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1 INTRODUCTION

The bachelor thesis is focused on the project of the European
Capital of Culture. One part of the bachelor thesis presents the project
and the second one consists of the translations of texts dealing with the
topic.

In the first part, general information about the project is given, such
as introduction to the project, its characteristics, financial support,
selecting process and information about the first Czech European Capital
of Culture, Prague. Description of the city of Pilsen and its participation in
the project of European Capital of culture is also presented in this part, as
well as similar projects in the world.

The second part of the bachelor thesis contains general information
about translation, its approaches and procedures, which are used further,
in the translation part. Translation part consists of three texts. Two of
them are taken from Robert Palmer’s publication and the third one is a
guestionnaire on the project send to Czech representatives of the project.
Each of texts is accompanied by a glossary of important words used in
the texts and by the description of used translation procedures with
examples.

Most of the sources were articles from the Internet or online
editions of newspapers. The articles were chosen mainly for their
recency. Furthermore, printed brochures on the topic have been read.
Special dictionaries of the EU terms or parallel texts on the same topic
were used for the creation of the glossaries. Considering the topic of the
bachelor thesis, it was necessary to read up translation, cultural and
media materials.

In conclusion, it seems very difficult to summarize this broad topic.
A great amount of interesting articles and books comprising the project of

European Capital of Culture have been read and also all of them are
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interesting to share. As a result, according to the author of the bachelor

thesis, the most interesting ones are presented in this bachelor thesis.



2 PRESENTATION OF THE PROJECT

2.1 Introduction to the European Union

The European Union is well-known institution thanks to its wide
scope of activity not only in Europe, but all over the world. There are a
few institutions that act within the European Union. The most important
ones are:

e The EU Commission
e The European Council
e The Council of the European Union
e The European Parliament
e The European Court of Justice
These institutions are promoted by work of other institutions and divisions

within the European Union.

2.2 Afocus of the European Union on culture

“Culture lies at the heart of the European project and is the anchor
on which the European Union's "unity in diversity" is founded. “
(European Commission, 2010, p.2)

The European Union in general pays attention to the cultural life of
its member states as well as of the third countries. However, the
institution responsible for the project “European Capital of Culture” and
many other cultural projects is the European Commission. The European
Commission oversees the implementation of stated objectives and the
establishing of new policies within its programme. The European
Commission deals with other institutions and organizations from cultural

and professional area and with non-governmental organizations, other
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countries and regions as well. On a basis of effective cooperation two
fundamental platforms® for the realization of the stated objectives were
created. A cultural programme of the European Union does not relate
only to home affairs in the union, but it relates to states outside the
European Union as well. The project was subsidized by the European
Region Development Fund ™.

A cultural diversity is made by cultural artists and professionals.
Thus, a need for a promotion of European artists appeared. In a result,
three other cultural programmes were established:

e Kaleidoscope — for encouraging cultural creation
e Ariane — promoting books, reading and translating
e Raphael — for completing Member State’s policies of cultural

area ™,

2.3 Introduction to the project of the European Capital of Culture

The EU Institution dealing with the project is the European
Commission. It worked out an Agenda for Culture which has three main
sets of objectives:

e cultural diversity and intercultural dialogue

e culture as a catalyst for creativity

e culture as a key component in international relations ™.

The project “European Capital of Culture” (ECOC) was created on
a base of agreement between Greek and French Ministers of Culture,
Merlina Mercouri and Jacques Lang, in 1985. They were waiting for a
flight at Athens airport, when they agreed on a creation of the project. In

June 1985 the project was officially adopted by the EU Ministers for

* Platform on access to culture and platform on creative and cultural industries
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Cultural Affairs in Member States. A resolution laid down aim, content,
selection criteria, organization and financing of the event.

Firstly, the project was named as The European City of Culture but
it was renamed during the German presidency in 1999, when a new
selecting procedure was introduced 2.

The project should bring people of EU Member States in EU closer
and give a proof of cultural richness and diversity in Europe.

The choice of particular city does not depend only on what the city
is but mainly on the cultural programme for the year during which the city
iIs expected to be the European Capital of Cultural. In the course of time,
this activity has started to be accepted as the most significant event in
Europe. Thanks to this initiative there is a better international profile of
individual cities, a new impulse to cultural life and vitalization of tourism.

One European Capital of Culture can be chosen for a calendar
year. The choice must be done at least two years in advance to provide
cities with enough time to accomplish necessary arrangements. The
chosen state must agree on an authority inside the country which is
responsible for organizing and financing the event. As the whole project is
based on cooperation among member states, it is essential to keep them

informed on the progress and publicize all undertaken actions ™.
2.3.1 Similar projects in the world

The idea of Capital of Culture appeared also in some areas besides
Europe. For example, American Capital of Culture was founded in 1998
and all American states can participate. The project is aimed to cultural
integration within America.

Similarly, there is an Arab Capital of Culture in Arab countries &,



2.4 Financial support of the project

The only financial device for the support of artistic and cultural
activities from the European Union is the EU program “Culture 2000”. The
first period finished at the end of 2006. However, a new period is taking
place from 2007 to 2013. This new period has a basic objective to assist
in cultural development of Member States and to introduce their common
heritage. The fundamental aim of the programme is the enhancement of a
common European cultural heritage through the development of cultural
collaboration, with the goal of encouraging the senses of belonging,
respectively a European citizenship. The Czech Republic used this
programme in the period from 2001 to 2006. A great amount of Czech
projects was financed by this device. A large number of universities and
Czech cities became participants in this financial programme and used
the financial support from it. The Czech Republic was very successful in
comparison with other candidate countries. The number of Czech
organisations using the finance support from 2001 — 2006 increased by
every year. E.g. The University of West Bohemia gained financial devices
in 2005 for a project “European Landscape: Past Present and Future”. In
each of the countries using this support a seat of the programme “Culture
2000” was founded. It had a form of an office which was informing

general public about the programme.!

2.5 Characterization of the project

The project of the European Capital of culture is still developing at
any time. It can be mentioned that the project is based on everything
called “culture” because “culture” is programme of the project itself.

The first city designated by the European Union’s ministers of
culture was the city of Athens in 1985. After that followed 14 cities that
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were designated to be the ECOC in a short time (Florence, Amsterdam,
Berlin, Paris, Glasgow, Dublin, Madrid, Antwerp, Lisbon, Luxembourg,
Copenhagen, Thessaloniki, Stockholm and Weimar). The Council of
Ministers of the European Union, which firstly selected cities holding the
title of the European Capital of Culture, decided to select nine cities in
2000. The decision was not accepted by everybody, but it was an
interesting approach. External experts joined the selection lately. In 1999,
a new designation process for cities appointed between 2005 and 2012
was established by the European Parliament and the Council of the
European Union.

