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The starting point of this thesis is to answer the question of what a good fair event is like
and how it should be implemented. Thesis is based on a commission work.

| set out to carry out research process based on commissioned work. Association of Por-
nainen Entrepreneurs ordered the production of a trade fair event from me, which, how-
ever, due to the impact of the pandemic, changed to an annual clock that controls the pro-
duction.

Based on a few meetings, we concluded that the annual clock would not meet their needs.
Instead of an annual clock, we decided that a comprehensive, customized manual for or-
ganising the trade fair would serve them better.

This thesis will demonstrate you how a good fair event can be implemented. First, | de-
scribe the features and characteristics of a good trade fair event. After that, | will present
the trade fair manual | produced for the Association of Pornainen Entrepreneurs, where
those features and characteristics are considered. The commissioner has been producing
a volunteer-based fair for over two decades. The changes in the event industry have led
them to several challenges, to which answers were sought on this thesis.

At the end, | discuss about what a well-organised fair is like and how this manual answer to
this question based on the commissioner’s needs. The goal was to produce a flexible
guidebook and project management tools for people for whom organising an event is not
an everyday job.
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Taman opinnaytetyon lahtdékohtana on vastata kysymykseen, millainen on hyva messuta-
pahtuma ja miten se tulisi toteuttaa.

Lahdin toteuttamaan tutkimusta toimeksiantotydn pohjalta. Pornaisten yrittajat tilasivat mi-
nulta messutapahtuman tuotannon, joka kuitenkin pandemian vaikutuksesta vaihtui tuotan-
toa ohjaavaksi vuosikelloksi.

Muutamien tapaamisten pohjalta tulimme tulokseen, ettei vuosikello vastaisi heidan tarpee-
seensa. Paadyimme vuosikellon sijaan siihen, ettd kokonaisvaltainen, heille raataloity ma-
nuaali messutapahtuman jarjestamisesta palvelee paremmin.

Tama paattotyo osoittaa sinulle miten hyva messutapahtuma voidaan toteuttaa. Tyossa ku-
vataan aluksi millaisia piirteita ja ominaisuuksia on hyvalla messutapahtumalla. Sen jal-
keen esittelen Pornaisten Yrittajien yhdistykselle tuottamani kasikirjan messutapahtuman
jarjestamiseksi, jossa ndma piirteet ja ominaisuudet on huomioitu. Toimeksiantaja on tuot-
tanut vapaaehtoispohjaista messutapahtumaa yli kaksi vuosikymmenta. Tapahtuma-alan
muutokset ovat johtaneet useisiin haasteisiin, joihin tassa opinnaytetydssa etsittiin vastauk-
sia.

Lopussa pohdin, millainen on hyvin jarjestetty messutapahtuma ja miten tama toimeksian-
tajalle luotu manuaali vastaa tdhan kysymykseen heidan tarpeidensa pohjalta. Tavoitteena
oli tuottaa joustava ohjekirja ja projektinhallintatydkalut ihmisille, joille tapahtuman jarjesta-
minen ei ole jokapaivaista tyota.

Asiasanat: Tapahtumatuotanto, kasikirja, messutapahtuma
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1 Introduction

In this production thesis | will look at a successful trade fair organising process in a small
municipality. | show how | created a trade fair organising manual for the commissioner.
The knowledge base discusses the nature of a trade fair event in the event field and what
are the success indicators of an event and how storytelling relates to the events.

In the productive part of the thesis, | will go the through the manual previously done for the
commissioner. The aim of the manual was to provide a flexible method for organising a
trade fair event in the future. The issues discussed in the knowledge base, the challenges
posed by the commissioner and my own acquired professional skills have been utilized in

the design and implementation of the manual.
1.1 Aim

The aim of this thesis is based on commissioners’ challenges and needs. They needed

guidance and help to organise their trade fair event and take the event to the next level.

In the beginning the aim was to work as an event producer for their trade fair event, but

since Covid-19 pandemic continued further the aim changed and grew.

The aim finally structured to be a guidebook, a customised manual for them to organise

their trade fair in a changing environment.
1.2 Commissioner

Association of Pornainen Entrepreneurs is an association for local entrepreneurs whose
companies and businesses are located in the municipality of Pornainen.

They were looking for a person who could lead them to organise their event that is held
every other year in Pornainen. Their event has been organised for over twenty years but
recently the main organiser retired and gave the organising responsibility to younger
members of the association. However, there were little or not at all reports, testaments, or
other records of previous events, so the association was forced to organise the event like
they could, and it appeared to be beyond their knowledge. They decided to hire a profes-
sional event organiser and then came covid pandemic. The task changed from organising
the event to writing a manual and creating a system for them to organise the event easier

themselves in years to come.



2 Events and trade fairs

Events are celebrations according to Juha Iso-Aho (Iso-Aho & Kinnunen 2011). The more
interesting and singular they are, the better publicity image they give to the city that they

are held in.
2.1 What is a trade fair?

According to Merriam-Webster dictionary a trade fair is an event in which various compa-
nies from a similar industry or field exhibit their products to prospective customers. (Mer-
riam-Webster, 2022)

Typically, trade shows, trade fairs, or expositions are exhibitions where companies show-
case their products and services. Some trade shows target specific industries, such as
aviation, computers, tourism, smartphones, automobiles, etc. A trade fair is an exhibition
held in a conference/convention centre or other indoor venue in which members of a spe-
cific industry demonstrate, display, and discuss their products with visitors. Some trade

fairs are held outdoors, for instance, air shows. (Market business news, 2022)

When organizing a trade fair, attention should be paid to both the visitors and exhibitors.
Trade fairs are often held to provide contact between its participants. Organizing them is

an art form of its own, as they have many unique features. (Liveto, 2022)

Organizing a trade fair is always based on a need. In a highly competitive industry, there
is usually a high demand for success. For this reason, visitors and exhibitors should have
a clear need for the trade fair. As a result of the variety of fairs in Finland, standing out can

be challenging. (Liveto, 2022)

As one of the company's marketing methods, trade fairs require heavy investments includ-
ing entry fees, personnel -, accommodation -, and the booth construction costs. To attract
companies, the event must be attractive enough to justify spending their resources there.
As such, the organizer must convince the company of the importance of the trade fair, by
clearly addressing potential visitor groups. For example, the company is able then to bal-

ance its marketing between in social media marketing and a trade show. (Liveto, 2022)

2.2 History of trade fairs

Events, festivals, and seasonal festivals have been a part of the lives of human communi-
ties for as long as history has been able to study human behaviour. The importance of

events in the modern or post-modern world does not seem to have diminished at all, on



the contrary, the social media has enabled new communication possibilities and commu-
nity formations to come alive and by that have created new types of events. (Iso-Aho &
Kinnunen 2011, 11.)

The first trade fair for public in Finland was held in 1934 at Lahti. Today the biggest venue
for trade fairs in Finland, Messukeskus in Helsinki, has over a million visitors per year and

accommodate approximately 8000 vendors. (Hayrinen & Vallo 2016)

2.3 Defining the event industry

Confederation of Finnish Industries made research on event industry role in Finnish econ-
omy. (Ali-Jyrkkd & Pajarinen, 2021) In this research they defined event industry in Finland
under three different definitions. The first definition they took for a closer look was indus-

try-based definition, they based it on national economy accounting industry grouping. This
information can be found from public data base and that is their advantage. However, sev-

eral event services, such as cinemas or trade fairs are excluded from these sectors.

Business and
commercial
events

Political and
state events

Religious
events

Cultural events

Education and
science events

Art and culture
events

Sport events
Entertainment Recreational
events events

Chart 1. Different fields in event industry. (Ali-Jyrkkd & Pajarinen, 2021)

In the second definition Ali-Jyrkké and Pajarinen looked is detailed classification based on

industry categories, such as:



- catering

- playing movies

- talent agencies and manager services

- booking services

- trade fairs and congress organising

- performing arts and service that support those art forms
- creating art pieces

- art institutions activities

- museums and their activities

- sporting institutions and their activities

- amusement and theme parks

- other amusement and recreation activities

- congregations and religious organizations

- other than professionals and political organisations

Negative side is that these classifications are not public information, which hinders the

definition of what is included in event industry.

The third classification Ali-Jyrkkd and Pajarinen took was based on company level and in-
dustry data. From this definition they recognise seven fields that potentially belong to the

event industry. Those were:

- Audio-visual productions (sound, picture, and computer recordings)
- recording studios, publishing of recordings and music

- photography

- renting and leasing of machinery and equipment’s

- sporting and exercising schooling

- art and music schooling

- other sporting activity

They mention that in these listed company fields, only those are taken into consideration
which have straight connections to event industry. So, there might be more, but search
method they used, Al-based analytical programme from Vainu.io Software Itd., results re-

ferred to these choices.

Based on this information, event industry is difficult to define as a strict concept. Trade

fairs were only mentioned in subordinate clause.
2.4 Future event and trade fair trends

Josh Howarth (2022) looks at future trends in the event industry in his article and high-

lights few of them.

Howarth (2022) notes that the covid pandemic has accelerated change in the industry.
This change continues in 2022. One of these changes was the increase in hybrid events,
which now occurred in a very rapid cycle. More than 70% of event planners have men-

tioned that they will continue to use digital platforms in their events.



Possibilities of digital platforms are e.g.: facilitate the creation and engagement of commu-
nities, information sharing and, above all, collecting the information important for the or-
ganising body. The hybrid is seen as a close part of future events.

Events, especially corporate events, become marketing tools that are heavily influenced
by virtual participants. Virtually, there is no limit to how much the event can reach the au-

dience.

Many organisers offer free registration for their event, which makes it possible to monitor
the impact of sponsors on the public and to increase the effectiveness of sponsorship co-
operation for example. In addition, virtual events can be organized more often and with
less risk. The development of technology to serve events has also provided an opportunity

for ongoing communities. (Howarth, 2022)

Lance Fensterman (Hoffman, 2021) states that fans of their convention will never keep a
community as a self-evident part in their lives and that people are happy to see others live

again but, in the future, creating safe events for them is the key.

The virtual events also brought up concerns which Howarth (2022) briefly highlights the
rise of cybersecurity. He says that experts emphasize the importance of two-step authenti-

cation, VPN usage, and a strong password management.

The rapid development of the industry also requires professionals to learn new skills.
Many new things need to be considered, such as stricter hygiene standards required in
the design of live experiences in physical environments. The need to adapt skills is cer-

tainly a strong trend even after the pandemic ends. (Howarth, 2022)

While the virtual world offers to events and businesses the means to create a community,
networking virtually is more difficult. Future events will emphasize meeting people and
gaining experiences. Also, the digital experiences will rise to the focal point with success-
ful professionals. The trend to produce experiences was already visible before the pan-
demic broke out. People need meaningful and transformative experiences for themselves
and their businesses to feel that they have gained value from the event. (Howarth, 2022)
Claire Hoffman (2021) also writes in her article about the significance of the experiences,
to which she interviewed Marc Herron, senior vice president of strategy at event produc-
tion company Sparks. Herron stated that in addition to the continued importance of hyper-
personalization, connected technologies, smart storytelling, integrated virtual/live formats,
a focus on content creators and authentic/meaningful content, sponsorships and partner-
ship marketing, and sustainability and a conscious approach to spending and materiality,
we will also see trends in sustainability and more responsible spending.

Experience will stay as a key figure when designing event and trade fairs in the future,



however, they will be more data driven and personalised for the specific audiences. (Hoff-
man, 2021)

Howarth (2022) mentions in the search terms “Transformation economy” an increase of
258% over the past year. He uses the term “a transformational experience” that means
that content at conferences and events is no longer a top priority but people’s desire of ex-

perience that changes them in some way.

The importance of gathering information during and after events rises to meet people’s
changing needs and expectations. Understanding and utilizing the collected data is lead-
ing how successful events and good outcomes are achieved in the event industry. Failure
can cost loss of the audience. Knowing the target group will help to stay one step ahead.
(Howarth, 2022)

Keeping the quality and model of events up to date also depends on the success of real-
time data collection. At the same time, Howarth (2022) states that 40% of event producers

expect more from technical solutions.

Finally, Howarth (2022) sums up that events that emphasize security and produce rele-

vance will be the new norm in the future.



3 Municipality of Pornainen and Pornainen trade fair

Pornainen is a small, 5,070 (Tilastokeskus, 2022) resident municipality near Helsinki and
Porvoo. Pornainen became its own municipality when it broke away from Porvoo in 1729.
Pornainen has always been an agriculture and forest covered place where people have
lived in three different main villages, which are Kirveskoski, Laukkoski and Halkia. Laukko-
ski has a colourful history in a Finnish movie industry being a filming location for multiple

movies throughout the years. For this Pornainen calls itself a Hollywood of Finland.
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Picture 1. Map of Pornainen (Maanmittauslaitos, 2022)

Over 300 entrepreneurs hold their location in Pornainen, and their society is active. Every
other year they organise Pornaisten Messut and every year they have provided for citi-

zens a new year’s fireworks. Both are very popular events.

Registered associations keep Pornainen lively by providing activities. For youth there are
theatres, music clubs, crafting, fishing, exercising, soccer, floorball, circus, and other lei-
sure time hobbies. Associations offer a lot of activities also for grownups. (Pornaisten
kunta, 2022)

There are all the basic services in the municipality centrum. Two grocery stores, post of-
fice, heath centre, a pharmacy, library, hairdresser and beauty salons, restaurants, cafete-
rias, gas stations and kindergarten, junior high, old people home, youth house, just men-

tioning few. (Pornaisten kunta, 2022)
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Many travel to surrounding cities for work. Public transportation helps people to go
around. From northern part of Pornainen it is easy to get to Helsinki city centrum even
though the distance is over 50km it takes only 45 minutes, and 35 minutes to the Helsinki-
Vantaa airport by car. Despite public transportation, owning a car is a necessity to get

around.

From all the working age population of Pornainen 2435 are currently working, making the
employment rate as high as 82,6 %. 26,1 % of these people are working inside the munic-
ipality. In Pornainen there is job opportunities for 1115 people, of which 72,8 % are ser-

vice and hospitality jobs. (Tilastokeskus, 2021)

EMPLOYMENT RATE ~ UNEMPLOYED PENSIONERS EMPLOYED IN WORKPLACE SELF-
PORNAINEN SUFFICIENCY

Chart 2. An economic structure of Pornainen (Tilastokeskus, 2021)

3.1 Association of Pornainen entrepreneurs

Finland entrepreneurs’ association is the largest business organization in Finland in terms
of memberships and the second largest in terms of the employment impact of its member
companies. They have 115,000 member companies, of which 50,000 are employers. Al-
most 60% of Finland's circa 90,000 employing companies are members to Finnish Entre-
preneurs association. (Tilastokeskus, 2021)

Pornaisten Yrittajat was founded in 1998 and acts as a trustee locally as part of the
above-mentioned umbrella organization. The association is lively and acts as a link be-
tween the municipality and entrepreneurs. The basic idea of the association operations is

to provide opportunities for companies within the municipality's business policy as well as
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operational events for the benefit of member companies. There are 360 companies in Por-
nainen, of which more than 30% are members of the association. (Vaarakangas, email,
2022)

In addition, association is active on combining the activities of residents and associations
in the form of events. In the normal world order, they organise various events such as the
Spring Carnival, the trade fair every two years, new year’s fireworks, and other smaller

events from time to time. (Vaarakangas, private email, 2022)
3.2 Pornainen trade fair event

In the beginning my given job was to organise the trade fair for them and while doing it,
teaching them how to do it along the way. We had many meetings where event matters
were discussed with the different Association members in larger and smaller groups.

Covid pandemic changed their goals and board members had to come up with another
way of how they could use my expertise for their benefit. After few months they decided

that they wanted me to write a manual for them. Based on this | started working.

According to my discussions with the Pornainen Entrepreneurs Associations board mem-
bers in the very beginning | got a lot of information on the event from them. Pornaisten
messut is a trade fair type of an event with target audiences are the residents of Por-
nainen municipality and residents of other close by municipalities such as Askola, Sipoo,
Mantsala and Porvoo, and entrepreneurs who come to network with new customers and
with each other. The event covers exhibitioners, vendors, programme providers, local as-

sociations, and small independent handicraft artists. Fair is organised in every other year.

Many of the Pornainen municipality’s other associations are involved with the event in
many ways. Providing catering, first aid station, building booths, guiding traffic during the
event, and working as volunteers in various tasks in the event. Parish/church is joining as

well.

They have three types of tickets, adult, child, or family ticket. The ticket allows people to
join the event and see all that it has to offer. Prices vary between years, being normally

between 5 to 10 euros.

The programme is also provided by the municipality’s individual people or/and sporting or
musical associations. A few show numbers and performances have been ordered from

outside to get something special for the visitors.



Picture 3. Audience at Pornaisten messut (Salo, 2010)

3.3 SWOT analysis of the trade fair

12

From the event perspective and the evolving of the event on mind | took a closer look on

their challenges and opportunities in a form of a swot analysis. Swot was made based on

the information gathered while interviewing the organisers and visitors of the event.

ﬂong traditions ) \
_ Strengths | - Team is new Weaknesses

- Good networking ' _

) - No filed history
- Flexible venue )

- Weak budgeting

- Sources .

. ) - Unclear roles in team
- Active society
- Well known

SWOT analysis
Threats

- New team
- Good reputation Opportunities | | - Similar events in neighbouring
- Room to grow municipality
- Active association - Price going up
- Multitalented team of entrepreneurs - Changes in the team

Qng traditions

- Long traditions - dated brand

J

Chart 3. Swot analysis chart.
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Strengths

The event has grown its position among the local community over twenty years. People
have a custom to visit the event and it has become a tradition for many. Both, visitors, and
exhibitioners like to join the event regularly.

The Entrepreneurs Association has good resources among themselves. There are pho-
tographers, graphic designers, beauty service providers, building and yard maintenance
companies, car and other motor vehicle repair companies, local supermarket owners, cof-
fee shop keepers and lots of others who have connections in multiple directions. Society
is active and willing to make the event to happen.

