Deliverables:

YEAR 1

® Production of project websites with at least 60 regular content updates - achieving min.

200,000 web visitors
e (Creation of project profiles (Facebook & Instagram) with at least 60 content
updates
YEAR 2

® Technical update of project websites with at least 60 regular content updates -
achieving min. 300,000 web visitors

e At least 60 updates of project profiles on social networks (Facebook & Instagram)

YEAR 3

e Technical update of project websites with at least 60 regular content updates -
achieving min. 300,000 web visitors
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e At least 60 updates of project profiles on both social networks (Facebook &
Instagram)

Budget analysis:

Budget-split for the activity:

® Production of websites Y1 = 7.500 €
e Website content updates and hosting Y1 = 5.000 €
® Project profiles on social networks and their updates Y1 = 2.500 €

e Technical update of project website and its content regular updates plus
hosting Y2 =3.500 €

e Updates of profiles on social networks Y2 =2.500 €

e Technical update of project website and its content regular updates plus
hosting Y3 =3.500 €

e Updates of profiles on social networks Y3 =2.500 €

Total budget for the activity (Y1-Y3):

e Total =27.000 €, of which:
- 17.250 € Czech Republic
- 9.750 € Slovak Republic

Implementation: Implementing
body 1

Graphic illustration:
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Vill. WEBINARS

Specific objectives:

Production of five online webinars in Czech Republic focusing on selected agricultural
topics during the project with a cumulative online attendance of min. 1.000 people

Description of activity:

Activity consists of:

® Production of webinars (using online platform DimDim, GoToWebinar, Webex or
similar) with length of 60-75 minutes

e Supplementing of webinar by online survey and shared whiteboards to further
increase interactivity and deepening experience

e Recording of throughout webinar and sharing of this video on the selected site
(YouTube or Google Video)
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Key-messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find out more about this products and how they are

born in the EU at www.bornin.eu. Enjoy it’s from Europe.

(2) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s

from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &

categories.)

Webinars allow to communicate to target ,,complete message* and all necessary
(and detailed) topics related to aspects and characteristics of European agriculture
and its individual products / categories.

Deliverables:

YEAR 1

® One interactive webinar with attendance of min. 150 people YEAR 2

® Two interactive webinars with attendance of min. 200 people each YEAR 3

e Two interactive webinars with attendance of min. 200-250 people each
Budget analysis:

Budget-split for the activity:

e All-inclusive production of one webinar (with survey and recording) Y1 =
5.000 €
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® All-inclusive production of two webinars (with surveys and recordings) Y2
=10.000 €

e All-inclusive production of two webinars (with surveys and recordings) Y2
=10.000 €

Total budget for the activity (Y1-Y3):

e Total =25.000 €, of which:
- 25.000 € Czech Republic
- 0 € Slovak Republic

Implementation:

Implementing body 1

Graphic illustration:

IX. MERCHANDISE

Specific objectives:

Production of “eco-friendly” promotional merchandise with logo of the project for effective
use within other activities (especially activities III. PR / press-office,
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IV. contact events and V. trips and seminars) in a total quantity of 45.000 pieces.
Merchandise will be produced in Czech Republic and used inboth countries.

Description of activity:

Activity consists of:

e Small promotional items with practical character, e.g. cheese scraper, apple slicer, herb
scissor etc. (useful in everyday life, relevant to content of the project) count of 40.000
units

e Greater promotional items with educational character, e.g. calendars and/or planners
with extended information about European agriculture (useful when learning, relevant
to content of the project) count of 4.000 pieces

e Tailor-made promotional items for special occasions, e.g. premium cloth shopping
bags in project design promotion the Union and its agriculture and food products of
the highest quality (relevant to content of the project) count of 1.000 pieces

Deliverables:

YEAR 1

® Production of small promotional items — 20.000 units
® Production of greater promotional items — 2.000 units

® Production of tailor-made promotional items — 500 units YEAR 2

® Production of small promotional items — 10.000 units
® Production of greater promotional items — 1.000 units

® Production of tailor-made promotional items — 500 units YEAR 3

® Production of small promotional items — 10.000 units

® Production of greater promotional items — 1.000 units

Budget analysis:
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Budget-split for the activity:

e Small promo-items (production) Y1 =20.000 €

e Greater promo-items (production) Y1 =4.000 €

e Tailor-made promo-items (production) Y1 = 3.500€
e Small promo-items (production) Y2 = 10.000 €

e Greater promo-items (production) Y2 =2.000 €

e Tailor-made promo-items (production) Y2 = 3.500 €
e Small promo-items (production) Y3 = 10.000 €

e Greater promo-items (production) Y3 = 2.000 € Total

budget for the activity (Y1-Y3):

e Total = 55.000 €, of which:
- 55.000 € Czech Republic
- 0 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:

(example of cloth shopping bag — front side in the Union design, back side with project logo & graphics)
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Overall timing of activities:

Extent of communication by media type:

Period: Activity:
YEAR  |QUARTER|I. TV II.PRINT [IIl.LPR  [IV. V. TRIPS |VI. VII. VI IX.
CONTACT|& ONLINE |WEB/SOC|WEBINAR|MERCHA
EVENTS |SEMINAR IAL S NDISE
S
Y1 cz
cz
Y2 cz
cz
cz
Y3 cz
cz
cz
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Media: Communication Extent of communication:
vV advert simple / basic message

sponsorship simple / basic message
Print advert simple / basic message; extended message
PR PR article complete message
Contact events exhibition extended message

school event extended message:; complete message
Edu-trips & seminars |edu-trip extended message

edu-seminar extended message:; complete message
Online advert simple / basic message
Web & social web complete message

social extended message
Webinars webinar extended message; complete message
Merchandise merchandise -

Summary of budget for activities according to the target country:

Czech Republic 640.250 €
Slovak Republic 173.250 €

RESUME (6.)

We will implement nine different types of marketing activities
during the project with the general budget of € 813.500, of which €
148.000 invested in television advertising, € 119.000 in print

advertising, € 171.500 into PR activities, € 109.000 in contact
events, € 136.000 in educational trips & seminars, € 23.000 in online
advertising, € 27.000 in web & social media, € 25.000 in webinars
and € 55.000 in promotional merchandise.

The project will ensure continuous and consistent measurement of project results and
impacts both in the Czech Republic and Slovakia.
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Increase in the value of the market with agricultural products from the Union in targeted
countries by +5 % in the three-year horizon, of which +3,5 % induced by the project (and
+1,5 % organic) is set as “economical return”:

Year: Market value (million €) - estimated
(organic) (with the project)

2017 18.091,9 -

2018 18.159,7 -

2019 (Y1) 18.227,5 18,438,7

2020 (Y2) 18.295,4 18.708,3

2021 (Y3) 18.363,3 18.996,5

Fulfilling of the economic goals will be evaluated at the end of each period of the project
(Y1-Y3), according to available official statistical data on the performance of the agricultural
market and the share of home produced plus imported products from other countries from
the Union.

Increase of awareness of quality and diversity of agricultural products from the Union and
specific European agriculture production methods in target groups of the Purposeful & the
Clever (64,5% of total population, i.e. 10,25 million inhabitants of the Czech and Slovak
republics) by +45 % is set as “informative return”:

Awareness increase approval (million
Year: people from TGs)

passed failed
2015 1,33 8,92
2021 1,93 8,32

The results will be evaluated by the comparison of three new representative surveys (Czech
and Slovak population — the Purposeful & Clever, representative samples 800+ respondents,
2015 vs. end of year 2019 /2020 / 2021, Respond & Co.) that will ask for:

- awareness of the agricultural production in the EU (its diversity / quality / safety /
sustainability)

- awareness of nature-friendly production methods (incl. animal welfare) in
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European agricultural production

- preference to purchase & consume quality products of European agriculture in comparison
to products from other (non-EU) states and regions

- willingness to pay some extra for “EU agriculture quality”

Evaluation of specific objectives for each group of proposed activities

I. TV ADVERTISING
Type of indicator Indicator Quantity
Output Nr. of TV spots aired 180
Result TRPs (cumulated) 90
Impact Awareness changed (nr. of | (rate 3 % from TRPs)
people that changed 300.000
opinion)
[I. PRINT ADVERTISING
Type of indicator Indicator Quantity
Output Nr. of print adverts 75
Result TRPs (cumulated) 75
Impact Awareness changed (nr. of | (rate 3 % from TRPs)
people that changed 250.000
opinion)

[ll. PR ACTIVITIES (PRESS OFFICE)

Type of indicator Indicator Quantity

Output Nr. of media outputs 540
and advertorials

Result Number of views 16.900.000

Impact Awareness changed (nr. of (rate 5% from views)
people that changed 600.000
opinion)

IV. AND V. CONTACT EVENTS & EDUCATIONAL TRIPS AND SEMINARS

‘ Type of indicator

‘ Indicator

| Quantity
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Output Nr. of “respondents” 78.000
Result Interactive contacts 39.000
Impact Awareness changed (nr. of | (rate 10 % from
people that changed contacts)
opinion) 3.900
VI. ONLINE ADVERTISING
Type of indicator Indicator Quantity
Output Nr. of impressions 25.000.000
Result Views / clicks 1.250.000
Impact Awareness changed (nr. of (rate 1 % from
people that changed views/clicks)
opinion) 12.500
VIl. WEB & SOCIAL
Type of indicator Indicator Quantity
Output Nr. of visitors 800.000
Result “Interactivity” 250.000
Impact Awareness changed (nr. of | (rate 10% from
people that changed “Iinteractivite”)
opinion) 25.000
VIIl. WEBINARS
Type of indicator Indicator Quantity
Output Nr. of persons involved 1.000
Result “Interactivity” 900
Impact Awareness changed (nr. of | (rate 20% from
people that changed . R
o interactivity”)
opinion)

180

IX. MERCHANDISE

(not measured, effect occurs under use within previous activities)
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RESUME (7.)

During the project we will carefully monitor both indicators of
informative and economical returns of the project through
collection and evaluation of official statistical data (market share
of agricultural produce from the EU and from countries outside

the EU in the Czech Republic and Slovak Republic) and surveys
on the increase of awareness of the quality and diversity of

agricultural products from the Union with professional partner —
research company Respond & Co.

8. Project organisation and management structure

During the implementation of the project, its professional management and execution
will be ensured by a team of experienced staff.

Project management tools

Within the project there will be used both tools, defining the exact activities in subsequent
periods, as well as tools, summarizing the activities already carried incl. finances and their
efficiency.

For each quarter we will compile “Activity plan” incl. the expected budget. The plan will be
prepared in close cooperation of proposing organization with implementing and supervisory
bodies. This plan will be prepared and approved in advance at least one month before the
beginning of each quarter, and will include:

(@) list of all planned activities

(b) detailed description of each activity (e.g. for TV sponsoring campaign its dates, scope,
specific media used and expected effectiveness)

(c) cost estimate / budget broken down by planned activities
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We will also prepare “Interim evaluation report” for each preceding quarter with detailed
summary of drawn funds in a similar structure to “Activity plan” to be able to take the
simplest comparison and evaluation.

After the end of each year of the project we will compile “Yearly evaluation report” and
annual financial statement, which will be submitted to the supervising body for approval.

Persons responsible for project management

The structure of management and implementation team of proposing organisation:

Project manager — Ing. Jiri Felcarek

The person responsible for project management, coordination of implementing body and
communication with the supervising organisation.

Practice and experience:

- agricultural engineer
- almost 20 years of experience in the field of agriculture and marketing
- employed by the Agricultural Chamber of the Czech Republic since 2007 (11 years)

- his job has been to coordinate projects aimed at promotion of milk and dairy products White
plus L. and White plus II., co-financed by the EU (a total of 7 years — from 2010 till 2017) and
to supervise general promotion and PR activities of the Chamber, other hedged actions are
collaborating on promotion projects “KLASA — National Quality” (14 years) and the “Regional
food” (9 years)

- he is a member of the Working Group on the issue of food quality scheme in the Czech
Republic at the Ministry of Agriculture

- he also ensures cooperation with foreign partners of the Chamber and participate at
meetings of COPA COGECA

Project implementer — Ing. Jan Dolezal
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This person will be responsible for implementing of parts of the project that are in the
responsibility of the proposing organisation, i.e. in particular planning of activities, the visual
aspect of the project and the collection and evaluation of data.

Practice and experience:

- agricultural engineer
- 7 years of experience in the field of agriculture and communications

- employed by the Agricultural Chamber of the Czech Republic since 2014 (4 years) for the
commodity sector, legislation, studies and analyzes, internal and external communications,
rural development and landscape protection etc.

- his job is to cooperate on the external outputs, publications, yearbooks and preparing of
media assets

- he is member of the working group of the Ministry of Agriculture to prepare a national
framework of the Common Agricultural Policy, Czech agricultural policy and rural
development, member of the Commission for the Protection of Animals, a steady partner for
communication with the Czech Statistical Office, secretary of sectoral commodity councils for
cereals and oilseeds, milk, poppy, pork, beef and pork

- he is also an expert for negotiations with the authorities COPA COCEGA, Farm Europe, DG
Agri and others

Project accountant — Ing. Viera Kloboukova

The person responsible for financial management and oversight of effective budget
absorption.

Practice and experience:

- agricultural engineer
- employee of the Agricultural Chamber of the Czech Republic for 22 years

- provides accounting, financial analysis, management control, projects
administration and secure seminars and meetings with partners
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Activities carried out in connection with project implementation

Activity

Frequency

Inclusion of relevant organisation

proposing
organisatio

implementin
g body

supervising
body

Implementation
and  operational
communication

daily

Operative
meetings with the
general
supervision of the
implementation of
the project

weekly /
biweekly

Coordination
meetings with
detailed
monitoring of the
implementation of
the project incl.
disbursement of
funds

monthly

Quarterly
evaluation
meetings with the
preparation of the
interim evaluation
report

quarterly

Yearly evaluation
meetings with the
preparation of the
yearly evaluation
report

yearly
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Guarantee for the implementation of the project on time, under budeet and its

objectives

Guarantee for correct, on-time and cost-effective project implementation are both PO’s
experience with flawless implementation of previous promotional projects co-financed from
EU funds (promotional programs for milk "White plus I." and "White plus I1.") as well as
experience and management skills of its employees responsible for this project.

Quality control mechanisms

Quality control is ensured by a clear system of planning and monitoring of implemented
activities and close cooperation communications between the proposing organisation and
the implementing and supervising bodies. Under this system, there can be no
underperformance or shortfall in the planned activities, as this would have been caught in
the very beginning and immediately corrected.

Risk management

During implementation of the project there can be expected three basic types of risk:

e the risk of increased activity (promotion, marketing, sales) of competing producers,
1.e. importers of agricultural products from countries outside the EU

e the risk of future financial crises leading to stagnation or reduction in consumer
spending on agricultural products

e the risk of potential destabilization of the Union, leading to restrictions on the free
movement of goods and persons

At present, the probability of these risks is classified as relatively low.

To eliminate the risk in the first paragraph there is planned operational strengthening of
activities covered by own budget of proposing organisation,
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resp. preparing and submitting of a new project for the promotion of specific threatened
commodities of European agricultural production.

Risks arising from the second and third paragraphs can 't be prevented and within the project,
we could try to suppress their potential impact only (lower decline or low growth instead of
stagnation, prevention of the abolition of trade with agricultural products from the Union).

Financial viability and project financing

Agrarian Chamber of the Czech Republic is the largest and most professional organization
of farmers and associated industries in the Czech Republic with twenty five years of history.
It proves that we are a stable organization, well- established in the agrarian sector. We
declare that we have stable and sufficient sources of funding and are able to continue
operating during the entire project as well as participate in the financing of the project.

RESUME (8.)

There is ready a number of management tools as part of the project
that will guarantee its successful progress. Team of experienced

professionals from proposing body will carry-out own activities
and continuously monitor all activities of the implementing

organization. Risk management will also be implemented to
further ensure proper realization of the project and its financing.

Here we provide detailed information and justification of costs in proposed detailed
budget split.

Detailed analysis and justification of costs in proposed budget split
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PROJECT COORDINATION

Personal costs of the proposing organisation (Y1 —
42.000 €, Y2 —42.000 €, Y3 —42.000 €)

Process of cost calculation — personal costs: 1 person-day =200 €, 17,5 person- days per month
(combination of project manager, implementer and accountant) = 3.500 €, 12 months =42.000
€ per year

Other costs of project coordination

(Y1-40.500€, Y2-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(strategy planner, account director, art-director, copy-writer for definition of communication
strategy and visual identity) plus additional cost for market researches in Y1, Y2 & Y3 =
40.500 €/ 10.000 € / 10.000 €

PUBLIC RELATIONS

Continuous press activities / press-office (Y1 —
44.000 €, Y2 —40.500 €, Y3 —49.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager and senior PR manager) plus additional cost for media-projects in
Y1, Y2 & Y3 =44.000 €/40.500 €/49.000 €

Press events
(Y1-14.000 €, Y2 -12.000 €, Y3 - 12.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior PR manager and production manager) plus additional cost for press-events Y1, Y2 &
Y3 =14.000 €/12.000 €/ 12.000 €

WEBSITE AND SOCIAL MEDIA

Website setup, updates, maintenance
(Y1-12.500 €, Y2—-3.500 €, Y3 -3.500 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager) plus additional cost for web setup, updates and maintenance for Y1,
Y2 & Y3=12.500€/3.500€/3.500 €

Social media — setup and posting
(Y1 -2.500€,Y2-2.500€, Y3-2.500€)

122



Process of cost calculation — subcontracting: implementing body calculation by
agency hours (social media manager) for Y1, Y2 & Y3 =2.500 € /2.500 € /2.500
€

Other costs of web / social (webinars)
(Y1 -5.000 €, Y2-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager) plus additional cost for production of webinars for Y1, Y2 & Y3 =
5.000 €/ 10.000 €/ 10.000 €

ADVERTISING

Print
(Y1-49.000 €, Y2 —39.000 €, Y3 —31.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(DTP operator) plus additional cost for media for Y1, Y2 & Y3 =49.000 € / 39.000 € / 31.000
€

TV
(Y1-38.000 €, Y2 —-55.000 €, Y3 —55.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(production manager) plus additional cost for production and media for Y1, Y2 & Y3 =38.000
€/55.000 €/ 55.000 €

Online

(Y1 -7.500¢€, Y2—-7.000 €, Y3 —-28.500 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(DTP operator) plus additional cost for media for Y1, Y2 & Y3 =7.500 €/ 7.000 € / 8.500 €

COMMUNICATION TOOLS

Publications, media-kits, merchandise
(Y1-27.500 €, Y2-15.500 €, Y3 —-12.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(production manager) plus additional cost for merchandise / promotional items purchase for
Y1, Y2 &Y3=27.500€/15.500€/12.000 €

EVENTS
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Stands at trade fairs
(Y1-21.000 €, Y2—-21.000 €, Y3 —21.000 €)
Process of cost calculation — subcontracting: complete cost of presentation at trade fair (stand,

logistics, personal, tastings, competitions) for Y1, Y2 & Y3 =

21.000 € per year

Seminars, workshops, trainings

(Y1-5.000 €, Y2—-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: complete cost of seminars production for
Y1, Y2 & Y3=5.000€/10.000€/10.000 €

Study trips to Europe

(Y1-26.500 €, Y2—-31.500 €, Y3 —53.000 €)

Process of cost calculation — subcontracting: complete cost of production of

study trips for Y1, Y2 & Y3 =26.500 € /31.500 € / 53.000 €

Other events — contact events at secondary schools (Y1 —
14.000 €, Y2 —16.000 €, Y3 — 16.000 €)

Process of cost calculation — subcontracting: complete cost of contact events
production for Y1, Y2 & Y3 =14.000 €/ 16.000 € / 16.000 €

EVALUATION OF RESULTS

Evaluation of results
(Y1-5.500€,Y2-5.500€,Y3-5.500€)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
in Y1, Y2 & Y3 (account director, senior account manager and data-miner) = 5.500 € per year

OTHER EGLIBLE COSTS

Other eglible costs of POs (audits, costs of pre-financing etc.) (Y1 —
14.500 €, Y2 —12.000 €, Y3 — 12.000 €)

Process of cost calculation — other direct costs: cost of pre-financing / securing of bank
guarantee for Y1, Y2 & Y3 =14.500 €/ 12.000 € / 12.000 €
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Section 2:

AGRARNI KOMORA
Ceské republiky

\%

(AGRARIAN CHAMBER OF THE CZECH REPUBLIC)

LEGAL ENTITY
INFORMATION

125



Agrarian Chamber of the Czech Republic (AKCR) was established by Act no. 301/1992 Coll.
as amended by Actno. 121/1993 Coll. and amended by Act no. 223/1994 Coll., brings together
the majority of entrepreneurs in agriculture, forestry and food, promotes and defends the
interests of its members, provides consulting and information services throughout the Czech
Republic in the following fields - legal and legislative, advisory, consulting and practical
vocational training, foreign relations, marketing and promotion, customs and certification,
computer science.