Alongside this, an international panel was set up to oversee the
suitability of chosen city appointed by the particular Member State for the
project. Members of the panel are chosen by the European Institutions
(Commission, Parliament, Council of Ministers and Committee of the
Regions) and by the Member State which participates in the project. The
final word has the Council of Ministers which definitely appointed the
particular city. An advisory panel nominated by the EU Institutions
provides advice to the appointed cities during their preparation phase.
Moreover, a guide for candidate cities is published by the European

Commission. M

2.6 Selecting process

The selecting process can be divided into several parts:

2.6.1 Submitting a proposal

Six years before a country becomes the host of the event, the
country publishes a call for applications. Cities which are applying for
holding the title must submit their proposal by replying to a questionnaire

within around 10 months. ™ Cities from host countries must create
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an initial application within 10 months. There is a chance for host country
to find out more details about the objectives of the project of European
Capital of Culture by organising an information day with the European

Commission. M

2.6.2 Pre-selection

The initial proposals from cities are compared with criteria of project
by a panel of independent cultural experts. On the base of that, a short
list of chosen cities is made. Then the cities must provide more detailed
applications. ! The host country organises a pre-selection meeting which
has given structure to the project. The meeting is divided into two parts —
oral presentation and part composed by questions and answers. In the
first one, the host country explains its planned cultural programme. In
second one, the selection panel asks about other issues and the
candidate city gives answers. On the base of that, the selection panel

issues a recommendation. ™

2.6.3 Final selection

9 months after pre-selection, a final selection meeting is held. It has
the same format as the pre-selection one. The selection panel reviews
the final proposals and suggest one city per host country for the title. After
the final selection, the panel makes out a report on the city, one copy of
which is given to the Commission and one copy to the appointed city. ™
The application of pre-selection phase is again filled by the short-listed
cities. The selection panel can visit the pre-selected cities between the
deadline for submitting the completed applications and the final selection
meeting. What is important is that all pre-selected cities or none of them

must be visited by representatives of the selection panel. !



2.7 The city of Prague as ECOC

The first Czech European Capital of Culture was the city of Prague.
It participated in the event as a historic city with its main large-scale event
“The Prague Spring Music Festival”. The main motivation of the city was
“to promote Prague and the Czech Republic before the accession to the
European Union.” But in 2000, some cities were sharing the title with the
city of Prague — Avignon, Bergen, Bologna, Brussels, Helsinki, Cracow,
Reykjavik and Santiago de Compostela. The collaboration of the cities
was based on the exchange of exhibitions, artist and some joint projects.

General partner of project was Cesky Telecom. !
2.8 Participation of the University of West Bohemia in the project

One of many institutions which have decided to participate in the
project European Capital of Culture is the University of West Bohemia.
The cooperation with Public Service Company (obecné prospésna
spoleCnost) Plzen 2015 includes an involvement of University
representatives in activities of the company and creative team. Moreover,
they search common interests and activities in education of art subjects
and other fields. Furthermore, the University is involved in the sub-project
evaluating the efficiency of Pilsen activities in fulfilling the programme for

the project European Capital of Culture in 2015.°!
2.9 Description of the city of Pilsen

Pilsen is the fourth biggest city in the Czech Republic and the main
West Bohemian metropolis. The city is situated on the junction of four
rivers — Mze, Radbuza, Uhlava and Uslava. Pilsen was established in

1925 by the king Vaclav Il. It has the population of approximately 167 000
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inhabitants. Because of the high level of development, the city can be
presented as a strong cultural, business, industrial and economic centre.

In the world, the city is famous for its production of beer and Skoda
cars. In addition, the city is the seat of an international institution Alliance
Francaise, English and Austrian library and American Centre. What is
more, due to the rising of city quality, the University of West Bohemia, the
J.K. Tyl Theatre and other famous institutions were established.

The city is favourite tourist destination for its sights and many

places for relax in city as well as in its surrounding. "

2.10 Integration of the city of Pilsen to the project

Because of the high potential, the city successfully endeavours to
be the European Capital of Culture. The motto for its candidature was
“Pilsen, open up!”, which means the openness for creativity, innovation
and new European culture streams. The candidature was established on
the uniqueness of city, especially in the production of beer and in friendly
atmosphere.

The representatives of city believed that the title makes the city
more visible across the Europe and it can give a new chance to
businessmen and actors within the city. Furthermore, new cultural
projects would be realized. After this, a new wave of tourists is expected.

According to European panel of independent experts, the vitality,
creativity and enthusiasm for the project was the main result why the city
hit its second Czech competitor, the city of Ostrava. ©

The main planed city focuses for 2012 are:

- “The creation of Creative Capital Bank (*Banka kreativniho
kapitalu),

- The integration of region to the project,
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- The preparation of meeting of International Art Board (*mezinarodni
umélecka rada),
- The preparation of traditional profile actions,

- The presentantion of project objective and sense to the public.”®

2.10.1 Other projects of the city of Pilsen
The project European Capital of Culture is not the only one through
which the City of Pilsen is associated with the European Union. The

European Union donates science projects, projects for the development

of city !, medical projects **! and many others.
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3 THEORETICAL PART

3.1 Definition, purpose and the main objective of translation

Since 1960s, a big amount of books dealing with the theory of
translation have been written by linguists. They regarded the equivalence
as the biggest problem. Afterwards, linguist Catford and others noticed
that the pragmatic aspect of translation is more important. ™

Considering definitions in dictionaries, translation can be defined as
the process or transformation of a text from one language - source
language - into different language - target language. ™2

There are three main objectives of translation, which are
interconnected — the preservation of lexical, grammatical and semantic
equivalence.

With regard to lexical equivalence, three types of relations between
words in source and target language are possible to mention. Two words
can be absolutely equivalent, partially equivalent or they are not
equivalent. With respect to that, translators must proceed carefully.
Moreover, other problems occur during translation, for instance
translation of multi-word titles, explicit words or differences in meaning. **

In the grammatical plan of translation, difficulties are related to verb
and its categories of number, grammatical gender, aspect and tense. As it
is known, perfective and imperfective aspect of language does not exist in
English language, whereas it does in the Czech one.

The lexical equivalence is equally important for translation. It
concerns in particular the organization of text, its informative structure,
coherence and cohesion.

It seems that the purpose of translation theory is to create a list of

rules for an adequate translation, but it is not so. The theory helps
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linguists to understand the processes which are used during translation.
(15]

3.2 Linguistic disciplines related to translation

According to the Czech linguist Knittlova, it is possible to set aside

several linguistic disciplines related to translation, such as:

e Text linguistics.

e Confrontational linguistics.

e Sociolinguistics.

e Pragmalinguistics.

e Psycholinguistics.

e Semiotics etc.
However, the most important one is stylistics because translation is based

on the relationships among units of a text. **

3.3 Translation procedures

Linguists sort out translation procedures differently. Nevertheless,
two types of approaches must be observed — microapproach and
macroapproach. Even though many linguists present various examples
of translation procedures, some of them should be mentioned:

e Transcription — transformation from various alphabets.

e Calque — word-for-word translation (also called literal translation).

e Substitution — replacement of one language unit by another
equivalent one.

e Transposition — change of grammatical categories.

e Modulation — change of the point of view.

e Equivalence — selection from partial or full equivalent word on the
base of context or situation.