The municipality is offering the event venue for free and mention the event in their web
page shortly. (Pornainen, 2022). The venue is a school building where spaces are flexible
and provides two stages and classrooms, hall, kitchen and diner, yard space and parking

area.
Weaknesses

The organising team has not stayed the same long enough to form a regular operating
function. The previous team leader left and did not leave documented history enough for
the team. Current budgeting was based on an idea that cheap and easy production op-
tions are enough, which has already started to show in the event revenues. The team had

weak communication between each other, and roles and duties were not thought through.
Opportunities

Most of the strengths are seen here as an opportunity as well. Long traditions can be an
advantage when it comes to marketing and searching for new entrepreneurs to commit to
the event. The event good reputation can be seen as a trustworthy companion between
networking businesses. The event production team can rely on good coverage of visitors
and possible new customers. Active association is willing to make this event happen for
the people and exhibitioners, new and multitalented team members could bring new ideas
to the process of organising the event. School building has spaces that have not yet been

utilized, event has the opportunity to grow safely without having to find new location.
Threats

Neighbouring municipality Askola built an arena which now hosts new events. Askola
have established an exercise and wellbeing event, that could be seen as a competition.
(Askolan kunta, 2019). Prices of event booths at Pornainen have gone up significantly. |
was not told how much the prices have gone up. According to exhibitioners it is almost

over the limit where they must consider if they have the money to participate, and if the
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event is bringing value for their money. Changes in the team has put everyone in front of a
new situation where they do not have a common way of working yet and that puts a strain
on the team. Long traditions if seen as the same outcome year by year can also create a

threat to the event brand and reduce desirability of the event.

3.4 History of the event

A group of entrepreneurs, with their association, wanted to enhance their business’s and
their notoriety amongst local people. They put together an event in 1996 that has being
held every other year ever since. The event is called simply Pornaisten messut (The trade
fair of Pornainen) and it is open to local vendors from Pornainen municipality and neigh-
bouring municipality entrepreneurs to come and present their products and services. The
event rapidly became famous and other entrepreneur associations put up their own similar
events, only ending up quitting theirs since they never succeeded like Pornainen did. Peo-

ple came by thousands every time to see what new and exciting there is at the fair.

The main producer team in the beginning was the chairman of the entrepreneur associa-
tion Juha Virkki and as a secretary and organiser Marjatta Sihvo from the city office. Virkki
has a large network, and he has been an active member in the municipality for years, so it
was only natural that he started the event with his connections. Municipality joined with
him and together they organised the very first event in 1998. They wisely decided to or-
ganise the event only every other year to make sure that the workload would not take too
much out of their capability and calendars. Other members of the entrepreneur's associa-

tion joined the organising team, helping wherever they could.

Together with the team they divided income to three different categories: ticket sales, fair
magazine advertisements and booth sales. Income from booth sales has been spent on
the fair marketing, advertisements, first aid station, repairing the booth walls, etc. Ticket
sales has paid for the program. Sometimes there has been programme sponsors and
partners. Income from the Fair magazine is to secure the future fair and provide refresh-
ment for Entrepreneurs Association and for the volunteers thanking event after the fair has

ended.

The chosen venue for the event is Pornainen junior high school. It has been rent-free

venue from the city council.
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4 Organising a successful event

What are the things that need to be considered when organising an event and what
makes an event successful? Measuring can be a challenge if not counting only what is left

under the line.

Martin Mustonen talks about producing and making a successful event in an interview with
Liveto event organising company. (Liveto, 2020) Martin talks about how the event is a
product of imagination. Advertising and marketing focus on building an image of the event
and how the event is perceived by the public. He tells how the right kind of atmosphere is
created in the mind of a customer and visitor when they see the advertisement produced
by the event in the media or as a poster on the corner of the street. Although the poster
also contains pictures of artists who may perform at the event, poster primarily talks about
the nature and values of the event and at the same time it creates a brand image. (Liveto,
2020)

According to Mustonen, creating a successful event also depends on focusing on the es-
sentials. However, a personal tone must be found in the essentials, and it must be inter-
esting. Only few are going to attend just because of a good content. If the contrast be-
tween the overall feeling of the event and given information do not match people hesitate
to come. The event must be able to attract attention at the right time, find the level of per-
sonal messaging and consistent communication. The event needs to have a soul and
have trusted production team with a passion. (Liveto, 2020)

An event can also set goals and find ways to achieve them. They can feel crazy,

Mustonen says. (Liveto, 2020)
41 5W’s

Five why’s of event planning according to Fern Team (2022) are who, what, when, where
and why.

Who being the most important of these why’s. Once you have decided who your target au-
dience is, you will be able to answer specific questions. (Fern Team, 2022)

By asking what, is answered to what the audience is taking away from the event. What
also tells how the schedule is to be done and how many days the event should last to
make an impact to the audience. What is the main goal of this event, what it is that it
wants to achieve. (Fern Team, 2022)

Third W is when. In Fern Team article is discussed that it is important to make sure that
the timing is right. No overlapping similar events and that the desired venue is free, also
taking the weather conditions into consideration is crucial. (Fern Team, 2022)

Next W is Where. Deciding the location is important and needs to be taken closer look

how audience is going to get to it, is there enough accommodation places, and where the
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possible visitors live. (Fern Team, 2022)

Final W is Why. Event should have a purpose and that helps when something is needed
to be decided. Why this event is held would be the right question. ‘Why’ is placing ang
making the goals of the event visible. (Fern Team, 2022)

Article is full of more defining questions for all these W’s. Main conclusion would be that if
all these are answered, planning of an event becomes easier, it is possible to have de-

tailed elements and staying focused on the event goals. (Fern Team, 2022)

In an article about event storytelling is stated how important it is to have consumer data to
improve the event for the customers. (Several, 2018). To answer these 5 W’s this data is

important as well.

| used three of these when | was doing the manual for the commissioner. My Why’s are

Who, why and what.
4.2 Goals and objectives, metrics of an event

An article by Social Table defines event goals and objectives as the most important as-
pect of event planning. Without these it is a mistake for an event planner to even start
planning an event. Social Table claims that event planning is easier after setting goals and
objectives to event. Article clearly tells a difference between goals and objectives. (Social
Tables, 2022). Goals we can measure whereas objectives are the way to reach these
goals.

Choosing the right event goals should align with the brand's marketing and mission state-
ment. For event planners, keeping the big picture in mind this way is extremely helpful

since their minds are normally focused on a million little tasks and deadlines.

Social Table article recommend using smart goals when setting goals to the event.

opecific Measur Attainab Realistic Time-

able e hased

Chart 4. Smart goals.
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Businesses use goals to establish a sense of direction, motivate employees, clarify priori-
ties, and clarify importance. Setting goals gives the team an objective to strive for. Setting
SMART goals assists in achieving these goals. The acronym SMART stands for Specific,
Measurable, Achievable, Realistic, and Timely. All these criteria are incorporated into
SMART goals to help focus teams' efforts and increase their chances of success. (CFl
Team, 2022)

Acronym words stands for different things. The word specific being defining, clarifying,
and unambiguous. A measurable outcome is where the progress toward the goal can be
measured according to specific criteria. An achievable/attainable goal is one that can be
accomplished without being impossible. Realistic goal means that it is within reach and ra-
tional and essential. The timeline should be clearly defined, including a starting and target

date. Urgency is created by timely methods. (CFl Team, 2022)

Given example of a goal is “host the best marketing conference ever” which article states
not to be realistic or attainable. According to Social Table it is great to aim high when set-
ting goals, but it encourages thinking realistically what can be achievable. Writing down

several ideas in the beginning and narrowing down from there and combining ideas while

compressing towards the final goal. (Social Table, 2022)

Event KPI’s help to define measurable goals. KPI is shorten from Key Performance Indi-
cators. The purpose of KPIs is to show how effectively an event achieves the goals it has
set for itself and whether it is moving in the right direction in working towards them.

KPI metrics should be configured to serve the specific goals of the event. For example,
how KPls are used to motivate your specific employees to work to optimise joint opera-
tions. By setting different KPI's for all organisation levels, working becomes clearer when
the common goals are as transparent for all. This facilitates both day-to-day operations
and long-term strategic planning. The clarity and efficiency of the events internal commu-
nication also results to a positive phenomenon. When the vital indicators for the events
operations are clear and traceable, it is easier to react very quickly to possible stumbling

blocks and unnecessary operations. (Folcan, 2022)

4.3 An event as an imaginary product

As a marketable product an event is both a service and an imaginary product. The expec-
tations of the event that marketing creates, forms an image to the possible customers
mind that they will have a nice experience. An event as an imaginary product includes a
vision of easy accessibility and good food. It also includes service quality which will show
in operating methods, for example as friendly service, smooth interaction between event

organizers and customers. (Maatta, 2016)
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The imaginary product talks about image related solutions. A good name for an event is
short, memorable, and imaginative. When the name of an event is visualised with a logo it
will become a trademark. A trademark can be turned into a brand, or a branded product,
when few significant features to the customer are attached to it. Brand is the customer's

perception of the trademark. (Maatta, 2016)

In Liveto interview Martin Mustonen talks about creating an image of an event by different
actions that the event team uses while informing customers. He highlights the fact that
events should not just advertise who is performing or what programmes they are provid-
ing, but more what the event is going to feel like, look like and what stories does it hold. In
this way event will become an imaginary product and people have something to talk
about. (Liveto, 2020)

4.4 Vision, mission, values, and strategy

An event works and operates like a company, so | looked at vision, mission, values, and
strategy through an entrepreneur’s eyes. On the website called ‘forming a company’ these
subjects are talked clearly. (Yrityksen Perustaminen.net, 2021). The website states that
every member of a company should be aware of a company’s vision and mission. An
event must have these too to follow their goals. (Social Tables, 2022). In their article So-

cial Tables suggest looking at event goals to building the vision of the event.

The vision should be inspiring and desirable in a way of which the employees have a
strong will to commit to it. For this reason, the vision is often constructed in a form of a
short story or a slogan. Once the company's vision is clear, a strategy is created, strategy

tells the employees how the vision is achieved. (Yrityksen Perustaminen.net, 2021)

The strategy will answer the question of how to achieve the vision. The event strategy is a
plan how to achieve the desired goals. The strategy should be so clear that employees

have a prominent opportunity to implement it. (Yrityksen Perustaminen.net, 2021)

The mission talks about why the event exists and what operations it aims to achieve. The
mission communicates about why the event is held and what its role is in a society.

The difference between a mission and a vision is that a mission refers more to the cause

and function of existence, and the vision describes the future and where wants to be after
it is held. In these circumstances the mission is more about the current state and a vision

for the future. (Yrityksen Perustaminen.net, 2021)

The correct values are displayed as everyday actions. They do not need to be told sepa-

rately to customers but are visible to the outside world as actions. Values are often
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thought too precisely and distantly. They are chosen with an idea based on what com-
pany, or in this case an event, want others to think about them. (Yrityksen Perusta-

minen.net, 2021)

In conclusion when the reason for the organising an event and the purpose of its actions
are known, the values can be determined. Based on the values, a strategy is laid out and

implemented. If the strategy is implemented successfully, the vision will be achieved.

4.5 Value proposition in successful event

Value propositions describe the benefits a company promises to provide to customers
who choose to buy its products. Companies use value propositions to promote their prod-
ucts and services. It describes the company's brand to consumers by describing what it
stands for, how it operates, and why it deserves their attention. Value propositions provide

a declaration of intent. (Twin, 2022)

Event value propositions are not that different from companies’ value propositions. Both
aim to find the best solutions for their customers and bring value and meaningfulness to
their operations and services. It allows the event organizer to put themselves in the shoes
of the attendees, so they can design the event based on their interests, wants, and needs.
The key to a successful event is a clear event value proposition, whether it's a corporate

event, an international conference, or a fundraising gala. (Social Tables, 2022)

Event goals and clear objectives of the individuals, event organiser, and organisation cre-
ate a self-explanatory guideline for a successful event. The more specific these goals are
the better the event keeps on track. It is equally important to understand customer pro-
files, to see what customers benefit from and enjoy. Trade events need to see the needs
of exhibitioners and visitors alike and find the profiles that motivates and inspires them.
Writing down the expectations of the event attendees, exhibitioners, and visitors with de-
scriptive way but simply, and finding the value for them is the key to create the value prop-

osition for the event. (Social Tables, 2022)

When making a value proposition we study the customer's challenges and problems that
needs to be solved. What benefits customers get from our service, what the service is like,
how it works, and what feelings this service creates. After this, it is necessary to go
deeper and think about more precise features of the service from the customer's point of
view. To look at their recognised and unrecognised logical needs, emotional desires and
wants, and risks and uncertainties towards these services. Also looking at data and infor-
mation about what other similar services the customer uses and why. Then we can think
realistically what the customer is getting from the service. (Venalainen, 2018; Kylanpaa,
2020)
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Value proposition as an intangible tool in event management is well seen in event sales
and how to enhance sales with it. Good value proposition can be seen, it is a part of the
brand and operations. We want to help the customer to see the value they get by partici-
pating and getting involved to our event. Understanding what the client values is part of
the value discussion, this discussion starts from finding out what the customer considers
valuable. We are not supposed to tell them what they value, but instead, find out what is
important to them and approach our event from that angle. After you know what they
value, find out their challenges, and show to the customer what they are missing or what
could be and keeping a record of these will help to create more meaningful content and
programmes.

Creating value and meaningful operations is using value proposition while designing ser-
vices by packaging options in a simple way. Offering too many and complicated choices

makes the customer only see the price and making their choice from that angle.

Customers are bustling in their everyday tasks. It is an error to expect them to find out all
the differences in our service choices and those they’re comparing us to. Our job is as
event professionals to point out the value of what the customer will get. It takes time and
effort to help them see value, not just sales pitches, if we want to be effective. This is

where storytelling comes in. (Green, 2017)
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5 Storytelling

In an article by Maritz Global Events, it is mentioned how people have been telling stories
for different reasons from prehistoric times onwards. Stories were a way to pass down
communal knowledge and share beliefs from generation to generation. People love sto-
ries and want to be moved by them. (Maritz Global Events, 2019).

Storytelling has always been a part of our nature, from caveman paintings to grandpa's liv-
ing room surrounded by grandchildren. There have been a lot of studies that have shown
that the brain is much more stimulated by stories than by facts. Brands can use event sto-
rytelling to create a memorable event experience for attendees by incorporating narrative.
(Several, 2018).

Stories will engage consumers on a personal level. Researchers have been able to get a
closer look at what happens inside our brains when we read a complicated description, an
evocative metaphor, or an emotionally charged narrative exchange between characters.
These studies show that stories stimulate the brain and even can change how we act in
life. As it appears, the brain makes little difference between reading about an experience
and having it happen in real life; in both cases, the same neuronal regions are stimulated.
(Murphy Paul, 2012)

Maritz Global Events list three key features of good stories that every good story must
have. Firstly, stories deliver value, secondly stories make us relate to experience and
thirdly audience can identify with the hero of the story. (Maritz Global Events, 2019)

Martin Mustonen discusses about story telling in his interview with Liveto and says that
they always highlighted how their event makes you feel and how incredible the experience
will be, instead of talking about the artists who are performing at their event. (Liveto, 2020)
According to Andrew Several event storytelling is the cornerstone of a great event experi-
ence in most cases. It helps brands to engage visitors without them feeling enforced or
tricked. By communicating brand values and messaging in an engaging way, it invites at-
tendees to be a part of the story (and to share with others). Event storytelling can, at its
best, induce FOMO. (Several, 2018)

According to Maritz Global Events the three key strategies are value, lived experience and
call to action. The value or significance of what the event is saying, is that if it is trying to
influence its attendees, the messaging of the company brand should be embedded into
the narrative of the event. Narrative must feel 'real’ or 'true' in some way if event want its
attendees to be fully engaged in it. Narrative should be used to demonstrate how the
event products or services can be used to address problems in a step-by-step process
from problem to solution to influence the attendees to adopt the brand's messaging.
(Maritz Global Events, 2019)
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| did not see it purposeful to explain in the manual how the storytelling in created but more
how to follow this base idea and let it guide them through, it will form into their event story.
To create the Pornainen trade fair event story, | encouraged them to think where the event
started, what was its initial impetus and are they continuing the same path. These are im-
portant questions to answer right from the start. It becomes clear to the team what they
are working for. Losing the guiding idea, aka story and purpose, easily leads to everyone
doing the event from their own point of view and what is important for individual team
member, it produces scatter and different practices in production methods, and will even-
tually be reflected in the result. The story also gives direction to marketing and event com-
munication and maintain a line of greater consistency. During the guiding meetings with
the commissioner, | discussed the importance of the storytelling and how they can talk

about their event message with it.
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6 Foundation work for the manual

My task in the very beginning was to find out what it is what they want and what they
need. Keeping the success indicators incorporated to the process from the start guided

my research.

| had four meetings with the key members of the board, and they tried to explain what they
want the solution to be. They asked me to provide an annual clock in which all the tasks
they need to do will be shown. | will show that it was not what they needed. After | asked
to see all the material from the previous events, they told me they have nothing to show.

There were no documentation or clear guidance from the previous events.

After their long-term chairman and event coordinator Juha Virkki gave up his position of
the Entrepreneur’s Association 2014, at the same time when the other organiser Marjatta
Sihvo retired from her position in the city office and in the event. Association was left
hanging with the event with no coordinator or instructions. Other members had been part
of the organising team but never taken a bigger role in any important tasks. In 2016 and
again 2018 the entrepreneurs were in trouble when organising the event. People were
changing their roles and taking on big event organising with no or very little experience. It
was a big undertaking to them while they needed to also handle their own businesses and
daily jobs. | was let to understand that they did not want to bother Juha Virkki or Marjatta
Sihvo after they left their positions.

All the information | was able to gather before | officially started the project, formed a pic-

ture of an event that lacked leadership, goals, and communication.
6.1 Collecting information

| interviewed a professional event technical producer from Akun Tehdas, producer Olli
Porhola who has several years of experience in producing different size and type of
events. Another producer from the Akun Tehdas, Ahti Impola, had given an interview to
Liveto and | listened that for more information about technical production. (Liveto, 2019)
Both interviews together gave me information about technical production but at the same
time they had many important perspectives for the entire event production. The key takea-
ways from them were quality, simplicity from the customer point of view, packaging, pric-
ing, and handling the production management. We also discussed insurance policy and

visitor behaviour.

Performer contracts should be done carefully, no matter how beginner the artist or other
performer is. When all approved matters are written down both parties know how to oper-

ate concerning the performance; date(s), time(s), place, price, backstage requirements,
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stage setup, and other possible details. Contract protects the organiser in case of cancel-
lations or other misunderstandings. Event should have its own contract base for these sit-
uations. (Jyra, 2010)

| had a basic contract base which | have used before. | altered it to fit for the commission-
ers needs better. This modified contract base was one of the additions that were created

for the trade fair production.

Communication strategy holds the information on how the event communicates to its par-
ticipants. It contains information on how it wished to be done, where, why and to who,
communication principals, as well as what the given message is and how all this is imple-

mented and followed its effectiveness. (Ropecon, 2021)
6.2 Empathising and research

| have been as a guest at the fair for two times before | took on this task, therefore | had a
personal experience of it. My original goal was to be a producer for this fair, but the pan-
demic changed the plans and eventually the entrepreneur’s association agreed that |
could help them by creating the manual and a plan for them on how to organise their fu-

ture events.