Agrarian Chamber of the Czech Republic is the most important nongovernmental agrarian
organization that represents the interests of one hundred thousand of its members - farmers,
foresters, food producers, beekeepers and many others. We are an organization that wants to
play its role not only in the traditional concept of producing raw materials for food production
and landscape maintenance - we have a new and modern approach to rural development, where
we want to be a partner of municipalities and all other relevant entities.
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CERTIFICATE OF INCORPORATION (CZECH)

Agrarni komora Ceské republiky, AXIV 571 vedena u Krajského soudu v Ostravé

Vypis z obchodniho rejsttiku, vedeného Krajskym soudem v Ostravé oddil AXIV, vlozka
571

Datum zapisu: 7. prosince 1993
Spisova znacka: ~ AXIV 571 vedena u Krajského soudu v Ostravé
Obchodni firma: Agrarni komora Ceské republiky

Sidlo: Blanicka 383/3, Hodolany, 779 00 Olomouc
Identifikacni Cislo: 47674768
Pravni forma: Komora (hospodaiska, agrarni)

Ptedmét podnikani:
poskytuje svym ¢leniim poradenské a konzultacni sluzby v otazkéach spojenych s
podnikatelskou ¢innosti

vydava vyjadieni podle zvlastnich pfedpisti a odborna stanoviska organizuje
vzdélavaci ¢innost a spolupracuje s organy statni spravy v

zajiStovani informacniho servisu, profesniho vzdélavani a forem rekvalifikace a pfi feSeni
problémi zaméstnanosti

na zéklad¢ ptedchoziho souhlasu ¢lenti zabezpecuje propagaci a Sifeni informaci o
jejich podnikatelské ¢innosti

dba, aby ¢lenové komory vykonavali podnikatelskou ¢innost odborné a v souladu s
obecné zdvaznymi pravnimi predpisy

navazuje a rozviji styky s komorami a obdobnymi institucemi v zahrani¢i a uzavira s nimi
dohody

vystavuje osvédceni o skutecnostech dillezitych v pravnich vztazich, které vznikaji v
mezinarodnim obchodé

zfizuje, spravuje zafizeni a instituce na podporu rozvoje podnikédni a vzdélanosti
spolupracuje s podnikatelskymi svazy a sdruZenimi na zaklad¢ uzavienych

dohod

ztizuje smirc¢i komisi k ptfedchazeni obchodnim sporim mezi svymi ¢leny a miize ziidit
spolu s Hospodaiskou komorou CR nebo samostatn¢ rozhod¢i soud

vykonava vlastni hospodatskou ¢innost na podporu fadného plnéni svych tkoli a v
souladu se svym poslanim

podili se na odborné ptiprave k vykonu povolani a podporuje Skolskd zafizeni zfizena k
tomuto ucelu
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na zakladé seznamu ¢lenti vedenych Okresnimi komorami a Spolecenstvy vede a
vydava souhrnny Agroregistr ¢lenti

nakladatelskd a vydavatelska ¢innost periodickych a neperiodickych publikaci

Statutarni orgén - piedstavenstvo:
Prezident: ZDENEK JANDEJSEK, CSc., dat. nar. 5. listopadu 1954,
Brzotice 7, 257 68 Loket, den vzniku funkce: 16. bfezna 2017, den vzniku

Clenstvi: 16. biezna 2017

Viceprezident: JOSEF KUBIS, dat. nar. 2. bfezna 1948, Dzbanka 569,
Nechanice, 251 68 Sulice, den vzniku funkce: 16. bfezna 2017, den vzniku

Clenstvi: 16. biezna 2017

Viceprezident: Ing. VACLAV HLAVACEK, CSc., dat. nar. 22. za¥i 1952, &.p. 69, 691
71 Nikol¢ice, den vzniku funkce: 16. biezna 2017, den vzniku ¢lenstvi:

16. biezna 2017

Viceprezident: LEOS RIHA, dat. nar. 13. biezna 1966, Mlynska 387, 561 64 Jablonné
nad Orlici, den vzniku funkce: 16. bfezna 2017, den vzniku Clenstvi:

16. biezna 2017

Viceprezident: BOHUMIL BELADA, dat. nar. 3. ¢ervna 1973, Chrpova 1213, 391 02
Sezimovo Usti, den vzniku funkce: 16. biezna 2017, den vzniku

Clenstvi: 16. bifezna 2017

Viceprezident:  VLADIMIR VESELY, dat. nar. 10. b¥ezna 1960, &.p. 232,
533

22 Byst, den vzniku funkce: 16. bfezna 2017, den vzniku ¢lenstvi: 16. biezna

2017

Viceprezident: Ing. MARTIN PYCHA, dat. nar. 20. zai{ 1975, M&8icka 510, 250 65
Bast’, den vzniku funkce: 12. bfezna 2015, den vzniku ¢lenstvi: 20.

brfezna 2014

Zpisob jednéni: Jménem Agrarni komory Ceské republiky jedna prezident. Ostatni

skute¢nosti: Pravni forma - Agrarni komora Ceské republiky je sdruzeni podnikatelt
(pravnickych i fyzickych osob) ustavene podle zakona 301/1992 Sb. o Hospodarské komote
Ceské republiky a Agrarni komote Ceské republiky ve znéni zakona ¢. 121/1993 Sb.

Link to the original listing in the commercial register:
https://or.justice.cz/ias/ui/rejstrik-
firma.vysledky?subjektld=203703&typ=PLATNY
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CERTIFICATE OF INCORPORATION (ENGLISH TRANSLATION)

Agrarian Chamber of the Czech Republic, AXIV 571 kept by the Regional Court in Ostrava

Extract from the Commercial Register maintained by the Regional Court in Ostrava, Section
AXIV, File No. 571

Registration Date: December 7, 1993

Case number: 571 AXIV kept by the Regional Court in Ostrava
Company: Agrarian Chamber of the Czech Republic Address:
Blanicka 383/3, Hodolany, 779 00 Olomouc
Id. number: 47674768
Legal form: Chamber (economic, agrarian)

Scope of business:
provides its members with advisory and consulting services on issues related to business
activities

statement issued by special legislation and expert advice

organizes educational activity and cooperates with government authorities in providing
information service, professional education and forms of retraining and in solving employment
problems

with the prior approval of members ensures the promotion and dissemination
of information about their business

ensures that members of the Chamber engaged in business professionally and in accordance
with generally binding regulations

establish and develop contacts with chambers and similar institutions abroad and concludes
agreements with them

the certificate on the facts important in legal matters that arise in international
trade

establishes, manages facilities and institutions to promote business development and
education

collaborates with business and unions and associations based on agreements sets up a
conciliation commission to prevent trade disputes among its members and may establish,
together with the Economic Chamber of the Czech Republic or separately arbitration court

carries its own economic activity to support the proper performance of their duties and in
accordance with its mission

participates in training for the profession and promotes educational institutions
established for this purpose
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based on lists kept by the members of the District Chambers of Commerce and Community
leads and publishes aggregate Agro-register members publishing and editorial activity of
periodic and non-periodic publications Board of Directors:

President: ZDENEK JANDEJSEK, CSc., dat. nar. 5. listopadu 1954,
Brzotice 7, 257 68 Loket, den vzniku funkce: 16. bfezna 2017, den vzniku

¢lenstvi: 16. bfezna 2017

Vice president: JOSEF KUBIS, dat. nar. 2. bfezna 1948, Dzbanka 569, Nechanice,
251 68 Sulice, den vzniku funkce: 16. biezna 2017, den vzniku

¢lenstvi: 16. bfezna 2017

Vice president: Ing. VACLAV HLAVACEK, CSc., dat. nar. 22. zati 1952, &.p. 69, 691
71 Nikol¢ice, den vzniku funkce: 16. biezna 2017, den vzniku ¢lenstvi:

16. bfezna 2017

Vice president: LEOS RIHA, dat. nar. 13. biezna 1966, Mlynska 387, 561 64 Jablonné
nad Orlici, den vzniku funkce: 16. biezna 2017, den vzniku Clenstvi:

16. bfezna 2017

Vice presidg:nt: BOHUMIL BELADA, dat. nar. 3. ¢ervna 1973, Chrpova 1213, 391 02
Sezimovo Usti, den vzniku funkce: 16. biezna 2017, den vzniku

¢lenstvi: 16. bfezna 2017

Vice president:  VLADIMIR VESELY, dat. nar. 10. biezna 1960, &.p. 232,
533

22 Byst, den vzniku funkce: 16. bfezna 2017, den vzniku €lenstvi: 16. bfezna
2017

Vice president: Ing. MARTIN PYCHA, dat. nar. 20. zati 1975, M&Sicka 510, 250 65
Bast’, den vzniku funkce: 12. bfezna 2015, den vzniku ¢lenstvi: 20.

bfezna 2014

The course of action: President acts on behalf of the Czech Agrarian Chamber. Other facts:
Legal form - Agrarian Chamber of the Czech Republic is an association of entrepreneurs
(individuals and legal entities) established pursuant to Act 301/1992 Coll. The Economic
Chamber of the Czech Republic and Agricultural Chamber of the Czech Republic as amended
by Act no.

121/1993 Coll.
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EXTRACT FROM THE VAT REGISTER (CZECH)

Udaje o registrovaném subjektu:
DIC: CZ47674768 - Pravnicka osoba

Obchodni firma / ndzev: Agrarni komora Ceské republiky
Sidlo: Blanicka 383/3, Hodolany, 779 00 Olomouc 9

Finanéni tfad pro Olomoucky kraj - Uzemni pracovi§té v Olomouci, Lazecka
545/22, Olomouc

Udaje o nespolehlivém platci DPH: Nespolehlivy platce -

NE Bankovni Gty uréené ke zvetejnéni / Datum zvefejnéni:

238930849/0300 - 25.11.2014

173938427/0300 - 01.04.2013

153269828/0300 - 01.04.2013

Udaje o registraci k DPH / Typ registrace / Registrace platna od: / Registrace
platna do:
Platce - od 01.12.2004 do -

Platce - od 01.03.1997 do 30.09.2001

Link to the original listing in the VAT register:
http://adisreg.mfcr.cz/adistc/adis/irs/irep_dph/dphlnputForm.faces:jsessionid
=ED18157390B15432E01COC2EB399EE15.ep2ap8
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http://adisreg.mfcr.cz/adistc/adis/irs/irep_dph/dphInputForm.faces%3Bjsessionid%3DED18157390B15432E01C0C2EB399EE15.ep2ap8

EXTRACT FROM THE VAT REGISTER (ENGLISH TRANSLATION)

Data on registered entity:
VAT: CZ47674768 - Legal person

Company / Name: Agrarian Chamber of the Czech Republic
Address: Blanicka 383/3, Hodolany, 779 00 Olomouc 9

Financial Office of Olomouc Region - regional office in Olomouc, Lazecka
545/22, Olomouc

Data on unreliable VAT payers: Unreliable payer — NO
Bank accounts intended for publication / Date of publication:
238930849/0300 - November 25, 2014

173938427/0300 - April 1, 2013
153269828/0300 - April 1, 2013

Information about the VAT registration / Type / Registration valid from: / Registration
valid until:

Payer - from December 1, 2004 to -
Payer - from March 1, 1997 to September 30, 2001
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AGRARNI KOMORA
Ceské republiky

\%

(AGRARIAN CHAMBER OF THE CZECH REPUBLIC)

INFORMATION ON
REPRESENTATIVENESS
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According to Article 7 of the Regulation (EU) 1144/2014 of the European Parliament and
of the Council (hereafter BA) and Article 1 of the Commission Delegated Regulation (EU)
No 2015/1829 (hereafter DA), Agrarian Chamber of the Czech Republic declares that is
representative of its sector:

Type of organisation: Representativeness criteria:

Agri-food sector body - with an objective and activity to
provide information on and to
promote agricultural products;

- to be entrusted by a member state with
clearly defined public service mission in
this area;

- being established at least 2 years
before the publication of the call;

- having representatives of the
product or sector among its
membership.

(Art 7(1)(d) of BA)

Agrarian Chamber of the Czech Republic is the most important nongovernmental agrarian
organization with duly elected authorities for a period of three years. It represents the interests
of its approx. 2,5 thousand members, of which 2 thousand agricultural organizations, as well
as foresters, beekeepers, fishermen, but also food businesses, dairies, suppliers of equipment
and technologies, and more, with a total number of almost 100 thousand employees of its
members. AKCR represents about three quarters of the total population employed in
agriculture and related industries in the Czech Republic. In monetary terms, the total size of
agricultural economy of the Czech Republic and the volume of production of each commodity
reaches a qualified estimate of the production of AKCR members at level of approx. 75 %. So
we are an organization that plays a role not only in the traditional concept of producing raw
materials for food production and the countryside, but also in a broader context and connection
to the national economy and the Union.
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Section 4:

Chafea Financial Viability Form

Language |E\I__|

Action & Participant Information

Title of the action |Born in the EU CZSK

Proposal N° SEP-210511212

Participant's name

Agrarni kamora Ceske republiky I

Total EU Contribution 742 000,00 Participant EU Contribution 742 000,00]

/

Accountancy information

Account Starting Date I01/01/2018 | Account Ending Date [31/12/2018 |

Account duration 12,00/ Cash Accounting O New entity []

Date of incorporation [07/12/1993 |

Currency |CZK Czech koruna Euro Rate 27,058
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Chafea Financial Viability Form

Balance sheet of the two last accounting years

Assets In currency unit In Euro
262—7046 2&1‘?01 4 HH;ED% 26-1‘8‘2’04 Pa
1. Unpaid subscribed capital 0,00 0,00 0,00 0,00
2. Fixed assets (2.1 + 2.2 + 2.3) 996 000,00 1 863 000,00 36 809,82 68 852,10
2.1 Intangible fixed assets 15 000,00 15 000,00 554,36 554,36
2.2 Tangible fixed assets 860 000,00 1727 000,00 31 783,58 63 825,86
2.3 Financial assets 121 000,00 121 000,00 4 471,88 4 471,88
3. Current assets (3.1 + 3.2.1 + 3.2.2 + 3.3 + 3.4)| 10342 000,00 10 117 000,00 382 215,98 373 900,51
3.1 Stocks 0,00 0,00 0,00 0,00
3.2.1 Debtors due after one year 87 000,00 88 000,00 3 215,32 3 252,27
3.2.2 Debtors due within one year 3 096 000,00 2 954 000,00 114 420,87 109 172,89
3.3 Cash at bank and in hand 7 075 000,00 6 955 000,00 261 475,35 257 040,43
3.4 Other current assets 84 000,00 120 000,00 3 104,44 4 434,92
Total assets (1 + 2 + 3)| 11 338 000,00 11 980 000,00 419 025,80 442 752,61
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. - '~ Chafea Financial Viability Form

Balance sheet of the two last accounting years

Liabilities In currency unit In Euro
4. Capital and reserves (4.1 + 4.2 + 4.3 + 4.4) 6 862 000,00 8 935 000,00 253 603,36 330 216,56
4.1 Subscribed capital 4 668 000,00 4 668 000,00 172 518,29 172 518,29
4.2 Reserves 0,00 0,00 0,00 0,00
4.3 Profit and loss brought forward from the pre;:::z 2 187 000,00 2 140 000,00 80 826,37 79 089,36
4.4 Profit and loss brought forward for the financial Y:?r 7 000,00 2 127 000,00 258,70 78 608,91
5. Creditors (5.1.1 + 5.1.2 + 5.2.1 + 5.2.2) 4 476 000,00 2 147 874,00 165 422,43 79 380,37
5.1.1 Long term non-bank debt| 3 000,00 874,00 110,87 32,30
5.1.2 Long term bank debt 0,00 0,00 0,00 0,00
5.2.1 Short term non-bank debt 2 147 000,00 2 147 000,00 79 348,07 79 348,07
5.2.2 Short term bank debt 2 326 000,00 0,00 85 963,49 0,00
Total liabilities (4 + 5) 11 338 000,00 11 082 874,00 419 025,79 409 596,93
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Chafea Financial Viability Form

— T

Profit and loss account of the two last accounting years

03. 09, 2ot %W

Profit and loss account In currency unit In Euro

6. Turnover 31 685 000,00 43 070 000,00 1171 003,03 1591 765,84

7. Variation in stocks +/- 0,00 0,00 0,00 0,00

8. Other operating incomes 70 000,00 23 700,00 2 587,04 875,90

9. Costs of material & consumables 16 174 000,00 26 260 000,00 597 752,98 970 507,80

10. Other operating charges 3 482 000,00 5 536 300,00 128 686,53 204 608,62

11. Staff costs 11 417 000,00 10 487 000,00 421 945,45 387 574,84

12. Gross operating profit (6 + 7 + 8 -9 - 10 - 11) 682 000,00 810 400,00 25 205,11 29 950,48

13. Depreciation and value adjustments on non-financial 12 000,00 12 100,00 443,49 447,19

assets
14. Net operating profit (12 - 13) 670 000,00 798 300,00 24 761,62 29 503,29
15. Financial income & value adjustments on financial 42 000,00 23 700,00 1552,22 875,90
assets

16. Interest paid 2 000,00 0,00 73,92 0,00

17. Similar charges 1 000,00 0,00 36,96 0,00

18. Profit/Loss on ordinary activities (14 + 15_-11£ 709 000,00 822 000,00 26 202,96 30 379,19

19. Extraordinary income and charges +/- - 646 000,00 0,00 - 23 874,64 0,00

20. Taxes on profits +/- 56 000,00 11 600,00 2 069,63 428,71

21. Profit/Loss for the financial year (18 + 12!:); 7 000,00 810 400,00 258,69 29 950,48
Date and signature of th icipant's accounting manager or similar function
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Chafea Financial Viability Form

For Chafea Internal Use Only

Primary Criteria

Equity 0,2 x Total EC Contribution
Equity 1 Equity > 0,2 x Total EC Contribution?
330 216,56 148 400,00
Equity 0,2 x Participant EC Contribution
Equity 2 Equity > 0,2 x Participant EC Contribution?
330 216,56 148 400,00
Ratio 1 Working 294 552,44 >0,00
Seconday Criteria
Ratio 2 Capital & Reserve (without subscribed capital) 157 698,27 >0
Ratio 3 Profit and loss for the year 29 950,48 >0
Ratio 4 Financial Autonomy 0,81 >0
For information
Ratio 5 Gross Operating Profit 29 950,48 >0
Total Assets Total Liabilities
Total assets = Total liabilities
442 752,61 409 596,93

as it is, directly in SEP.

Only flat PDF's (not dynamic PDF) is accepted.

Due to the type of the form (XFA form) IT IS NOT ALLOWED to attache this document

Please print and scan the document in PDF format or

print it using the virtual Adobe printerif you have the professional version of Acrobat or

another virtual printer
for the submission

CLICK HERE TO PRINT THE VERSION TO ATTACH TO SEP.
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Section 6:
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MARKETING SUPPORT OF MODERN EUROPEAN
AGRICULTURE & AGRICULTURAL AND FOOD
PRODUCTS FROM THE UNION
IN THE CZECH REPUBLIC & SLOVAKIA

@ AGRARNI KOMORA
Ceské republiky

(AGRARIAN CHAMBER OF THE CZECH REPUBLIC)
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Agrarian Chamber of the Czech Republic is the largest and most professional
organization of farmers and associated industries in the Czech Republic.