14



e Adaptation — situation from source text is adequately explained in

target text, often by different words.

Furthermore, Gerard Vazguez—Ayora presents other translation
procedure — amplification, which could be described as an expansion of

source text. 1

3.4 Functional styles
Knittlova takes into account several types of functional styles:
e Administrative style.
e Language of science and technology.
e Publicistic style.
e Journalistic style.

e Artistic style. 1]

Because of the usage of some of the functional styles mentioned above in
the practical part of this bachelor thesis, it is necessary to introduce their

main characteristic features.

3.4.1 Journalistic style

The journalistic style serves to inform reader, to instruct him or to
give information without emotional expressions. Readers can be people
belonging to some specific group. It is well-recognizable by its
characteristic features - clarity and directness. Register of journalistic
texts is formal and includes terms from political and economic area.
Clichés, ordinary phrases used in journalistic texts, are the most common
mean of expression. Longwords, acronyms, abbreviations and
neologisms are often used in this style as well. It is usual to omit some

parts of speech in headlines due to its information saturation.This style is
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closely connected to administrative or scientific style. In spite of that, text

must be clear for a common reader. &
3.4.2 Administrative style

This style can be characterized as the style of official documents,
legal texts, contracts, directives, regulations, public notices etc. Its main
features are objectiveness, clarity, directness, explicitness and
impersonality. Its basic function is to deliver pragmatic information to
readers. Texts of administrative style do not contain emotional
expressions. On the other hand, texts comprise frequent phrasal idioms
and set phrases. Because of the development of this style, nowadays it is

divided into different variants with own relations. [*°!

3.4.3 Legal language

Legal texts are one of the variants of administrative style. Both
words and constructions must be chosen carefully for the most precise
translation. It is obvious that the reason for that is to get away from any
ambiguities. The vocabulary is generally understood but sentences are
usually long, complex and with numerous listings. Equally, graphic aspect
of text is important. On the grounds of that, numeric indications, division
20]

into paragraphs, titles and subtitles are usually found in these texts. |

Register of legal texts is formal.
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4 TRANSLATION OF CHOSEN TEXTS

The first two texts were taken from Robert Palmer’s publication.
Robert Palmer is a cultural advisor of the European Union and this
publication was written on a request of the European Commission which
deals with the project European Capital of Culture. The book consists of
two parts. The first one (the source of the texts translated here) is a report
on actions, strategies and procedures of European Capitals of culture.

The second one introduces specific cities and evaluates them.
4.1 TEXT1

Komunikace, Propagace a Medialni odezva

Ukoly a cile

Nékteré klisové ukoly ¥ Evropskych hlavnich mést kultury byly tzce
spjaty s komunikaci a propagaci ?:

e ZlepSeni mezinarodniho profilu mésta.

e Zmeéna image mésta.

e ZvySeni zahrani¢niho a domaciho turismu.

e RozSifeni kulturniho publika.

Zlepseni dostupnosti a distribuce informaci ® o kulturnich udalostech a
projektech bylo Casto v Evropskych hlavnich méstech kultury kliCoveé
samo o sobé. Snaha o komunikaci méla nékdy za nasledek vytvofeni
novych siti mezi kulturnimi organizacemi nebo mezi umélci v konkrétnim

Evropském hlavnim mésté kultury.
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Podle respondentd se pouze nékolik Evropskych hlavnich mést kultury
snazilo oznamovat ¥ vsechny kulturni udalosti ve mésté, at uz byli s
programem projektu EHMK spojeni, nebo ne. VétSina se zaméfila pouze
na oznamovani projektu a udalosti, které byly soucasti oficialniho
programu projektu EHMK nebo byly pfimo financovany z rozpocta
Evropskych hlavnich mést kultury pro dany kulturni rok. *
Evropska hlavni mésta kultury méla nékolik komunika¢nich priorit, které
zahrnovaly:

e Propagaci profilu mésta.

e Propagaci znacky % /image Hlavniho mésta kultury.

e Propagaci kulturniho programu Hlavniho mésta kultury.

Komunikaéni strategie se pokousely dosahnout ® téchto cilt v riznych

fazich projektu.

Prioritni publikum podle mista

Prioritni cilovou skupinou publika ” byla pro mnoho mést mistni populace,
nebo regionalni, v pfipadé, ze zde byl silny regionalni program, jako tomu
bylo v Kodani. Pro dvé Evropska hlavni mésta kultury bylo narodni
publikum stejné nebo vice dullezité nez jejich mistni publikum (Vymar a
Avignon). Pouze dvé Evropska hlavni mésta kultury urcila jako prioritni
cilovou skupinu publika evropské nebo mezinarodni publikum (Praha a

Bolona).

* A year in which the ECOC title is given to a city by the European Union for a period of one year. During
this one year, the city develops its cultural life, cultural infrastructure, economy, and the city tries to attract
tourists and to improve the city’s visibility abroad according to materials introduced to the European Union.
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Prioritni publikum podle socialnich skupin

Evropska hlavni mésta kultury také ohodnotila ® prioritni vefejnost mezi
socialnimi skupinami:
e NejvysSi prioritou byli tvirci vefejného minéni a kulturni
odbornici; nasledovani...
e politiky, mladymi lidmi a détmi; a poté...
e starSi lidé, etnické menSiny a osoby se zdravotnim

postiZzenim.

Pouze maly poCet mést urcil publikum treti skupiny jako nejvyssi prioritu.
AvSak respondenti vtéchto méstech také ohodnotili stejné vysokou
prioritou bézné publikum. Néktera mésta za cilovou verejnost pro projekt
EHMK povaZzuji ,celou populaci mésta®“. To se Casto projevuje absenci

planu pro strategickou komunikaci a nedostateCnou segmentaci trhu.

Nastroje pro komunikaci a propagaci

Tisténa média ¥ (plakaty, brozury, katalogy atd.) byla nejdileZit&jsim
komunikaCnim nastrojem pouzivanym drtivou vétSinou Evropskych
hlavnich mést kultury, nasledovana televiznim/radiovym pfenosem, a pak
internetem. Reklamni akce ¥ a specidlni udalosti byli pro Evropska hlavni
mésta kultury méné dulezitym komunikanim nastrojem. Analyzu
propagace Evropskych hlavnich mést kultury podle navstévnika

naleznete v sekci ,Pohled navstévnika“.
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a) Tisk a televizni/radiové vysilani

Dulezitost tisku a vysilani pro projekt EHMK odrazi velky potencial téchto
meédii, casteCné v Evropskych hlavnich méstech kultury pfed rozvojem
internetu jako hlavniho nastroje komunikace. Je pravdépodobné, Ze
budouci Evropska hlavni mésta kultury budou pohlizet na internet a nové

technologie jako na hlavni nastroje.