For this purpose, | had to seek through the entire organising processes and history of the
event asking questions. My own perspective of the fair was helpful, as | was able to ask

the right questions more easily, as | already had a visual idea of what the fair was like.

Decision Empathising - Deciding the .
what is the and doing Defining the form for the Writing the
o problem manual
commission research manual

Chart 5. Process graph.

| started by interviewing the board of the Entrepreneurs Association with basic questions
about the event. The questions included e.g., why, what and for whom the event is organ-
ised, who exactly organises the event, when it is organised, who are co-operators, what
size the event is today (in terms of visitors, exhibitors and volunteers), what is the budget
for the event, how long has the event been held, what are their goals for the event,

whether the event has web pages and accounts on social media platforms.

| noticed tensions between the group at this point and decided to ask e.g., about the val-

ues, vision, and mission of the event from them separately, to see what perception they
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have of the event and where they agree. | did not feel it necessary to cause an embar-
rassing situation among them because it would have made my job difficult.

Finding right people to interview was not a straightforward process. Gaining knowledge
from the society was hard. | needed to lure out the information. Some said that there have
never been problems, or they have not had any negative feedback, and some said that
the whole organising process had been very disorganised, and quarrels had made it even

harder.

| decided to survey event visitors and vendors and pick couple for a closer interview. After
sending out two surveys, it was obvious that | would not gain enough answers through in-
ternet but meeting face to face was also a challenge. | divided people into five different
groups to ask questions from: Organisers, volunteers, exhibitors/vendors, programme pro-
viders and audience.

The questions were the same for everyone from the event production side, but | consid-
ered certain specific questions depending on which group each interviewee belonged to.
A few also belonged to a couple of different groups and from them | was able to get an-

swers from several different perspectives from some people.

For the entrepreneur’s association people who had been involved in the event organising

team | took a closer interview from the beginning without surveys.
Event production question topics were:

- How long have you been involved with the event?

- What have been your roles? Did you know your responsibilities?
- Event budgeting

- The amount of volunteers

- Programme

- Vendor booth pricing

- Marketing — where, when, who made them, plans

- What values the event has and does it have goals

- Customer feedback

- Biggest challenges

- Given information — meetings with the staff, too little, too much?
- Own opinions about layout, arrangements, shared information

- Best things that have stayed in your mind? Biggest disappointments?
- What would you do differently? Any ideas of evolving the event?
- Safety issues during the event

Nine people from the previous organising teams were interested in giving an interview.
Questions for visitors:

- Where did you find the information about the fair?

- What was the most fulfilling thing in the fair and what would you improve?
- Was the parking easy?

- Ticket pricing; too cheap or expensive?
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- What made you to come to the fair?

- Do you know how is organising the event?
- Was the programme good in your opinion?
- Something else you want to say.

| interviewed three visitors.

Next phase | asked to see their venue plans, electrical plans, | inspected the condition of
their building materials like stage structures, booth elements, carpets, and tents., and read

through previous rescue plans they have made in case of an emergency.
6.3 Results

The answers soon revealed what | had noticed before, namely that the common goal and
values were lost. Many mentioned the challenges of recruiting volunteers, the unclear

segregation of duties and guidelines, the excessive fees for the place, it was also unclear
why the event would be done and to whom it would be done. One interviewee mentioned
that the most important thing is to keep as much money as possible under the line so that

the association can use it for its own recreation.
Organising

Most of the people | interviewed said that they have been organising the event for a fairly
short time. | also interviewed the founder of the event, who spoke very clearly about the
goals and objectives of the event. However, the responses of others did not reflect these
issues in practice at all. This made me realize that a lot of attention should be paid to com-
munication methods. Similarly, all documentation of the event was in the basements of the
original founder and had never been digitized or stored so that new organisers would have

had easy access to it.

There were also no clear divisions of roles between the event organisers. The tasks had
been divided quite generously among different people, and it was not necessarily clear to

everyone what each task required from them.

Meetings were held when needed and information flowed mainly through emails and mes-
sages. However, few needed clearer information and more regular meetings.

The instructions had been given orally, and it was not clear to the group where each was
going within their own responsibilities, making joint progress unclear.

Volunteers were invited to the venue about a week before the event and there was a re-

view of their tasks, and they were briefly briefed on the event.
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The budget

The budget has remained like previous years, but its allocation among the various activi-
ties has changed quite a lot. The previously very clearly allocated budget was also much
more developmental than it was now, it was turned into a plan that minimised costs and

increased profits, which was not reflected in any way in the plans for the event.
The volunteers

In the past, there has been many volunteers, up to 400 people had volunteered to do the
event, from construction to marketing tasks and from ticket sales to fundraising.

Now the situation had changed, and the recruitment of volunteers had become difficult
and laborious. The reason for this was not entirely clear, but there were indications that
volunteers were hardly informed and engaged at all. The interest and motivation to make

their own contribution to the event that does not value them was not attractive.

Enthusiastic volunteers who had done the events for years, local associations people who
came to sell their products to raise funds, the activity of local businesses and a nice pro-

gram were the most prominent in the responses. However, a decrease in all of these was
noticed. Expectations had changed as new companies and volunteers as well as organis-
ers joined. In this context, it was noteworthy that the production or expectations of the fair
had not changed and wishes of the new participants have not been mapped out, as it had
been the case for many years ago. The condition of the stalls, favouring some over oth-

ers, the rise of prices, the absence of a trade fair magazine and noise were mentioned.
Challenges identified

Everything had gone well for the program and major challenges had been avoided. The
program was widely praised, and its participatory impact was positively noticed. The stage
set up for the program, on the other hand, was criticized, e.g., people were not satisfied
with the quality of the sound. It was found to be too loud and targeted to a wrong direction.
The local grocery store sponsors the event by always paying for one performer to the
event. The program has activated various hobbyists in the municipality through music,
dance, and theatre, but also other residents, for example through various competitions
and challenges. One a slightly more prominent person has always been paid for the event
too to attract the public.

Also, the hall of the venue is small and limits to some extent what kind of a programme

can be recruited for the event.

The biggest challenges were the recruitment of active people and the timeliness of the

production process in general, annual clock. Getting to the audience to a greater extent
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also came to the fore and hiring higher profile performers was also mentioned. Renewal of
the event was also acknowledged, but it was not clear how it would be possible without
spending more money. Lack of communication, laborious event sales and engaging par-

ticipants across the board were also perceived as challenges.

There is too little floor space in the main area of the event and the layout of the hall is not
working as it is. The placement of the stage has got feedback from exhibitors in previous
years, due to the noise it causes and how the crowd gathers and block the whole space.
Visitors were assumed to be able to navigate in the space, a school building, without a
map of the event, with the idea is that everyone would have visited the space in the past,
which was not the case. A few of the exhibitors had felt they were very far away where
customers could not find them. The facilities were also perceived as very noisy and it was
difficult to communicate with customers, especially during the program.

The building of the event was not directed by anyone and from time to time there were dif-
ficulties in setting up one's own booth in time. No instructions were received in advance
other than the time they were allowed to arrive. In the early years of the event, training
had been provided for the companies on how to build a good exhibition stand. It raised in-

terest now.

Some felt that safety was overlooked at some places, but things improved when an actual
medical emergency happened. It was not entirely clear whether there had been intentional

negligence in security matters or whether it was sheer ignorance.
Pricing

There was a lot of opinion about the pricing of the stalls. It was also a matter of feedback
to the event that the given spot and table had been remarkably expensive and the place-
ment poor. Mostly prices seemed expensive, but still profitable given the size of the event.

The poor quality of the stalls was criticized and there were suggestions for improvement.
Marketing

Marketing was perceived as good and comprehensive. The event has been very success-
ful and has a good reputation that takes its message forward easily and people are always
waiting for news from the event. The main marketing channels for the event have been lo-
cal newspapers and the municipality's own publications. Event posters have also been
distributed to various points in the municipality, but also to nearby areas. Participating en-
trepreneurs have participated in ad sharing. Many entrepreneurs liked the trade fair maga-
zine and were sad that it was narrower than before at the previous trade fair. Marketing
was handled entirely by the new chairman of the entrepreneurs, who was also fully re-

sponsible for coordinating the event. He established new web pages for the event and
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created Instagram posts. Event marketing would have needed a plan of its own and |

suggested that they should ask someone to do a good plan for them separately.

Values related to the event

In the past, the values and goals of the event were to guarantee continuity and emphasize
community, as the founder of the event mentioned. In the interviews of others, these val-
ues did not come up once. Instead, the values were seen to be involving as many entre-
preneurs as possible, attracting the audience to the venue by the most obvious means,

and making money.

The public likes the municipality's own trade fair event very much and it has clearly be-
come a tradition and continues to be so, people attended as a child for the first time and
continued doing so now with their own children. This may be due to the good spirit and
communality among the locals. Concerns about the end of the fair were felt. At the same
time, a slightly new look was expected at the fair and a more active approach to the resi-
dents was needed back. The ticket prices were at good level in everyone's opinion and

the programme suitable.

Over all people were happy that the event is continuing, and Entrepreneurs association is

investing on it. Lots of new ideas and enthusiasm was in the air.
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7 Structuring the manual

How to organise a successful event as a novice or as a nonprofessional trade fair organ-
iser like commissioner was, required keeping the goal in mind and design skills on how to

give simple instructions and guidance.

Listing all the duties of an event producer as such under different sub-headings was not a
simple enough way to divide the manual. The tasks of the producer had to be divided
among several people so that it would be easy to divide them even further or combine
them if needed. | also had to create a role for the main responsible producer and at the
same time think about how many different roles would it be realistic to have so that the
overall management would not be too complicated. The commissioners' possible human
resources also had to be considered. | did not consider it necessary to go through event
production metrics or other theories in the manual. Instead, | decided to integrate the cor-
nerstones of successful production into the manual inclusively, so that successful event

with the instructions in the manual is likely.
Manual can be found at the end of the appendix.

7.1 Start-up meeting

Since the Entrepreneur’s Association has several meetings during the year, | recom-
mended that the first meeting for the fair should be held only in trade fair matters and in-
vite members of the association who are interested without the obligation to commit. Good
ideas can come from anyone. After getting people engaged the start-up meeting can take
place.

Matters to be discussed at the start-up meeting:

- Assembling the main team — who will be in main responsible people of the fair
- Upcoming day for the fair will be decided
o Checking the date in case there is similar events at the same time near by
- The final report of the previous fair will be reviewed
The previous budget realisation
Condition of the fixtures if something needs to be repaired
Number of volunteers (were there enough)
Customer feedback / visitor survey results
Other things to mention that effect on planning the next fair event and what
to take into notice
- Preliminary budgeting
o Review the previous year 's budget and the framework for the future budget
will be laid out up on that basis
o The budget can have a goal — what kind of a result needs to be reached
and write down in the project plan how this can be achieved.
o Preliminary pricing; entrance fees, exhibitor fees, advertisement fees
- ldeas for the new fair; everything goes at first — after writing down all ideas, is time to
see what is achievable and considered the best that can be accomplished
- Check the annual clock

O O O O O
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It has been a custom that the revenue and expenditure breaks down in a simple way.
Juha Virkki, the previous chairman created a pattern of dividing the cashflow as follows.
Revenue from exhibition booth sales is for marketing, advertisements, first aid, booth
walls, and all what comes to keeping exhibitors experience successful. Ticket revenue has
been used to pay for the fair programme. Sponsors and partners can be in collaboration
for the programme. The revenue from the fair magazine has been counted for to secure
the future event and provided amusement for the entrepreneur’s association.

This division seemed to be affective so recommendation on using it in the future seemed

wise.
7.2 Project planning

When it comes to Why, To Whom and What, a project plan is the How, a strategy. The
project plan is made together with the core team of the event. The project plan gives the
production process direction and idea, and common guidelines for all. The plan always
changes in event production, it cannot be avoided, but a good plan makes changes easier
to make or they are easier to respond to. However, there is no need to go in details.

The project plan defines:

- Objectives

- Budget

- Scheduling

- Assignment of tasks (if different from the instructions in the manual)
- Communication tools

- SWOT analysis and risk management

- Reporting

(Méantyneva, 2016)

There will also be a team-Canvas that will map out common goals, values, roles and

skills, common rules, and operating models and, of course, a common goal.
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Picture 5. Team Canvas. (Strategyzer, 2022)

Team Canvas is a strategic framework that helps team members communicate and work
together. Team alignment, cohesion and performance are improved as well as creating a

productive team culture through it. (lvanov, 2021)

Teamwork is essential in event organising and team canvas is a way to make people’s
lives easier while doing their tasks. Team members can do their tasks more efficiently and
productively when team canvas has been made. (Sharma, 2021)

Team canvas helps with clarifying goals and roles, it creates a way to measure teams’
performance, removes obstacles by defining behavioural standards and symbols, and as-
sisting possible new team members in learning current processes and how to accomplish
their tasks. Additionally, it can help ensure that the current members of the Canva team
are close to achieving their goals, and if they are, then it can be used to establish new
ones. (Sharma, 2021)

7.3 Core team and their tasks

The division of tasks in the manual assume that tasks are performed by several people.
Although the tasks in the manual are divided between five people, separate tasks are bro-
ken down so that it is easy to divide them between even more people or condense them
for a smaller number of people. Flexibility had to be designed this way because of the as-

sociation’s resources and changing situations.
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A role-based division was chosen as the structure of the manual based on the need of the
entrepreneur’s association. Choice for the role-based division was just list all the tasks
and let them decide who do what, but from early on it was clear that it would have been
too complex for the team to start from that. Manual has five main coordinator roles, which

| described with the following characteristics.

1. The event coordinator
The person with is to be selected as the event coordinator experience in either the Por-
nainen trade fair and / or events making. Teamwork, communication skills and good pres-

sure resistance are also features of the producer.

2. Program Coordinator
The program coordinator has a good eye for entertainment, especially for the target audi-
ence and the theme. The eye is also needed for communality where the program provides

room for both children and even for a slightly older population. A big plus for the locality.

3. Exhibitor Coordinator

The coordinator of the exhibitors is bold and persevering person who possess skills and
patience to pull the sales through. Ingenuity and the ability to see deeper than the surface
can also be good skills to take care of the recruitment process of the exhibitors so it will be

purposefully completed.

4. Communications and Marketing Coordinator
It is good that the person who oversee the communications and marketing knows
at least the basics of communication and marketing, for they produce most of the material

based on which the visitor forms their picture of the fair.

5. Volunteer Coordinator
The coordinator of the volunteers is the so-called “People’s person,” who comes to terms
with everyone, can listen, chat, and inspire their troops to work to create an unforgettable

event.
7.3.1 Event coordinator / Main coordinator

Main coordinator should have experience in organizing events (either as a team leader at
the Pornainen fair before or otherwise gained expertise in event production). Main coordi-
nator makes the final decisions on things and is in main responsible for the event imple-
mentation. She monitors that the production has consistency — that values, mission, vi-
sion, and goals and followed and pursued. She develops a project plan with the core team

and monitor the execution of the budget and keep track of the whole project.
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Other tasks given to the main coordinator are;

- Areal planning and how people can be managed in the area

- Signs, signposts, and info desk (mainly a duties of communication coordinator)
- Safety, permissions, rescue plans

- Insurances

- Accessibility

- See that garbage regulations are done right

- Traffic control management

- Scheduling building and dismantling

- Taking care of lost and found items

7.3.2 Technical production

Technical production ended up under the task of the main coordinator, mainly because it
did not seem suitable elsewhere. It is easy to split and distribute to several coordinators if
needed. Olli Pérhola from Akun Tehdas mentioned that if technical production is weak it
will affect on the whole event. Based on this | decided to write technical production a
chapter of its own and look on the different aspects of it. Division ended up being audio
and PA-design, stage and temporary structures, lighting, cables and wires, outdoor struc-

tures.

7.3.3 Communication and marketing coordinator

Communication strategy contains five aspects and their definitions. | decided to bring
more event storytelling under the communication and marketing and therefore first point is
taking a closer look on what is the core message on the Pornainen Trade fair. | left some
room for them to reflect this on their own but gave them few starter ideas. Second point is
to define the goals what communication wants to achieve. This helps them to then meas-
ure if the communication has been successful afterwards. Third point takes a closer look
on where the communication is performed, depending on the target group. Again, these
will be a great aid when monitoring the success rates. Fourth point is to define the voice
and principles of the communication. This is important in keeping communication con-
sistent and clear for all the participants. Fifth point was to define who are the people who

are responsible and able to communicate on behalf of the event.

It was important to then give a short notice also on what communication- and crisis plan

should include and take into consideration.

The manual gives a view and instructions on how social media can be utilized and how
collaboration works with different medias. It was important to give simple point by point
guidance for marketing from creating the material and distributing it, but also what kind of
material could be done and sell. Producing the marketing materials include storytelling

and ideas on what kind of stories can be told, that are engaging.
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Marketing coordinators tasks include making surveys that follows the vision and mission

of the event. These surveys help the team to monitor how goals have been achieved.
Other tasks given to the communication and marketing coordinator are;

- Collaboration with media

- Signs, signposts

- Production of graphic material

- Provides all the marketing materials and distributing
- Providing material to different web platforms

- Fair magazine editorial

7.3.4 Exhibitioners/sales coordinator

Coordinating exhibitors is largely a sales job. In other words, it is search for companies

and asking them to come present their products or services to the fair stands.

The work of this coordinator requires perseverance and time. In the manual, | recommend
getting one or two people to help with this. The pandemic has changed the behaviour of

companies so that participation and confirmation of participation is made with greater dis-
cretion than in the past. There is also less time, to which the manual responds by instruct-

ing coordinator to pack prices clearly and easily for the possible exhibitioners to see.

The manual will guide in listening to exhibitioners expectations and requirements, and
how to respond to them. It was also important to describe the writing of the rules in the in-
structions to avoid ambiguities with the exhibitors.

Food retailers are subject to stricter guidelines, as food sales are regulated by law. All ex-
hibitors who provide food from their booth during the event will be instructed to take care

of the appropriate regulatory approvals. (Elintarvikehuoneisto, 2022)

In the eyes of the visitor, the exhibitors are part of the program and the content of the
event, so it does not matter who, how and where they present their products and services.
Taking care of the exhibitors is at the same time taking care of the visitor and the success

of the whole event.