Agrarian Chamber of the Czech Republic (AKCR) was established by Act no. 301/1992 Coll.
of the Economic Chamber and Agricultural Chamber of the Czech Republic, as amended by
Act No.121 /1993 Sb. and amended by Act ¢.223 / 1994 Sb., brings together the majority of
entrepreneurs in agriculture, forestry and food, promotes and defends the interests of its
members, provides consulting and information services throughout the Czech Republic in the
following fields: legal and legislative consulting, advisory and practical vocational training,
marketing and promotional support, foreign relations, customs and certification, computer
science.

Agrarian Chamber of the Czech Republic is an independent entity based at Blanicka 3 street
in Olomouc, Czech Republic with an assigned identification number 47674768 and tax
identification number CZ47674768, bank account held at CSOB Olomouc, Czech Republic
and registered in the Commercial Register maintained by the Regional Court in Ostrava,
section AXIV, insert 571. This information can be confirmed by an extract from the national
register of the Commercial register, or online at www.justice.cz.

Agrarian Chamber of the Czech Republic is the most important nongovernmental agrarian
organization with duly elected authorities for a period of three years. It represents the interests
of its approx. 2,5 thousand members, of which 2 thousand agricultural organizations, as well as
foresters, beekeepers, fishermen, but also food businesses, dairies, suppliers of equipment and
technologies, and more, with a total number of almost 100 thousand employees of its members.
AKCR represents about three quarters of the total population employed in agriculture and
related industries in the Czech Republic. In monetary terms, the total size of agricultural
economy of the Czech Republic and the volume of production of each commodity reaches a
qualified estimate of the production of AKCR members at level of approx. 75 %. So we are an
organization that plays a role not only in the traditional concept of
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producing raw materials for food production and the countryside, but also in a broader context
and connection to the national economy and the Union.

Chamber secures relation to members through district / regional / local Chambers of
Agriculture and integrated agricultural, food and forestry communities.

Within its scope AKCR provides to its members:

- advisory and consulting services in matters of business activities;
- statements and expert opinions;

- educational activities;

- marketing and communication support;

- and cooperation with government authorities in providing information service,
professional education and forms of retraining and in solving employment problems.

AKCR ensures that its members perform business professionally and in accordance with
national and European legal regulations. It also establishes and develops contacts with
chambers and similar institutions from the Union and concludes agreements with them. It
performs its own economic activity to support the proper performance of their duties and in
accordance with its mission, and participates in training for the profession and promotes
educational facility established for this purpose, based on lists of members conducted by the
district chambers and communities leads and publishes aggregate Agro-register members.
Furthermore, the Chamber is continuously working with state and representative bodies and
other institutions of the Czech Republic and the Union.

Agrarian Chamber of the Czech Republic is a full member of the association of non-
governmental agricultural organizations of the EU COPA - COGECA, which is involved in
all their activities, communication, addressing and information transfer.

RESUME (1.)
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Agrarian Chamber of the Czech Republic is the relevant body for
submission of this project due to the fact that its members
represent approx. 75 % of agricultural production in the Czech

Republic and its long-term goals are to provide consulting and
information services as well as marketing and promotional support

for national and european agricultural sector.

The project is primarily focused on highlighting of specific features of agricultural and
food products from the Union, particularly meat and meat products (fresh, chilled and
frozen — pork, beef, poultry & fish), milk and dairy products (fresh and dried milk,
cheeses, sour milk products), fruits, oils and wine — their quality and taste as well as
traditions and diversity of their production. Through this highliting we want to
significantly increase the purchase and consumption of European agricultural products
in the Czech and Slovak Republic, i.e. both national agricultural products as well as
agricultural products imported from other EU member countries.

Agricultural production in the Czech Republic & Slovak Republic in 2015-2017

Agricultural production at basic prices in the Czech Republic reached average value
(according to the final results for 2015-2016 and preliminary results for 2017) of 5.310,2
million €, in the Slovak Republic 2.235,1 million €.

Record results (compared to previous years) were due to annual growth of all its items — both
crop and livestock production. As of share of agricultural output at basic prices in the Czech
Republic and Slovakia, crop production (at average 56,7 %) prevails over production of
livestock (38,1 %). Crop production is significantly represented by cereals and industrial crops,
while within livestock production there predominates production of milk and meat.

Agrarian imports to the Czech Republic and Slovak Republic in 2015-2017
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The average annual value of agricultural imports (2015 to 2017) was in the Czech Republic
7.982,1 million € and in Slovakia 4.437,6 million €. From these figures imports from other EU
countries are nearly 85 % and from other (third) countries slightly over 15 %.

Among the most imported agricultural products into the Czech Republic and Slovakia are
pork, poultry and other meat, bakery goods, cheese and curd, oils or wine.

Czech agricultural imports in 2015-2017 came mainly from Germany (20,8 %) and Poland (19,1
%), followed by the Netherlands (7,4 %), which moved in front of previously the third most
important supplier Slovakia (6,7 %), then Italy (5,4

%), Spain (5,1 %), Hungary (3,7 %), Austria (3,6 %) and France (3,2 %). The structure
of imports remains nearly the same year on year except from Germany and Slovakia,
that dropped slightly.

Slovak agricultural imports in 2015-2017 came also from Poland and Germany (22,9 %,
respectively 16,2 %), followed by the Czech Republic (9,0 %), the Netherlands (7,1 %), Italy,
Hungary, Spain and Austria (17,0 % combined). Share and value of individual states remained
stable in the past years.

Market value of European agricultural products

The calculated value of the market for locally produced agricultural products plus products
imported from other EU countries in the Czech and Slovak Republics, is as follows:

National Imported Total Expected Increase
agricultur agricultural (million increase of the in market
al produce €) market with the value
productio from the implementation (million
n (million Union of the project €)
(million €) (%)
Czech 5.310,2 6.776,8 12.087,0 +5% 604,4
Republic
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Slovak 2.235,1 3.769,8 6.004,9 +5% 300,2
Republic

Total: 7.545,3 10.546,6 18.091,9 +5 % 904,6

The position of EU agricultural producers in comparison with its competitors
from outside the Union

Although (as mentioned) the share of European agricultural production in target countries
is almost 85% of the total imports, there is more potential both to further increase this
share and the total value of the purchase and consumption of European agricultural
products by the Czech and Slovak consumers, i.e.:

(a) increasing the quantity of purchase and consumption preferences of agricultural
products from the Union (through their better quality & taste);

(b) a further increase of the proportion of local and imported European agricultural production
in comparison to products imported from other non-EU countries.

As in paragraph (b), there is the potential to reduce the share of imports from following
countries outside the EU:

Country The annual value of The annual value of
: agricultural imports to the agricultural imports to the
CR and SR 2015-2017 CR and SR 2015-2017

(thousands of tons) (million €)

Brazil 132,7 220,9
China 61,3 152,9
USA 37,5 150,8
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Turkey 68,9 130,5
Norway 19,3 88,8
Ecuador 62,7 62,2
Mexico 23,1 48,8
Vietnam 22,9 473
Switzerland 14,2 42,7
Morocco 27,3 399
Canada 18.6 34,5
Thailand 20,9 33,2
Total: 509.4 1.052,5

In aiming to reduce agricultural imports from the countries mentioned above and to replace

them by both domestic production as well as imports from the other EU member states,

following agricultural products with the highest quality from the Union have the highest

potential:

MEAT

Poultry, pork, beef &
fish — fresh, chilled,
frozen

Substitution of imports
from South & North
America and Asia
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MILK & Milk, dairy products Substitution of imports

DAIRY (cheeses, yogurts, from Asia and Middle East
PRODUCTS creams)
FRUITS Fresh, canned Substitution of imports

from America and Asia

OILS Different species Substitution of imports
(rapeseed, sunflower, from Asia and Middle East
olive etc.)

WINE Red, white, rosé Substitution of imports

from South & North
America, Africa and
Australia

MILK &
PRODUCTS
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Challenges for local and imported agricultural produce from the EU

Target markets of the Czech Republic and Slovakia have over 15 million consumers and all
of them need reliable supply of high-quality and nutritious agricultural products at quality-
adequate prices. The economical situation in the Czech republic and Slovakia as project
target markets is in 2018 relatively stable, but still with many challenges - and more of them
on the horizon: the competition of agricultural produce from other countries around the
world, climate change, rise of input prices (for example, fuel or fertilizers) and — in
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medium-term or long-term outlook — also another (potential) economical or financial crisis.

For these reasons it is necessary to support the increase of purchases and consumption of
European agricultural products and their consumer preferences by comparison with
agricultural and food products imported from non-EU member countries.

It should be (and so will do within the project) to accentuate™:

(a) QUALITY;

(b) DIVERSITY AND TRADITIONS;

(c) TASTE;

(djand SAFETY, TRACEABILITY AND
SUSTAINABILITY of european agricultural and
food products.

EUROPEAN

DIVERSITY &
TRADITIONS OF

TASTE OF
AGRICULTURE

AND FOOD

SAFETY,
TRACEABILITY &

SUSTAINABILITY OF
AGRI-

TN /ANAATNTY T/AVUMTY/ANANT T TY/ N\ £

* Note: Points a) to ¢) will be communicated primarily, while point d) is secondary

At the same time agriculture is not only about production — it is closely linked with rural
communities and people who live in rural areas. It is also our land and natural resources.
Farmers maintain the countryside alive in all EU
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Member States and protect the rural way of life. If farms or farmers have disappeared,
our hamlets, villages and towns would be very negatively affected.

Agriculture in the country is associated with many jobs. Farmers need machinery,
buildings, fuel, fertilizers and care for their animals. Also these sectors employ many
people. And others are involved in warehousing, transportation and food retailing.

Overall, agriculture and food production is critical to EU economy and society. In all 28* EU
member states there is approximately 12 million farmers and an additional 4 million people
working in the food industry. Agricultural and food sectors together provide 7 % of all jobs
and generate 6 % of Europe's gross domestic product.

* Note: Status before completion of BREXIT

Farmers thus face a double challenge: to produce food and at the same time protect nature and
preserve biodiversity. Ecologically sustainable farming, which uses natural resources
prudently, is essential for the production of high- quality European food and our quality of life
— today, tomorrow and for future generations.

Equally important challenge is the fact that for many young people agriculture is indeed not
an attractive profession. Consequently, it is reducing the number of farmers. In the sixties, we
had in the original six EU countries more than six million farmers, but since then that number
has dropped by more than half. In this project we also want to help to change the status via
agriculture support and increase of its positive perception as a potential economic sector for
business or employment.

Overall, the project have to highlight positive attributes of European agricultural production
(the already mentioned diversity and traditions, quality and taste as well as safety, sustainability
and modern production methods) and suppress the perception of agricultural produce from
countries outside the Union as equal or better then from the Union, e.g. positive perception of
meat (esp. beef and pork) from South & North America and Asia, selected dairy products from
Asia and the Middle East, oil production from Asia and wine

150



production from outside the EU (again, South and North America plus South Africa and
Australia).

The project will communicate a wide range of topics promoting the major and minor
agricultural and environmental themes and priorities of the existing framework of the Common
Agricultural Policy. It will also be ready and able to respond directly to the new challenges,
e.g. Common Agricultural Policy after 2020 — so it will thus assist to promote new priorities
and trends based on the request of EU member countries and various organizations in the areas
of agricultural production, rural development, landscape and nature, addressing climate
challenges, the welfare of farmed animals, safe foods, soil management, water and the
atmosphere, and many other topics. The project will also be able to link the existing framework
of the Common Agricultural Policy framework prepared for the period after 2020 and thus
greatly enhance public and professional discussion with all stakeholders and our whole
society. This will reinforce the continuity of debate as well as activities of the European
Commission.

Segmentation of the population and opportunity to increase awareness,
purchases and consumption of quality European agricultural products

Czech and Slovak consumers are divided into one of the following four segments:

the Grand the Purposeful

People for whom distinction of products People for whom it is important to

with added value (European quality and distinguish the product with added value
diversity) is not important, but are willing (European quality and diversity) and are
to pay for it willing to pay for it

the Lost the Clever

People for whom it is not important to People for whom distinction of products
distinguish between products with or with added value (European quality and
without added value (European quality diversity) is important, but are not willing
and diversity) to pay for it
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and are not willing to pay for it

For the Purposeful differentiation between products without and with added value is important
and they are ready to choose and pay for them — they are the ,,gold segment®. Interestingly,
this segment is relatively more female (62 % comparing to 38 % of male). Overall - 36,4 % of
the population.

The Grand are a segment with potential, because although product differentiation is not
important to them, they are willing to pay for them. Altogether - 5,2 % of the population.

The Clever are not ready to pay for something that is important to them. This is the youngest
segment (regarding age) — obviously they can’t pay extra due to their low present income
(youth, students etc.). Potential for the future.

Overall - 28,1 % of the population.

The Lost are really ,,lost* — 30,3 % of the population.

The highest potential is therefore in the purposeful segment, but we can also work with a
segment of clever consumers on communication basis. Through the project, we would like
to increase awareness of taste and quality of agricultural and food products from the Union
as well as their tradition, diversity and safety — which is currently relatively low — within
these two segments of at least +45 %.

SWOT analysis

Strengths Weaknesses

Present share of European agriculture European agriculture and its products are

production both in the Czech Republic not sufficiently distinguished from non-EU

and Slovakia products and not perceived as required
(quality and
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taste, diversity and traditions, safety and
sustainability)

Diversity, quality, safety and
sustainability of agriculture
production in the Union

Modern, effective and nature- friendly
methods of European agriculture
production (incl. animal welfare)

Opportunities

Threats

Encourage consumers to prefer (buy &
consume) agricultural products from the
Union for their quality, taste, diversity and
traditions

Competition of agricultural products from
other continents (especially Asia, North &
South America and Middle East)

Promote the perception of European
agriculture as a modern part of the
European Union's economy

Potential future economic and financial
crisis (with related effects as lower
consumer spendings)

RESUME (2.)

Within the project, we will communicate quality and taste of

agricultural and food products from the Union as well as their
traditions and diversity and safety and sustainability of their

production and thus will support

increase of consumer

preferences and purchases of European agricultural products
(notably pork & beef meat, milk & dairy products, oils and wine)
in the Czech republic and Slovakia. Despite current high market
share of
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agricultural and food products from the EU there is further
potential on its increase (in total value of more than 900 million €

in three-year horizon).

Data Sources for 2:

Statistics of agricultural production and agricultural trade 2015-2017 (Ministry of Agriculture
of the Czech Republic, Ministry of Agriculture of the Slovak Republic, Czech Statistical Office,
Statistical Office of the Slovak Republic)

Publications EU — Agriculture / The partnership between Europe and farmers 2013-2016
(Publications Office of the EU)

Nationwide representative study — Czech and Slovak population, representative samples
2012 and 2015 (Respond & Co.)

According to data from previous section we define the relevant project objectives
in both economic and information returns.

Economical return

Increase of the market value of agricultural products from the Union in the Czech Republic
and Slovakia by +5 % (of which organic growth of +1,5 % and project-induced increase of
+3,5 %, i.e. in monetary terms — organic growth of 271,4 million € and the project-induced
increase of 633,2 million €).

Year: Market value (million €) - estimated
(organic) (with the project)

2017 18.091,9 -

2018 18.159,7 -

2019 (Y1) 18.227,5 18,438,7

2020 (Y2) 18.295,4 18.708,3

2021 (Y3) 18.363,3 18.996,5

Fulfilling of the economical goals will be evaluated at the end of each period of the project
(year 1-3), according to available official statistical data on the performance of the agricultural
market and the share of home produced plus imported products from other EU countries in
this market in the target
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countries, published by the Czech Statistical Office and Statistical Office of the Slovak
Republic.

Informative return

Increase of awareness of taste & quality, diversity & traditions as well as safety and
sustainability of the agricultural production in the Union in target groups of the Purposeful &
the Clever (64,5 % of total population, i.e. 10,25 million inhabitants of the Czech and Slovak
republics) by +45 %.

The results will be evaluated by the comparison of three new representative surveys (Czech
and Slovak population — the Purposeful & Clever, representative samples 800+ respondents,
2015 vs. end of year 2019 /2020 / 2021, Respond & Co.) that will ask for:

- awareness of the agricultural production in the EU (its diversity / quality / safety /
sustainability)

- awareness of nature-friendly production methods (incl. animal welfare) in European
agricultural production

- preference to purchase & consume quality products of European agriculture in comparison
to products from other (non-EU) states and regions

- willingness to pay some extra for “EU agriculture quality”

Awareness increase approval (million people
Year: from TGs)

passed failed
2015 1,33 8,92
2021 (1,93 8,32

RESUME (3.)

Within the project, we will achieve both economic (with estimated
increase of the market value of agricultural products from the EU
member states to 18,99 billion € in 2021) as well as information

return (increase of awareness of diversity, quality, safety and
sustainability of the agricultural production in the Union together

with nature-friendly production methods by +45 %).
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We intend to achieve the set objectives by careful preparation and
professional implementation of the communication strategy.

STRATEGICQ'S

WHOQO?

Audiences

Messages

WHY? (Goals/Objectives)

As stated in paragraph three, the project aims to achieve both economic and information
objectives:

Economic goal - to support the growth of the market value of agricultural products from the
EU member states in the Czech republic and Slovakia - an increase of +5 % compared to
“organic” +1,5 % in a three-year horizon (from 2019 to 2021).

Information goal - to support an increase of the low awareness of the quality, diversity, safety
and sustainability of the EU agricultural production together with its modern and nature-friendly
production methods (incl. animal welfare) -

+45 % by 2021.
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WHO? (Target groups)

Within the project we will work with the two main target groups:

the Purposeful - 62% female vs. 38% male, pronounced age segment (not entirely
dependent on age), the highest proportion of people with higher (university)

education

the Clever — 57% female vs. 43% male, the youngest segment incl. students
(pronounced with age and credit rating), a relatively high proportion of people with
or aspiring for higher education

Partition of TGs by gender:

Female Male
the
Purposeful | 62,1% 37,9%
the Clever |57,3% 42,7%
Male
Female
0,0 10,0% 20,0% 30,0% 40,0% 50,0% 60,0% 70,0%
Breakdown of TGs by age:
upto 18 18-29 30-49 50-59 60+
the
Purposeful | 8,8% 11,3% 43,8% 18,3% 17,8%
the Clever | 15,2% 17,2% 40,6% 14,6% 12,4%
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60+

50-59

30-49

18-29

up to 18

Partition of TGs by education:

Upper
Primary Secondary secondary University
the
Purposeful | 5,5% 35,2% 39,7% 19,6%
the Clever |9,5% 35,5% 39,6% 15,4%

University

Upper secondary

Secondary

Primary

WHAT? (Messages)
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Messages to target groups of the project will be slightly different (respecting their different
characteristics):

Overall headline / key-message:

BORN IN THE EU.

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU.

(ENJOY IT’S FROM EUROPE)

Modification of key-message in communication towards the Purposeful:

BORN IN THE EU.

European agriculture offers a diverse range of quality and safe products from which you always
choose the best for you and your family. Choose the products born in the EU.

(ENJOY IT’S FROM EUROPE)

Modification of key-message in communication towards the Clever:

BORN IN THE EU.

European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story.

(ENJOY IT’S FROM EUROPE)

HOW? (Tactics/Actions)

Tactics for the target groups will be divided according to the type of media prevailing in
communication:

Media type: “Overall” towards the towards the Clever
Purposeful

“TRADITIONAL

MEDIA”

ATL
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- TV advert. ° °

- Print advert. ° °

- PR (press office) ° ° °
BTL

- Contact events ° ° °
- Edu-trips & ° °
seminars

“NEW MEDIA”

DIGI

- Online advert. ° ° °
- Web & social ° ° °
- Webinars ° °

The media will also differ slightly in the two target EU member states of the project, but
at the same time, we will use the linguistic kinship of communication and media overlap
from Czech republic to Slovakia and back (from one state to another):

“TRADITIONAL MEDIA”

ATL

- TV advert. ° o
- Print advert.