Mnoho Evropskych hlavnich mést kultury vytvarelo reklamy a programy
pro televizi, radio a kino. PrestoZe respondenti oznacili vysilani za
vysokou prioritu, jen malo Evropskych hlavnich mést kultury poskytlo
detaily o jejich zaznamech. Neni jasné, zda Evropska hlavni mésta
kultury za toto vysilani platila, nebo ne. Vétsina Evropskych hlavnich

mést kultury nebyla schopna predlozit analyzu ' nakladii na komunikaci.

VSechna Evropska hlavni mésta kultury pouZzila oficialni programy,
plakaty, letaky, zpravodaje a Casopisy k podpofe a oznamovani udalosti
roku. Néktera Evropska hlavni mésta kultury poslala programy do vSech
domacnosti ve mésté (Helsinky, Stockholm). Mnoho z nich vytvarelo a

distribuovalo pravidelné programy ve spolupraci *? s novinami.

Hlavnim problémem pro Evropska hlavni mésta kultury bylo efektivni
oznamovani udalosti programu. Nejen Ze ma projekt EHMK sloZitou a
nékdy zmatenou podstatu, ale hlavné se mnoho predstavenych dlouhych
a komplikovanych program0 snazilo oslovit mnoho ruznych skupin
publika. Velké mnozstvi partnert a projektl stéZovalo Evropskym hlavnim
méstim kultury organizaci sbéru dat nezbytnych pro vyrobu souhrnného
kalendafe nebo programu. Témata vyuzitd jako navod pro tvorbu
programu byly pro snadnou komunikaci s verejnosti €asto pfiliS neurcita

nebo komplikovana. Evropska hlavni mésta kultury pfijala k vyfeSeni

21



nékolik strategii: napfiklad mésto Bruggy pouzilo k poskytnuti struktury
programu kratkou basen vytvofenou na zakazku, doplnénou o detaily
radné sestaveného programu a s kalendafem akci na konci publikace.
Mésto Lille odpovédélo na pocateCni kritiku jeho sdélovani udalosti
vytvofenim programu v mnoha rdznych formatech, v€etné mésicnich
program( a letak(i o konkrétnich projektech. Styrsky Hradec vytvofil pres

3000 druht propagacniho materialu.

PropagaCni kampané byly c¢asto organizovany a podpofeny jak
vefejnosti, tak soukromymi partnery. Jednim typem nepenézitého

3 pyla nabidka propagacniho mista a materialu,

sponzorského daru
pfedevsim od dopravnich a medialnich spoleCnosti. Témér tfi ze Ctyr
meést pracovali s ufady cestovniho ruchu jako s komunikacnimi partnery,
stejny poCet mést pak uzavrel partnerstvi s hotely, a kolem dvou tfetin
meést spolupracovalo také s cestovnimi kancelafemi nebo leteckymi
spole¢nostmi. Mésto Lille mélo propagacni kampan v ramci partnerstvi
s zelezni€nimi pfepravnimi spolec¢nostmi Eurostar a SNFC; mésto Bergen
pracovalo na reklamé a listcich ve spolupraci s leteckou spole¢nosti SAS;

I 14)

Brusel si sjedna reklamu uvnitf supermarketd Delhaize. Tomu

podobnymi partnerstvimi se blize zabyva ¢ast ,Pohled navstévnika“.

VSechna meésta si pro projekt EHMK vytvofila sva specialni loga.

PFikladem je Helsinska bila hvézda nebo logo Styrského Hradce ,0003".

LI 1L ]

TWO THOUSAND THREE

CULTURAL CAPITAL ©OF EWROPE

Mnoho mést si zvolilo sva loga na zakladé designérskych soutézi.

Né&které navrhy se snazily promitnout do loga jak mésto, tak projekt. Cast
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grafické identity > mésta Lille pro komunikaci regionalniho programu

méla podobu ¢arového kédu oznacujiciho, kde se udalost/projekt kona.

Janovska ,GeNova“ odrazi novou image mésta. Dalsi loga byla
inspirovana mistnimi symboly: symbol mésta Salamanka je zalozen na

malovaném univerzitnim stropé z 15. stoleti.

Spole¢né hvézdné logo z roku 2000 bylo vytvofeno pro devét Evropskych
hlavnich mést kultury, pfestoZze nebylo vSemi deviti mésty pouzito. Mésta
Helsinky, Reykjavik a Santiago vyvinula pro své projekty EHMK obménu

spole¢ného loga.

Ve vétSiné Evropskych hlavnich mést kultury se loga pfedstavena v
programech a letacich objevila také na reklamnich vyrobcich, autobusech
a tramvajich. Néktera Evropska hlavni mésta kultury byla v pouziti své
grafické identity velmi ddsledna. Styrsky Hradec podpofil své logo tak
efektivné, Ze se objevilo na koupelnovych dlazdicich v téch domech, které

téZily z renovace.

Peclivé zvazeny byl také druh pisma a barva, které tvofily grafickou
identitu Evropskych hlavnich mést kultury. Néktera nedavna Evropska
hlavni mésta kultury, véetn& Styrského Hradce, Bergenu a Helsinek,

vynaloZila specialni usili na techniku vytvafeni znaCek. Tyto mésta
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zkombinovala grafickou identitu s klicovymi znaky *® udalosti ve snaze
spojit projekt EHMK s ur&itymi hodnotami nebo napady. Styrsky Hradec

za svou propagacni kampan ziskal nékolik ocenéni.

Sama mésta si volila, jak vyznacné chtéji podpofit organizaci projektu
EHMK. Silna znacka miize vytvorit vétsi povédomi *” o probihani projektu
nebo o zakladnich tématech a sloganech programu. Na druhou stranu
znaCka nemuze program podrobné popsat, nebo pomoci kulturnim
partnerdm prosadit se. Nékolik mést ohlasilo, ze partnerské organizace
byly nespokojeny s nasledovanim propagaénich navodt '® vytvorenych
pro znacku projektu EHMK a obavaji se ztraty nebo znehodnoceni vlastni

identity.

Vytvareni znaCek s sebou také pfineslo otazky tykajici se kontinuity.
V jednom Evropském hlavnim mésté kultury organizatofi pocitili, ze
mésto ztratilo pfilezitost tim, Ze nepouZilo znacku projektu EHMK pro
svoji budouci propagaci i poté, co skon il kulturni rok. Nicméné néktera
mésta i nadale upozoriuji v propagaénich materialech na svoji minulost
Evropského hlavniho mésta kultury, ale nezda se, Zze by pouzivali

puvodni grafickou identitu.

b) Nové technologie a nova meédia

Pfed mnoha dualezitymi rozvoji v oblasti technologii bylo pouziti internetu
nizkou prioritou pro tfi mésta, z nichz dvé (Lucemburk a Kodan) nesla titul
Evropského hlavniho mésta kultury. Od roku 1995 téméf vSechna
Evropska hlavni mésta kultury vytvofila webové stranky. Po roce 1997
vétsina z nich pouZzivala elektronickou posStu nebo internetové zpravodaje,
a polovina méla zavedenou sluzbu elektronického prodeje listka.