There are also a lot of logistical challenges for exhibitors and therefore there are instruc-
tions in the manual for the challenges as well. In addition to logistics also safety regula-
tions are important. Stands placed outside must be weight down in case of stormy
weather or sudden wind or other situation where the tent could fall over to the visitors. In-
side booths and stands must be assembled in such a way that there is no immediate dan-
ger to the visitors. If this were neglected the insurance does not reimburse the cost of the

damage done.
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7.3.5 Programme coordinator

First thing to look at when organising a programme is to do benchmarking. Even though it
is not purposeful to recreate another event rather than creating own, it can function as an
indicator when producing a successful event programme. Knowing what your target audi-
ence enjoys seeing and experiencing and choosing the ones which suits the most to the
event values, vision, and mission.

Taking a closer look on what type of organisations, associations and clubs are in the area
and have they performed or are they willing to perform might create an involvement and

good experience.

The programme coordinator gets instructions how to manage performer contracts and rid-
ers, and backstage. Also, ideas on what kind of local collaboration with smaller organisa-
tions and associations might be organised and invited to perform. Programme coordina-
tors must make sure that the stage and other performing places are safe and secure for

the performers and audience alike.

Playing certain music publicly is subject to licence and therefore it must be taken care of

that all the material is allowed to play.

Notable instructions are also how to choose a presenter or a host/hostess, and how coor-

dinator can provide a wow-factor to the event audience.
7.3.6 Volunteers’ coordinator

The volunteers’ coordinator has a large and responsible work. Volunteers are the ones
who makes the event run smoothly. Recruiting and engaging enough volunteers for differ-
ent tasks needs an inspiring person. There is a lot of know-how, contacts, and information

among the volunteers, which is a task of the coordinator to find.

Some volunteers have worked in events a lot and some never, so knowing what kind of
information they need, skills they need to learn or what kind of tasks they are able to han-

dle is essential for volunteer’s coordinator to know and handle.

Volunteers’ coordinator, with the rest of the team, are responsible of organising a thank

you party for volunteers after the event is successfully wrapped up.
7.4 Reporting guide and project tools

Since the commissioner lacked documentation of their previous events, it seemed a logic
choice to give them a plan how they can efficiently document their actions in the future. In
this plan were incorporated reporting and the annual clock which they had hoped to get in

the beginning of the project.
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| assembled a Google drive folder in which | put all the supportive material included to the

manual.

7.41 Reporting guide

Reporting is particularly useful to this type of event organisation and its successful produc-
tion because team is not necessarily the same year after year and some people might
leave in midterm. To familiarise tasks to a new person, especially if the previous coordina-

tor is not available to orientate new coordinator to their tasks.
The report should include:

- From where the job has begun and where it is now/how it went

- Where ideas came from

- People who have been in contact and to who has been contacted
- What tasks were there to undertake?

- All the contracts and information related to them

- Faced challenges and solutions

- Budget and did it follow through

- Recommendations for the next coordinator/event

The report is a tool for the next coordinator, a tool that based on that it is easier for a new
person to start working at fairs again. It also makes it easier to go to work again, if the
same the person continues in their role.

With the help of the final report, the unity of the event is preserved, even if the people in
the positions are changing. It is natural that everyone brings their own views and ideas, so
the final report is not a guideline to be strictly followed, but rather an auxiliary tool, a plat-
form from which to start. Each coordinator makes a final report of their work and based on

which the main event coordinator writes the summary for the closing meeting.

7.4.2 Project tools

| created suitable project tools to support the instructions of the manual.

Project handling tools needed a place where the whole team could see them and share
the material with each other. Easy, accessible place needed to have options to add mate-
rial by uploading documents but also pictures and other material. Google Drive folder was
the best solution for this. Entrepreneurs Association may change it or choose to keep all
the information there. | created annual clocks for every coordinator and their team with Ex-
cel. Project monitoring charts, rescue plan, and contract base. Google drive folder has a
separate place for venue floorplans, budgeting plans, programme contracts, logo, adver-
tisement instructions, media card, and Jamboard as a note board.

Last meeting with the commissioner | presented my work to them and taught them to use

these tools.
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8 Conclusion

Gazing over an event or a trade fair might look like it is a simple collection of exhibitors,
vendors, programmes, and a place where you can find new ideas. It can be all of that and
more, but rarely it is simple. At its best good event is a place where attendees can find
something for themselves, whether it is new contacts, some items, but it can also be
newly learned ideas or skills. A good event is certainly a place where the attendees want
to return whenever it is organised again. A good event holds stories for the future for the

organisers and attendees alike.

An event is a product of imagination, where the production team has been able to build up
expectations and an image of the upcoming event for the attendees. Based on the given
image production team can now start fulfilling those expectations and have a good result.
How to fulfil those images. Firstly, setting up a clear vision, mission, and strategy for the
events, without forgetting values. When an event team has a clear idea of what they are
doing they have better understanding of the bigger picture.

A well organised event is a collection of purposeful actions, goals, and objectives. Goals
we can measure, whereas objectives are the way to reach these goals. Setting these

goals for a successful event is done by using SMART goals.

My commissioner was a group of local entrepreneurs and their association, some of which
| have known previously before taking on this event production. They had come to a road-
block where they felt they did not know how to take it down and continue organising their
trade fair event. Event organisation had been changed a lot and new members were not
sure what they need to do and when. For this reason, they asked me to organise the
event for and with them, so they would be able to learn from me. Covid pandemic made
them to reschedule the event and find another use of my skills. | offered to write the man-
ual for them, and they accepted the idea. Plan was also to provide support for them when
they start to work. | knew right away that the task would be a lot to take on, and with that |
would have to challenge my own skills and abilities in both as an event producer and as a

writer.

The first decision was to write and divide the manual based on one of my event production
presentations. The presentation covers event production from a medieval market perspec-
tive. More specifically different areas of it, such as volunteers and working with them, pro-
gramme recruitment and requirements, exhibitor recruitment, logistics and mass manage-
ment, spatial planning, licensing, security, and marketing. As | started writing the manual,
it soon became clear that the same division would not work, but | had to create something
clearer and more directional. Thus, the decision was made to divide the manual according

to the roles.
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Very quickly | also noticed that | did not know enough about the technical production of
events, so that | could give advice on its management and acquisition. This made me to
realise that | would need a second round of interviews with professionals. These inter-
views gave me more confidence and certainty that | could give advice to others.

In the end | also understood that there is a need of project handling tools to support the
production and fulfil the given instructions in the manual. | created annual clocks for every
coordinator, rescue plans, programme contracts, logo, advertisement guide, and intro-
duced how to utilize Miro-board and Jamboard in the project.

The commissioner were able to give comments and questions twice during the process.
In the final meeting with the commissioner | introduced the whole manual and tough them
how to use the tools. The feedback was that the manual was more than they expected,
and they were thrilled that they were now able to use it also when applying funds from the
municipality and other sources as well. They are now implementing other events as well

and using the manual for those too.

| am pleased how the manual came to be. The sectioning and the way how all the tasks
are divided but also how they can be rearranged according to need is a well put together.
My goal was to produce it in a way that the commissioner is able use it far into the future
and add more to it. Producing a successful event requires a clear operating model in addi-
tion to a vision. Success is not the same as the result of the event, but rather continuity,
customer satisfaction and the feeling of success of the team and its individuals. | see that
following the manual guidance these can be achieved. | am happy that the commissioner

feels the same.

When | started this project, | knew that the biggest challenge would be my own project
management skills and how | could write instructions for others so that the text was fluent
and understandable. It is a different matter to produce an event yourself than to advise
others. | learned a lot during the project and get good reflection through my skills as an
event professional. The manual made me weigh my abilities and knowledge of a business

side of events and trade fairs, but it also gave me professional confidence.

| like to thank my family and friends Maiju, Kiira, Kristina and Anne who believed in me
and gave me confidence, and Pertti giving me advice and Arimo for tutoring me over the

finish line.
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Appendix 2. The Manual

Sisdllys

Tapahtuma

Pornaisten messut

Mikd on meiddn tarinamme
Miksi, kenelle, mitd?
Aloituskokous
Projektisuunnitelma

Ydintiimi ja tehtdvdt
Tapahtumakoordinaattori
Tekninen tuotanto

Viestintd- ja markkinointikoordinaattori
Ndytteilleasettajien koordinointi
Ohjelman koordinointi
Vapaaehtoisten koordinointi
Ohjelmaehdotuksia

Raportointiohje
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Alkusanat

Tapahtuman jarjestaminen on parhaimmillaan mukavaa tekemista yhdessa ja verkostoitu-
mista monien toimijoiden kanssa, mutta ennen kaikkea palveluliiketoimintaa laajassa mit-
takaavassa.

Kaikki toiminta kulminoituu yhteen hetkeen ja kun nakee yleisén hymyilevan ja jutustele-
van, myyjien kaarivan tuotteittaan paperipusseihin ja ohjelman innostaman yleison, tulee
hyva mieli itselle. Suurin palkinto kovasta tyosta on siind hetkessa, ja vaikka tapahtuman
kasaaminen on valilla hyvin hektistd, niin tuossa hetkessa on valmis tekemaan sen kaiken
uudelleen voidakseen taas kokea hyvan mielen.

Pornaisten messut ovat muodostuneet perinteeksi ja joka toinen syyskuu yhtenaiskoululle
kerdaantyy suuri joukko pornaislaisia, mutta myos ldhikuntien asukkaita.

Vierailtuani itse tapahtumassa muutamia kertoja pohdin, etta tdssdapa mainio tapahtuma,
jota olisi mukava paasta tekemaan ja ehka jopa kehittdmaan. Niinpa tdma manuaali syntyi
lopulta opinndytetydnani Haaga-Helian opinnoistani.

Tervetuloa tekemaan Pornaisten messuja!

Messuterveisin,

Tanja Suokivi

Tapahtuma

Tapahtuma on mielikuvatuote. Kokemus siita syntyy jokaiselle kavijalle erikseen niiden
odotusten pohjalta mitd kullekin on syntynyt. Odotuksia voidaan kuitenkin ohjailla mai-
nonnan, mielikuvamarkkinoinnin ja vahvan tarinankerronnan avulla.

Yleison viihtyminen on lopulta kiinni yllattavan pienista asioista. Perustarpeiden tyydytta-
minen, kulkemisen sujuvuus, mielikuvia vastaava tarjonta ja uusien kiinnostavien juttujen
[6ytaminen, ja hyva ohjelma.

Jarjestajan on tarkeda muistaa, kenelle tapahtumaa tehdaan, mika on kohdeyleiso ja mita
sellaista heille voi tarjota, joka tuottaa elamyksia seka hyvaa fiilista. Kohdeyleison toiveita,
kiinnostuksen kohteita voi seurata pitkin vuotta ja reagoida niihin. Toisaalta kohdeyleison
yllattaminen ja jonkin uuden ja odottamattoman tarjoaminen voi onnistuessaan tarjota
suurimman wow-elamyksen.

Tapahtuman kulkua ja kddnteita ei voi koskaan taysin ennalta kasikirjoittaa, yllatyksia tu-
lee aina, kaikkeen ei voi varautua. Hyva tiimi ja luova ongelmanratkaisu ovat kuitenkin
suureksi avuksi, kun haasteita ilmaantuu.

Tapahtuma on elamyksia, kokemubksia ja uusia tarinoita jokaiselle kavijalleen.
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Pornaisten messut

Visio, missio, arvot ja strategia

Tapahtuma on kuin yritys, vaikka sen nakyvin osa toteutuu vain hyvin hetkellisesti. Kun
visio, missio, arvot ja strategia on mietitty, ja ne ovat selvilla my6s koko tyoryhmalle, on
yhteisen tavoitteen eteen tydskentely helpompaa.

Pornaisten messujen arvot ovat:
Yhteisollisyys, reiluus ja jatkuvuus

Yhteisollisyys tarkoittaa, ettd messut ovat kunnan ja sen ihmisten yhteinen ponnistus
kuntalaisten hyvinvointia tukemaan. Kuntalaisilla tarkoitetaan niin yksittaisia ihmisia, kuin
kunnassa toimivia yrityksia ja niiden toimintaedellytyksia.

Reiluus. Tapahtumaa tehdadan ihmisille ei yrityksille. Jokaisen palvelun, yrityksen, tuot-
teen tai muun takana on aina ihminen, jonka kokemus tapahtumasta on ratkaiseva.

Jatkuvuus. Messut ovat olleet tarkea tapahtuma koko kunnan ihmisille jo Idhes 20 vuoden
ajan. Suunnittelussa on siis tarkeda ottaa huomioon mita kokemuksia seka kavijat, etta
ndytteilleasettajat tapahtumasta saavat, tarkeinta unohtamatta, eli tapahtumatiimia va-
paaehtoisista jarjestajatiimiin. Kun kaikilla on viikko tapahtuman jalkeen tunne siita, etta
olipahan ponnistus, mutta kannatti, niin ollaan hyvalla tiella. Tydskentely kaikkien hyvin-
voinnin eteen on siis tarkeaa, omaa unohtamatta.

VISIO on: Olla houkutteleva ja tuottava kohtaantapaikka tulevaisuudenkin messuilla.

MISSIO on: Toimia yhteisollisyyden yllapitdjana, ja yritysten ja yhteisdjen aktiivisena
markkinointikanavana.

STRATEGIAmme: Pitaa ylla aktiivista joukkoa ihmisia jarjestamalla muutamia tapaamisia
vuodessa, ja tiedottaa tapahtuman tulemisesta eri yhteistyotahoille saannollisilla kirjeilla,
tarjouksilla ja mahdollisuudella vaikuttaa tapahtuman toteutukseen omalta osaltaan.

Mikd on meiddn tarinamme

Mista tapahtuma alkoi, mika oli sen alkusysays ja vieldko jatketaan samalla tiella?

Nama ovat tarkeita kysymyksia vastata heti alkumetreill3, jotta tydoryhmalle on selvaa
minka eteen he tydskentelevat. Punaisen langan kadottaminen johtaa helposti siihen,
ettd jokainen tekee tapahtumaa omista lahtdkohdistaan ja siitd mika itselle on tarkeas, se
tuottaa hajontaa ja erilaisia kdytanteita tuotantotavoissa, ja nakyy lopulta myds lopputu-
loksessa.

Tarina antaa suuntaa myos markkinoinnille ja tapahtumaviestinnille, ja pitaa ylla yhden-
mukaisuuden linjaa.
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Miksi, kenelle, mitd?

Tama on koko tapahtumatuotannon tarkein osa, joka pitaa kaikkien tietda ja muistaa.

e Miksi tapahtumaa tehddan?

o Pornainen on yhteisollinen kyla, jonka ihmiset tuntevat toisensa ja jonka yritykset
haluavat tuottaa hyvaa kunnan asukkaille.

o Kylalla on paljon yrityksia, joille verkostoituminen, asiakkaiden kohtaaminen ja
toinen toisensa tukeminen on isossa osassa. Tasta kertoo myos Yrittajien yhdis-
tyksen aktiivinen toiminta.

o Tapahtuman ydinajatuksena on yhteisollisyyden korostaminen.

o Kenelle tapahtumaa tehdaan?
o Tapahtumassa osansa esittda niin ndytteilleasettajat kuin kavijatkin. Molempien
ryhmien tarpeet otetaan huomioon yhdessa ja erikseen.
o Naytteilleasettajat tulevat esittelemaan palvelujaan ja tuotteitaan paikallisille ih-
misille.

e Mita tehddan?
o Tarjotaan kohtaantapaikka yrityksille ja asiakkaille
o Mahdollistetaan myos paikallisten kasityolaisten pienmyynti
o Tuetaan Pornaislaisten ja lahikuntien yrittajien tyota
o Kasvatetaan pornaislaisten yhteisollisyytta ja kylahenkea
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Aloituskokous

Kokous on hyva pitaa vain ja ainoastaan messuasioita kasittelevana ja kutsua paikalle
kaikki messuista vahaakaan kiinnostuneet ilman sitoutumispakkoa. Hyvia ideoita voi tulla
kenelta tahansa.

Aloituskokouksessa lapikaytavat asiat:

¢ Ydintiimin koostaminen

o

o

o

O

o

Paatetdan uusi messupdiva

Tarkistakaa paivamaara (lahialueen samanlaiset tapahtumat samoihin ai-
koihin)

Kaydaan lapi edellisten messujen loppuraportti

budjetin toteuma

kalusteiden kunto

Vapaaehtoisten maara (oliko tarpeeksi)
Asiakaspalautteet/kavijakyselyn tulokset

Muut mainittavat asiat, jotka vaikuttavat tulevan tapahtuman suunnittele-
miseen ja mita pitda ottaa huomioon.

Alustava budjetointi

Tarkastellaan edellisen vuoden budjettia ja laaditaan sen pohjalta tulevan
budjetin runko.

Budjetti voi olla tavoitteellinen — millaiseen tulokseen halutaan paasta ja
ottaa huomioon projektisuunnitelmassa, miten tima saavutetaan.

Alustavaa hinnoittelua; paasymaksut, paikkamaksut

Ideat esiin; kaikki kdy — sitten vasta karsitaan ja katsotaan parhaat, mita voidaan

toteuttaa

Vuosikellon tarkistus

Tulojen ja kustannusten jakautuminen

Paikkamyynnista saaduilla tuloilla on kustannettu markkinointi, mainokset, SPR, osasto-

seinat, yms.

Lipputuloilla on kustannettu messujen ohjelma. Ohjelman tuottamiseen voi hakea sponso-
reita ja yhteistyokumppaneita.

Messulehden tuotto on jaanyt viivan alle turvaamaan tulevaa tapahtumaa ja tarjonnut
virkistysta Yrittdjille.
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Ydintiimin koostaminen

Tapahtumakoordinaattoriksi tulee valita henkild, jolla on kokemusta joko Pornaisten mes-
suista ja/tai tapahtumien tekemisesta. Tiimityd, kommunikointi taidot ja hyva paineen-
sietokyky ovat myds tuottajan piirteita.

Viestintd- ja markkinointikoordinaattorin on myds hyva hallita ainakin viestinnan ja mark-
kinoinnin perusteet, silla talta puolelta tulee suurin osa materiaalista, jonka perusteella
kavija muodostaa kuvan messuista.

Ndytteilleasettajien koordinaattori on rohkea ja sinnikas, jolta |0ytyy tyokaluja ja karsival-
lisyytta messujen myyntityon lapivientiin. Kekselidisyys ja kyky ndhda pintaa syvemmalle
voivat olla myds hyvia taitoja hoitaa naytteilleasettajien rekrytointiprosessi tavoitteelli-
sesti maaliin.

Ohjelmakoordinaattorilla on hyva pelisilma viihteelle ja varsinkin kohdeyleis6a houkutte-
levalle ja teemaan sopivalle viihteelle. Haukansilmaa tarvitaan myos yhteisollisyyden to-

teuttamisessa, jossa ohjelmaan saadaan tilaa niin lapsille kuin hieman varttuneemmalle-
kin vaelle. Paikallisuudesta iso plussa.