- PR (press office) ° °
BTL

- Contact events °

- Edu-trips & seminars o o
“NEW MEDIA”

DIGI

- Online advert. ° o
- Web & social ° °
- Webinars °

In the context of the planned project objectives its activities are divided into more
economic (call-to-action) vs. more informational (building awareness):

Media type: “economic goals” (call-to- “Informational goals” (building

action) awareness)

“TRADITIONAL MEDIA”

160



ATL
- TV advert. o °
- Print advert.
- PR (press office) ° °
BTL
- Contact events o
- Edu-trips & seminars ®
“NEW MEDIA”
DIGI

- Online advert. o
- Web & social o
- Webinars

All activities will appropriately complement the existing activities of the Agrarian
Chamber of the Czech republic aimed at supporting the agricultural sector in general and
also the Common Agricultural Policy and its current challenges (“European Agriculture
2020: facing the new challenges”).

Key visual *

* Note: The graphics elements below and following key visuals are exemplary for the major
EU agricultural production areas. Applications for individual agricultural and food products
(meat, milk and dairy products, fruits, oils and wine) will be based onthem.

Main communication visual develops fundamental idea of the project and its messages and
will be further adapted to individual communication channels and tools.

It communicates diversity, quality and safety of the European agricultural products through
stylized EU flag in blue & yellow colours — in the form of a table, tablecloth and plates on
which concrete agricultural products are used / displayed as needed ...
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#64680799
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This visual element is complemented by stylized logo of the project (logo is shown for
example in various colour combinations) ...

* *
* *
* *
I B

@
* *

* *
Born | |
I -
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the EU.

Final key-visual sets all of this in the context of agricultural land in the lush green with animals
(symbolic of quality, safety a sustainability of both crop and livestock agricultural production
in the Union). The project website (www.bornin.eu) and logo “Enjoy it’s from Europe” are
also implemented ...
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/—— project website
===

key message / headline

I,

Bornin

stylized graphical symbol

Qetiosam corsed maximet peajic silla nimincil ipsaepelit volares eritat
aligeni anisguo odiet magrientis miliguam gue nus. Aborad esanden
dignem idulla pra inientibus ecs moluptatur alitatis molum nis etur, quates
carerih illesta incta dokorendus, ad mi, guibus in retem et guibus modiam,
cansecum im repad mosten essimus alis et officipis molas.

THIS PROJECT 1S CO-FINANCED FROM EU FUNDS =&‘ B\ ASRARD R
Lk ropedhliky

»Enjoy“ logo & co-financing

Specific products used in the visual communication

Within the visual communication of the project we will use selected agricultural products of
the Union — both crop and livestock production, i.e.:

® Meat — fresh, chilled or frouzen (pork, beef, poultry and fish)
e Milk and dairy products — fresh and dried
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® Fruits
e Qils

® Wine

RESUME (4.)

Within a clearly defined strategy of the project (with objectives and
targets) we will communite tradition, diversity, quality and safety

of agricultural products from the Union with the main motto ,,Born
in the EU* through tactically selected media mix with strong visual,
information and call-to-action aspects.

The project is based on the promotion of modern European agriculture, its methods
and products in two countries that are members of the European Union since 2004.
Although the level of agricultural trade with other EU Member States is high, there is
potential for further increase of its market share with benefits both for local agri-
producers as well as importers of agricultural products from other EU member
countries.

The project will emphasize the specific methods of agricultural production in the whole
Union:

e Safety and traceability of origin

e Uniqueness and variability of products

e Animal welfare

e Environmentally friendly production

e Sustainability and rational management
e (are for the landscape and its features

® Protection and utilization of water resources

e (all to tackle climate change
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e Up-to-date life in the country

It will also present unique features of EU agricultural products to support their choice by the
consumers:

® Quality, taste & safety (with the aim is to emphasize the quality of agricultural
and food products "from field to fork", using both primary agricultural experts
and the quality of agricultural products as well as specialists with knowledge of
the technology of food processing and analytical chemists and nutrition experts
focusing on European food quality and safety)

e Tradition and diversity
e Sustainability

Project will communicate types of European agricultural production and the challenges of
the CAP ("European Agriculture 2020”), i.e.:

e Conventional vs. sustainable vs. organic farming within the EU incl. new types
(integrated, precise etc.)

® Characteristics of European agricultural production - productivity and innovation,
tradition, diversity and quality of both crop and livestock products (mainly meat,
milk and dairy products, fruits, oils and wine, emphasizing their added value)

e The future of EU agriculture in the context of the growth in world population, climate

change and sustainable management of natural resources, landscape management
across the EU and maintaining viable rural economy

e Increase awareness of European agriculture as an attractive "profession" for young
generation

RESUME (S.)

The project is clearly focused on the promotion of quality

agricultural production from the Union, helping to strengthen the
market position of both local producers as well as producers from
other EU member states. The benefits for all EU agricultural
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producers prove the legitimacy of co-financing of the project by

the EU.

Within the project, we will implement a total of nine highly efficient activities to which
the corresponding cost-effective budgets are associated.

|. TV ADVERTISING / SPONSORING

Specific objectives:

5 sponsoring of nationwide TV programs (with thematic focus on cooking & lifestyle), 3 in
Czech Republic + 2 in Slovakia, 55+30 TRPs (“the Purpuseful”) cumulated - the relevant TV
channels are TV Nova (with approx. 29 % of market share), Czech Television (28 %) and
FTV Prima (21 %) in the Czech Republic and TV Markiza (30 %), TV Joj (22 %) and Slovak
Television (12 %) in Slovakia.

)

Ceska televize
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SLOVENSKA TELEVIZIA

markiza

Description of activity:

Activity consists of:
e Production of 10 sponsorship spot — 2 variants
e Media costs of 5 sponsorships

Key message:

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU at www.bornin.eu. Enjoy it’s from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Deliverables:

YEAR 1

® 2 sponsorship spots (10”) production — CZ + SK

® | sponsoring on-air — nationwide Czech TV, during Q3, goal 15 TRPs /20 GRPs
YEAR 2

® | sponsoring on-air — nationwide Czech TV, during Q2, goal 20 TRPs / 25 GRPs
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® | sponsoring on-air — nationwide Slovak TV, during Q3, goal 15 TRPs /20 GRPs

YEAR 3

® | sponsoring on-air — nationwide Czech TV, during Q3, goal 20 TRPs /25 GRPs
® | sponsoring on-air — nationwide Slovak TV, during Q3, goal 15 TRPs /20 GRPs

Budget analysis:

Budget-split for the activity:

® Production of 10” sponsorship spot (2 variants) = 11.000 €

® Media costs of 1. TV sponsorship in CZ Y1 =27.000 €

e Media costs of 2. TV sponsorship in CZ Y2 =33.000€

® Media costs of 3. TV sponsorship in CZ Y3 =33.000€

e Media costs of 1. TV sponsorship in SK Y2 =22.000€

® Media costs of 2. TV sponsorship in SK Y2 =22.000 € Total

budget for the activity (Y1-Y3):

o Total = 148.000 €, of which:
- 104.000 € Czech Republic
- 44.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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Il. PRINT ADVERTISING

Specific objectives:

7 print advertising campaigns in nationwide titles (with thematic focus on cooking & lifestyle
and affinity to our target group /TAI/ > 1,2), 5 in Czech Republic + 2 in Slovakia, 55+20
TRPs (“the Purpuseful”’) cumulated — relevant media houses are Bauer Media, Borgis, Burda
Praha, Czech News Center, Mafra, Mlada fronta and Vltava Labe Media with titles with a
total readership of 5,7 million in Czech republic and Slovakia.

Description of activity:

Activity consists of:

® DTP — production of print ads. (all requested variants — 1/1 and/or 1/2 and/or 1/3
and/or 1/4)

® Media costs of 7 print ads. campaigns
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Key message:

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,
diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU at www.bornin.eu. Enjoy it’s from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Deliverables:

YEAR 1

e DTP

e 2 print ads. campaigns — Czech lifestyle/cooking print media, during Q2 and Q3, goal
20 TRPs /25 GRPs

® | print ads. campaign — Slovak lifestyle/cooking print media, during Q3, goal 10
TRPs / 15 GRPs

YEAR 2

® | print ads. campaign — Czech lifestyle/cooking print media, during Q2, goal 15
TRPs /25 GRPs

® | print ads. campaign — Slovak lifestyle/cooking print media, during Q3, goal 10
TRPs / 15 GRPs

YEAR 3

® 2 print ads. campaigns — Czech lifestyle/cooking print media, during Q2 and Q3, goal
20 TRPs /25 GRPs

Budget analysis:

Budget-split for the activity:

[ DTP =4.000 €

® Media costs of 1. print ads. campaign in CZ Y1 = 16.000 €
e Media costs of 2. print ads. campaign in CZ Y1 = 15.000 €

172


http://www.bornin.eu/

e Media costs of 3. print ads. campaign in CZ Y2 = 25.000 €
e Media costs of 4. print ads. campaign in CZ Y3 = 15.000 €
e Media costs of 5. print ads. campaign in CZ Y3 = 16.000 €
® Media costs of 1. print ads. campaign in SK Y1 = 14.000 €
® Media costs of 2. print ads. campaign in SK Y2 = 14.000 € Total

budget for the activity (Y1-Y3):

e Total =119.000 €, of which:
- 91.000 € Czech Republic
- 28.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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. PR ACTIVITES (PRESS-OFFICE)

Specific objectives:

Continuous work with all relevant print & online Czech and Slovak media and influencers (with
focus on lifestyle and high affinity both to target group of “the Purposeful” as well as “the
Clever”) with min. 15 media outputs per month in average (i.e. > 540 PR outputs within the
project with media value of more than

€ 400.000), 22 press-events and up to 20 special media-projects (advertorials)
Description of activity:
Activity consists of:
® Media-relations with relevant journalists and bloggers (media-lists and their updates,

media contacts through phone calls, e-mails and personal meetings, getting feedback
and requests from the media/journalists and so on)

® Drafting and launching press releases and factsheets

e Organisation of interviews with project ambassadors
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e Drafting and costs of advertorials

® Production of press-events in Prague & Bratislava - in these two cities the editorial
offices of almost 95% of the relevant media are based (preparation of press materials
and media kits, production of event incl. technics and light snacks, follow-up after
each event)

e C(Collection and analysis of media clippings (media monitoring) on monthly basis

Key messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find out more about this products and how they are
born in the EU at www.bornin.eu. Enjoy it’s from Europe.

(2) European agriculture offers a diverse range of quality and safe products from which
you always choose the best for you and your family. Choose the products born in the EU.
www.bornin.eu. Enjoy it’s from Europe.

(3) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

PR platform allows to communicate to target group ,,complete message* and all necessary
(and detailed) topics related to aspects and characteristics of European agriculture and its
individual products / categories.

Deliverables:

YEAR 1
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e (Continuous media-relations with 35 CZ + SK media and influencers or more
associated with provision of at least 180 non-paid (PR) media outputs with media
value of 110.000+ €

e Min. 6 different media-topics / press-releases

® 6 (4+2) media-projects based on advertorials in relevant nationwide Czech and Slovak
media (CZ in Q1, Q2, Q3 and Q4, SK in Q2 and Q3) with 10 TRPs / 15 GRPs

® 4 press-events in Czech rep. (all in Prague, in Q1, Q2, Q3 and Q4) and 3 press-events
in Slovakia (all in Bratislava, in Q2, Q3 and Q4) with participation of at least 20
(CZ) / 13 (SK) journalists at each event and publication of 15+ non-paid PR articles

YEAR 2

e (Continuous media-relations with 45 CZ + SK media and influencers or more
associated with provision of at least 180 non-paid (PR) media outputs with media
value of 130.000+ €

e Min. 6 different media-topics / press-releases

® 5 (4+1) media-projects based on advertorials in relevant nationwide Czech and Slovak
media (CZ in Q1, Q2, Q3 and Q4, SK in Q2) with 8 TRPs / 12 GRPs

® 4 press-events in Czech rep. (all in Prague, in Q1, Q2, Q3 and Q4) and 2 press-events
in Slovakia (all in Bratislava, in Q1 and Q3) with participation of at least 20 (CZ) /
13 (SK) journalists at each event and publication of 15+ non-paid PR articles

YEAR 3

o (Continuous media-relations with 50 CZ + SK media and influencers or more
associated with provision of at least 180 non-paid (PR) media outputs with media
value of 160.000+ €

e Min. 6 different media-topics / press-releases

® (6 (4+2) media-projects based on advertorials in relevant nationwide Czech and Slovak
media (CZ in Q1, Q2, Q3 and Q4, SK in Q3 and Q4) with 13 TRPs / 18 GRPs

e 4 press-events in Czech rep. (all in Prague, in Q1, Q2, Q3 and Q4) and 2 press-events
in Slovakia (all in Bratislava, in Q1 and Q3) with
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participation of at least 20 (CZ) / 13 (SK) journalists at each event and
publication of 15+ non-paid PR articles

Budget analysis:

Budget-split for the activity:

e Continuous press-office (media-relations) incl. press-releases, interviews, work with
media & bloggers, drafting of advertorials and media monitoring Y1 =26.500 € (132,5
days x 200 € / person-day)

e Continuous press-office (media-relations) incl. press-releases, interviews, work with
media & bloggers, drafting of advertorials and media monitoring Y2 = 28.000 € (140,0
days x 200 € / person-day)

e Continuous press-office (media-relations) incl. press-releases, interviews, work with
media & bloggers, drafting of advertorials and media monitoring Y3 =29.000 € (145,0
days x 200 € / person-day)

e Costs of 6 media-project (advertorials) Y1 =17.500 € (7x 2.500)
e Costs of 5 media-project (advertorials) Y2 = 12.500 € (5x 2.500)
® Costs of 6 media-project (advertorials) Y3 =20.000 € (8x2.500)
® Costs of 7 press-events Y1 = 14.000 € (7x 2.000)

® Costs of 6 press-events Y2 = 12.000 € (6x 2.000)

e Costs of 6 press-events Y3 = 12.000 € (6x 2.000) Total

budget for the activity (Y1-Y3):

e Total =171.500 €, of which:
- 116.500 € Czech Republic
- 55.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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IV. CONTACT EVENTS

Specific objectives:

Presentation of the project on the most important agricultural exhibition / fair “Zeme
Zivitelka” in Ceske Budejovice (one time per year, i.e. 3x during the project) and a total of 12
contact events at secondary schools with the participation of 450+ students.

Description of activity:

Activity consists of:

® Presentation on “Zeme zivitelka” exhibition / fair both for agri- professionals and
public 1 time per year (one of the largest and most visited fairs within the Czech
republic with a history since 1973 and with a regular number of visitors reaching or
exceeding one hundred thousand) - renting of exhibition space and exhibition facilities
incl. branding, personnel (salaries, accommodation, transport), tastings, competition
for visitors

® 4 contact events per year at selected secondary schools — promotional stand,
personnel (salaries, accommodation, transport), tastings - inthe
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most significant towns of the Czech Republic with a population of over 50
thousand inhabitants

Key-messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find out more about this products and how they are
born in the EU at www.bornin.eu. Enjoy it’s from Europe.

(2) European agriculture offers a diverse range of quality and safe products from which
you always choose the best for you and your family. Choose the products born in the EU.
www.bornin.eu. Enjoy it’s from Europe.

(3) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Contact events allow to communicate to target group ,,extended message with the most
important topics related to aspects and characteristics of European agriculture and its
individual products / categories.

Deliverables:

YEAR 1

® Presentation on “Zeme zivitelka” exhibition in August / Q3 in Ceske Budejovice
(providing information, tastings, competition, distribution of merchandise) with at
least 15.000 contacted, respectively interviewed persons

e Series of 4 contact events in CZ (2x Prague, 2x Brno) at secondary schools with the
participation of 150+ students

YEAR 2
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® Presentation on “Zeme zivitelka” exhibition in August / Q3 in Ceske Budejovice
(providing information, tastings, competition, distribution of merchandise) with at
least 15.000 contacted, respectively interviewed persons

e Series of 4 contact events in CZ (1x Ostrava, 1x Olomouc, 1x Hradec Kralove, 1x
Liberec) at secondary schools with the participation of 150+ students

YEAR 3

® Presentation on “Zeme zivitelka” exhibition in August / Q3 in Ceske Budejovice
(providing information, tastings, competition, distribution of merchandise) with at
least 15.000 contacted, respectively interviewed persons

e Series of 4 contact events in CZ (1x Ceske Budejovice, 1x Plzen, 1x Karlovy
Vary, 1x Usti nad Labem) at secondary schools with the participation of
150+ students

Budget analysis:

Budget-split for the activity:

e Presentation on “Zeme zivitelka” exhibition (costs of exhibition space
and facilities rental, personnel costs, costs of tastings) Y1 =21.000 €

® Presentation on “Zeme zivitelka” exhibition (costs of exhibition space and
facilities rental, personnel costs, costs of tastings) Y2 =21.000 €

® Presentation on “Zeme zivitelka” exhibition (costs of exhibition space
and facilities rental, personnel costs, costs of tastings) Y3 =21.000 €

e Series of 4 contact events at secondary schools (costs of promotional stand,
transport, personnel costs, costs of tastings) Y1 = 14.000 € (2x 3.000 + 2x 4.000)

e Series of 4 contact events at secondary schools (costs of promotional stand,
transport, personnel costs, costs of tastings) Y2 = 16.000 € (4x 4.000)

e Series of 4 contact events at secondary schools (costs of promotional stand,
transport, personnel costs, costs of tastings) Y3 = 16.000 € (4x 4.000)

180



Total budget for the activity (Y1-Y3):

e Total =109.000 €, of which:
- 109.000 € Czech Republic
- 0 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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V. EDUCATIONAL TRIPS & SEMINARS

Specific objectives:

Educational (or study) trips for secondary school students (with an agricultural focus) to
selected agricultural producers in the Union, specializing in the production of poultry, pork

and beef and / or fish, milk and dairy products, fruits, oils and wine of the highest EU quality
EU — in the Czech republic, Slovakia, Austria, Poland, Hungary or Germany — in the number
of 3 from the Czech Republic and one from Slovakia (with the total attendance of min. 100
students) and informational seminars again for students of these schools — 4 in the Czech

Republic and 1 in Slovakia (with the attendance of 250+ students)
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Description of activity:

Activity consists of:

e Four (3+1) educational / study trips to selected agri-producers in the Union for
secondary school students (complete trip incl. co-operation with agrarian experts,
respectively producers)

e Five (4+1) educational / informational seminars at selected secondary schools
(again incl. co-operation with agrarian experts)

Key-message:

European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Educational trips and seminars allow to communicate to target group
»extended message with the most important topics related to aspects and

characteristics of European agriculture and its individual products / categories.

Deliverables:

YEAR 1

® | educational / study trip for at least 25 students in CZ

® | educational / informational seminar for at least 50 students in CZ YEAR 2

® 1 educational / study trip for at least 25 students in CZ
® 2 educational / informational seminar for at least 100 students in CZ+SK (1+1)

YEAR 3

® 2 educational / study trips for at least 25+25 students in CZ+SK (1+1)
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® 2 educational / informational seminar for at least 100 students both in CZ
Budget analysis:

Budget-split for the activity:

e Educational trip (cost of travel, accommodation and cooperating specialists /
producers) Y1 =26.500 €

e Educational trip (cost of travel, accommodation and cooperating specialists /
producers) Y2 =31.500 €

® 2 educational trips (cost of travel, accommodation and cooperating specialists /
producers) Y3 = 53.000 €

e Educational seminar (cost of organisation, travel and co-operation with
agrarian expert) Y1 =5.000 €

® 2 educational seminars (cost of organisation, travel and co-operation
with agrarian expert) Y2 = 10.000 €

® 2 educational seminars (cost of organisation, travel and co-operation with agrarian
expert) Y2 =10.000 €

Total budget for the activity (Y1-Y3):

e Total =136.000 €, of which:
- 104.500 € Czech Republic
- 31.500 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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VI. ONLINE ADVERTISING

Specific objectives:

6 online advertising campaigns on relevant webs with high traffic (thematic focus on
women, lifestyle & cooking) - 4 in Czech Republic and 2 in Slovakia
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with reach at least 2,5 mio. RU from our target groups (cumulated) — relevant web platforms
groups are seznam.cz & zoznam.sk, novinky.cz, idnes.cz, blesk.cz, aktualne.cz, sme.sk and
other lifestyle media.