Stockholm bylo prvni mésto, které se pokusilo vyuzit novou technologii.
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Nejkomplexnéjsi pristupy se zdali byt v Helsinkach a Styrském Hradci,
kde se v projektu EHMK pouzili e-konference, diskuse, vysilani pfes

internet, SMS zpravy a bankomaty.

Sedm Evropskych hlavnich mést kultury predloZilo udaje ¥ o vyuziti jejich
webovych stranek, pfiemz pouzily dvé odliSné jednotky méfeni

(navstévnost a pocCet zobrazeni stranek) :

Jednotka Mésto Pocet

Navstévnost Bolona 2000 200 000
Reykjavik 2000 300 000
Rotterdam 2001 350 000
Helsinky 2000 600 000

PocCet zobrazeni Salamanka 2002 10 139 000
Porto 2001 11 379 603
Boloria 2000 16 488 984
Styrsky Hradec 20003 22 900 000

Neni lehké porovnat Evropska hlavni mésta kultury, protoze mésta
pocCitala bud pocet individualnich stahovanych webovych stranek, nebo
poCet navstévnikd na strankach. Boloha pocitala oboji a zaznamenala
16,5 milionu zobrazeni stranek vytvorenych 200 000 navstévniky. Bolona

také byla schopna urcit pivod navstévnikd.

c) Reklamni produkty

Dvé mésta (Bergen a Bolofa) stanovila pro reklamni vyrobky jako
propagacni nastroj vysSi prioritu nez ostatni mésta. AvSak mnoho
Evropskych hlavnich mést kultury vyrobilo celou fadu reklamnich

produktd, ur€enych jak k tomu, aby byly zdrojem financi, tak k propagaci
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udalosti. Bézné produkty zahrnovaly zapalovace, tricka, kSiltovky, psaci
potfeby a porcelanové nadobi. Ale byly zde také nékteré neobvyklé
priklady. Jedna spole¢nost ve mésté Solui navrhla vyrabét znackové
hodinky, které by mély obsahovat elektronicky listek na nékteré udalosti
(avSak tento napad byl komisi zavrhnut). Boloria vyrobila specialni fadu
italskych vin. Obé mésta, Stockholm a Vymar, se silnou tradici pro
navrharstvi, pozadala studenty designu o vytvoreni produktl, jako je
napfiklad détsky dudlik pfipominajici Goetheho. ,Bergensky dolar® byl
v roce 2000 ve mésté zakonnym platidlem a byl pfedstaveny v narodnich

televiznich zpravach.

Stejné tak jako udéleni licence reklamnim produktim, musela mésta
zajistit jejich distribuci. Mnoho Evropskych hlavnich mést kultury mélo
ustfedniho prodejce na stejném misté, jako bylo informacni centrum.
Minimalné jedno mésto zjistilo, Ze toto ale nespliiuje poptavku 22, a
domnivalo se, Ze vice prodejen by mohlo distribuci zlepsit.

Ptijem 2 plynouci z prodeje reklamnich produkt(i je asto kombinovan
s dalSimi zdroji pfijmu v rozpoctech Evropskych hlavnich mést kultury, ale
ten byl obecné velmi maly. Néktera Evropska hlavni mésta kultury
poskytla samostatné tidaje o prodeji *? kolisajici mezi 80 000 a 180 000

eury.

d) Specialni udalosti

23)

DalSim dulezitym propagacnim nastrojem “ pro Evropska hlavni mésta

Vi viv s

byla zahajovaci akce projektu EHMK, €asto venku i v zimnim pocasi,
s hudbou, ohnostrojem, akrobaty a dalSim. Pro mnoha Evropska hlavni

mésta kultury tato zahajovaci akce byla jednou z nejpopularnéjSich akci
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roku. Mésto Lille napfiklad zaznamenalo 600 000 navstévnikd. Vice

informaci o specialnich udalostech naleznete v sekci ,Kulturni program®.

e) DalSi iniciativy

Mnoha Evropska hlavni mésta kultury zalozila ve mésté informacni
centrum. Minimalné Sest Evropskych hlavnich mést kultury viozilo usili do
vytvoreni kulturniho a informaéniho centra, které také poskytovalo prostor
pro projekty a slouZilo ve mésté jako viditelny a pfistupny znak projektu
EHMK. Kodarn, navic k ustfednimu informa&nimu centru, pouzila lod, the

Ferry Kronberg, ktera podnikala cesty do mést kolem Baltského mofe.

V minimalné péti méstech se feditel projektu zdal byt velmi znamou

osobou (ve vSech pfipadech to byli muzi).

Minimalné tfi mésta vytvofila ,dobrovolnické programy®, ve kterych vyuZila
sit dobrovolniku k rozSifeni informaci o udalosti a ke koordinaci skupin

navstévniku.

V minimalné tfech méstech bylo také pouzito k propagaci projektu EHMK
jidlo. Salamanka vytvofila specialni menu z regionalnich specialit. Jeden
z Bergenskych sponzorl vytvofil fadu masnych vyrobkul, kazdy pro jedno
z deviti Evropskych hlavnich mést kultury zvolenych vroce 2000.
V Bruselu jeden z hlavnich vyrobcl €okolady vyrobil ¢okoladu s logem
projektu EHMK.

Stejné jako vizualni znacCka, nékteré z téchto iniciativ vyvolaly otazku

tykajici se udrzitelnosti 2%

projektu i po jeho skonceni, napfiklad jestli se
ma zachovat informacni centrum nebo dobrovolnicky program i po

skonCeni projektu Hlavniho mésta kultury. Nakonec byla vétSina

27



informacnich center na konci roku uzaviena. Kodarn napfiklad prodala
trajekt. Také skoncCil jeden z dobrovolnickych programd, coz bylo
kritizovano v zavéreéném hodnoceni tohoto Evropského hlavniho mésta

kultury.
Medialni pokryti

VSechna Evropska hlavni mésta kultury pouzila k podpore svych udalosti
tisk. Mésta organizovala tiskové konference a rozhovory, a nejvice
informativni schizky pro tisk. Nékteré organizace oznadili tento zpUsob za
nakladny, ale uziteCny nastroj. Néktera Evropska hlavni mésta kultury
vkladala prednostné usili do ziskani dobrého medialniho pokryti % nez do

platby tisténé reklamy, ktera je pouzivana jako levna metoda propagace.

Nékolik Evropskych hlavnich mést kultury provedlo detailni monitoring a
hodnoceni 2 medialniho pokryti. Data predlozena Evropskymi hlavnimi
mésty kultury nemohla byt srovnavana, nebot mésta vytvofila rizné
druhy statistik. Evropska hlavni mésta kultury vytvofila pfi méfeni a

ocefovani tiskového a medialniho pokryti pocet riznych moznosti:

e Podle toho, ktera geograficka uzemi byla zastoupena — nejbézné;jsi
odliSnost byla mezi udaji pro narodni a mezinarodni media, ackoli

minimalné pét mést predlozilo udaje, které kombinovaly oboji.

e Podle toho, kdy je vyzkum provadén — néktera Evropska hlavni
mésta kultury nespecifikovala, jestli udaje obsahovaly také roky
pred udalosti EHMK. Obsahlé zpravodajstvi béhem pfiprav muze
v nékterych pfipadech vést k velkym rozdilim v celkovém souctu.