Vapaaehtoisten koordinaattori on ns. ”people’s person”, joka tulee juttuun kaikkien
kanssa, jaksaa kuunnella, tsempata ja innostaa joukkonsa tyoskentelemaan tapahtuman
eteen.
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Projektisuunnitelma - Hyvin suunniteltu on puoliksi tehty

Kun alussa on Miksi, Kenelle ja Mitd, on projektisuunnitelma taman kaiken; Miten. Projek-
tisuunnitelma tehddan yhdessa tapahtuman ydintiimin kanssa.

Projektisuunnitelman antaa tuotantoprosessille suunnan ja ajatusta, ja yhteiset suuntavii-
vat kaikille. Suunnitelmaan tulee aina muutoksia, niilta ei tapahtumatuotannossa voi valt-
tyd, mutta hyvan suunnitelman ansiosta niita on helpompi tehda tai niihin on helpompi
reagoida. Yksityiskohtiin ei sen sijaan ole tarvetta menna.

Projektisuunnitelmassa maaritelldan:
a) Tavoitteet
b) Budjetti
c) Aikataulutus
d) Jaetaan tehtavia (jos poikkeavat manuaalin ohjeista)
e) Viestinndssa kaytettavat tyokalut
f) SWOT-analyysi ja riskienhallinta
g) Raportointi

Tehddan myos tiimi-canvas, jossa kartoitetaan yhteiset tavoitteet, arvot, roolit ja taidot,
yhteiset pelisdannét ja toimintamallit ja tietenkin yhteinen tavoite.

(Drivessa Team Canvas pohja ja malli)
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Ydintiimi ja tehtdvadt

ukhkwn e

Tapahtumakoordinaattori

Viestinta- ja markkinointikoordinaattori
Naytteilleasettajien koordinointi
Ohjelmakoordinointi

Vapaaehtoisten koordinointi

Sisdisesta viestinnadstd; tiimi-canvaksen suunnitteluun

1.

o v kW

Mitd kanavia kaytettdan viestinndssa?

) Kiireellisissa asioissa

) Tiedottamisessa

) Neuvojen ja tietojen kysymisessa
)

)

o O T w

Informaation jakamiseen

Tehdaanko yhteinen muistitaulu (esim. Miro-alustalle, Flingaan, Jamboar-
diin, tms.)

On tarkeda pitda ns. oma tontti ja hoitaa omat tehtédvat. Jos tulee ideoita muiden
tyotehtdvien alueelle, kannattaa ne tietenkin suositella ja kertoa ajatuksiaan eteen-

e

pain.

Kommunikointi turhiltakin tuntuvista asioista kannattaa.

Myds omia kuulumisia kannattaa kertoa ydintiimille.

On tarkeaa pitaa sisainen viestinta erossa kaikesta julkisesta viestinnasta.
Yhteiset tuotannon pelisadnnét ovat kaikkien etu.
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Tapahtumakoordinaattori

Omaa kokemusta tapahtumajarjestamisesta (joko on ollut tiimivetajana Pornaisten mes-
suilla aiemmin tai muuten l6ytyy osaamista tapahtumatuottamisesta)

Tekee viimekaden paitokset ja vastuussa tapahtuman toteutumisesta

Pitaa huolta tuotannon yhdenmukaisuudesta — arvot, missio, visio, tavoitteet

Laatii projektisuunnitelman ydintiimin kanssa

Seuraa budjetin toteutumista ja pitda kirjaa missa mennaan

Tapahtumakoordinaattori on tietoinen mitd, missd, milloin, jne.

©)

@)

Jotta informaatio ja paatoksenteko on yhtenaista, on tarkeas, etta tapahtumakoordinaattori
on lasna
On paikalla kokouksissa, katselmuksissa, allekirjoittaa tarvittavat paperit

Kommunikoi eri tiimien vetdjien kanssa

On tarkeaa, etta tapahtumakoordinaattori on helposti tavoitettavissa.

Viestien ja informaation edistymisesta ja muutoksista tulee kulkea tapahtumakoordinaattorin
kautta.

Informaatio muutoksista ja edistymisesta pitda vieda koko tiimin tietoon sdaanndllisesti, jotta
kaikki tietdavat missda mennaan, vaikka seuranta onkin kaikkien saavutettavissa Drivessa.
Tapahtumissa niin moni asia on kytkoksissa toisiinsa, joten on tarkeaa, etta kaikki tieto on 16y-
dettdvissa tai saavutettavissa helposti.

Huolehtii sisdisen tiedotuksen toiminnasta

O

Drive-tiedostojen aktiivinen paivittdminen ja seuranta

Kutsuu koolle sddnnélliset kokoukset

O

Kokouksia kannattaa pitdaa melko tiuhaan, jotta kaikki pysyvat karryilla ja saavat tarvittaessa
ryhman tukea toihinsa (sikali he eivat ole ottaneet apukasia).

Kokouksissa syntyy myos yhteistekemisen henkead ja tiimi tutustuu paremmin toisiinsa.
Vinkkien, kontaktihenkildiden yhteystietojen ja muun hieman ydintydn vieresta olevien asioi-
den jako helpottuu.

Kuntayhteistyo

O

Ota yhteyttad kuntaan heti tapahtumasuunnittelun alkuvaiheessa ja osallista kunta mukaan ta-
pahtumaan;
e Kerro suunnitelmasta
e Mita kunta voisi tarjota
e Mita tarjottavaa kunnalla olisi messuille; ohjelmaa, kilpailupalkintoja, mainosmateri-
aalia,
Kunta on perinteisesti tarjonnut Pornaisten messuille mm. tilat ilmaiseksi.
Kunnalla on koulun pelastussuunnitelma ja siihen pitda tutustua myds messujen osalta. Onko
ilta- ja viikkonloppukaytolle tehty oma suunnitelma?
Yhteistyohon voi tiedustella myds seurakuntaa.
Ja Pornainen seuraa; museo auki, historiakavelyita messujen yhteydessa, tms.
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Huolehtii, etta kaikki on tullut tehtya ja jos jossain tarvitaan apua, osaa organisoida lisdkasia

O

Seuraa aktiivisesti aikataulutusta ja edistymista yhteisista taulukoista.

Antaa tarvittaessa ensisijaiset kasvot ja ddnen tapahtumalle

O

Kun jossain tarvitaan haastateltavaa, on tapahtumakoordinaattori ensisijainen henkil® vasta-
maan kysymyksiin. Tama ei kuitenkaan sulje muita ulos.

Tekninen tuotanto

Aznentoisto

O

Koululla on oma danentoisto, jota on aiemmissa tapahtumissa kdytetty mm. juontoon, joka
kuuluu tata kautta myos sujuvasti ulkoalueille.

Sisdlavalla on oma danentoistokalusto, jonka kunto on tarkistettava.

Aani pitida suunnata katsomoon, ei messuosastoalueelle, silld lava ja messuosastot ovat aivan
vierekkain. (Sikali lava edelleen pystytetdan saliin)

Mikrofonien ja muiden kunto pitda tarkistaa jo muutama viikko ennen tapahtumaa.
Mahdollisten musiikkiohjelmien tarvitsema soundcheck on suoritettava ennen tapahtuman au-
keamista yleisolle. Jos paikalle tulee isompia artisteja, pitaa lavakartta tarkistaa huolellisesti;
heilld saattaa olla vaatimuksena erityisia miksereita tai muuta kalustoa, jonka hankkiminen ei
aina ole ihan halpaa. Tama selviaa kuitenkin jo yleensad ennen sopimuksen tekemista ja sikali
lavakartoissa on vaativia laitteita, voi vastatarjouksessa ilmoittaa, ettei Pornaisten messuilla
ole kapasiteettia vaativalle PA-kalustolle.

Jos tapahtumaa varten paatetdaan vuokrata tapahtumateltta, kannattaa sen danentoisto suun-
nitella ammattilaisen kanssa ja suunnata kohti metsaa/poispéin lahelld olevista asuinrakennuk-
sista melun vuoksi. Jos melu ylittaa sallitun, voi lupa riittavalle adnentoistolle jaada saamatta.

Lava ja muut tilapaiset rakenteet

Lavan sijoittelu tulee olla suorassa linjassa katsomoon.

Vaikka lava ei ole korkea, sen reuna tulee silti merkita huomioteipilla.

Lavan matto. Missa on ja sen kunto. Lavalla sattuu ja tapahtuu, joten alustan hyva kunto on
tarkedssa osassa.

Lavan kunto pitaa tarkistaa hyvin ennen ja jdlkeen jokaista tapahtumaa.

Lavalta putoamisen mahdollisuus tulee ottaa huomioon pelastussuunnitelmassa.

Loosiseinien kunto, tukevuus ja niiden hyodyntaminen turvallisesti tulee tarkistaa ja kayda sel-
vaksi myos naytteilleasettajille.

Kaikkien kojujen, telttojen, katoksien ja mahdollisten lasten seikkailuratojen ja muiden asian-
mukainen kasaus tulee tarkistaa.

Valot

o
o
o

Millaisia valoja tarvitaan?
Tarvitaanko lavalle kohdevaloja?
Onko esiintyjilla omia valoja tai toiveita valorakentamiselle?
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Kaapelit ja johdot

Erillisen sdhkosuunnitelman tekeminen voi olla kannattavaa, jos laitteita ja sahkotarvitsevia koh-
teita on useampia. Talld voidaan varmistaa, mita missakin tarvitaan ja etta kaikki tarvittava on
hankittu ja kytketaan asianmukaisesti.

Joskus johtoja joutuu vetamaan pihan tai kaytavan poikki. Tall6in ne on aina suojattava johtosil-
loilla/koteloilla tai hatatapauksessa huolellisesti huomioteipilla. Hiekkapihoilla johdot voi my6s
kaivaa maahan kulkuvaylilla.

o Johtojen tarpeen ja sijoittelun voi ottaa huomioon jo aluetta suunniteltaessa ja sijoittaa kaikki
sahkda tarvitsevat kohteet ldhelle sahkon lahdetta.

Johtojen suojaus on mainittava pelastussuunnitelmassa.

Piuhoja ei yleensa ole koskaan liikaa, ja jos on, niin se on vaan hyva.

Piuhoja ulko- ja sisdakayttoon.

Tarvitseeko joku kolmivaihevirtaa eli voimavirtaa?

O O O O

Rakenteet ulkotiloissa

o lso teltta alapihalla salin jatkona mahdollistaa lavan siirtdmisen pois keskeiseltd messualueelta
ja alentaa melutasoa sisalla. Lisaksi telttaa voi kayttaa iltaohjelmaan ja/tai messujatkoille. Me-
luilmoituksesta huolehdittava. Teltta pitda ehdottomasti tilata ammattilaisilta. Tilaa on 10x15
teltalle.

o Kaikki tapahtumaa varten ulkotiloihin rakennettavat tilapaiset rakennelmat tulee olla kiinni-
tetty maahan tai varustettu painoilla.

o Mahdolliset ohjelmaa varten pystytetyt rakenteet tulee myds varmistaa ja ennaltaehkaista tur-
hia tapaturmia.
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Aluesuunnittelu

O O O O

Ketd — on
Mita —on
Missa — on
Milloin — on

Kiinnostavimmat ohjelmat

= Jos et ole varma, mitka ohjelmanumerot tulevat vetamaan yleis6d, ne kannattaa sijoitella
tiloihin, joissa on tilaa ja selked toimintamalli ja uloskdaynnit hatatilanteissa.

= |hmisten liikkkuminen - minne muodostuu sumia

= Kavijat kokoontuvat ohjelmien ymparille, siellda missa on lapsille ohjelmaa, ruokajonoihin ja
sinne missa térmaa tuttuihin.

= Kaytdvien leveys on hyva olla vahintdan 3m, mielellddan 5m. Keskeisilld tapahtuma-alueilla
enemmankin. Jos jollain kojulla tai loosissa on ohjelmaa tai kiinnostavaa nahtavaa, on hyvin
todenndkoists, ettd sen eteen muodostuu suma.

Mitka ovat selvadt vetovoimatekijat, joiden nakeminen on yleisolle keskeista?

= Jokainen ohjelmanumero kerda aina yleis6a ja kavijat liikkkuvat ohjelmanumeroiden vililla
paikasta toiseen.

= Nama kannattaa sijoitella hieman eripuolille tapahtuma-aluetta, jotta yleiso liikkuu tiloissa
edestakaisin. Nain he myos kulkevat kaikkien naytteilleasettajien ohi, jolloin myynti onnis-
tuu, eika ruuhkia synny liikaa.

= Paddesiintyjan aikana ei kannata pitda mitaan toista isompaa numeroa muualla samaan ai-
kaan. Heti padesiintyjan lopetettua sen sijaan pienempia ohjelmanumeroita kannattaa lait-
taa eripuolille aluetta, jotta yleisd hajaantuu.

Mitka kohteet mainitaan erityisesti messuohjelmassa ja lehdessa?
= Nama tulevat yleensa vetdmaan erikseen ihmisia.

Kuinka paljon tilaan saa kerralla padstda ihmisia?
= Maéran arvioiminen voi olla maallikolle hankalaa, mutta ammattitaitoinen jarjestyksenval-
voja osaa nahda taman nopeasti.

Sisadntulo
= Yleison sisaantulopaikkoja voi olla parikin, varsinkin jos odotettavissa on jonoja.

Kartat ja ohjelmat (pddasiassa viestinndn tehtdvid)

= Tapahtuma-alueenkartta pitda painattaa messulehteen/ohjelmalehtiseen, jotta yleiso osaa
suunnistaa alueella eri pisteiden valilla.

= Karttaan merkitaan erikseen jokainen ohjelma-areena,

Infotaulut ja opasteet (pddasiassa viestinndn tehtdvid)

= |nfotauluja sisddnkayntien vieressa, josta ohjelman ja muun tapahtumainfon voi poimia
kdannykkaan QR-koodilla, tapahtuman nettisivuilla, ympari tapahtuma-aluetta standeina.

= QOpasteet ulkona; pysdkaointi, invapysakdinti, tapahtumapaikalle opastavat kyltit tienristeyk-
siin ja kunnan sisdaantulovaylille.

= Sisatiloissa messukartat ja ohjelmainfo standeissa.

Infopiste
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= Tapahtumassa on syyta olla erillinen infopiste, josta saa keskeisen informaation niin kavija,
kuin naytteilleasettajakin. Myos l0ytotavarat yms. tuodaan infoon ja ilmoitetaan alueella
sattuneesta erityistda huomiota vaatineesta tilanteesta.
Infopisteelld voi jakaa tietoa Yrittajien yhdistyksesta ja myyda tapahtuman oheistuotteita.

o Henkilokunnan tunnisteet

= Henkilokunta, ainakin keskeiset hahmot, on syyta merkita erillisilla tunnuksilla, jotta yleiso
tunnistaa ketka ovat tapahtuman tyontekij6ita, joilta tarvittaessa voi tiedustella asioista tai
jotka osaavat pikaisesti kertoa missa mitakin on.

o Yleison kaytos
= Kavijat yleensa menevat minne mahtuvat ja paadsevat.
= Alueen aitaaminen pitda tehda huolella, jos haluaa estdaa kenenkdan paasyn alueelle il-
maiseksi, mutta yleensa aitojen koloista ja ohi ei tule kuin muutamia ihmisia.

o Ruokajonot
= Ruokakojun valittdmaan laheisyyteen ei kannata paikoittaa toista nadytteilleasettajaa, silla
jonot tukkivat helposti naapurikojun edustankin.
= Ruokakojuilta tulee helposti savua ja karyd, jonka vieressa kaikki eivat halua olla koko pai-
vaa.
= Karyjen haju tarttuu varsinkin tekstiilituotteisiin helposti.
o Jonottaminen
= |hmiset jonottavat suoraan, mutkien luominen voi onnistua teipilla lattiaan, mutta muuten

jonojen hallinta vaatii ohjausta ja aitoja, mutta se ei ole pienempien tapahtumien haaste.

Tila- ja paikkasuunnittelu

o Tilat tulee suunnitella sen mukaan, miten ihmisten halutaan tilassa liikkuvan.

o Vetovoimatekijoiden sijoittelu niin, etta kavijoiden mennessa heita katsomaan, kavijat liikkuvat
naytteilleasettajien alueiden lapi.

o Muutamia ohjelmanumeroita, tyonaytoksia, maistatuksia, yms. kannattaa sijoittaa sinne tdnne
tapahtuma-aluetta.

o Vetovoimaisimpien esiintyjien ollessa vuorossa, voi odottaa kavijéiden seuraamaan naita suu-
remmalla joukolla. Silloin yleensa danenvoimakkuus myos hetkellisesti kasvaa.

o Tilankayttéa voi suunnitella karkeasti jo ennen kuin tiedetaan lopullinen naytteilleasettajien
maara.

o Kun kaikki ilmoittautuneet ja hyvaksytyt ndytteilleasettajat ovat suorittaneet maksun, voidaan
lopullinen paikkajako tehda.

o Yleensa monivuotiset kavijat pitavat siitd, ettd heidan kojunsa on samoilla paikoilla. Ajatus
tdssa on se, ettd kavijat loytavat silloin heidat helpommin. Joissain tapauksissa tama kannattaa,
mutta samalla tapahtuman tarkoitus uusien palvelujen |0ytamisesta ja mielenkiintoisesta ta-
pahtumasta karsii.

Turvallisuus, esteettémyys, luvat

o Viranhaltijapaatokset: Meluilmoitus, jatehuolto, myyntiluvat, yleisotilaisuusilmoitus ja tarvitta-
essa arpajaislupa.

o Turvallisuussuunnitelma: Pelastussuunnitelma, jarjestyksenvalvonta, - -liikenteenohjaus, po-
liisi, pelastuslaitos, ensiapu
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Vastuuvakuutus

Vastuuvakuutus on yleisotilaisuuden pakollinen osa, eikd tapahtumaa voi jarjestda ilman voimassa
olevaa vakuutusta. Vakuutus voi olla halpa, mutta talléin myos omavastuu on suurempi. Vakuu-
tuksesta kannattaa maksaa, vaikka riskit ovat pienet.

Tapahtuma on vastuussa aiheuttamistaan esine- tai henkildvahingoista. Vastuuvakuutus korvaa,
jos tapahtuman kavijoille, ndytteilleasettajille ja ulkopuoliselle taholle sattuu vahinko tai tapa-
turma, josta lain mukaan tapahtumanjarjestdja on korvausvastuussa. Ndita seikkoja ennakoidaan
ja otetaan huomioon tapahtuman pelastussuunnitelmassa, jolloin voidaan ennakoida ja mini-
moida tapaturmat.