Description of activity:

Activity consists of:

e DTP — production of online ads. (all requested variants — square, rectangle, wide
rectangle, full-page advertisement, large mobile banner etc.)

® Media costs of 6 online ads. campaigns

Key message(s):

European agriculture is a modern (up-to-date) sector of the Union economy with traditional,

diverse, safe and sustainable production of top-quality and tasty agricultural and food
products for all (smart) consumers. Find out more about this products and how they are born
in the EU at www.bornin.eu. Enjoy it’s from Europe.

(Link directs consumers to the project web that will provide complete information about the

specifics and quality of European agricultural production and its individual products &

categories.)
Deliverables:

YEAR 1

e DTP

e ] online ads.

® ] online ads.

e ] online ads.

® 2 online ads.

® 1 online ads.

campaign CZ with reach > 500.000 RU YEAR

campaign CZ with reach > 500.000 RU
campaign SK with reach > 350.000 RU YEAR

campaigns CZ with reach > 800.000 RU
campaign SK with reach > 350.000 RU
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Budget analysis:

Budget-split for the activity:
e DTP=4.000€

® Media costs of 1. online ads.
® Media costs of 2. online ads.
® Media costs of 3. online ads.
® Media costs of 4. online ads.
® Media costs of 1. online ads.

e Media costs of 1. online ads.

campaign in CZ Y1 =3.500€
campaign in CZ Y2 =4.500 €
campaign in CZ Y3 =3.000 €
campaign in CZ Y3 =3.000 €
campaign in SK Y2 =2.500€
campaign in SK Y3 =2.500 €

Total budget for the activity (Y1-Y3):

e Total =23.000 €, of which:
- 18.000 € Czech Republic
- 5.000 € Slovak Republic

Implementation:
Implementing body 1

Graphic illustration:
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Specific objectives:

Production of up-to-date websites in CZ and SK language versions (for both classical and
mobile browsers) with interactive content and its regular updates, reaching at least 0,8 mio.
visits from both target groups within the project plus project presentation on selected social
networks (Facebook & Instagram) also with regular updates

Description of activity:
Activity consists of:
e Complete production of project websites (graphics, programming, debugging)

and their regular updates on a weekly basis — CZ www.zrozenoV.eu, SK
www.zrodeneV.eu (= translation of www.bornin.eu)

e (Creation of project profiles on two social networks — Facebook and Instagram, their
regular updates on a daily / weekly basis (depending on situation) and interactive
communication with target groups (esp. younger categories and students)

B Instagram

Key-messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find outmore
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about this products and how they are born in the EU at www.bornin.eu. Enjoy

it’s from Europe.

(2) European agriculture offers a diverse range of quality and safe products from which
you always choose the best for you and your family. Choose the products born in the EU.
www.bornin.eu. Enjoy it’s from Europe.

(3) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s
from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &
categories.)

Web and social platforms allow to communicate to target ,,complete message™ and all
necessary (and detailed) topics related to aspects and characteristics of European agriculture
and its individual products / categories.

Deliverables:
YEAR 1
® Production of project websites with at least 60 regular content updates - achieving min.
200,000 web visitors
e (reation of project profiles (Facebook & Instagram) with at least 60 content
updates
YEAR 2

e Technical update of project websites with at least 60 regular content updates -
achieving min. 300,000 web visitors

e At least 60 updates of project profiles on social networks (Facebook & Instagram)

YEAR 3

e Technical update of project websites with at least 60 regular content updates -
achieving min. 300,000 web visitors
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e At least 60 updates of project profiles on both social networks (Facebook & Instagram)

Budget analysis:

Budget-split for the activity:

Production of websites Y1 =7.500 €

Website content updates and hosting Y1 = 5.000 €

Project profiles on social networks and their updates Y1 =2.500 €
Technical update of project website and its content regular updates plus
hosting Y2 =3.500 €

Updates of profiles on social networks Y2 =2.500 €

Technical update of project website and its content regular updates plus

hosting Y3 =3.500 €
Updates of profiles on social networks Y3 =2.500 €

Total budget for the activity (Y1-Y3):

Total = 27.000 €, of which:
- 17.250 € Czech Republic
-9.750 € Slovak Republic

Implementation: Implementing body

1

Graphic illustration:
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Vill. WEBINARS

Specific objectives:

Production of five online webinars in Czech Republic focusing on selected agricultural
topics during the project with a cumulative online attendance of min. 1.000 people

Description of activity:

Activity consists of:

® Production of webinars (using online platform DimDim, GoToWebinar, Webex or
similar) with length of 60-75 minutes

e Supplementing of webinar by online survey and shared whiteboards to further
increase interactivity and deepening experience

e Recording of throughout webinar and sharing of this video on the selected site
(YouTube or Google Video)
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Key-messages:

(1) European agriculture is a modern (up-to-date) sector of the Union economy with
traditional, diverse, safe and sustainable production of top-quality and tasty agricultural and
food products for all (smart) consumers. Find out more about this products and how they are
born in the EU at www.bornin.eu. Enjoy it’s from Europe.

(2) European agriculture is a modern and promising sector, producing a wide range of quality
products through its up-to-date methods and procedures. Get more information so you can
decide whether to become a part of its “the born in the EU” story. www.bornin.eu. Enjoy it’s

from Europe.

(Link directs consumers to the project web that will provide complete information about the
specifics and quality of European agricultural production and its individual products &

categories.)

Webinars allow to communicate to target ,,complete message* and all necessary (and
detailed) topics related to aspects and characteristics of European agriculture and its
individual products / categories.

Deliverables:
YEAR 1
® One interactive webinar with attendance of min. 150 people YEAR 2
e Two interactive webinars with attendance of min. 200 people each YEAR 3
e Two interactive webinars with attendance of min. 200-250 people each
Budget analysis:

Budget-split for the activity:

® All-inclusive production of one webinar (with survey and recording) Y1 =
5.000 €
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® All-inclusive production of two webinars (with surveys and recordings) Y2
=10.000 €

e All-inclusive production of two webinars (with surveys and recordings) Y2
=10.000 €

Total budget for the activity (Y1-Y3):

e Total =25.000 €, of which:
- 25.000 € Czech Republic
- 0 € Slovak Republic

Implementation:

Implementing body 1

Graphic illustration:

IX. MERCHANDISE

Specific objectives:

Production of “eco-friendly” promotional merchandise with logo of the project for effective
use within other activities (especially activities III. PR / press-office,
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IV. contact events and V. trips and seminars) in a total quantity of 45.000 pieces.
Merchandise will be produced in Czech Republic and used inboth countries.

Description of activity:

Activity consists of:

e Small promotional items with practical character, e.g. cheese scraper, apple slicer, herb
scissor etc. (useful in everyday life, relevant to content of the project) count of 40.000
units

e Greater promotional items with educational character, e.g. calendars and/or planners
with extended information about European agriculture (useful when learning, relevant
to content of the project) count of 4.000 pieces

e Tailor-made promotional items for special occasions, e.g. premium cloth shopping
bags in project design promotion the Union and its agriculture and food products of
the highest quality (relevant to content of the project) count of 1.000 pieces

Deliverables:

YEAR 1

® Production of small promotional items — 20.000 units
® Production of greater promotional items — 2.000 units

® Production of tailor-made promotional items — 500 units YEAR 2

® Production of small promotional items — 10.000 units
® Production of greater promotional items — 1.000 units

® Production of tailor-made promotional items — 500 units YEAR 3

® Production of small promotional items — 10.000 units

® Production of greater promotional items — 1.000 units

Budget analysis:
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Budget-split for the activity:

Small promo-items (production) Y1 = 20.000 €
Greater promo-items (production) Y1 =4.000 €
Tailor-made promo-items (production) Y1 =3.500 €
Small promo-items (production) Y2 = 10.000 €
Greater promo-items (production) Y2 = 2.000 €
Tailor-made promo-items (production) Y2 = 3.500 €
Small promo-items (production) Y3 = 10.000 €
Greater promo-items (production) Y3 = 2.000 € Total

budget for the activity (Y1-Y3):

Total = 55.000 €, of which:
- 55.000 € Czech Republic
- 0 € Slovak Republic

Implementation:

Implementing body 1

Graphic illustration:

(example of cloth shopping bag — front side in the Union design, back side with project logo & graphics)
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Overall timing of activities:

Extent of communication by media type:

Period: Activity:
YEAR  |QUARTER|I. TV II.PRINT [IIl.LPR  [IV. V. TRIPS |VI. VII. VI IX.
CONTACT|& ONLINE |WEB/SOC|WEBINAR|MERCHA
EVENTS |SEMINAR IAL S NDISE
S
Y1 cz
cz
Y2 cz
cz
cz
Y3 cz
cz
cz
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Media: Communication format: Extent of communication:
TV advert simple / basic message

sponsorship simple / basic message
Print advert simple / basic message; extended message
PR PR article complete message
Contact events exhibition extended message

school event extended message; complete message
Edu-trips & seminars edu-trip extended message

edu-seminar extended message; complete message
Online advert simple / basic message
Web & social web complete message

social extended message
Webinars webinar extended message; complete message
Merchandise merchandise -

Summary of budget for activities according to the target country:

Czech Republic

640.250 €

Slovak Republic

173.250 €

RESUME (6.)

We will implement nine different types of marketing activities
during the project with the general budget of € 813.500, of which €
148.000 invested in television advertising, € 119.000 in print

advertising, € 171.500 into PR activities, € 109.000 in contact
events, € 136.000 in educational trips & seminars, € 23.000 in online
advertising, € 27.000 in web & social media, € 25.000 in webinars
and € 55.000 in promotional merchandise.

The project will ensure continuous and consistent measurement of project results and
impacts both in the Czech Republic and Slovakia.

196



Increase in the value of the market with agricultural products from the Union in targeted
countries by +5 % in the three-year horizon, of which +3,5 % induced by the project (and
+1,5 % organic) is set as “economical return”:

Year: Market value (million €) - estimated
(organic) (with the project)

2017 18.091,9 -

2018 18.159,7 -

2019 (Y1) 18.227,5 18,438,7

2020 (Y2) 18.295,4 18.708,3

2021 (Y3) 18.363,3 18.996,5

Fulfilling of the economic goals will be evaluated at the end of each period of the project
(Y1-Y3), according to available official statistical data on the performance of the
agricultural market and the share of home produced plus imported products from other
countries from the Union.

Increase of awareness of quality and diversity of agricultural products from the Union and
specific European agriculture production methods in target groups of the Purposeful & the
Clever (64,5% of total population, i.e. 10,25 million inhabitants of the Czech and Slovak
republics) by +45 % is set as “informative return’:

Awareness increase approval (million people
Year: from TGs)

passed failed
2015 1,33 8,92
2021 [1,93 8,32

The results will be evaluated by the comparison of three new representative surveys (Czech
and Slovak population — the Purposeful & Clever, representative samples 800+ respondents,
2015 vs. end of year 2019 /2020 / 2021, Respond & Co.) that will ask for:

- awareness of the agricultural production in the EU (its diversity / quality / safety /
sustainability)

- awareness of nature-friendly production methods (incl. animal welfare) in
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European agricultural production

- preference to purchase & consume quality products of European agriculture in comparison

to products from other (non-EU) states and regions

- willingness to pay some extra

for “EU agriculture quality”

Evaluation of specific objectives for each group of proposed activities

I. TV ADVERTISING
Type of indicator Indicator Quantity
Output Nr. of TV spots aired 180
Result TRPs (cumulated) 90
Impact Awareness changed (nr. of | (rate 3 % from TRPs)
people that changed 300.000
opinion)
Il. PRINT ADVERTISING
Type of indicator Indicator Quantity
Output Nr. of print adverts 75
Result TRPs (cumulated) 75
Impact Awareness changed (nr. of | (rate 3 % from TRPs)

people that changed
opinion)

250.000

ll. PR ACTIVITIES (PRESS OFFICE)

people that changed
opinion)

Type of indicator Indicator Quantity
Output Nr. of media outputs and 540
advertorials
Result Number of views 16.900.000
Impact Awareness changed (nr. of (rate 5% from views)

600.000

IV. AND V. CONTACT EVENTS & EDUCATIONAL TRIPS AND SEMINARS

‘ Type of indicator

‘ Indicator

| Quantity
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Output Nr. of “respondents” 78.000
Result Interactive contacts 39.000
Impact Awareness changed (nr. of (rate 10 % from
people that changed contacts)
opinion) 3.900
VI. ONLINE ADVERTISING
Type of indicator Indicator Quantity
Output Nr. of impressions 25.000.000
Result Views / clicks 1.250.000
Impact Awareness changed (nr. of | (rate 1 % from views/clicks)
pegple that changed 12.500
opinion)
VIl. WEB & SOCIAL
Type of indicator Indicator Quantity
Output Nr. of visitors 800.000
Result “Interactivity” 250.000
Impact Awareness changed (nr. of (rate 10% from
people that changed “Interactivite”)
opinion) 25.000
Vill. WEBINARS
Type of indicator Indicator Quantity
Output Nr. of persons involved 1.000
Result “Interactivity” 900
Impact Awareness changed (nr. of (rate 20% from
people that changed . R
o interactivity”)
opinion)

180

IX. MERCHANDISE

(not measured, effect occurs under use within previous activities)
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RESUME (7.)

During the project we will carefully monitor both indicators of
informative and economical returns of the project through
collection and evaluation of official statistical data (market share
of agricultural produce from the EU and from countries outside

the EU in the Czech Republic and Slovak Republic) and surveys
on the increase of awareness of the quality and diversity of
agricultural products from the Union with professional partner —

research company Respond & Co.

8. Project organisation and management structure

During the implementation of the project, its professional management and execution
will be ensured by a team of experienced staff.

Project management tools

Within the project there will be used both tools, defining the exact activities in subsequent
periods, as well as tools, summarizing the activities already carried incl. finances and their
efficiency.

For each quarter we will compile “Activity plan” incl. the expected budget. The plan will be
prepared in close cooperation of proposing organization with implementing and supervisory
bodies. This plan will be prepared and approved in advance at least one month before the
beginning of each quarter, and will include:

(@) list of all planned activities

(b) detailed description of each activity (e.g. for TV sponsoring campaign its dates, scope,
specific media used and expected effectiveness)

(c) cost estimate / budget broken down by planned activities
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We will also prepare “Interim evaluation report” for each preceding quarter with detailed
summary of drawn funds in a similar structure to “Activity plan” to be able to take the
simplest comparison and evaluation.

After the end of each year of the project we will compile “Yearly evaluation report” and
annual financial statement, which will be submitted to the supervising body for approval.

Persons responsible for project management

The structure of management and implementation team of proposing organisation:

Project manager — Ing. Jiri Felcarek

The person responsible for project management, coordination of implementing body and
communication with the supervising organisation.

Practice and experience:

- agricultural engineer
- almost 20 years of experience in the field of agriculture and marketing

- employed by the Agricultural Chamber of the Czech Republic since 2007 (11 years)

- his job has been to coordinate projects aimed at promotion of milk and dairy products White
plus L. and White plus II., co-financed by the EU (a total of 7 years — from 2010 till 2017) and
to supervise general promotion and PR activities of the Chamber, other hedged actions are
collaborating on promotion projects “KLASA — National Quality” (14 years) and the “Regional

food” (9 years)

- he is a member of the Working Group on the issue of food quality scheme in the Czech

Republic at the Ministry of Agriculture

- he also ensures cooperation with foreign partners of the Chamber and participate at
meetings of COPA COGECA

Project implementer — Ing. Jan Dolezal
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This person will be responsible for implementing of parts of the project that are in the
responsibility of the proposing organisation, i.e. in particular planning of activities, the visual
aspect of the project and the collection and evaluation of data.

Practice and experience:

- agricultural engineer

- 7 years of experience in the field of agriculture and communications

- employed by the Agricultural Chamber of the Czech Republic since 2014 (4 years) for the
commodity sector, legislation, studies and analyzes, internal and external communications,
rural development and landscape protection etc.

- his job is to cooperate on the external outputs, publications, yearbooks and preparing of
media assets

- he is member of the working group of the Ministry of Agriculture to prepare a national
framework of the Common Agricultural Policy, Czech agricultural policy and rural
development, member of the Commission for the Protection of Animals, a steady partner for
communication with the Czech Statistical Office, secretary of sectoral commodity councils for
cereals and oilseeds, milk, poppy, pork, beef and pork

- he is also an expert for negotiations with the authorities COPA COCEGA, Farm Europe, DG
Agri and others

Project accountant — Ing. Viera Kloboukova

The person responsible for financial management and oversight of effective budget
absorption.

Practice and experience:

- agricultural engineer
- employee of the Agricultural Chamber of the Czech Republic for 22 years

- provides accounting, financial analysis, management control, projects
administration and secure seminars and meetings with partners
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Activities carried out in connection with project implementation

Activity

Frequency

Inclusion of relevant organisation

proposing implementing
organisation body

supervising body

Implementation
and  operational
communication

daily

Operative
meetings with the
general
supervision of the
implementation of
the project

weekly /
biweekly

Coordination
meetings
detailed
monitoring of the
implementation of
the project incl.
disbursement  of
funds

with

monthly

Quarterly
evaluation
meetings with the
preparation of the
interim evaluation
report

quarterly

Yearly evaluation
meetings with the
preparation of the
yearly evaluation
report

yearly
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Guarantee for the implementation of the project on time, under budeet and its

objectives

Guarantee for correct, on-time and cost-effective project implementation are both PO’s
experience with flawless implementation of previous promotional projects co-financed from
EU funds (promotional programs for milk "White plus I." and "White plus I1.") as well as
experience and management skills of its employees responsible for this project.

Quality control mechanisms

Quality control is ensured by a clear system of planning and monitoring of implemented
activities and close cooperation communications between the proposing organisation and
the implementing and supervising bodies. Under this system, there can be no
underperformance or shortfall in the planned activities, as this would have been caught in
the very beginning and immediately corrected.

Risk management

During implementation of the project there can be expected three basic types of risk:

e the risk of increased activity (promotion, marketing, sales) of competing producers,
1.e. importers of agricultural products from countries outside the EU

e the risk of future financial crises leading to stagnation or reduction in consumer
spending on agricultural products

e the risk of potential destabilization of the Union, leading to restrictions on the free
movement of goods and persons

At present, the probability of these risks is classified as relatively low.

To eliminate the risk in the first paragraph there is planned operational strengthening of
activities covered by own budget of proposing organisation,
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resp. preparing and submitting of a new project for the promotion of specific threatened
commodities of European agricultural production.

Risks arising from the second and third paragraphs can 't be prevented and within the project,
we could try to suppress their potential impact only (lower decline or low growth instead of
stagnation, prevention of the abolition of trade with agricultural products from the Union).

Financial viability and project financing

Agrarian Chamber of the Czech Republic is the largest and most professional organization
of farmers and associated industries in the Czech Republic with twenty five years of history.
It proves that we are a stable organization, well- established in the agrarian sector. We
declare that we have stable and sufficient sources of funding and are able to continue
operating during the entire project as well as participate in the financing of the project.

RESUME (8.)

There is ready a number of management tools as part of the project
that will guarantee its successful progress. Team of experienced

professionals from proposing body will carry-out own activities
and continuously monitor all activities of the implementing

organization. Risk management will also be implemented to
further ensure proper realization of the project and its financing.

Here we provide detailed information and justification of costs in proposed detailed
budget split.