Kombinované tiskové zpravodajstvi ve tfech pfedchazejicich letech
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pfed udélenim titulu Styrskému Hradci a Kodani bylo zhruba

srovnatelné se zpravodajstvim v prubéhu roku.

e Podle toho, jestli vysledky byly realné spocéteny nebo odhadnuty —

minimalné pét mést zdluraznilo fakt, Ze jejich udaje byly odhadnuty.

e Podle toho, které jednotky byly pouzity — tento problém se zda
zatimco tfi mésta méfila vysilaci €as (jejich vysledky se liSily
v rozmezi od 6 do 600 hodin). Méfeni v odliSnych jednotkach bylo
také problémem u novinovych vystfizka, jelikoz néktera mésta
pocCitala ¢lanky zminujici Evropské hlavni mésto kultury a dalSi
mésta pocitala zejména Clanky o projektu EHMK, nebo ¢lanky

podporujici nebo srovnavajici souvisejici kulturni akce.

Co je ale ziejmé, je to, ze Evropska hlavni mésta kultury mezi lety 1995 a
2004 pfitahla rozsahlou medialni pozornost. V tomto obdobi Evropska
hlavni mésta kultury zaznamenala celkovy pocet 125 000 &lankd z novin
a Casopisl a 9200 odvysilanych televiznich a radiovych pofadu.
Soucasné udaje budou pravdépodobné znacné vyssi. Mésta jako Porto,
Styrsky Hradec a Kodar byly predmétem desitek tisic &lanka, jak b&hem
roku EHMK, tak béhem pfiprav. V nékolika méstech byly pfipravy
predmétem rozsahlych debat nejen v mistnim, ale i v celonarodnim tisku.
Vyznamné mezinarodni noviny, Casopisy, televizni a radiové stanice
podavaly zpravy o udalostech ve vétSiné Evropskych hlavnich mést
kultury. Prizkumy vefejného minéni pofadané ve tfetiné Evropskych
hlavnich mést kultury ukazaly, Ze narodni povédomi o udalosti bylo ¢asto

extrémneé vysoke.
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Kvalita celkového zpravodajstvi se vSak mezi jednotlivymi Evropskymi
hlavnimi mésty kultury a mezi riznymi typy médii znacné lisila. Napfiklad
co se tyCe chronologického vyvoje projektu, kvalita zpravodajstvi v
kazdém Evropském hlavnim mésté kultury se liSila ve fazi pfipravy,
realizace i vdobé po skonéeni projektu. Nékolik respondentl se
domnivalo, ze mezinarodni zpravodajstvi mélo tendenci byt vice pozitivni
nez narodni a pfedevsSim nez mistni média. Pro osm Evropskych hlavnich
mést kultury byl hlavni obavou negativni mistni ohlas v médiich ?”, ktery
se Casto vyvijel vraném stadiu projektu. Respondenti zminili nékolik
faktord pfispivajicich k negativnimu zpravodajstvi, v€etné odkazu
projektu, diskuzi v ramci organizaci, sporl s dalSimi organizacemi a
kontroverznich navrha projektu. V nékolika malo pfipadech byla kvalita
medialniho zpravodajstvi v Evropskych hlavnich méstech kultury

studovana vice nez kvantita (napfiklad v Kodani).

Vydaje

Z jednadvaceti Evropskych hlavnich mést kultury zahrnutych v této studii,
17 predlozilo udaje o svych nakladech na komunikaci a propagaci. Ty se
liSi od méné nez 1 milionu do 14 miliont eur pfipadajicich na 1 mésto.
Primérné Evropské hlavni mésto kultury utratilo pfes 6 milion eur, coz
&ini kolem 14% z celkovych operaénich nakladil 2® téchto mést. Téchto
17 mést spole€né utratilo minimalné 105 miliond euro. Je dulezité si
uvédomit, Ze Evropska hlavni mésta kultury spolupracovala s partnery (s
magistraty, turistickymi kancelafemi, sponzory atd.), z nichZ néktefi notné
investovali do propagace udalosti. Tyto pfidatné sumy penéz, vydané na
komunikaci, nebyly obecné organizacemi spravujicimi rozpocty

jednotlivych Evropskych hlavnich mést kultury do celkového souctu
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vydaju zapoditavany. Analyza financovani Evropskych hlavnich mést

kultury se dale objevuje v sekci ,Ekonomické perspektivy”.

Zaméstnanci a usporadani organizace

Sirokd rtznost komunikadnich rozpod&td odrazi &asteéné pocet
zaméstnancu zaclenénych do komunikace, marketingu, tisku nebo
propagace v oddélenich nalezicich k projektu EHMK v jednotlivych
méstech. Poclet se pohybuje od jednoho zaméstnance v Avignonu a
Reykjaviku po 40 ve Styrském Hradci, véetn& zamé&stnancu telefonického
centra a zaméstnancd obsluhujicich listky. Styrsky Hradec byl neobvykly
pfipad, protoZe toto Evropské hlavni mésto kultury fidilo mezinarodni

marketing a design v ramci svého operacniho tymu.

Mnoho Evropskych hlavnich mést kultury si nechavalo Casti ze svych
komunikacnich akci vyrabét u dodavatell, coz se tykalo hlavné designu
webovych stranek, reklamniho designu a zamorské propagace.
Rotterdam uzavfel smlouvu se samostatnou organizaci, aby mohla vést
vétSinu jeho komunikace. Diky zaclenéni dodavatell je téZzké vytvofit
spolehlivé srovnani poétu zaméstnancu zapojenych do usili o zlepSeni
komunikace kazdého Evropského hlavniho mésta kultury. Stejné je to

s daty o vydajich na propagaci.

Struktura organizace Evropskych hlavnich mést kultury je popsana

v pfedchozi sekci.
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Problémy

Drtiva vétSina Evropskych hlavnich mést kultury zaznamenala problémy
s komunikaci, ale tyto problémy se znacné liSily. NejbéznéjSimi z nich

byly:

Omezené rozpocty.

Omezeny Cas na pfipravu.

Nedostatek personalu.

Nevhodna strategie.

14 mést zminilo jeden nebo vice z téchto probléma.

Rady

Mnoho respondentu zddraznilo dulezitost komunikace. Respondenti
podtrhli, Ze dulezitost komunikace by méla ovlivnit priority Evropskych
hlavnich mést kultury v nasledujicich bodech:

e Vymezeni vice financi na marketing a komunikaci.

e Vyclenéni vice €asu na rozvoj komplexni komunikacni strategie

a lépe strategii promyslet.

e Trvani na dialogu mezi programovym tymem a komunikaénim

oddélenim od raného poc¢atku projektu.
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o Nepodcenovat pracovni zatizeni.