Vastuuvakuutuskaan ei kata kaikkea:

Jos omaisuudelle, joka on esim. lainassa, sdilytettdvana tai huolehdittavana tapahtuu jo-
tain

Huolimattoman tyon korjaamisesta syntyneita kuluja

Hitaasti syntyneita ymparistévahinkoja

Tapahtuman kdyttamia tuotteita, jotka lainattuna/annettuna aiheuttavat vahingon toi-
selle osapuolelle.

Tahallisesti tuotettu tai torkealla huolimattomuudella aiheutettuja vahinkoja.

Vastuuvakuutus El kata vapaaehtoisia tai henkilékuntaa, vaan tahan tarkoitukseen on otettava

erillinen vakuutus tapahtumia varten ja irtaimistoa varten.

Turvallisuus- ja pelatussuunnitelma

Turvallisuus- ja pelastussuunnitelma pitaa tehda viimeistdan 14 vuorokautta ennen messuja.
Suunnitelma liitetdan poliisille tehtavaan yleisotilaisuusilmoitukseen.

a)

g)

h)

Millainen tapahtuma on kyseessa, kuka sen jarjestda ja kenelle se on kohdennettu. Milloin
tapahtuma pidetdan ja kuinka paljon paikalle odotetaan kavijoitd yhteensa ja kerrallaan
tunti tunnilta (esim. klo 13—14 odotetaan paikalla olevan n. 300 kavijaa.)

Listataan jarjestyksenvalvojat (nimi, sotu ja valvojakortin numero). Jarjestyksenvalvojia
tulee olla vahintaan 1/500 osallistujaa (poliisi saattaa vaatia enemmankin). Lisaksi tulee
ilmoittaa heidan sijaintinsa tapahtuman aikana, sijainti voi olla my6s partiointi tapah-
tuma-alueella.

Jokaista kortillista jarjestyksenvalvojaa kohti paikalla voi olla muutamia kortittomia jarjes-
tyksenvalvojia, jotka on hyvaksytetty poliisilla. Tama saattaa aiheuttaa lisamaksuja.
Pornaisten messut voi my0s jarjestaa ilmaisen jarjestyksenvalvojakurssin, jonka osallistu-
jat sitoutuvat toimimaan kurssin suoritettuaan messuilla jarjestyksenvalvojina.

Katsotaan tapahtuman vaaranpaikat ja mahdolliset turvallisuuteen vaikuttavat tekijat. Eli
riskienhallinta.

Suunnitelmassa tulee selvittdd, miten onnettomuuksia on tarkoitus ehkaista. Huomioon
pitdad ottaa pelastustiet, hatapoistumistiet sisatiloista, tilapaisten rakenteiden turvallisuus,
jos tapahtumassa kasitellaan tulta tai muita palavia aineita, kaasujen kaytto. Koululla on
oma pelastussuunnitelma, sita kannattaa hyddyntdaa messujen suunnitelmaa tehdessa.
Jos jotain sattuu kaikesta huolimatta, on oltava selvilld mita hatatilanteessa toimitaan.
Tama on syyta olla selvaa jokaiselle, joka tapahtumassa tekee toita tavalla tai toisella.
Vastuuvakuutus pitda olla kunnossa.

Esteettomyys

a)

Matalat portaat ja kynnykset = rampit tai luiska
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Opasteet hissille ja wc-tiloihin

Yleisotilaisuuslupa aka Huvilupa

a)
b)

c)

d)

Poliisin nettisivuilta [oytyy taytettava pdf-muotoinen lomake.

Luvan kasittelyyn menee yleensa vahintaan 2 viikkoa, joten lupa kannattaa hakea ajoissa
ja pitda huolta, etta kaikki tarvittavat liitteet ovat mukana

Liitteiden keraamiseen voi menna myos aikaa, joten tdhan pitaad perehtya ajoissa, mita
kaikkea tarvitaan. Yhteys lupaviranomaiseen tarvittaessa, he auttavat mielellaan.
Tarvitaanko esiintyjilta turvallisuussuunnitelmia?

Meluilmoitus

a) Meluilmoitus tulee tehda poliisille vahintdan 30 paivaa ennen tapahtumaa, sikali tapahtu-
masta aiheutuu melua ulkoalueilla ja se kantautuu lahialueen asuintaloihin.

b) Meluilmoituksessa kysytdan desibeleista, joten apuun kannattaa kysya henkild, joka tietda
ja tuntee ddnentoiston ulkotiloissa.

c) Nama tulee tietaa varsinkin, jos messuille hankitaan vuokrateltta ulos.

Jatehuolto

a) Jokainen kavija tuottaa jatetta n. 80g. Mahdollisesti enemmankin, jos vierailee ruokako-
julla.

b) Jatteille on oltava lajitteluastiat, bio-, energia- ja muovijate.

Jarjestyksenvalvonta

Tapahtumissa, joissa ei ole anniskelua, jarjestyksenvalvojia tarvitaan vahemman.
Hyva maara Pornaisiin on n. 1 valvoja/100 paikalla olevaa ihmista
Kortillisia valvojia tulee olla mielellddn puolet.

) Jarjestyksenvalvojien kanssa kdydadan lapi tapahtuman suunnitelma ja aikataulutus.

Jarjestyksenvalvontaa voi kohdentaa tiettyihin pisteisiin jo ennalta, jos tiedetdan jonkin
tuovat haasteita yleisén/kavijoiden ohjaamisessa.

Kokeneilla valvojilla on yleensa hyvaa nakemysta tapahtumista. Heiltd kannattaa myds ky-
sya ja pyytdaa mukaan suunnitteluun.

Liikenne ja liikenteenohjaus

c)

Tapahtuma-alueen kartta kannattaa julkaista netissa jo ennen tapahtumaa. Karttaan mer-
kityt pysakointialueet ja invapysakointi helpottaa liikenteenohjauksen tyota.
Liikenteenohjauksen suunnitelma tulee mainita jo pelastussuunnitelmassa, l[ahinna kuinka
monta henkilda liikenteenohjauksessa on ja millaisiin tehtaviin heidat on asetettu.
Pornaisissa on syyta ottaa huomioon, etta vieraat tulevat paikalle mitd suurimmassa osin
omilla autoilla. Julkisen liikenteen liikenndijia ei ole valttamatta tarve informoida erikseen.
Paikoituksessa kannattaa olla ainakin pari liikenteenohjaajaa, sikali parkkialueena toimii
jokin muu, kuin merkitty parkkipaikka. Yleisén taipumuksena on pysdkdida mahdollisim-
man lahelle ja ihan mihin tahansa auto mahtuu, jollei sita ole erikseen kielletty ko. pai-
kalla.

Ohjelmalle, naytteilleasettajille ja henkilokunnalle on hyva rajata pysakointipaikka erik-
seen tapahtumapaikan valittomasta ldheisyydesta.

Tapahtuma-alueelle on oltava jatkuvasti avoin tie; pelastustie, jota ei voi tapahtuman ai-
kana tukkia edes hetkellisesti. Kaikki ajoneuvoliikenne tapahtuma-alueelle on kiellettava,
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kunnes tapahtuma on virallisesti paattynyt. Naytteilleasettaja tai ohjelma/esiintyja (ellei
poikkeusta ole erikseen sovittu) ei voi ajaa autoaan alueelle ennen sulkeutumista.

i) Lahialueen asukkaita, yrityksia ja muita julkisia kohteita kannattaa informoida tulevasta
tapahtumasta, jolloin he voivat ennakoida omat ja/tai asiakkaidensa pysékéintitarpeen.
Samalla ilmoituksella voi tarjota heille, joille tapahtuma saattaa aiheuttaa lyhytkestoisen
haitan, mm. alennuksen tapahtumalipusta, tms.

j) ELY-keskukselta l6ytyy tarvittaessa lisdohjeita.

o Tilojen halytysten ohjauksesta sopiminen koulun/kunnan kanssa.

Logistiikka ja aikataulutus

Léhtokohtaisesti ajoitus on tdrkeintd.

Tapahtuman rakentaminen on suurin logistinen ponnistus. Aikaa suurille virheille ei juuri ole, siksi
ajoituksen suunnittelu on erityisen tarkeaa.

Kun tiedossa on kaikki, mitad tapahtumapaivaa varten taytyy rakentaa, kasata ja organisoida, voi
alkaa luoda suunnitelmaa siita, miten ja missa jarjestyksessa asiat tehdaan.

Hyvalla suunnittelulla ja muutoksien selkeélla viestinnallad selvidd mahdolliselta kaaokselta.

Pystytyksessa otetaan huomioon, kuinka kauan mikakin osa aikaa vie. Kaikesta ei luonnollisesti
pysty tietdmaan, tassa tapauksessa kannattaa tiedustella aiemmin tapahtumaa rakentaneilta ja
muodostaa saatujen tietojen pohjalta aikatauluraamit. Parempi on, etta aikataulussa on hieman
valjaa, kuin se, etta sekuntiviisari tikittda viimeisia minuutteja pois.

Naytteilleasettajille annetaan kaksi vaihtoehtoa pystytykselle; perjantaina iltapaivalla tai lauan-
taina aamulla. Ajat kannattaa jakaa, varsinkin jo naytteilleasettajia on paljon, jotta kaikki sujuu
rauhallisesti ja hallitusti. Naytteilleasettajien koordinaattorin kanssa tehdaan pystytyssuunnitelma
aluesuunnitelman pohjalta.

Tasta suunnitelmasta luodaan saapumis- ja pystytysohjeistus naytteilleasettajille, joka lahetetdan
heille mailitse kaksi viikkkoa ennen tapahtumaa. Suunnitelman aikataulua vaaditaan noudatetta-
van, ettd kaikilla on aikaa ja tilaa rakentaa kojunsa rauhassa.

Lista tarvikkeista, joita pystytysvaiheessa tarvitaan, on hyva miettia etukdteen. Siinad saastaa par-
haimmillaan muutaman tunnin kallista aikaa.

Listassa on ainakin: maalarin-, huomio- ja ilmastointiteippia (huom. ilmastointiteippia aka jesaria
ei saa laittaa mihin tahansa), ruuveja, porakoneita, ruuvikarkia, narua, saksia, lautaa, erilaisia jat-
kojohtoja, johtosiltoja, lautaa, lapio, nauloja, vasara, nippusiteitd, spraymaalia, tusseja, kynia, pa-
peria, jatesakkeja, ym. ym.

Lisaksi syotavaa ja juotavaa.

Pystytys

o Tapahtuma pystytetdan alkaen torstai illasta lauantaiaamuun vaiheittain.

o Kunnan ja koulun kanssa sovitaan aloitusajankohdasta hyvissa ajoin kevaalla. Siitd kannattaa
muistuttaa myos heti, kun kunnan ja koulujen tyontekijat palaavat lomilta elokuun alussa, jotta
se osataan ottaa huomioon tilojen kdytt6a suunniteltaessa.

o Messuareenana on kaytetty Yhtendiskoulun salia, jonka lattia tulee suojata matoilla. Yrittajilla
on tdhan tarkoitukseen mattoja. Mattojen kunto saattaa olla edellisen tapahtuman jaljilta olla
likainen tai matoissa olla jotain muuta ongelmaa. Tata varten tapahtuman pystyttaminen kan-
nattaa aloittaa jo torstaina.
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Jos matoissa ilmenee ongelmia, niiden vaihtamiseen ei jaa paljoa aikaa. Kannattaa siis selvittaa
etukdteen, mistd uusia mattoja olisi mahdollista saada nopeallakin aikataululla. Maton ei tar-
vitse olla rullattavaa “karvamattoa”, vaan palasista koostuva kumimattokin ajaa saman asian.
Kun matto on paikallaan ja teipattu kiinni, voi alkaa pystyttaa lavaa, ddnentoistoa, valoja, osas-
toseinia, sahkoja ja luokka- ja muita tiloja aluesuunnitelman mukaan.

Radiopuhelimet helpottavat pystytysvaihetta ja niistd on paljon hy6tya myds tapahtuman ai-
kana.

Vapaaehtoisten koordinaattorin kanssa selvitetdan ketka vapaaehtoisista ovat kiinnostuneita
pystytyksesta. Osa rakenteista tarvitsee patevia kasia, jotta turvallisuus voidaan taata. Aikatau-
luttakaa yhdessa heidan tyotehtavansa ja aikansa.

Tapahtuman messurakenteiden valmistuttua, alkaa naytteilleasettajien paastaminen tilaan ka-
saamaan omia messuosastojaan.

Pystytysta taytyy valvoa ja tarkastaa, etta kaikki on tehty vaatimusten mukaan.

Kaiken tulee olla valmiina ja autot pois alueelta 30min. ennen porttien avaamista.

Purku

Tapahtuman tullessa paatokseen, seuraa yleensa raskaimmalta tuntuva vaihe, eli tapahtuman
purkaminen. Tassa vaiheessa kaikki ovat jo vasyneita ja kaikkensa antaneita, mutta hallittu ja huo-
lellinen purkaminen on silti tehtdva. Myo6s purku on suunniteltavissa ja kun jokainen tietda tehta-
vansa, purku yleensa sujuu joutuisasti ja ilman sen suurempia kommelluksia.

O

O O

O O O O O O

Naytteilleasettajille asettavana ehtona on, ettei kojuja tyhjenneta tai pureta ennen tapahtu-
man padttymista.

Purku alkaa naytteilleasettajien kasatessa kojunsa pois.

Samalla voi henkilokunta alkaa irrotella julisteita, ilmoituksia ja muita kiinteisiin rakenteisiin
kiinnitettyja asioita.

Kalusteiden palautus paikoilleen.

Ulkona aitojen purkaminen.

Mattojen imurointi/putsaus ennen varastointia.

Roskien poisvienti, huolehtiiko kunta?

Tilojen lopputarkistus.

Inventaariota messujen tarpeistosta ja kalusteista. Hajosiko jotain? Onko kunnostustarpeita
ennen seuraavaa tapahtumaa? Tarvitaanko jotain lisda? Onko jotain liikaakin? jne.

Loytotavarat

Loytotavarat tuodaan yleisesti infopisteelle tai annetaan kateen muulle henkilékunnalle. Tapahtu-
man jalkeen l6ytotavaroita voi sdilyttdd muutaman paivan, tiedottaa I6ytdtavaroiden noutami-
sesta tietysta paikasta, jonka jalkeen ne toimitetaan poliisille.

Loppuraportti/yhteenveto

Loppuraportti on tavallaan kapula seuraavalle tapahtumakoordinaattorille, tyokalu, jonka pohjalta
lahted tydostamaan messuja uudelleen.

Loppuraportin avulla tapahtuman yhtendisyys sailyy, vaikka tekijat vaihtuvat. Jokainen toki tuo
mukanaan oman otteensa ja ideansa, joten loppuraportti ei ole tiukasti seurattava ohjenuora,
vaan pikemminkin aputyokalu, alusta, jolta ponnistaa.

Jokainen koordinaattori tekee tyostaan loppuraportin, jossa kdydaan lapi, miten tuotantoprosessi
eteni, mita tehtavia oli, minne oli yhteydessa, mista tuli mitakin ja jne.

Naiden pohjalta tapahtumakoordinaattori tekee yhteenvedon eli loppuraportin, joka esitelldan
muulle tyéryhmalle ja yrittdjien yhdistyksen hallitukselle.
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Viestintd- ja markkinointikoordinaattori

Viestintadstrategia

o Mika on Pornaisten messujen viesti?

a) Pornaisten messut ovat kohtaamispaikka alueen ihmisille ja yrityksille ja yhteisoille
b) Pornaisten messuilla on hyva tunnelma vauvasta vaariin
c) Pornaisten messut tarjoavat ohjelmaa jokaiselle

o Mita viestinnélla tavoitellaan?

= Messujen tunnettuutta ja houkuttelevuutta niin yleison kuin yrittdjienkin keskuudessa

= Viestinnan tavoite on tuoda tapahtumaa esille eri medioissa ja helpottaa informaation 16y-
dettavyytta

= Tehda messuista kiinnostava kohde naytteilleasettajille

o Missa viestitaan ja kenelle?

= Verkkosivut = Naytteilleasettajat, kavijat, ohjelmantuottajat, turvallisuudesta vastaavat,
yhteisty6kumppanit, sponsorit, media)

= Julkiset sosiaalisen median kanavat (Facebook, Instagram, LinkedIn) ja netin alustat (tapah-
tumakalenterit, yhteistydokumppanien some) = kohdeyleisélle ja potentiaalisille kavijoille

= Yksityiset sosiaalisen median kanavat = Facebook-ryhmat vapaaehtoisille ja ydintiimille

= Tiedotteet 2 Yhteistyokumppanit, sanomalehdet, muu media, naytteilleasettajat, sponso-
rit, paikallisten kuntien tapahtumakalenterit,

= Painotuotteet 2 Kavijat, ndytteilleasettajat, yhteistydkumppanit, julkinen jako (paikalliset
kirjastot, museot, liikuntapaikat, kaupat, apteekit, jne.)

= S3dhkoposti = Yhteistybkumppanit, sponsorit, vapaaehtoiset, ydintiimi, ndytteilleasettajat

= Google Drive kansio = Ydintiimi

= Ulkoiset keskustelualustat = Ydintiimi, vapaaehtoiset, talkoolaiset

o Periaatteet
= Viestinnan aani on ystavallinen, henkilokohtainen, kuunteleva ja reippaan tuttavallinen
= Naytteilleasettajille viestittdessa aani on henkilokohtainen ja ystavallinen
= Kavijaviesteissa dani on ystavallinen ja kuunteleva

o Viestinnan tekijat

= Viestinnastad huolehtii viestintdkoordinaattori yhdessa tapahtumakoordinaattorin kanssa.
= Viestintda tekee ja tukee myds Pornaisten Yrittajat tapahtuman ohjeistamalla tavalla

Viestinta- ja kriisiviestintdsuunnitelma

o Koska viestitddn, mita ja minne
o Mitd tehdaan kriisitilanteessa
= Messujen peruuntuminen, onnettomuus messuilla, yhteistydkumppanin petollisuus, mai-
neen oleminen uhattuna, jne.
= Kuka viestii ja mitd asioista kerrotaan ja mihin medioihin
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Seuraa ja toteuttaa markkinoinnin vuosikelloa

o Vuosikellon pohja I6ytyy Drivesta

Sosiaalinen media

Luo someen sivut ja kommunikoi some-kanavissa

Kutsu messuille mukaan somevaikuttajia

Selfie-seindn tilaaminen (taustan mainospaikkojen myynnilla rahoitettava)

Somen seuraaminen ja paivittdminen erittdin tarkeaa juuri tapahtuman aikana

Oma #-tunnus ja sen aktiivinen kdyttaminen, #pornaistenmessut ja #pornaistenmessut2022
Myds kunnan iskulausetta Luonnollisesti Pornainen kannattaa kadyttaa #-tunnuksena

0O O O 0 O O

Huolehtii yhteistydsta tiedotusvilineiden kanssa

o Tiedotusvalineisiin ja muuhun mediantuottajiin kannattaa olla yhteydessa jo hyvissa ajoin 13-
hettamalla tiedote tulevasta tapahtumasta.

o Heille tarjotaan mahdollisuutta akkreditoitua tapahtumaan. Tdma nostaa myos tapahtuman
profiilia

o Nykyaikainen tiedotus kulkee paljon my6s sosiaalisen median influencereiden kautta. Onko
Pornaisissa ja lahialueilla influencereita, joita saattaisi saada houkuteltua tapahtumaan ja tie-
dottamaan tapahtumasta?

o Vastaa ja koordinoi haastattelupyyntdja. Haastatteluja antaa ensisijaisesti tapahtumakoordi-
naattori, mutta mukana on aina hyva olla muitakin.