Detailed analysis and justification of costs in proposed budget split
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PROJECT COORDINATION

Personal costs of the proposing organisation (Y1 —
42.000 €, Y2 —42.000 €, Y3 —42.000 €)

Process of cost calculation — personal costs: 1 person-day =200 €, 17,5 person- days per month
(combination of project manager, implementer and accountant) = 3.500 €, 12 months =42.000
€ per year

Other costs of project coordination

(Y1-40.500€, Y2-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(strategy planner, account director, art-director, copy-writer for definition of communication
strategy and visual identity) plus additional cost for market researches in Y1, Y2 & Y3 =
40.500 €/ 10.000 € / 10.000 €

PUBLIC RELATIONS

Continuous press activities / press-office (Y1 —
44.000 €, Y2 —40.500 €, Y3 —49.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager and senior PR manager) plus additional cost for media-projects in
Y1, Y2 & Y3 =44.000 €/40.500 €/49.000 €

Press events
(Y1-14.000 €, Y2 -12.000 €, Y3 - 12.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior PR manager and production manager) plus additional cost for press-events Y1, Y2 &
Y3 =14.000 €/12.000 €/ 12.000 €

WEBSITE AND SOCIAL MEDIA

Website setup, updates, maintenance
(Y1-12.500 €, Y2—-3.500 €, Y3 -3.500 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager) plus additional cost for web setup, updates and maintenance for
Y1, Y2 & Y3=12.500€/3.500€/3.500 €

Social media — setup and posting
(Y1 -2.500€,Y2-2.500€, Y3-2.500€)
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Process of cost calculation — subcontracting: implementing body calculation by
agency hours (social media manager) for Y1, Y2 & Y3 =2.500 € /2.500 € /2.500
€

Other costs of web / social (webinars)
(Y1 -5.000 €, Y2-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager) plus additional cost for production of webinars for Y1, Y2 & Y3 =
5.000 €/ 10.000 €/ 10.000 €

ADVERTISING

Print
(Y1-49.000 €, Y2 —39.000 €, Y3 —31.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(DTP operator) plus additional cost for media for Y1, Y2 & Y3 =49.000 € / 39.000 € /
31.000 €

TV
(Y1-38.000 €, Y2 —-55.000 €, Y3 —55.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(production manager) plus additional cost for production and media for Y1, Y2 & Y3 =
38.000 €/55.000 €/ 55.000 €

Online

(Y1 -7.500¢€, Y2—-7.000 €, Y3 —-28.500 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(DTP operator) plus additional cost for media for Y1, Y2 & Y3 =7.500 €/ 7.000 € / 8.500 €

COMMUNICATION TOOLS

Publications, media-kits, merchandise
(Y1-27.500 €, Y2-15.500 €, Y3 —-12.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(production manager) plus additional cost for merchandise / promotional items purchase for
Y1, Y2 &Y3=27.500€/15.500€/12.000 €

EVENTS
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Stands at trade fairs
(Y1—-21.000 €, Y2-21.000 €, Y3 —21.000 €)
Process of cost calculation — subcontracting: complete cost of presentation at trade fair

(stand, logistics, personal, tastings, competitions) for Y1, Y2 & Y3 =

21.000 € per year

Seminars, workshops, trainings

(Y1-5.000 €, Y2—-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: complete cost of seminars production
for Y1, Y2 & Y3 =5.000 €/10.000 €/10.000 €

Study trips to Europe

(Y1-26.500 €, Y2—-31.500 €, Y3 —53.000 €)

Process of cost calculation — subcontracting: complete cost of production of

study trips for Y1, Y2 & Y3 =26.500 € /31.500 € / 53.000 €

Other events — contact events at secondary schools (Y1 —
14.000 €, Y2 —16.000 €, Y3 — 16.000 €)

Process of cost calculation — subcontracting: complete cost of contact events
production for Y1, Y2 & Y3 =14.000 €/ 16.000 € / 16.000 €

EVALUATION OF RESULTS

Evaluation of results
(Y1-5.500€,Y2-5.500€,Y3-5.500€)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
in Y1, Y2 & Y3 (account director, senior account manager and data-miner) = 5.500 € per year

OTHER EGLIBLE COSTS

Other eglible costs of POs (audits, costs of pre-financing etc.) (Y1 —
14.500 €, Y2 —12.000 €, Y3 — 12.000 €)

Process of cost calculation — other direct costs: cost of pre-financing / securing of bank
guarantee for Y1, Y2 & Y3 =14.500 €/ 12.000 € / 12.000 €
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Section 7:

Language l EN |
Detailed Budget Table
Acronym [ BIEUCZSK ID Proposal | SEP-210511212
‘ A. Direct personnel  B. Direct cost of C. Other direct
| Headings Years costs subcontracting costs TOTAL
| |
Personnel cost of the proposing organisation(s)
Year 1 36 000.00 0.00 0.00
S Year 2 36 000.00 0.00 0.00
Other costs of project coordination
Year 1 10 000.00 25 500.00[ 0.00
Year 2 3500.00 1 00 0.00
N TOTAL
Continuous PR activities (PR office) :
Year 1 0.00| 44 000.00 0.00

Press events

Year 1

. 0.00 14 000.00 " 0.00] 14 000.00
T e 0.00 12 000.00 0.00 12 000.00
[ -

3 TOTAL
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|
| " A. Direct personnel  B. Direct cost of C. Other direct
‘ Headings Tenrs costs subcontracting costs L
Website setup, updating, maintenance
\ Year 1 0.00 12 500.00 0.00 12 500.00
I - Year2 0.00 3 500.00 0.00 3 500.00
[ Social media (Accounts setup, regular posting)
7 Year 1 0.00 2 500.00 0.00 2 500.00
Year 2 0.00 2500.00 0.00 2 500.00
Other (mobile apps, e-learning platforms, webinars, etc.) !
| Year 1 5 000.00 0.00 5 000.00
1 Year 2 i 0.00 10 000.00
A I
; TOTAL
Print Sl |
Year 1 0.00 49 000.00 0.00 49 000.00
Year 2 0.00 39 000.00 0.00 39 000,00
[T G
o Year 1 0.00 38 000.00 38 000.00
- - : 0.00 55 000.00 000.00
Radio :
Year 1 0.00 0.00 0.00
- Year 2 0.00 0.00 0.00
online 3 : :
1 ) Year 1 0.00 7 500.00 0.00 7 500.00
f Year 2 0.00 7 000.00 0.00 7 000.00
Outdoor, cinema .
Year 1 0.00 0.00 0.00 0.00
- Year 2 0.00 0.00 0.00 0.00
TOTAL
Publications, media kits, promotional merchandise
Year 1 0.00 27 500.00 0.00 27 500.00
Year 2 0.00 15 500.00 0.00 15 500.00
hPmmot:im‘rai videos & '
L Year 1 0.00 0.00 0.00 0.00
_ Year 2 0.00 0.00 0.00 0.00
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i ' A. Direct personnel | B. Direct cost of C. Other direct
Heading Haars costs subcontracting costs FATAL
Stands at trade fairs |
- Year 1 0.00 21 000.00 0.00 21 000.00
i Year 2 0.00 21 000.00 0.00 21 000.00
Seminars, workshops, B2B meetings, trainings for trade/co
- = Year 1 0.00 5 000.00
| | Year2 0.00 10 000.0C
Restaurant weeks
Year 1 0.00 0.00 0.00
- I 0.00 0io0] . - 0.00
Sponsorship of events
- ] Year 1 0.00 0.00 0.00 0.00
L . oL Year2 | __ 000l 0.00 000 - 0.00
Study trips to Europe ;
| - . Year 1 0.00 26 500.00 0.00 26 500.00
A 0.00 31 500.00 000 ' 31500.00
Other events : :
- - 0.00 14 000.00 0.00 14 000.00
- R 000 1600000 000 16 000.00
- TOTAL
‘Tasting days : . }
. B Year 1 0.00 0.00 0.00 0.00
I Year 2 0.00 0.00 0.00 0.00

Pee— = SRR

|
[T;’)t'her: promotion in retailers’

publications, POS advertising (shelf talkers, posters, e

: |
} Year 1 0.00 0.00 0.00
5 B Year 2 0.00 0.00 0.00 0.00
i TOTAL
Other activities
§  Yearl : 0.00 0.00 000/ 0.00
| il Year 2 0.00 0.00 0.00 0.00
o TOTAL
Evaluation of results
Year 1 0.00 5 500.00 0.00 5 500.00

5 500.00 5 500.00
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A. Direct personnel | B. Direct cost of C. Other direct TOTAL
costs subcontracting costs

| Headings ‘ Years

Other eligible costs of PO (audit certificates, guarantee for prefinancing, non recoverable VAT)

|ean 0.00 0.00 14 500.00 14 500.00
Year 2 0.00 0.00 12 000.00 12 000.00
R TOTAL
I | . T Ty z : i
Total all headings Year 1 46 000.00 297 500.00 14 500.00 358 000.00
Total all headings | Year 2 39 500.00 287 000.00 12 000.00 338 500.00
Total all headings
‘ SUBTOTAL

Indirect costs of POs| = e o e PEE e e AeT o e [ 5 s
(max. 4 % of direct| ; e [T e St i N %

_ personnel costs of POs) EieDder e st o s AR
GRAND TOTAL

Due to the type of the form (XFA form) IT IS NOT ALLOWED to attach this document
as it is, directly in SEP.

Only flat PDF's (not dynamic PDF) is accepted.
Please print and scan the document in PDF format or
print it using the virtual Adobe printer if you have the professional version of Acrobat or
another virtual printer
for the submission.

CLICK HERE TO PRINT THE VERSION TO ATTACH TO SEP.

212



Section 8:
Project organisation and management structure

Project management tools

Within the project there will be used both tools, defining the exact activities in subsequent
periods, as well as tools, summarizing the activities already carried incl. finances and their
efficiency.

For each quarter we will compile “Activity plan” incl. the expected budget. The plan will be
prepared in close cooperation of proposing organization with implementing and supervisory
bodies. This plan will be prepared and approved in advance at least one month before the
beginning of each quarter, and will include:

(@) list of all planned activities

(b) detailed description of each activity (e.g. for TV sponsoring campaign its dates, scope,
specific media used and expected effectiveness)

(c) cost estimate / budget broken down by planned activities

We will also prepare “Interim evaluation report” for each preceding quarter with detailed
summary of drawn funds in a similar structure to “Activity plan” to be able to take the
simplest comparison and evaluation.

After the end of each year of the project we will compile “Yearly evaluation report” and
annual financial statement, which will be submitted to the supervising body for approval.

Persons responsible for project management

The structure of management and implementation team of proposing organisation:

Project manager — Ing. Jiri Felcarek

The person responsible for project management, coordination of implementing body and
communication with the supervising organisation.

Practice and experience:

- agricultural engineer
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- almost 20 years of experience in the field of agriculture and marketing

- employed by the Agricultural Chamber of the Czech Republic since 2007 (11 years)

- his job has been to coordinate projects aimed at promotion of milk and dairy products White
plus 1. and White plus II., co-financed by the EU (a total of 7 years — from 2010 till 2017) and
to supervise general promotion and PR activities of the Chamber, other hedged actions are
collaborating on promotion projects “KLLASA — National Quality” (14 years) and the “Regional
food” (9 years)

- he is a member of the Working Group on the issue of food quality scheme in the Czech
Republic at the Ministry of Agriculture

- he also ensures cooperation with foreign partners of the Chamber and participate at
meetings of COPA COGECA

Project implementer — Ing. Jan Dolezal

This person will be responsible for implementing of parts of the project that are in the
responsibility of the proposing organisation, i.e. in particular planning of activities, the visual
aspect of the project and the collection and evaluation of data.

Practice and experience:

- agricultural engineer

- 7 years of experience in the field of agriculture and communications

- employed by the Agricultural Chamber of the Czech Republic since 2014 (4 years) for the
commodity sector, legislation, studies and analyzes, internal and external communications,
rural development and landscape protection etc.

- his job is to cooperate on the external outputs, publications, yearbooks and preparing of
media assets

- he is member of the working group of the Ministry of Agriculture to prepare a national
framework of the Common Agricultural Policy, Czech agricultural policy and rural
development, member of the Commission for the Protection of Animals, a steady partner for
communication with the Czech Statistical Office, secretary of sectoral commodity councils for
cereals and oilseeds, milk, poppy, pork, beef and pork
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- he is also an expert for negotiations with the authorities COPA COCEGA, Farm Europe, DG

Agri and others

Project accountant — Ing. Viera Kloboukova

The person responsible for financial management and oversight of effective budget

absorption.

Practice and experience:

- agricultural engineer

- employee of the Agricultural Chamber of the Czech Republic for 22 years

- provides accounting, financial analysis, management control, projects

administration and secure seminars and meetings with partners

Activities carried out in connection with project implementation

monitoring of the
implementation of
the project incl.

Activity Frequency Inclusion of relevant organisation
proposing implementing supervising body
organisation body

Implementation daily

and  operational o o

communication

Operative weekly /

meetings with the | biweekly @ o

general

supervision of the

implementation of

the project

Coordination monthl

. ] y

meetings with ® o

detailed
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disbursement of
funds

Quarterly quarterly

evaluation o o o

meetings with the
preparation of the
interim evaluation
report

Yearly evaluation

meetings with the yearly ® o o
preparation of the
yearly evaluation
report

Guarantee for the implementation of the project on time, under budeet and its
objectives

Guarantee for correct, on-time and cost-effective project implementation are both PO’s
experience with flawless implementation of previous promotional projects co-financed from EU
funds (promotional programs for milk "White plus I." and "White plus II.") as well as experience
and management skills of its employees responsible for this project.

Quality control mechanisms

Quality control is ensured by a clear system of planning and monitoring of implemented
activities and close cooperation communications between the proposing organisation and the
implementing and supervising bodies. Under this system, there can be no underperformance
or shortfall in the planned activities, as this would have been caught in the very beginning
and immediately corrected.

Risk management
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During implementation of the project there can be expected three basic types of risk:

e the risk of increased activity (promotion, marketing, sales) of competing producers,
i.e. importers of agricultural products from countries outside the EU

e the risk of future financial crises leading to stagnation or reduction in consumer

spending on agricultural products

e the risk of potential destabilization of the Union, leading to restrictions on the free
movement of goods and persons

At present, the probability of these risks is classified as relatively low.

To eliminate the risk in the first paragraph there is planned operational strengthening of
activities covered by own budget of proposing organisation, resp. preparing and submitting
of a new project for the promotion of specific threatened commodities of European
agricultural production.

Risks arising from the second and third paragraphs can 't be prevented and within the project,
we could try to suppress their potential impact only (lower decline or low growth instead of
stagnation, prevention of the abolition of trade with agricultural products from the Union).

Financial viability and project financing

Agrarian Chamber of the Czech Republic is the largest and most professional organization
of farmers and associated industries in the Czech Republic with twenty five years of history.
It proves that we are a stable organization, well- established in the agrarian sector. We
declare that we have stable and sufficient sources of funding and are able to continue
operating during the entire project as well as participate in the financing of the project.
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PRILOHA 1B

UPRAVA DLE PRI'I:OHY IV. ROZHODNUTI KOMISE (C) 2018 6694 ZE DNE 16. 10.
2018 A HODNOTICI ZPRAVY
PART B (TECHNICAL CONTENT):

Here we provide detailed information and justification of costs in proposed detailed
budget split.

Detailed analysis and justification of costs in proposed budget split

PROJECT COORDINATION

Personal costs of the proposing organisation

(Y1-36.000 €, Y2 —36.000 €, Y3 —36.000 €)

Process of cost calculation — personal costs: 1 person-day =200 €, 15 person-days per month
= 3.000 € per month / 36.000 € per year

PROJECT STRATEGY

Personal costs of the proposing organisation

(Y1-10.000 €, Y2—-3.500 €, Y3 —3.500 €)

Process of cost calculation — personal costs: 1 person-day = 200 €, 50 person-days per Y1 and
17,5 per Y2 + Y3 =10.000 €/ 3.500 € / 3.500 € per year

Other costs of project strategy definition

(Y1—-25.500€, Y2-18.000 €, Y3 —18.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(strategy planner, account director, art-director, copy-writer for definition of communication
strategy and visual identity) plus additional cost for market researches in Y1, Y2 & Y3 =
25.500 €/ 18.000 €/ 18.000 €

PUBLIC RELATIONS

Continuous press activities / press-office

(Y1 —44.000 €, Y2 -40.500 €, Y3 —49.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager and senior PR manager) plus additional cost for media-projects in
Y1, Y2 & Y3 =44.000 €/40.500 €/49.000 €

Press events

(Y1-14.000 €, Y2 —-12.000 €, Y3 —12.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior PR manager and production manager) plus additional cost for press-events Y1, Y2 &
Y3 =14.000 €/12.000 €/ 12.000 €

WEBSITE AND SOCIAL MEDIA

Website setup, updates, maintenance

(Y1 -12.500 €, Y2-3.500 €, Y3 —-3.500 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours

(senior account manager) plus additional cost for web setup, updates and maintenance for Y1,
Y2 & Y3 =12.500€/3.500 €/3.500 €
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Social media — setup and posting

(Y1 -2.500€,Y2-2.500€, Y3—-2.500€)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(social media manager) for Y1, Y2 & Y3 =2.500 €/2.500 €/2.500 €

Other costs of web / social (webinars)

(Y1 —5.000 €, Y2-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(senior account manager) plus additional cost for production of webinars for Y1, Y2 & Y3 =
5.000 €/10.000 €/ 10.000 €

ADVERTISING

Print

(Y1 —-49.000 €, Y2 —-39.000 €, Y3 -31.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(DTP operator) plus additional cost for media for Y1, Y2 & Y3 =49.000 € / 39.000 € / 31.000
€

TV

(Y1 —38.000 €, Y2 —-55.000 €, Y3 —55.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(production manager) plus additional cost for production and media for Y1, Y2 & Y3 =
38.000 €/ 55.000 €/ 55.000 €

Online

(Y1 -7.500€, Y2-7.000 €, Y3—-8.500€)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(DTP operator) plus additional cost for media for Y1, Y2 & Y3 =7.500 €/ 7.000 €/ 8.500 €

COMMUNICATION TOOLS

Publications, media-kits, merchandise

(Y1 -27.500€,Y2-15.500 €, Y3 —-12.000 €)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
(production manager) plus additional cost for merchandise / promotional items purchase for
Y1, Y2 & Y3=27.500€/15.500 €/12.000 €

EVENTS

Stands at trade fairs

(Y1-21.000 €, Y2—-21.000 €, Y3 —-21.000 €)

Process of cost calculation — subcontracting: complete cost of presentation at trade fair (stand,
logistics, personal, tastings, competitions) for Y1, Y2 & Y3 =21.000 € per year

Seminars, workshops, trainings

(Y1-5.000 €, Y2—-10.000 €, Y3 —10.000 €)

Process of cost calculation — subcontracting: complete cost of seminars production for Y1, Y2
& Y3 =5.000€/10.000 €/10.000 €

Study trips to Europe

(Y1-26.500 €, Y2 —-31.500 €, Y3 —53.000 €)

Process of cost calculation — subcontracting: complete cost of production of study trips for
Y1, Y2 & Y3=26.500€/31.500€/53.000 €

Other events — contact events at secondary schools

(Y1-14.000 €, Y2 —-16.000 €, Y3 —16.000 €)
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Process of cost calculation — subcontracting: complete cost of contact events production for
Y1, Y2 & Y3=14.000 €/16.000 €/ 16.000 €

EVALUATION OF RESULTS

Evaluation of results

(Y1 -5.500€,Y2—-5.500€, Y3—-5.500€)

Process of cost calculation — subcontracting: implementing body calculation by agency hours
in Y1, Y2 & Y3 (account director, senior account manager and data-miner) = 5.500 € per year

OTHER EGLIBLE COSTS

Other eglible costs of POs (audits, costs of pre-financing etc.)