S ohledem na to, Ze je dUlezité byt prezentovan v médiich, aby rostl profil
Evropského hlavniho mésta kultury, a mit velkou rozmanitost v méfitkach
29 a hodnoceni tiskového zpravodajstvi, by bylo dobré vyvinout
standardni evropské postupy monitorovani mezinarodniho pokryti.
Systém monitorovani by mohl byt zaloZzen na jiz silném trendu pouzitém u
vétSiny kliCovych narodnich dokumentl, a to na ukladani nékterych

mistnich dokumentd a specialnich publikaci do elektronickych databazi.

4.1.1 Commentary on translated text 1

Source text

The text 1 is selected from Palmer’s publication created on a
request of the European Commission. The text focuses on various
approaches of different cities in the event of “European Capital of Culture”
(ECOC). There is summarized information about target groups of
audience which should be concerned by the cities.

The text is written in journalistic style with its main aim to inform
general public. Another aim of the whole publication is to give advice for
future European Capitals of Culture.

Information following the headline is structured into paragraphs
which have own subheadings according to the common topic which the
text in a paragraph focuses on. A division into points occurs in several
paragraphs. In a part “New technologies and new media”, information is
arranged into a table to increase clarity of the text. The text does not
include emotional expressions. On the other hand, the text contains many

proper names, especially names of cities.
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Target text

Target text has the same function and structure as the source one.

Firstly, there are described grammatical, lexical and syntactical
issues in the commentary on translation. Furthermore, examples related
to these issues, which were onerous during translation, are given below.
The characteristics of translation procedures are described in the

theoretical part of bachelor thesis.

Grammatical aspect

Grammatical issues in target text are related to preserve the right

concord of subject and predicate in Czech language (target language).

Lexical aspect

The right translation of words, terms and abbreviations from English
language is essential.

The abbreviation of the “ECOC”, which is used in the whole text,
has two meanings. It stands for the name of the project as well as for the
specific city. There is a need to distinguish these two terms. Therefore the
usage of abbreviation was preserved when the project was mentioned,
but the full designation was used when speaking about cities.

Internationalisms were maintained according to the source text as
well as the structure of the text. Furthermore, names of cities were

replaced by their Czech equivalents.

34



Syntactical aspect

Some explanations to names of institutions were added
(amplification), because not all of the readers are familiar with these
companies. Moreover, a word order was often changed to increase

readability and comprehension.

Translation procedures

Concord

Other logos were inspired by local symbols...

Dals$i loga byla inspirovana mistnimi symboly...

Which geographical areas were represented

Podle toho, ktera geograficka tzemi byla zastoupena

Some recent ECOC put a special effort into...

Néktera nedavna Evropska hlavni mésta kultury vynalozZila specialni usili

na...

Equivalence
Communications strategies attempted to tackle these goals in different

phases of the project.

Komunikacni strategie se pokousely dosahnout téchto cilti v riiznych
fazich projektu.

Improving the availability and dissemination of information about...

Zlepseni dostupnosti a distribuce informaci o...

Translation of abbreviations, terms and names of cities

Several key objectives for ECOC were closely related to...

Nékteré klicové ukoly Evropskych hlavnich mést kultury byly tzce
spjaty s...
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All cities produced a special ECOC logo...

V8echna mésta si pro projekt EHMK vytvorila sva specialni loga...

...a promotional campaign in partnership with Eurostar and SNFC...
... propagacni kampari v ramci partnerstvi s Zelezni¢nimi prepravnimi

spoleénostmi Eurostar a SNFC... (amplification)

...used a boat, the Ferry Kronberg that also made voyages...
...pouZila lod, the Ferry Kronberg, ktera podnikala...
...Copenhagen for example sold the Ferry...

...Kodan napriklad prodala trajekt...

...two different units of measurement (visits and page requests)...

...dvé odlisné jednotky méreni (navstévnost a pocet zobrazeni

stranek...
Weimar Vymar.
Bologna Bolona.
Bruges Brugy.
Graz Styrsky Hradec.
Brussels Brusel.
Thessaloniki Soluri.

Translation of participles

Participles mostly occur in English formal and literal texts. They are
usually translated by subordinate clauses, but it is possible only when the

same subjects are used in both sentences.

However, translation by the present form of verb was used in the

following cases:
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Several cities reported that partner organisations were unhappy following
publicity guidelines created for the ECOC brand, fearing a loss or dilution
of their own identity.

Nékolik mést ohlasilo, Ze partnerské organizace byly nespokojeny s
nasledovanim propagacnich navodd vytvofenych pro znacku projektu

EHMK a obavaji se ztraty nebo znehodnoceni viastni identity.

Calque
domestic tourism

domaci turismus
special events

specialni udalosti

Modulation

A careful consideration was also given to the typeface and colours that
made up ECOC graphic identity.

Peclivé zvazeny byl také druh pisma a barva, které tvofily grafickou
identitu evropskych hlavnich mést kultury.

... Bruges for example used a short commissioned poem to provide a
structure, adding details of the programme organised by discipline
and by calendar at the back of the publication.

... mésto Bruggy pouZilo k poskytnuti struktury programu kratkou basen
vytvorenou na zakazku, doplnénou o detaily radné sestaveného
programu a s kalendarem akci na konci publikace.

The use of internet was a low priority for three cities, two of which
(Luxembourg and Copenhagen) took place before many important

developments in this field.
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Pred mnoha ddleZitymi rozvoji v oblasti technologii bylo pouZiti internetu
nizkou prioritou pro tfi mésta, z nichZ dvé (Lucemburk a Kodari) nesla
titul evropského hlavniho mésta kultury.

...with key features of the event to try associate...

...S klicovymi znaky udalosti ve snaze spojit...

Transposition

Careful consideration was also given to the typeface and colours...

Peclivé zvazeny byl také druh pisma a barva...

Amplification

...among artists within the city.

... mezi umélci v konkrétnim Evropském hlavnim mésté kultury.
After 1997 a majority used...

Po roce 1997 vétsina z nich pouZivala...

...in the three years before Graz...

... Ve tfech predchézejicich letech pfed udélenim titulu Styrskému

Hradci...

4.1.2 Glossary of the key terms for text 1

Terms important to the topic of the text were chosen in all three
glossaries. (The glossary contains a few important words chosen with
respect to the topic of the source text. The words are given in alphabetical

order. Numbers refer to the placement of words in the text.)