Keraa markkinointimateriaalia tapahtuman aikana

o Valokuvaa, haastattelee, tekee kavijakokemuskyselya, paivittdd somea, luo hyvaa péhinaa

Etsii markkinointimahdollisuuksia

o Muut tapahtumat, yhteistyoyritykset, YouTube-videoita, jne.

Huolehtii graafisen materiaalin tuottamisesta

o Ohjelmalehtiset, flyerit, lehtimainokset, muovilakanat, julisteet, yms.) ja niiden oikeasta ulko-
asusta (graafinen ilme) ja niiden jakamisen/paikoilleen laittamiset (esim. nippu kirjastoon,
kampaamoiden poydalle, kaupan pdydalle, museoon, kunnantoimistoon, ja missa ihmiset
yleensa liikkuvat.

Hankkii tarvittaessa muuta markkinointimateriaalia

o Kynat, heijastimet, yms.

o Kayntikortteja

o Myo6s kunnan markkinointimateriaalia voi samassa yhteydessé jakaa/myyda

Huolehtii mainosmateriaalin jaosta ja niihin liittyvista luvista

o Mainosmateriaalia voi jakaa pienina flyereina osallistuvien yrityksien toimipisteisiin ja niillekin,

jotka eivat valttamatta messuille paase, mutta haluavat esim. olla esillda mainoksen muodossa
messulehdessa tai muuten vaan tarjota messujen aikaisia tarjouksia asiakkaille.

o Pienempien kauppojen ilmoitustaululle ilmoituksia kannattaa laittaa vasta hieman ennen ta-
pahtumaa. Monet kaupat tyhjentdvat ilmoitustauluaan tiuhaankin.

o Jos ilmoitustaulu on tdaynna, voi pyytda lupaa teipata tapahtumajuliste maalarinteipilla ilmoi-
tustaulun viereen.

o Kunnan alueelle, yksityisen maille tai muuhun kiintedan rakenteeseen ilmoituksen, julisteen tai
mainoslakanan kiinnittdminen vaatii aina luvan. Sen pyytaminen on myo6s hyvaa mainetta ta-
pahtumalle. Yksityiselle voi tarjota esim. lippuja tapahtumaan korvaukseksi luvasta.

Opasteet ulkona ja sisalla

o Kartat ja ohjelmat
= Tapahtuma-alueenkartta pitda painattaa messulehteen/ohjelmalehtiseen, jotta yleisd osaa
suunnistaa alueella eri pisteiden valilla.
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= Karttaan merkitdan erikseen jokainen ohjelma-areena,

o Infotaulut ja opasteet
= |nfotauluja sisddnkayntien vieressa, josta ohjelman ja muun tapahtumainfon voi poimia
kannykkaan QR-koodilla, tapahtuman nettisivuilla, ympari tapahtuma-aluetta standeina.
= QOpasteet ulkona; pysadkaointi, invapysakdinti, tapahtumapaikalle opastavat kyltit nuolineen
tienristeyksiin.

Materiaalin tuottaminen

Kertomuksia paikallisista yrittajistd messuilla (menneista ja nykyisista)
Yleison kokemuksia ja haastatteluja

Messujen tekijoiden tervehdyksia

Lippujen paketointi-ilmoituksia

Ohjelmajulkistuksia

Naytteilleasettajien paikkahakuilmoitukset

Ohjelmahaku

Kilpailuilmoituksia

Muita ilmoitusluontoisia asioita

Naytteilleasettajien mainoksia (erillisestd maksusta. Voi kdyttaa paketeissa)
Jarjestelyjen etenemisesta kertominen

Kunnassa tapahtuvia kiinnostavia tapahtumia yms.

Kavijakysely

0O 0O 0O OO0 0O O 0O O O O O

Google Formsilla tai muulla kyselypalvelulla kannattaa luoda kysely kavijoille, jotta tiedetdan
missa onnistuttiin ja mika vaatii kehittamista. Kysymykset voi tehda yhdessa koko tyéryhman
kanssa.

Messulehti

Lehti toimii tapahtuman mainoksena, joka jaetaan koteihin ennen messuja. Jakoalue voidaan
paattaa erikseen, eika sen tarvitse noudattaa samaa kattavuutta joka vuosi. Levikki antaa mahdol-
lisuuden mainospaikkahintojen vapaampaan hinnoitteluun.

Messulehden paikkoja voi myyda naytteilleasettajille pakettina messuosastopaikan kanssa tai sel-
laisenaan, jos yrittdja ei messuille itse ehdi, mutta haluaa mainostaa yritystaan.

Messulehteen kannattaa tehda sisaltdd muutenkin, ettei se olisi pelkkd mainos ja tapahtuman oh-
jelmainfo. Muita aiheita voi olla paikallisten yritysten haastatteluita tai esittelyjd, yhteisdjen tarjo-
amia kursseja ja ohjelmia, paikallisten kiinnostavien ihmisten haastatteluita, kuntayhteistyon ker-
tomusta, messukilpailujen ilmoittamisia, ym. ym.

Messulehted toimittamaan kannattanee ottaa erikseen 2 henkil6a. Kuvia ottamaan voi pyytaa
useampiakin paikallisia valokuvaajia.
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Ndytteilleasettajien koordinointi

Jokainen hyva messutapahtuma on pullollaan kiinnostavia naytteilleasettajia. Tapahtuman myynti
voi olla aikaa vaativaa tyota, joten saattaa olla tarpeen hankkia pari ihmista tiimiin tata tehtavaa
tekemaan.

Benchmarkkaaminen

o Potentiaalisia ndytteilleasettajia (yrittdjid ja yhteis6ja) voi laittaa merkille ajellessaan lahikun-
nissa

o On hyva luoda hyvisséa ajoin tapahtumalle pienia flyereita jaettavaksi juuri mahdollisille nayt-
teilleasettajille

o Yrittdjat puhuvat myos paljon keskenaan ja kun yksi on [6ytanyt hyvan tapahtuman, han mai-
nitsee siita seuraavalle.

o Mita yrityksida muissa alueen tapahtumissa on lasna? Nailld on olemassa valmiudet ldhted mui-
hinkin tapahtumiin (messukalusto ym.)

Rekrytointi

o Aktiiviset ja edellisen vuoden naytteilleasettajat kannattaa pitda tiedotuksen paassa saannolli-
sesti. Tata varten voi ennakkoon luoda kontaktointiposteja, joita sitten lahettaa suunnitellusti.
Talloin naytteilleasettajat muistavat tapahtuman tulevan/olevan olemassa ja osaavat parem-
min varautua varaamaan paikkansa niiden auettua varaukseen.

o Paikkojen myynti ennakkoon (“ennakkovaraajan tarjoukset messuilla nyt myynnissa” esim.
messulehti-ilmoitus lisdna tai maininta/mainos messujen somessa.)

o Paketointi (sahko + paikka + mainos messulehteen, jne.)

o Rekrytointi kannattaa avata hyvissa ajoin ja kdyttaa tdssa samaa ennakkovaraajan tarjousme-
netelmaa kuin yleisélippujenkin kanssa.

o Osaston varaaminen kannattaa tehda mahdollisimman yksinkertaiseksi ja selkedksi.

o Hinnastot selkeiksi, mita mikdkin osa maksaa. Tama helpottaa paatoksentekoa messupaikan
varaamisesta.

o Alueen kartta on valttamatén, mutta vaihtoehdot ja paikkojen sijaintien omakatista valinta-
mahdollisuutta ei kannata laittaa mahdolliseksi.

o Ulkoalueella ja sisalla omilla telttakatoksillaan olevien tilantarpeen selvittdminen on huomioi-
tava jo rekrytointivaiheessa.

o Myods muut erityistarpeet tai huomioon otettavat seikat saattavat vaikuttaa siihen, mihin nayt-
teilleasettaja aluesuunnittelussa sijoitetaan. Huomioon kannattaa ottaa mm. sdhkontarve =
lahemmas pistorasioita ja jatkojohtoja, tyonaytés = enemman yleis6a kojun lahella eli tilaa vaa-
tiva kohde, jne.

Valinta

o Kuinka paljon paikkoja kannattaa myyda? Eli otetaanko kaikki halukkaat ja lisataan tiloja, vai
mietitdanko kokonaisuutta ja kuinka paljon voidaan tarjota tiloja niin, etta kavijoéiden kiinnos-
tus pysyy ja ehtii tutustua tarjontaan.

o Pornaislaiset yritykset ovat ykkdsena.

o Ajaako yritysten etua, jos paikalla on useita saman alan yrityksia, vai onko mahdollista priori-
soida?

o Joskus myos naytteilleasettajien asettaminen hakuun voi saada aikaan haluttua kilpailua pai-
koista ja panostus messuosaston rakentamiseen nousee.
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Omat odotukset

o Millaiset mielikuvat ja odotukset ovat tapahtuman visuaalisesta ilmeesta? (mm. kojujen jarjes-
tys)
o Halutaanko osastoille asettaa jonkinlaiset standardit mita niissa pitda olla?

Heid&dn vaatimuksensa

o Vaatimus on ehka vaara sana, kyse on enemmankin toiminnan edellytyksista ja siita, ettd mes-
sut ovat heillekin sijoitus ja liiketoimi.

o Joillain on toiveena padsta jonkun toisen viereiseen osastoon, ja joku toinen haluaa mahdolli-
simmat kauas muista samanlaisista yrittajista.

o Toisten tuotteet vetdvat aina enemman yleisda puoleensa ja yrittdja tietda sen, jolloin han
saattaa kdyttda vetovoimaansa neuvotteluruuvina. Saannoét kannattaa silti pitaa samoina kai-
kille konfliktien valttamiseksi.

Laskutus

o Paikat laskutetaan etukateen. Samassa mailissa laskun kanssa toimitetaan osallistumisehdot ja
sdannot. Laskunmaksu toimii samalla ehtojen hyvaksymisena ja paikan vastaanottamisena/var-
mistamisena. Jos laskua ei maksa ajallaan, tai pyyda lisaa aikaa sen maksamiseen, siirtyy paikka
seuraavalle.

Sitouttaminen

o Paikat laskutetaan hyvissa ajoin. Maksun palautus on mahdollinen vain tietyin ehdoin, kuten
esim.
4vko ennen tapahtumaa: taysi hyvitys
4-2vkoa: 50 % hyvitys
alle 2vkoa: ei hyvitysta

o Pienen esittelyn pyytdminen (kuva ja 15 sanaa) ja julkaisu somessa (esim. kolmen messuille
saapuvan naytteilleasettajan esittely facessa kerrallaan)

o Etuja myos naytteilleasettajille; ideoita Yrittdjien yhdistykseltd? Ensimmaisen vuoden jasenyys
ilmaiseksi?

Peruutukset / jono

o Aina tulee peruutuksia. Onko mukaan halunneita yrityksia jouduttu jattamaan ulos tilan puut-
teen vuoksi? Nama kannattaa jattaa jonoon. Jonoon jadamisen halukkuudesta voi tiedustella
samalla maililla, jolla kerrotaan tilan olevan jo tdynna.

o Viimehetken peruutuksen sattuessa voidaan joutua jarjestelemadn osastojen sijainteja uudel-
leen.

Ovat osa tapahtuman tekijoita

o Osa naytteilleasettajista saattaa haluta pitda esim. tyopajoja, tyonaytoksia tai muuta pienta
ohjelmaa. Naista voi sopia erikseen, ottaa huomioon paikkahinnassa ja mainita tapahtuman
ohjelmassa.
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Paikoituksen tirkeys

o Paikoituksessa kannattaa ottaa huomioon, ettei laita aivan samanlaisia tuotteita tai palveluja
tarjoavia yrityksia vierekkain, ellei halua muodostaa erillisid messuosastoja mm. hyvinvoin-
tiyrittajille.

o Toisinaan pienyrittdjat, jotka tulevat paikalle yksin, haluavat viereensa jonkun tutun, jonka
kanssa voivat vahtia toisensa kojuja toisen poissa-ollessa.

o Joilmoittautumisen ja paikanvaraamisen yhteydessa kannattaa selvittaa kuinka kauan oman
osaton/kojun rakentaminen vaatii ja ottaa taman huomioon pystytyssuunnitelmaa tehdessa.

Ohjeistaminen

o Naytteilleasettajille voi tarjota muutamaa kurssituntia hyvan messuosaston rakentamisesta
(ndin on ollut joskus aiemmin Pornaisten messujen alkuaikoina).

o Kojujen kasaaminen ja purkaminen, ja muut

o Kojuja koskevat vaatimukset ovat maaritelty osittain jo pelastussuunnitelmassa. Ulkokojujen
tulee olla varustettu kunnollisilla painoilla puuskaisten tuulien varalta.

o Jokaisen kojun, jossa on mitdan palavaa (kaasugrilli, hiiligrilli, kylmalaite, tms.) tulee olla sopiva
alkusammutusvaline mukanaan. Tee tarkistuskierros, etta véalineistd6 on mukana sovitusti. Jos
ei, mitdan palavaa ei saa kasitella.

o Paikoituksen valmistuttua, naytteilleasettajille ldhetetdan paikoituskartta ja saapumisohjeet
aikatauluineen. Aikatauluista voi poiketa vain lupaa erikseen pyytamalla.

o Messujen tulee olla taysin kasattuna ja autojen ajettuna pois alueelta ennen porttien avaa-
mista.

Tapahtuman ohjelmalehtinen kaikille ndytteilleasettajille

o Yleiso kyselee ohjelmatietoja myds naytteilleasettajilta, joten ohjelmatiedot kannattaa jakaa
heillekin jo ennen tapahtuman aukeamista erillisella paperilla.

o Jos ohjelmalehtinen on myos verkossa, voi ohjelmatietojen linkin jakaa my6s QR-koodina niin,
etta yleiso voi sen siitd skannata.

o Naytteilleasettajien on hyva tietda ainakin missa ja milloin padesiintyjat esiintyvat.

Ruokamyyijat

o Ruokamyyijia voi ja kannattaa kayttda mahdollisuuksien mukaan ihmisten liikuttelemiseen, silla
ihmiset hakeutuvat ruoan luokse. Ruokamyyjien sijainnit pitaa talloin myos merkitad karttaan
selvasti.

o Vaihtoehtoisia ruokia on hyva olla muutama, mutta liikatarjonta johtaa siihen, etta ruoantarjo-
ajilla menee tavaraa roskiin. Kaksi isompaa ja 1-2 pienempaa riittaa Pornaisten messujen ko-
koisessa tapahtumassa.

Marttojen kanssa voi jopa hieman suunnitella millaista messuruokaa he voisivat tarjota.

o Ruoantarjoajille voi laittaa tarjouspyynnon vapaaehtoisten tapahtuman aikaisesta ruokailusta.
Ruoantarjoajat laskuttavat sitten tapahtuman jalkeen ostettujen annosten maaran.

o Elintarvikkeille on olemassa erikseen ulkomyyntiohje, joka koskettaa myds messujen kaltaisia
sisatiloja.

Tama ei koske kuitenkaan pienimuotoista yksityisen henkilon tai jarjeston tarjoamaa ruoka-
myyntid, jonka riskit ovat pienet.

o Ammattimaisten ruokamyyjien, joilla on liikkuva elintarvikehuoneisto (grilli/pannu/muu laite,
katos, teltta, vaunu, auto tai muu sellainen, jonka voi siirtaa paikasta toiseen), tulee huolehtia
itse ilmoituksesta elintarvikeviranomaiselle. Todistuksesta tulee olla kopio ja se tarkistetaan
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ennen tapahtuman alkua. Naytteilleasettajakoordinaattorin/tiimin tulee olla selvilld mité elin-
tarvikemyyijilta vaaditaan.

Kahvion avaaminen naytteilleasettajille

o Paikalle tapahtumaa pystyttdmaan saapuvat tapahtumarakentajat ja kojujaan pystyttavat
naytteilleasettajat tarvitsevat ainakin kahvia. Vapaaehtoisille rakentajille on syyta tarjota
myos syotavaa; hedelmat, simpylat, puuro, salaatit tai muut helposti koottavat aamupalat
tekevat yleensa kauppansa.

o Naytteilleasettajien kahvi ja pieni syotava voi olla maksullinen, mutta santsikupit ilmaisia.

Vaatimukset kojujen turvallisuudesta

o Painot = myrskyihin, tuulenpuuskiin, nojaavaan kavijaan ja muihin vastaaviin kaatumisiin tai
tempautumisiin varautuminen.
Vilit toisiin kojuihin (ulkona)
Liitokset = onhan jokainen koju pystytetty ohjeiden mukaisesti ilman DIY-liitoksia tms.
Ripustaminen - kojusta tulee epavakaa, jos siihen ripustaa tuotteita tms. epatasaisesti. Kaik-
kien kojujen rakenteet eivat kesta ripustamista. Voi sortua kavijan paalle.

o Tulta tai muuta palavaa nestetta kasitteleva/kayttava naytteilleasettaja = alkusammutuska-
lusto = merkittava sijainnit yleisotilaisuusilmoituksen karttaan.