(Y1 -14.500 €, Y2-12.000 €, Y3 —12.000 €)

Process of cost calculation — other direct costs: cost of pre-financing / securing of bank
guarantee for Y1, Y2 & Y3 =14.500 €/ 12.000 € / 12.000 €
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ROZPOCET PROGRAMU

PRILOHA 2

1 Agrarni Komora Ceske Republiky

125000,00

891500,00

38500,00

5000,00

1060000,00

742000,00

742000,00

0,00

Total

125000,00

891500,00

35500,00

5000,00|

1060000,00

742000,00

742000,00

0,00




PRILOHA 2A
DETAILNi ROZPOCET PROGRAMU

Language EN |
Detailed Budget Table
Acronym | BIEUCZSK ID Proposal | SEP-210511212
o A. Direct personnel B. Direct cost of C. Other direct 1
Eleadinggs VSIS costs subcontracting costs \ TOTAL

Personnel cost of the proposing organisation(s)

Year 1 36 000.00 0.00 0.00 36 000.00
Year 2 36 000.00 0.00 0.00 36 000.00

Other costs of project coordination

| - - Year 1 10 000.00 25 500.00 0.00 35 500.00
Year 2 3500.00 18 000.00 0.00 21 500.00

~ TOTAL

Continuous PR activities (PR office)

L Year 1 : 0.00 44 000.00 0.00 44 000.00

‘ Year 2 0.00 40 500.00 0.00 40 500.00

Year 1 0.00 14 000.00 0.00 14 000.00
Year 2 0.00 12 000.00 0.00 12 000.00






Headings Years

Stands at trade fairs

A. Direct personnel

B. Direct cost of
subcontracting

C. Other direct
costs

[ [ Year 1

0.00 |

21 000.00 |

0.00 | 21 000.00

Seminars, workshops, B2B r

21 000.00

21 000.00

neetings, trainings for trade/cooks, activities in schools
i" | Year 1 | 0.00 | 5 000.00 | 0.00 |
| Year 2 0.00 10 000.00 0.00

l Restaurant w.a;_ks

rgi:. idy trips to Europe §
' -  |[ereweswanas] 0.00 26 500.00 | 0.00]
! Year 2 0.00 31 500.00 0.00

r'ah:aré events

14 000 00 |

i4 000.00

|
|

00

Year 1 ; 6.00[ 0.00 o.do| 0.00
\ Year 2 0.00 0.00 0.00 0.00

Other: promotion in retailers’ publications, POS advertising (shelf talkers, posters, etc.), promotion in can

0.00 |

0.00 |

Other activities

Evaluation of results

5 500.00

‘ TOTAL

5 500.00



Headings

TOTAL

TOTAL

Total all headings
Total all headings
Total all headings

SUBTOTAL

Indirect costs of POs
(max. 4 % of direct
personnel costs of POs)

GRAND TOTAL

Year 1

0.00

14 soo._oo




UPRAVA DLE PRILOHY IV. ROZHODNUTI KOMISE (C) 2018 6694 ZE DNE 16. 10. 2018 A HODNOTICi ZPRAVY

DETAILED BUDGET TABLE _|

Language: ENGLISH

Acronym: BIEUCZSK

1D proposal: -

Headings: ‘Years ‘A Direct personal costs: |B Direct costs of subcontracting: |C Other direct costs: |T0ta| costs:

1. PROJECT COORDINATION

Personal costs of the proposing organisation

YEAR1

36000€

0€

0€

36000€

YEAR 2

Other costs of project coordination

36000€

36000€

TOTAL 1.

YEAR1

D€

0€

0€

YEAR 2

0€

0€ 0€ 108 3
2. STRATEGY

Definiton of communication strategy

YEAR 1

0€

YEAR 2

Definiton of project’s visual identity

0€

YEAR 1

0€

YEAR 2

Market research

D€

YEAR 1

0€

YEAR 2

Other costs of definition of strategy

0€

TOTAL 2.

YEAR 1 0€ 0€ 0€ 0€
YEAR 2 0€ 0€ 0€ 0€
17 000 € 61 500 € 0€ 78500 €
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3. PUBLIC RELATIONS
Continuous press activities (press-office)

YEAR 1 0€ 44000 € 0€ 44 000 €

YEAR 2 0€ 40500 € 0€ 40500 €

Press events

YEAR1 0€ 14000 € 0€ 14000 €
YEAR 2 0€ 12000 € 0€ 12000 €

TOTAL3. 171500 € 171500 €

4. WEBSITE AND SOCIAL MEDIA
Website setup, updates, maintenance

YEAR 1 0€ 12500 € 0€ 12500 €

YEAR 2 0€ 3500€ 0€ 3500€

Social media - setup and posting

YEAR1 0€ 2500€ 0€ 2500€
YEAR 2 0€ 2500€ 0€ 2500€

Other costs of web [ social (webinars, e-apps etc.

YEAR1 0€ S000€ 0€ S5000€
YEAR 2 0€ 10000€ 0€ 10000€
TOTAL 4. 0€ 52000 € 0€ 52000 €

5. ADVERTISING

|

YEAR 1 0€ 38000€ 0€ 38000 €

YEAR 2 0€ 55000€ 0€ 55000 €
Print

YEAR 1 0€ A9 000€ 0€ 495000 €

YEAR 2 0€ 39000€ 0€ 39000 €
Radio

[vear 1 loe loe loe loe



YEAR 2 0€ 0€ 0€ 0€

Online

YEAR 1 0€ 7500 € 0€ 7500€
YEAR 2 0€ 7000€ 0€ 7000€

Outdoor, cinema

YEAR 1 0€ 0€ 0€ 0€

YEAR 2 0€ 0€ 0€ 0€

TOTALS. 0€ 200000 € 0€ 290000 €

6. COMMUNICATION TOOLS

Publications, media-kits, merchandise

YEAR 1 0€ 27500 € 0€ 27500 €
YEAR 2 0€ 15500 € 0€ 15500 €

Promotional videos

YEAR 1 0€ 0€ 0€ 0€
YEAR 2 0€ 0€ 0€ 0€

TOTALG.

[=]
fh
fh
(=]
fh
"

7. EVENTS
Stands at trade fairs

YEAR 1 0€ 21000 € 0€ 21000€

Seminars, workshops, trainings

YEAR 1 0€ 5000 € 0€ 5000€

YEAR 2 0€ 10000€ 0€ 10000 €
Restaurant weeks

YEAR 1 0€ 0€ 0€ 0€

YEAR 2 0€ 0€ 0€ 0€



Sponsorship of events

YEAR 1

YEAR 2

Study trips to Europe

YEAR 1

26 500 €

26 500 €

YEAR 2

Other events - contact events at secondary schools

31500€

31500€

TOTAL7.

8. POINT-OF-SALE PROMOTIONS (POS)

Tasting days

YEAR 1 0€ 14000 € 0€ 14000 €
YEAR 2 0€ 16 000 € 0€ 16 000 €
0€ 245000 € 0€ 245000 €

YEAR1

YEAR 2

Other POS

L 8.

Other activities

YEAR 1

YEAR 2

T 0€ 0€ 0€ 0€
9. OTHER ACTIVITIES

TOTALS.

10. EVALUATION OF RESULTS

Evaluation of results

YEAR1 0€ 0€ 0€ 0€
YEAR 2 0€ 0€ 0€ 0€
0€ 0€ 0€ 0€

TOTAL 10.

YEAR 1 0€ 5500 € 0€ 5500€
YEAR 2 0€ 5500 € 0€ 5500€
0€ 16 500 £ 0€ 16 500 £




SUBTOTAL 1.-10. 125000 € 891 500 € 0£ 1016500 €

INDIRECT COSTS OF POs
Indirect costs of POs (max. 4% of direct personal costs of POs)

YEAR 1 1840 € D€ D€ 1840 €
YEAR 2 1580€ D€ D€ 1580 €
TOTAL 5000€ 0€ D€ 5000 €

OTHER EGLIBLE COSTS OF POs

Other eglible costs of POs (audits, costs of pre-financing etc.)
YEAR 1 0€ 0€ 14500 € 14500 €
YEAR 2 0€ 0€ 12000€ 12000 €
TOTAL 0€ 0€ 38500 € 38500 €
TOTALALL HEADINGS YEAR 1 47 840 € 297500 € 14500 € 359840€
TOTAL ALL HEADINGS YEAR 2 41080 € 287 000€ 12 000 € 340080 €

TOTALALL HEADINGS

GRAND TOTAL

130000€

891500€

38500€

1060000 €
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Nepouzije se

PRISTOUPENI KE GRANTOVE DOHODE

PRILOHA 3
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VZOROVA PRILOHA 4: VZOROVA GRANTOVA DOHODA URCENA PRO PROPAGACI ZEMEDELSKYCH PRODUKTU — JEDNODUCHE PROGRAMY S JEDNIM PRIJEMCEM

FINANCNI VYKAZ ZA [PRIJEMCE] [nizev] ZA VYKAZOVANE OBDOBI [vykazované obdobi]

Zpusobilé * naklady (podle PFijmy Prispévek EU
rozpoctovych kategorii)

Pozadovany
prispévek
EUS®

A. Pimé B.PAME ¢ Ostatni  D.Nepfimé  Naklady Prijmy
pfimé naklady naklady? celkem

Sazba ndhrad  Maximalni

plynouci z (v %) pfispévek EU °

akce

P naklady na
osobni naklady subdodavky
Al C.1 Cestovni
Zaméstnanci naklady
(nebo C.2 Vybaveni
osoby v C.3 Dalsi zbozi
obdobném a sluzby
postaveni)
A.2 Fyzické
osoby
v pfimém
smluvnim
vztahu
a vyslané
osoby
Pausalni
Druh nakladd’ Skuteéné Skutecné Skutecné sazba®
4%
d= e=
0,04 *a a+b+c+d

[zkraceny nazev
prijemce]

Pfijemce timto potvrzuje, Ze:

Poskytnuté informace jsou Uplné, spolehlivé a pravdivé.

Vykazané naklady jsou zpusobilé (viz ¢lanek 6).

Naklady Ize dolozit odpovidajicimi zdznamy a dokumenty, které budou predlozeny na vyzadani nebo v ramci kontroly, prezkumu, auditu ¢i Setfeni (viz ¢lanky 12, 13 a 17).

Za posledni vykazované obdobi byly vykazany vsechny pfijmy (viz ¢lanek 5.3.3).

Vykazte laskavé VSECHNY zpGsobilé naklady, i pokud jejich vyse prevysuje ¢astky uvedené v predbézném rozpodtu (viz pfiloha 2). Pozdéji mohou byt zohlednény pouze &astky vykazané ve vasich samostatnych
finanénich vykazech, pokud se ukaze, Ze jiné naklady jsou nezpusobilé.

1 Podminky zpUsobilosti jsou uvedeny v ¢lanku 6.

2 Vlykazané nepfimé naklady nesmi zahrnovat zadné &astky, na které se vztahuje grant na provozni naklady (pfijaty v ramci jakéhokoli programu financovani EU nebo Euratomu). Pfijemce, ktery v dobé trvani akce
ziska grant na provozni ndklady, nesmi vykézat Zzadné nepfimé naklady za rok/roky, na které se vztahuje grant na provozni naklady (viz ¢lanek 6.2.D).

3V pfipadé grantt na jednoduché programy uréené pro propagaci zemédélskych produktli jsou povoleny pouze finan¢ni pfispévky ¢lent pFijemce. Finanéni pfispévky poskytnuté tfetimi stranami, které nejsou ¢leny,
NEJSOU povoleny.

4 Sazba/sazby ndhrad jsou uvedeny v ¢lanku 5.2.




5 Toto je teoreticka vyse prispévku EU vypoctena vyndsobenim sazby nahrad celkovymi vykazanymi naklady.
5 MlzZete Zadat o ¢astku do vyse ,maximalniho pfispévku EU“, mizZe ale byt i niZsi.

7 Druhy nakladd jsou uvedeny v ¢lanku 5.

8 Pausalni sazba: 4 % zpUsobilych pfimych osobnich nakladl (viz ¢lanek 6.2.D).

PRILOHA 5

VZOR OSVEDCENI O FINANCNICH VYKAZECH

Tento dokument stanovi:

— cile a rozsah nezévislé zpravy o vécnych zjisténich tykajicich se nakladl vykazanych na zdkladé dohody o grantu réeném pro propagaci
zeméd¢lskych produktl - jednoduché programy a

— vzor osvédceni o finan¢nich vykazech.
1. Vychodiska a pfedmét

Do 60 dnti po skonceni kazdého vykazovaného obdobi musi pfijemce predlozit ¢lenskému statu pravidelnou zpravu, ktera by méla zahrnovat
(kromé jinych dokumenttl, a nestanovi-li ¢lanek 15 grantové dohody jiné poZadavky) osvédceni o finan¢nich vykazech (viz niZe uvedeny navrh
vzoru), jestlize:

— vysSe plateb, o které ptijemce zada na ndhradu skutecnych nékladd, je 325 000 EUR nebo vyssi a

— maximalni ptispévek EU uvedeny pro piijemce v predbéZném rozpoctu (viz pfiloha 2) na nahradu skutecnych nékladi je 750 000 EUR
nebo vyssi.
Utelem auditu, ktery je zakladem pro vystaveni osvéd&eni o finanénich vykazech, je poskytnout ¢lenskému statu ,,p¥iméfenou zaruku?, e
ptijemce uplatiiuje naklady vykazané v ramci grantu jako zptsobilé (a pfipadné piijmy ziskané v pribchu akce) v souladu s pfisluSnymi pravnimi
a finan¢nimi ustanovenimi grantové dohody.

2 To znamend vysoky stupen jistoty.



Rozsah auditu je omezen na ovéfeni zplsobilych nakladi, na které se osvédCeni o financnich vykazech vztahuje. Audit musi byt proveden v
souladu s niZze uvedenym bodem 3.

Auditofi, ktefi vystavuji osvédceni, musi provadét audity v souladu s obecné uznavanymi auditorskymi standardy a musi uvést, které standardy
pouzili. Musi mit na paméti, ze pro ucely vystaveni osvédceni o finan¢nich vykazech musi provést audit zaméfeny na splnéni podminek, nikoli
bézny povinny audit. Kritéria zptisobilosti stanovend v grantové dohod¢ maji vzdy ptfednost pred béznymi ucetnimi postupy.

Ocekava se, ze prijemce a auditor vyresi jakékoli otazky tykajici se vécnych udaji nebo podrobnych vypocti pred predlozenim finan¢niho
vykazu a doprovodného osvédceni. Déle se doporucuje, aby ptijemce zohlednil pfedbézné poznamky a ndvrhy auditora tak, aby se vyhnul vyroku

s vyhradou nebo omezil rozsah vyhrad.

Protoze osvédc¢eni je hlavnim zdrojem zaruk za zadosti o proplaceni nékladi, ¢astky budou spiSe posouzeny jako zpusobilé, bude-li ptedlozeno
osvédceni bez vyhrady.

Ptedlozenim osvéd€eni neni dotéeno pravo Clenského statu provést své vlastni posouzeni nebo audity. Vyplaceni ndhrad ndklad(, na néz se
vztahuje osvédcéeni, také ¢lenskému statu, Komisi, Evropskému utradu pro boj proti podvodiim a Evropskému uc¢etnimu dvoru nebrani v provadéni
kontrol, auditl a Setfeni v souladu s ¢lankem 17 grantové dohody.
Clensky stat ocekava, ze osvédceni vystavena auditory budou odpovidat nejvyssim odbornym standardiim.
2. Auditori, ktefi smi vystavit osvédcéeni
Ptijemce si smi zvolit kvalifikovaného externiho auditora, vcetné svého obvyklého externiho auditora, pod podminkou, Ze:

- externi auditor je na pfijemci nezavisly a

- jsou splnéna ustanoveni smérnice 2006/43/ES**.

Nezavislost je jednou z vlastnosti, které auditorovi umozni, aby pii vytvaieni stanoviska nebo rozhodnuti uplatnil nestranny usudek a objektivné
posoudil zjisténé skutecnosti. Znamena to také, ze auditor pii praci nepiijima pokyny piijemce a ptijemce do jeho prace nijak nezasahuje.

24 Smérnice Evropského parlamentu a Rady 2006/43/ES ze dne 17. kvétna 2006 o povinném auditu roénich a konsolidovanych ¢etnich zavérek nebo obdobné vnitrostatni

predpisy (Ut. vést. L 157, 9.6.2006, s. 87).


http://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1447145828278&uri=CELEX:32006L0043

Ma se za to, ze auditofi poskytuji piijemci sluzby na zdkladé kupni smlouvy ve smyslu ¢lanku 9 grantové dohody. To znamend, ze naklady na
osvédCeni o finan¢nich vykazech mohou byt obvyklym zpisobem vykazany jako nédklady vynalozené na akci, pokud jsou splnéna pravidla
zpusobilosti nakladd uvedena v ¢lancich 6 a 9.1.1 grantové dohody (zejména: nejlepsi pomér mezi kvalitou a cenou a zadny stiet z4jmu; viz také
bod vénovany zptisobilosti nakladii na ostatni zbozi a sluzby). Pouzije-li pfijemce svého obvyklého externiho auditora, predpoklada se, ze jiz maji
uzavienou smlouvu, kterd spliluje tato ustanoveni, a neni nutno vyhledat nové nabidky. Pouzije-li piijemce externiho auditora, ktery neni jeho
obvyklym externim auditorem, musi jej vybrat podle pravidel uvedenych v ¢lanku 9.1.1.

Verejné subjekty si mohou zvolit externiho auditora nebo pfislusného statniho ufednika. V piipadé, Ze zvoli pfislusného statniho ufednika, je
nezavislost auditora obvykle definovana jako ,,skutecna a zjevna“ nezavislost na ptijemci, jehoz audit provadi. Prvotni podminkou je, Ze tento
ufednik se nijak nepodilel na vypracovani finan¢nich vykaza. Ptislusné vnitrostatni orgadny rozhoduji o pravni zpisobilosti daného ufednika pro
provedeni auditl tohoto konkrétniho vefejného subjektu. Osvédceni by mélo na toto opravnéni odkazovat.

3. Metodika auditu a oekavané vysledky
3.1 Ovéreni zpusobilosti vykdazanych nakladi

Auditor musi provést ovéteni na zaklade Setfeni a analyzy, (nového) vypoctu, porovnani, dalSich kontrol spravnosti, pozorovani, kontroly zdznamt
a dokumentl a rozhovoru s pfijemcem (a s osobami, které pro néj pracuji).

Auditor musi prezkoumat néasledujici dokumentaci:

e grantovou dohodu a jakékoli zmény dohody;

e pravidelnou a/nebo zadvérecnou zpravu/zpravy;

® u osobnich ndkladu
o vyplatni pasky;
o pracovni vykazy;
o pracovni smlouvy;
o dalsi dokumenty (napf. ucetnictvi osobnich nakladii, pravni pedpisy o socidlnim zabezpeceni, faktury, stvrzenky apod.);
o doklady o platbach;

ey cestovnich ndkladii a diet
o interni pravidla pfijemce pro sluZebni cesty;
o (ptipadné) faktury za prepravu, jizdenky a letenky;



o prohlaseni piijemce;
o dalsi dokumenty (doklady o ucasti jako naptiklad zapisy z jednani, zpravy apod.);
o doklady o platbach;
o u ndkladi na vybaveni
o faktury;
o dodaci listy / osvéd€eni o prvnim pouziti;
o doklady o platbach;
o metodu vypoctu odpist;
e u subdodavek
o vyzvu k podavani nabidek;
(ptipadné) nabidky;
odivodnéni vybéru subdodavatele;
smlouvy se subdodavateli;
faktury;
prohlaseni ptijemce;
doklady o platbach;
o dalsi dokumenty: napft. ptipadna vnitrostatni pravidla pro vetejna nabidkova fizeni; smérnice EU apod.;
e u ndkladu na dalsi zbozi a sluzby
o faktury;
o doklady o platbach a
o dalsi relevantni ucetni dokumenty.

O O O O O O

Vieobecna pravidla zpiisobilosti
Auditor musi ovérit, zda vykazané naklady splituji vSeobecna pravidla zptisobilosti stanovena v ¢lanku 6.1 grantové dohody.

Naklady zejména musi:
e skute¢n¢ vzniknout;
e souviset s pfedmétem grantové dohody a musi byt uvedeny v predbézném rozpoctu piijemce (tj. v posledni verzi ptilohy 2);
e byt nezbytné pro provedeni akce, na kterou se grant poskytuje;



e byt piiméfené a odiivodnéné a spliiovat pozadavky fadného finanéniho fizeni, zejména pokud jde o hospodarnost a icelnost;>
e vzniknout v pritb¢hu akce, jak je definovana v ¢lanku 3 grantové dohody (s vyjimkou faktury za osvédceni o auditu a nakladi spojenych s
predlozenim zavérecné zpravy);
e nesmi byt hrazeny z jiného grantu EU (viz niZe — nezptisobilé naklady);
e Dbyt vycislitelné, ovéfitelné a predevsim zapsané v ucetnich zdznamech piijemce a stanoveny v souladu s platnymi u¢etnimi standardy v
zemi, v niz ma piijemce své sidlo, a s jeho béZznymi postupy uctovani nakladu;
e byt v souladu s pozadavky platnych vnitrostatnich danovych a pracovnépravnich piedpist a pravnich piedpist o socidlnim zabezpeceni;
e Dbyt v souladu s ustanovenimi grantové dohody (viz zejména Clanky 6 a 9-11a) a
e Dbyt pfevedeny na eura pomoci sazby stanovené v ¢lanku 15.6 grantové dohody:
o prijemce, ktery vede své u€etnictvi v jiné méné nez v eurech:
naklady vzniklé v jiné méné musi byt pfevedeny na eura v souladu s vnitrostatnimi pravidly, ktera stanovi pfislusné orgdny ¢lenského
statu;
o prijemce, ktery vede své G€etnictvi v eurech:
naklady vzniklé v jiné méné by mély byt prevedeny na eura s pouzitim bézného ucetniho postupu piijemce.
Auditor musi ovéfit, zda vydaje zahrnuji DPH, a pokud tomu tak je, ovéii, zda piijemce:
— nema narok na vraceni DPH (to musi byt dolozeno vyjadienim ptislusného organu) a
— neni vefejny subjekt jednajici jako organ vetejné moci.

Auditor by mél k auditu pfistupovat na zékladé arovné spolehlivosti po provéfeni interniho kontrolniho systému piijemce. Pouziva-li auditor
vybéroveé soubory, mél by uvést a odiivodnit velikost vybérového souboru podle mezinarodnich auditorskych standarda. Tyto informace by mély
byt uvedeny ve zpraveé o auditu, kterd je podkladem pro osvédceni o auditu.

Zvlastni pravidla zpusobilosti

Daéle musi auditor ovéftit, zda vykazané naklady spliuji zvlastni pravidla zptisobilosti nakladt stanovend v ¢lanku 6.2 a v ¢lancich 9.1.1 a 10.1.1
grantové dohody.

Osobni ndklady

%5 Bude posouzeno zejména na zakladé postupti zadavani a vybéru poskytovateli sluzeb.



Auditor musi ovérit, zda:

osobni naklady byly uctovany a vyplaceny za Cas, ktery zaméstnanci ptijemce skute¢né stravili provadénim akce (doloZeno pracovnimi
vykazy nebo jinym relevantnim systémem zaznamenéavani pracovni doby);

osobni néklady byly vypocteny na zéklad¢ rocnich hrubych platti, mezd nebo odmén (plus povinnych socialnich poplatk, ale s vylou¢enim
vSech ostatnich nakladf), které jsou uvedeny v pracovni smlouvé nebo v jiném typu smlouvy a které nepfevySuji pramérné sazby
odpovidajici obvyklé politice odménovani piijemce;

prace byla vykonéana v dobé provadéni akce, jak je definovana v ¢lanku 3 grantové dohody, a

osobni naklady nejsou hrazeny z jiného grantu EU (viz nize — nezpiisobilé naklady);

u dalSich odmén: jsou splnény 2 podminky stanovené v ¢lanku 6.2.A.1 (tj. Ze jsou soucasti obvyklych postupt pfijemce tykajicich se
odmeénovani a jsou vyplaceny disledné pokazdé, kdy je vyzadovan tentyz druh prace nebo odbornych znalosti, a ze kritéria pouzita pro
vypocet doplitkovych plateb jsou objektivni a piijemce je pouziva vSeobecné, bez ohledu na pouzity zdroj financovani);

u internich poradci: jsou splnény 3 podminky stanovené v ¢lanku 6.2.A.2 grantové dohody (tj. Ze interni poradce pracuje dle pokynt
ptijemce, ze vysledky vykonané prace nalezi ptijemci a ze naklady se vyznamné nelisi od nékladli na zaméstnance vykonavajici podobné
ukoly na zéklad¢€ pracovni smlouvy).

Auditor by mél mit jistotu, Ze systém fizeni a ti€etni systém zajiSt'uje ndlezité rozdéleni osobnich ndkladi mezi rizné ¢innosti piijemce financované
riznymi darci.

Cestovni naklady a diety

Auditor musi ovéfit, zda cestovni naklady a diety:

byly uctovany a vyplaceny v souladu s internimi pravidly a obvyklymi postupy piijemce;
nejsou hrazeny z jiného grantu EU (viz niZe — nezpusobilé néklady);
byly vynaloZeny na cesty souvisejici s koly v rdmeci akce, které jsou uvedeny v pfiloze 1 ke grantové dohod¢.

Ndklady na vybaveni

Auditor musi ovéfit, zda:

vybaveni je nakupovano, pronajimano nebo potizovano na leasing za bézné trzni ceny;

vetejné subjekty dodrZely vnitrostatni pravidla pro zadavani vetejnych zakazek;

vybaveni je odpisovano, odpisy byly vypocteny v souladu s daflovymi a uc¢etnimi pravidly platnymi pro piijemce a byla vykdzana pouze ta
¢ast odpist, jakad odpovida trvani akce, a



e naklady nejsou hrazeny z jiného grantu EU (viz nize — nezpiisobilé naklady).
Naklady na dalsi zbozi a sluzby

Auditor musi ovéfit, zda:
e nakup spliiuje pozadavek nejlepsiho poméru mezi kvalitou a cenou (nebo nejnizsi ceny) a nedoslo ke stietu zajmii;
e vefejné subjekty dodrzely vnitrostatni pravidla pro zadavani vefejnych zakazek a
e naklady nejsou hrazeny z jiného grantu EU (viz nize — nezpiisobilé naklady).

Naklady na subdodavky

Auditor musi ovéfit, zda:
e subdodavky spliiuji pozadavek nejlepsiho poméru mezi kvalitou a cenou (nebo nejnizsi ceny) a nedoslo ke stfetu z4jm;
subdodavky byly nezbytné pro provedeni akce, na kterou je grant pozadovan;
subdodavky byly upraveny v pfiloze 1 a ptiloze 2 nebo schvaleny ¢lenskym statem pozdéji;
subdodavky jsou podlozeny ucetnimi doklady v souladu s vnitrostatnimi ucetnimi pravnimi predpisy;
naklady na subdodavky zadané subjektim, které maji strukturdlni vazbu s ptijemcem, se omezuji na vlastni ndklady subjektu (tj. bez
jakéhokoli zisku; viz ¢lanek 10 grantové dohody);
e vefejné subjekty dodrZely vnitrostatni pravidla pro zadavani vetejnych zakazek.

Nezpiisobilé naklady

Auditor musi ovéfit, zda ptijemce nevykazal naklady, které jsou nezplisobilé podle ¢lanku 6.4 grantové dohody:
e naklady spojené s kapitdlovym vynosem;

dluhy a poplatky za dluhovou sluZzbu;

rezervy na pokryti ptipadnych budoucich ztrat ¢i zavazk;

splatné uroky;

pochybné pohledavky;

kurzové ztraty;

bankovni poplatky uctované bankou piijemce za ptevody od ¢lenského statu;

nadmérné nebo neuvazené vydaje;



e odecitatelna DPH;

e DPH zaplacena vefejnym subjektem jednajicim jako organ vetejné moci;

e naklady vzniklé béhem pozastaveni provadéni akce;

e vécné prispeévky od tretich stran;

e ndaklady vykazané v ramci jiného grantu EU financovaného z rozpoc¢tu EU, zejména nepiimé naklady, pokud pfijemce v tomtéz obdobi
dostava grant na provozni naklady financovany z rozpoc¢tu EU;

e naklady na stalé zaméstnance vnitrostatnich spravnich organti uréené na Cinnosti, které jsou soucasti jejich bézné ¢innosti (tj. nejsou konany
pouze z divodu grantu);

¢ ndaklady na zaméstnance nebo zastupce organd, instituci a agentur EU.

3.2 Ovéreni piijmi

Auditor musi ovéfit, zda ptijemce vykazal piijmy, ve smyslu ¢lanku 5.3.3 grantové dohody, tj.:
e pfijmy plynouci z akce (napf. z prodeje produktil, sluzeb a publikaci, konferencni poplatky);
e financni piispévky poskytnuté piijemce jeho Cleny, které maji byt vyuzity konkrétné na naklady, jez jsou v ramci akce zpusobilé.

Auditor musi dale ovétit, zda zbyvajici ndklady akce nesl pfijemce, tj. Ze tieti strany neposkytly zddné financni ptispévky, které mély byt vyuzity
konkrétn¢ na néklady, jez jsou v ramci akce zptisobilé (kromé ¢lenil) (viz ¢lanek 5.2 a 5.3.3 grantové dohody).

3.3 Ovéieni ucetniho systému piijemce

Auditor musi ovérit, zda:
e (cetni systém (analyticky nebo jiny vhodny interni systém) umoznuje identifikovat zdroje financovani na akci a souvisejici vydaje vzniklé
v dobé¢ platnosti dohody a
e vydaje/ptijmy v ramci grantu byly zaznamenavany systematicky pomoci systému cislovani, ktery je odliSuje od vydaji/piijml jinych
projekta.



Osvédceni o finan¢nich vykazech

Vézena pani / Vazeny pan
[Cely nazev piijemce
adresa]

Nase spolecnost, [cely nazev spolecnosti/organizace auditora], se sidlem na adrese [Uplnd adresa/mésto/zeme], zastoupend pro ucely podpisu
tohoto osvédceni o auditu [jméno a funkce opravnéného zastupce],

timto osvédcuje

1. NaSe spolecnost provedla audit nakladi vykazanych ve finan¢nim vykazu [nazev ptijemce] (,,piijemce®), ke kterému je toto osvédceni o
auditu pfipojeno a ktery ma byt predlozen ¢lenskému statu na zékladé grantové dohody €. [vlozte ¢islo] — [vlozte zkratku]. Tento financni
vykaz zahrnuje naklady za nésledujici vykazované obdobi / vykazovana obdobi: [doplite vykazované obdobi / vykazovana obdobi].

2. Potvrzujeme, Ze audit byl proveden v souladu s obecné uznavanymi auditorskymi standardy a etickymi pravidly a na zaklad¢ ustanoveni
grantové dohody a jejich ptiloh (a zejména podle metodiky auditu popsané v ptiloze 5).

3. Finanéni vykaz byl pfezkouman a byly provedeny viechny potiebné testy /vsech/ /[X] %/ podkladovych dokumentti a i¢etnich zdznam@?S, a
ziskali jsme tak pfimérenou zaruku, ze podle naSeho ndzoru a na zéklad¢ auditu

— celkové naklady ve vysi [vlozte €islo] EUR ([vlozZte ¢asku slovy]) jsou zpiisobilé, tj.:
— skute¢né;
— stanovené v souladu s G€etnimi zdsadami piijemce;
— vynaloZené v obdobi uvedeném v ¢lanku 3 grantové dohody;
— zaznamenané v Ucetnictvi piijemce (k datu tohoto osvéd¢eni o auditu);

26 P¥i pouziti vybérovych soubori: ve zpravé o auditu by méla byt vysvétlena technika vyb&ru souboru a popsan testovany soubor.



— spliuji zvlastni pravidla zpasobilosti uvedena v ¢lanku 6.2 grantové dohody;
— nezahrnuji naklady, které jsou nezptisobilé podle ¢lanku 6.4 grantové dohody, zejména:

— [jsou uplatnény na zakladé ptfevodniho kurzu, na ktery se odkazuje v clanku 15.6 grantové dohody;/
— Dbyly vykazany celkové prijmy ve vysi [vloZte ¢islo] EUR ([vlozte ¢asku slovy]) podle ¢lanku 5.3.3 grantové dohody a

— ucetni postupy piijemce jsou v souladu s ucetnimi pravidly ¢lenského statu, v némz ma ptijemce sidlo, a umoznuji ptimé odsouhlaseni
nakladii vynalozenych na provedeni akce hrazenych z grantu EU s vS§eobecnym finan¢nim vykazem, ktery zahrnuje celou ¢innost pfijemce.

naklady spojené s kapitdlovym vynosem,;

dluhy a poplatky za dluhovou sluzbu;

rezervy na pokryti ptipadnych budoucich ztrat ¢i zavazki;

splatné uroky;

pochybné pohledéavky;

kurzové ztraty;

bankovni poplatky tctované bankou ptijemce za pievody od ¢lenského statu;
nadmérné nebo neuvazené vydaje;

odecitatelna DPH;

DPH zaplacena vefejnym subjektem jednajicim jako organ vetejné moci;
naklady vzniklé béhem pozastaveni provadéni akce;

véené prispévky poskytnuté tietimi stranami;

naklady vykazané v ramci jinych grantii EU financovanych z rozpoc¢tu EU, zejména nepiimé néaklady, pokud piijemce v

tomtéz obdobi dostava grant na provozni naklady financovany z rozpoctu EU;

naklady na stalé zaméstnance vnitrostatnich spravnich organii uréené na ¢innosti, které jsou soucasti jejich bézné ¢innosti

(j. nejsou konany pouze z divodu grantu);
naklady na zaméstnance nebo zastupce organd, instituci a agentur EU;

/K vyroku auditora vSak pfipojujeme vyhradu pro:

— naklady ve vysi [vleZte ¢islo] EUR

— pfijmy ve vysi [vloZte ¢islo] EUR



které podle naSeho nazoru nespliuji platna pravidla./
4. NasSe spolecnost je kvalifikovana/opravnéna vystavit toto osvédceni o auditu /(dalsi informace jsou uvedeny v ptiloze tohoto osvédceni)/.
5. Ptijemce uhradil za toto osvédceni o auditu cenu ve vysi [vlozte ¢islo]) EUR (vcetné DPH ve vysi [vlozte ¢islo]) EUR. [VARIANTA 1: Tyto

naklady jsou zpusobilé (tj. vznikly do 90 dnii od data skonc¢eni akce uvedeného v ¢lanku 3 grantové dohody) a jsou zahrnuty ve finan¢nim
vykazu./[VARIANTA 2: Tyto naklady nebyly zahrnuty do finan¢niho vykazu./

Datum, podpis a razitko

PriloZzena: Zprava o auditu podle normy ISRS 4400 nebo ekvivalentni mezindrodni auditorské normy, z niz toto osvéd¢eni vychazi



PRILOHA 6

VZOR PRAVIDELNE TECHNICKE ZPRAVY

[1.] [2.] [3.] pravidelna technicka zprava akce [vlozte zkratku]

Cislo grantové dohody: [vlozte ¢islo grantové dohody]

Nazev akce: [vlozte nazev akce]

Datum zah4jeni akce: [vlozte dd/mm/rrrr]

Trvani akce: [vlozte dobu trvani v mésicich]

Obdobi zahrnuté do zpravy: od [vlozte dd/mm/rrrr] do [vlozte dd/mm/rrrr]

1) Popis provedenych ¢innosti s odiivodnénim jakychkoli odchylek od predpokladanych €innosti (maximdlné 1 500 znakii pro kazdou cinnost)

Popis ¢innosti predpokladanych v | Popis provedenych cCinnosti s | Vysvétleni s  odivodnénim rozdild  mezi
projektu! véetné oznaceni | uvedenim ukazateli vystupd a | pfedpokladanymi ¢innostmi a ¢innostmi skute¢né
o¢ekavanych ukazatell vystupt a | vysledki provedenymi
vysledkti?

Cinnost 1

[ndzev]

Cinnost 2

[ndzev]

Cinnost 3

[nazev]

Cinnost n

[nazev]

D Piiloha 1 grantové dohody
2 Srov. ¢lanek 22 provadéciho nafizeni Komise (EU) 2015/1831

2) Prilozeny kopie vSech pouzitych materiali a vizualnich pomiicek, které dosud nebyly predloZzeny



PRILOHA 7

VZOR ZAVERECNE TECHNICKE ZPRAVY

Zavérecna technicka zprava akce [vlozte zkratku]

Cislo grantové dohody: [vlozte Cislo grantové dohody]
Nazev akce: [vlozte nazev akce]
Datum zah4jeni akce: [vlozte dd/mm/rrrr]
Trvani akce: [vlozte dobu trvani v mésicich]

1) Prehled provedenych c¢innosti a dosazenych vysledkl akce, zejména s pouzitim ukazatell dopadi, na které se odkazuje v ¢lanku 22
provadéciho natizeni Komise (EU) 2015/1831 (maximalné 6 000 znakii)

2) Shrnuti uréené ke zvetejnéni (maximdlné 3 000 znakii)




PRILOHA 8

Podminky tykajici se monitorovani

Piijemce informuje SZIF a pfedda mu tficet dni pred zacatkem kazdého Ctvrtleti predbézny ¢asovy rozvrh planovanych opatieni podle vzoru uvedeného
v priloze 8 A (Plan akci a rozpoctu). Pokud dojde ke zménadm v tomto piedbézném Casovém rozvrhu, oznami to neprodlené SZIF.

Pfed provadénim opatieni se piijemce zavazuje predat SZIF vSechny navrhy materialti urCenych pro informaci a propagaci, které vyhotovi v ramci
programu. SZIF zkontroluje, zda navrhy materiala jsou v souladu s platnymi pravnimi predpisy Evropské unie, a zejména v souladu s ¢lanky 1, 2, 3, 4,
5 a 6 provadéciho natizeni Komise 2015/1831.

Ptijemce zasle SZIF do 60 dnti od ukonceni kazdého cEtvrtleti, poc¢itano ode dne podpisu smlouvy, pribéznou zpravu o plnéni smlouvy béhem uvedeného
ctvrtleti (,,Ctvrtletni zprava®) podle vzoru uvedeného v piiloze 8 B spolu se souhrnnym finan¢nim vykazem, kopiemi faktur a ptislusnych dokladu, které
se tykaji plateb provedenych béhem uvedeného Ctvrtleti.

Monitorovaci skupina se pravidelné schazi, aby mohla sledovat, jak postupuji jednotlivé programy, které jsou financovany podle této smlouvy a v souladu
s ptislusnymi nafizenimi. %’

%7 Nafizeni Evropského parlamentu a rady 1144/2014
Provadeéci natizeni Komise 2015/1831



PiredbéZny ¢asovy rozvrh opatieni (Plan akci a rozpoctu)

Cislo smlouvy + &lensky stat (lenské stity):

Nézev navrhujici organice (nazvy navrhujicich
organizaci):

Datum zahajeni programu (datum podpisu):

Rok programu:

Ctvrtleti, béhem ného je provadéna &innost:

Datum zahdjeni Ctvrtleti:

PRILOHA 8 A

Datum ukonceni Ctvrtleti:

Lhita pro predlozeni pfedbézného casového
rozvrhu:

Datum piedlozeni predb&ézného Casového rozvrhu:

Trvad-li éinnost déle nez jedno Ctvrtleti, je popsdana pouze v prvanim Ctvrtleti.

smlouvé

Datum Datum Druh Cinnosti Zemé Mésto Kod akce Popis ¢innosti
zahdjeni ukonceni (pomoc...) uvedeny ve



file:///G:/03%20-%20ProcÃ©dures%20administratives/ComitÃ©%20de%20gestion/Documents%20Committee%2002Oct2007/Activity_template_EN.xls%23Activities
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PRILOHA 8 B
Vzor pro ¢tvrtletni zpravy
Vyplni zadatel

Zprava . ....

Zadatel: e
Nazev programu: e
Datum zpravy: e
Zpréava za obdobi: e
Datum zahajeni programu: — :.........cooiiiiiiiiiiie
Smlouva (EZZF) €. ..o
1. Provadéni opatieni
Seznam provedenych opatieni uvedeny v programu (pfipojeno ke smlouve):

1. Opatieni 1

U kazdého opatieni uved’'te tyto informace:

Doba, misto, udaje o rozsahu: pocet ucastnikil, po€et prodejnich mist, mnozstvi vytiSténych
materiald, délka a pocet rozhlasovych a televiznich reklamnich vysilani. U internetovych
stranek uved’te adresu. Uptesnéte dalsi dulezité informace tykajici se kazdého opatieni.

Uved'te kazdou zménu nebo kazdé zruSeni pldnovanych opatfeni a rovnéz ditvod zmény
nebo zruSeni.
2. Vyvoj programu

Uved'te kazdou pfipominku a ptipadné obtize vzniklé pii provadéni programu. Uvedte
udaje o opatienich, kterd se maji provést béhem nasledujiciho obdobi, a pfipadné zmeny
oproti planu.
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