Muista

Naytteilleasettajienkin kesken voi arpoa Yrittdjien palveluita, esim. liikkeen suunnitteluapua 2h,
hemmottelua yrittajalle itselleen (ravintola, hoitola tms.), brandiaktivointia, brandaysopastusta,
jne.
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Ohjelman koordinointi

Benchmarkkaaminen

Potentiaalisia ohjelmanumeroita voi kysya seuroilta ja yhteisoiltd suoraan
Koululta saattaisi saada ohjelmanumeroita (luokat, vanhempaintoimikunta)
Kunnan mediapaja voisi tuottaa videokilpailua tai muuta media-aineistoa ohjelmassa kaytetta-
vaksi

o Tapahtumasta on hyva luoda ajoissa pienia flyereita jaettavaksi juuri mahdollisille ohjelmantar-
joajille ja niille, joita saattaisi kiinnostaa tuottaa tapahtumaan ohjelmaa

o Nuoriyleiso (12-17v.) seuraa joskus tiettyjd ohjelmanumeroita tapahtumasta toiseen ja kun
yksi on 16ytdanyt hyvan ohjelman, hdan mainitsee siitd muille. Naitda on myo6s helppo mainostaa
somessa. Naista voi kysellad kylan nuorilta.

o Mitd ohjelmanumeroita muissa alueen tapahtumissa on? Samojen kanssa kannattaa olla varo-
vainen, mutta jos jokin on selvasti suosittu, vetovoimaan voi yleensa luottaa.

Tapahtuma myydaan hyvilld ohjelmalla ja kokemuksilla

o Nama tuovat kavijoita ja messupaikkojen myynti naytteilleasettajille sujuu myos paljon hel-
pommin.

o Markkinointisuunnitelmaan ohjelman julkistukset Viestinta- & Markkinointikoordinaattorin
kanssa.

Koska, ketkd, raiderit, ym.

o Isompia nimia kannattaa kyselld jo vahintaan vuotta tai jopa puoltatoista vuotta aiemmin, jotta
tarjouksia ehtii tarvittaessa kilpailuttaa ja sopimuksia hioa.

o Isompien nimien hinnat pydrivat useissa tuhansissa, mutta he ovat takuuvarmoja vetonauloja.
Toisaalta isojen nimien raiderit saattavat aiheuttaa viela mittavat lisdkustannukset, joten tata
kannattaa harkita tarkkaan. Myds tilantarve kasvaa merkittavasti, eika turvarajoista voi kuiten-
kaan poiketa.

o VYllatykset. Ohjelma tuo mukanaan aina yllatyksia, joihin on vaikea varautua aina ennakolta.

On aikataulumuutoksia, peruuntumisia, tilantarpeen kasvu, takahuoneen varustelu, ajomah-
dollisuus oven viereen, vaatii erityisjarjestelyja jarjestyksenvalvonnan osalta,

o Raideri ja lavakartta laitelistoineen tulevat yleensa jo esiintymistarjouksen mukana (jos ei,
pyyda ne). Raidereissa saattaa olla hurjiakin toiveita. Kaikkea ei kuitenkaan tarvitse toteuttaa ja
raiderin voi |ahettaa takaisin korjattuna. Yhteisymmarrys siita tulee saavuttaa ennen sopimuk-
sen allekirjoittamista.

Kutsuja esiintymddn alueen toimijoille

o Lahiseudun yhdistys- ja harrastusporukat voivat olla halukkaita tekemaan esityksia tapahtu-
maan, heille voi laittaa kutsuja ja tarjouspyyntoja.
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Juontaja/host

o Supliikki, haastattelija, joka tekee valispiikkeja, haastattelee ihmisia ja kertoo ohjelman alkami-
sesta.

Rekrytointi

Rekrytointia ja tarjouspyyntdja voi laittaa laidasta laitaan, vain mielikuvitus rajana.

Ohjelmaa voi tarjota koululuokka varoja keraten, heppatalli talutusratsastuksella, 4H-kerho
luontoaiheisilla ohjelmilla, kuvataidekoulut, musiikkiopistot, kirjastosta ennakkoon jarjestetylla
kirjoituskilpailulla, valokuvausta, Tarinoita Pornaisista-tuokioita Pornaisten seuroilta (Laukkos-
ken elokuvamaisemat, kummituksia, ruttoaika, tarinat Halkian Linnavuoresta, Pornaisten vaa-
kuna ja historiaa, kirkon tarinat, ym. ym.)

Sopimukset

Kayta ensisijaisesti messuille luotua sopimuspohjaa

Tee aina sopimus jokaisen esiintyjan kanssa kirjallisena, vaikka kyseessa olisi kuinka pieni esiin-
tyja

Monilla ohjelmatarjoajilla on jo omia sopimuspohjia valmiina

Raiderien tarkistus ja hyvaksynta aina ennen sopimuksen allekirjoittamista, sen jalkeen raide-
riin ei voi enaa tehda muutoksia.

Aktiivinen vs. Passiivinen vs. Inklusiivinen

o Ohjelmaa voi olla kolmenlaista
a) Aktiivinen; kavija paasee kokeilemaan ja tekemaén asioita (esim. tyopaja)
b) Passiivinen; kavija vain seuraa ohjelmaa yleisona (esim. esitelma, musiikkiesitys)
c) Inklusiivinen; kévijaa ohjataan toimimaan ja olemaan osa ohjelmanumeroa (esim. tans-
sia, karaoke)

Ohjelman osuus tunnelman luomisessa

o "Leipaa ja sirkushuveja” sanottiin Roomassa kansalaisille, jotta heidat hamataan olemaan huo-
maamatta, mita senaatti ja poliitikot puuhaavat. Nykyaan ei sentdan tarvitse hamata kansaa
politiikalta, mutta arkensa keskelle ihmiset haluavat mielellaan huvia.

o Tunnelmaa voi luoda myds valoilla (jonkun taiteilijan installaatio kdytdavaan, lasten tekemia var-
jokuvia, yms.)

o Musiikki ohjaa meita luomaan tunnetiloja ja sita kautta kokonaistunnelmaa, joten ei ole yhden-
tekevaa millaista musiikkia tapahtumassa kuullaan.

o Lyhyet teatteriesitykset

Tilojen tarve

o Millaisia tilatarpeita/-toiveita esiintyjilla on?
o Millaisia tiloja on mahdollista tarjota
o Mita tekniikkaa eri tiloissa on mahdollista kayttaa?
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Turvaetidisyydet, aitaaminen, lippusiimat, ym. rajat

Jotkut ohjelmanumerot voivat vaatia kunnollista aitaamista erikseen turvallisuussyista.
Yleiso pyrkii niin Iahelle kuin se on mahdollista.
Jotkin ohjelmat saattavat vaatia erillisen turvaetdisyyden yleis6on (tehosteiden kaytto, kovat
aanet,

o Lapset pyrkivat aina lahemmas, eli aikuisen vyotaron korkeudella oleva nauha tai lippusiima ei
estd pienid kémpimasta lahemmas.
Varsinkin eldinohjelmat ja vauhdikkaammat ohjelmat saattavat vaatia nauhat.
Joskus riittaa, etta jarjestyksenvalvonta ohjeistaa ihmiset kauemmas, jos ohjelma on lyhyt kes-
toinen (2-5min.)

A-listalaiset eli korkean profiilin esiintyjat

o Vetdvat helposti paikalle tuhansia ihmisia
o Hinnat pyorivat 10k:ssa euroissa, toki saattaa kdyda tuuri ja esiintyjan voi saada 5k€.
o A-raiderit
e Taalta voit 16ytaa kaikkea eksklusiivisista vesista, erikoisalkoholeihin, vaatteisiin, seuraan,
takahuoneen valaistuksiin ja mita mielenkiintoisimpiin vaatimuksiin saakka asioita.
Wow-efekti
o Kavijat odottavat ndkevansa ja kokevansa jotain erityistd, jotain, joka saa sanomaan vau! Sen ei
aina tarvitse olla kallista, usein kekselids ohjelma onkin oikein suosittu ja siita kannattaa mak-
saa. Laadukas ohjelma maksaa aina.

Ohjelmalehtisessd/messulehdessd mainitut asiat

Naista pitda pitaa palaveri tiimin kanssa, mita nostetaan esille.

Juontajan kanssa kannattaa kdyda lapi miten eri ohjelman on hyva puffata esiin.

Naissa kannattaa huomioida alueelliset trendit. Mika pornaislaisia ja ldhikuntien asukkaita kiin-
nostaa? Mitka on nostettu esiin esim. somessa. Juontajan pitda kuuluttaa nama erikseen.

Teosto

o Ota yhteytta Teostoon ja selvita pitaako tapahtuman maksaa Teosto-maksut. Joissain tapauk-
sissa esiintyjien taustamusiikkina saattaa soida jokin kappale, joka kuuluu Teoston piiriin. Tal-
[6in maksu kuuluu esiintyjalle, tarkista lupa musiikin soittamiseen.

Muista!

Ndkyvyydella maksaminen on menneen talven lumia. Kunnioita esiintyjaa ja tarjoa aina oikea
palkkio.
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Vapaaehtoisten koordinointi

Tassa rakennetaan joukkuetta, vahvaa tiimia, jota ilman tapahtuma ei onnistu.
Kannattaa kysya itselleen ainakin yksi henkil6 avuksi tahan tehtavaan.

Rekrytointi ja sitouttaminen

o Rekrytoinnin voi aloittaa jo edellisessa tapahtumassa laittamalla keskeiselle paikalle infoa, mi-
ten tapahtumaan pdasee mukaan vapaaehtoisena ja mita kaikkea vapaaehtoiset ovat tapahtu-
maan tehneet.

o Rekrytointia voi tehda jarjestamalla muutaman illan esim. kirjastossa, koulussa tai vaikka kan-
sanopistossa jonain luentona, esitelmana, kurssina tai esityksena, jonka jarjestajana on Por-
naisten Messut.

o Urheiluseuroista, erilaisista kerhoista ja yhteisoista voi tiedustella, josko heilta 16ytyisi vapaa-
ehtoisia tapahtumaan. Huom! Tassa kohtaa kannattaa olla jo paatetty mitda mahdollisia etuja
vapaaehtoisille voidaan tarjota muutakin kuin paasylippu ja ruoka tapahtumassa. Heille voi tar-
jota esim. muutamia 10 % alennuksia Yrittdjien tuotteista ja palveluista tms. tai heidan edusta-
mansa yhdistyksen/yhteisén saamalla pienella palkkiolla.

Opettele nimet

o Jokaiselle voi tehda nimilapun rintaan aluksi (koko nimi tdssa vaiheessa), mutta mydhemmin-
kin niita kannattaa pitaa.

o Nimilappu voi olla rintapielessa myo6s tapahtuman aikana (etunimi riittaa), jolloin yleisélla on
mahdollisuus tietda tapahtumassa tyoskentelevat henkilot.

Kysy mistad he ovat kiinnostuneita

o Useimmiten ihmisella on joku henkilékohtainen motiivi, miksi haluaa tulla tapahtumaan vapaa-
ehtoiseksi.

o Toiseksi heilld saattaa olla valmiiksi toiveita mitd he haluavat tapahtumassa tehda. Toki tata
auttaa se, etta heille on suunnilleen selvilla mita vapaaehtoiset tapahtumassa tekevat.

Etsi heiddn vahvuuksiaan ja osaamisalueitaan

o Vapaaehtoisten tapaamisissa saattaa nousta esiin heiddan henkilékohtaisia vahvuuksiaan, kuten
rakennustaidot, puhuminen, narikka-asiat, jarjestyksenvalvonta, lilkkenteenohjaus, tms.

Keraa yhteystiedot. Huom! Muista laki!

o Tama on tarkeda. Yhteydenpito on helpompaa, kun on olemassa lista yhteystiedoista.

o Listaan voi koota myds etdyhteysmahdollisuuden kdyttaminen.

o Listaa keratessa muistutus, ettei tietoja kerdata muuhun kuin viestintaan vapaaehtoisten
kanssa, eika niita luovuteta kolmansille tahoille, eika niita kaytetad markkinointiin tai mainon-
taan. Tiedot sdilytetdan tietosuojanmukaisesti.

o Kysymys siitd, saako tiedot sdilyttaa tapahtuman paatyttya.

o Tieto siitd, ettd seuraavassa tapahtumassa vapaaehtoisten koordinointi saattaa olla toisen ih-
misen tyokentta.
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Ketd he tuntevat?

o lhmiset tuntevat monia hyvia kontakteja, ndita voi ja kannattaa mahdollisuuksien puitteissa
kayttaa hyodyksi, toki aluksi vapaaehtoisen kautta.

Tee heidadn olonsa erityiseksi

o Yleensa kuunteleminen ja kuuleminen on jo hyva lahto talle.
o Tee selvdksi, ettei vain "ikdvaksi” mielletyt tehtdvat ole vapaaehtoisten harteilla, vaan tehtavia
on monipuolisesti, erityisidkin hommia.

Haluavatko he olla esilld vai pysytelld taustalla

o Tdma on tdrkeaad!

o Toiset tulevat mukaan ja haluavat olla esilla aktiivisesti. Toiset pysyttelevat mieluummin taka-
alalla toimien mm. aamun rakennuksessa ja illalla purkamassa.

o Antamalla heille tehtévia taman mukaan nostaa myods motivaatiota.

Kuuntele heidan ideoitaan

o Varsinkin, jos he ovat olleet tapahtumassa aiemmin, heilla voi olla ideoita ja ajatuksia tapahtu-
man suhteen.

o Loistava benchmark-ryhma! Mista he ovat samankaltaisissa tapahtumissa pitdneet ja toteutuk-
sia, jotka ovat toimineet heiddan mielestdan hienosti.

Al3 koskaan sano  “Ei!”

o Mikaan ei tapa motivaatiota paremmin kuin ”ei”-sana. Vapaaehtoisten ehdotuksiin kannattaa
mieluummin vastata esim. "kuulostaa mielenkiintoiselta” ja sitten kuunnella heidan ajatuksi-
aan ja ehdotuksiaan. Jos valmiiksi on selvaa, ettei toivetta voi toteuttaa, sekin toki kannattaa
kertoa.

Tarjoa ruokaa tapahtuman aikana

o Tapahtuman ruokamyyjilta voi pyytda tarjouksen vapaaehtoisten ruokailuun. He yleensa tar-
joavat tdman muutamia euroja halvemmalla kuin annoksien normaalihinta.

o Pystytyksen ja purun ollessa eri paivina kuin itse tapahtuma, on hyva jarjestaa jotain syotavaa
myds naille paiville.

Opasta heiddt tehtaviinsa

o On helpompi tydskennelld, kun tietda mita pitda tehda ja milloin.

o Oma-aloitteisuus toimii, jos heidat on sitoutettu aktiivisesti tapahtuman tekemiseen ja jaettu
tietoa tapahtuman kulusta ja tarpeista ajoissa.

o Al3 oleta heiddn vain tietdvdn mita pitda tehda ja milloin tarttua toimeen.

Organisoi heidan tehtdvansa

o Vuorot: kuka, mitd, missa ja milloin
o Selkea tydnkuva
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Tyot ja tehtdvit

Lavasteiden rakentamista
Koristeiden valmistamista
Tunnisteiden askartelua
Pienohjelman suunnittelua
o Lapsiparkki
o Askartelupajan ohjaus
o Pihaleikkeja
o Pientyopajoja kavijoille
o yms.
Tapahtuman rakennus ja purku
Siivous
kavijoiden opastaminen
infokojulla paivystaminen
heista voi I6ytya innokkaita valokuvaajia tapahtumaa tallentamaan
lavalla tarvitaan aina osaavia kasia
jarjestyksenvalvojat voivat olla vapaaehtoisia (kortittomia) ja osan on oltava kortillisia. Ohjeis-
tus ja tehtavat katsotaan yhdessa tapahtumakoordinaattorin kanssa.

O 0O 0O O 0 O O

Opeta

o Kerro tapahtumajarjestamisen osa-alueista.
o Yleiso odottaa, ettd myos vapaaehtoiset osaavat kertoa tapahtumasta.
o Vapaaehtoiset tekevat tapahtumamarkkinointia ja kertovat tapahtumasta eteenpain.

Jaa tietoa heille

o On tarkeaa kertoa vapaaehtoisille missa mennaan tapahtuman suhteen. Onko mahdollisesti
heidan ajatuksistaan ja ideoistaan otettu koppia.

o Mailien lisaksi, heille on hyva jarjestdaa useampia tapaamisia, jossa hekin voivat tutustua myos

toisiinsa.

Palkitse lopuksi

o Kiitosjuhla, jossa ohjelmaa ja ruokaa tms. juuri heille.

Muista!

Vapaaehtoiset, kuten muukin tapahtumantekijatiimi, pitaa vakuuttaa tapaturmien varalta koko
tapahtuman ajaksi, myds pystytyksen ja purun ajaksi.



Ohjelmaehdotuksia
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Puhujia

TyOpajoja

Musiikkia

Stand-Up

Influencereita

Paneelikeskusteluja
Kuntalaisvartti

Talent-skaba (suosittu Pornaisissa)
Videon teko kilpailu (voittajat julistetaan tapahtumassa)
Lasten temppurata (vakuutukset!)
Keppihevosrata

Taikuri

Teatteri

Tanssiopisto

Lyhytelokuvia

Muotinadytos

Kokkikisa

Lasten tekemia esityksia
Hevos-/poniratsastusta ja karryajoa
Lampaita rapsuteltaviksi

Erillinen iltaohjelma (jatkot)

Raportointiohje

Lyhyesti sanottuna raportti on kertomus tehdysta tyosta ja se sisdltda ainakin seuraavat asiat:

a) Mista tyo aloitettiin ja miten se eteni

b) Mista ideoita kerattiin

c) Kehen otettiin yhteytta (lista?)

d) Mista tyo koostui

e) Millaisia sopimuksia tehtiin ja koska

f) Mita haasteita tuli vastaan ja miten niista selvittiin
g) Budjetti suunniteltu ja toteutunut

h) Suosituksia seuraavalle koordinaattorille

i) Ym. mita katsoo tarkeaksi seuraavan koordinaattorin tietdvan

Raportti tallennetaan Messujen drive-kansioon.
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Loppuraportti on tavallaan kapula seuraavalle, tyokalu, jonka pohjalta uuden henkilén on helpom-

paa lahted tydstamaan messuja uudelleen. Se helpottaa myods kdymaan tyohon uudelleen, jos

sama henkilo jatkaa roolissaan.

Loppuraportin avulla tapahtuman yhtendisyys sailyy, vaikka tekijat vaihtuvat. Jokainen toki tuo
mukanaan oman otteensa ja ideansa, joten loppuraportti ei ole tiukasti seurattava ohjenuora,

vaan pikemminkin aputyokalu, alusta, jolta ponnistaa.

Jokainen koordinaattori tekee tydstaan loppuraportin, jonka pohjalta tapahtumakoordinaattori

tyostaa loppupalaveria varten yhteenvedon.
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Taman kasikirjan tueksi on Googlen Drive-pilvipalvelussa kansio, jossa on projektia tukevia
seurantataulukoita, vuosikellon pohjat, logo, mediakortit, pelastussuunnitelman kulloi-
seenkin tapahtumaan tarvittaessa taydennettava pohja, vuosiraportit, ym.

Linkin kansioon saat, kun vastaanotat koordinaattorin tehtavan.
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