) arrange (v.) — sjednat
25 assessment — hodnoceni
) awareness — povédomi

® brand — znacka
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W preakdown — analyza

19 collaboration — spoluprace

Y communicate (v.) — komunikovat, oznamovat

2N coverage — ohlas v médiich

2 demand — poptavka

¥ dissemination of information — distribuce informaci
%8 expenditure — naklad

18 feature — znak

Y figure — udaj

% graphic identity — graficka identita

18 guideline — navod

3 in-kind sponsorship — nepenézity sponzorsky dar
“Dincome — piijem

?) measurement — méfitko

19 merchandising — reklamni akce

Y objective — tkol, cil

%) press coverage — medialni pokryti, medialni zpravodajstvi
9 print media — ti§téna média

 promotion — propagace

® rate (v.) — ohodnotit

Y sales figure — udaj o prodeji

Y sustainability — udrzitelnost

® tackle (v.) — dosahnout

target audience — cilova skupina publika

3 tool — nastroj
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4.2 TEXT?2
Kli¢ k uspéchu
Kriticke faktory uspéchu

Na otazku ,co jsou, podle vaseho nazoru, nejkritictéjsi faktory uspéchu
Hlavniho mésta kultury“ odpovédélo mnoho respondentu ze vSech mést a
pfiSlo s celou fadou rdznych mysSlenek a uhli pohledu. Spektrum
odpovédi na tuto otazku odrazi ¥ réiznorodost programti Evropskych
hlavnich mést kultury a jedineCnost této udalosti pro kazdé z mést; co
muze byt faktorem uUspéchu vjednom mésté, nemusi byt nezbytné
preveditelné na jiné. Spektrum odpovédi také odrazi rizné interpretace
uspéchu ruznymi jedinci. Co to znamena stat se usp&Snym Hlavni
méstem kultury? Uspéch je vzdy relativni a miiZze byt méfen pouze
v zamérech a cilich. Napfiklad pokud mésto nemélo za svuj cil zlepSeni
kulturni infrastruktury, pak nemuize byt povazovano za neuspésné kvuli
tomu, Ze nepodnécuje investicni projekty. Diskuze se pak zaméfuje na to,

jestli rozvijené zaméry a cile byly témi spravnymi pro konkrétni mésto.

Z tohoto dlvodu neexistuje pro Evropska hlavni mésta kultury Zadny
navod na uspéch nebo vzorec uspéchu. AvSak respondenti uvedli pocet

spolecnych faktort uspéchu, které zahrnovaly:

e Kontext: mésto musi vyvinout program, ktery je spravny pro dané
mésto v dany €as. Kazdé mésto se nachazi v odlisné fazi svého
historického, kulturniho, socialniho a ekonomického rozvoje, a

tento kontext musi byt bran v potaz ?.
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» Zacnéte s tim, co je dulezZité v konkrétnim mésté “

Zapojeni mistni populace: zapojeni ® a spoluvlastnictvi ¥ mistnich

obyvatel je rozhodujici.

LJe duleZité délat projekty s lidmi a ne pro lidi“
Partnerstvi: rozvoj partnerstvi s mnoha raznymi uéastniky ma
primarni dilezitost: kulturni instituce, mistni nezavislé umélecké
skupiny, obchodni a turisticky sektor a socialni sluzby/ vefejné
organizace.

~Prohlubte spolupraci s mistnimi partnery*

Dlouhodobé planovani: Je nezbytné planovat pfed projektem, tak

I po skonceni projektu EHMK.

LPlanujte pred i po cesté, a vzdycky prekrocte rychlostni limit*
Politicka a umélecka nezavislost: kulturni program by nemél byt
ovlivnén politickymi zajmy a operacni struktura by méla byt
umélecky nezavisla.

,Nikdy to nenechavejte (kulturni program) v rukou politika“

Jasné cile: jasné definované zaméry a cile musi byt rozvinuty.

L,Definujte cile a jasny profil“
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e Silny obsah: program by mé! byt unikatni a viditelny

s rovnovahou raznych typu projektu.
LKreativni pfistup, ktery zajistuje riznorodost projektu®

e Dobra komunikace a dobry marketing: jasné definovana

komunikacni strategie je nepostradatelna.
,R0zsahlé komunikacni usili se Sirokym zakladem®
e Dostatek finanénich prostredki: potvrzeny rozpocet by mél
v pfipravné fazi projektu zaujmout své misto tak rychle, jak jen to
bude mozné.
,Pevné financéni zazemi“
e Pevné vedeni® a oddany tym: nezavisly feditel s mezinarodni
proziravosti a fidicimi schopnostmi by mél byt pfijat a byt v Cele
tymu oddaného personalu.

,Jasna a absolutni kompetence reditele a dobrého tymu*

e Politicka vule: Projekt potfebuje politickou podporu, zejména

pokud chce mit udrzitelny dopad.
JAKtivni a zainteresované politické vedeni*

DalSi faktory uspéchu, které byly zminény méné Casto, zahrnovaly:
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e Investovani ? do kulturni infrastruktury.

¢ Integrované vzdélavaci a spoleCenské programy.

e Pocit vzruSeni a nadSeni ve mésteé.

e Projekty na verejnych mistech.

e Mezinarodni vazby a spoluprace.

DalSi problémy uvedené jednotlivci:

e ,Jasné a pomérné radikalni volby jsou lepSi neZ spousta vseho

ostatniho”.

o Vyhnéte se prespfili§ ambicidoznim prohlasenim, a tim tak rozporu

v prioritach”,

o ,Udalosti se musi stat organickymi ¢astmi méstskeho zZivota“

e Hodnoceni a navazujici udélosti® jsou dilezité"

e _ZacCnéte a skoncete s bombou, s nééim senzac¢nim®.

o Délejte maly pocet véci dobre”.

vaswvavs

vvvvvv
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pfipadech tato rada odpovidala navrhim danym vySe pro faktor uspéchu
a odrazela individualni okolnosti ® mést. Avak existuje podet problémd,
které byly vyslovené Castéji nez ostatni. Nejbé€znéjSi radou od

respondentu bylo:

e Zameérte se na dlouhodobé perspektivy

,Zaclente projekt EHMK do dlouhodobého projektu k zajisténi jeho

odkazu 9«

LPredem identifikujte dlouhodoby pfinos odkazu projektu*
,Budte pripraveni investovat k udrzeni monumentu*

LBudouci ucinky budou vétsi, pokud je béhem planovani rozvijen
néjaky druh méstskeho planu nebo navazuje na planovani i po
skonceni projektu”

s,Postavte kulturni instituce a zlepsete ucast verejnosti a kulturni
zajem radéji nez abyste pouZili ,efekt velkého tresku“ prestiznich
udalosti, které zdstavaji nepatrné v pozadi“

»Vytvorte udrZitelné programy*

,Ohnostroje jsou Casto fantastické, ale nemuzete je pouZit k

vytopnym ucelim®

~Mésto musi byt pfipraveno i nadale pokracovat ve svych

podatecnich investicich ™V z hlediska penéz a politické
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angazovanosti*.

Zajistéte spoluvlastnictvi mistnich obyvatel

,Ujistéte se, Ze se mistni populace citi byt soucasti projektu*

,Zaclerite do projektu veSkerou populaci“

LUjistéte se, Ze projekt je ve vlastnictvi mistni komunity — toto je

klicovy faktor k zajiSténi udrzitelnosti*

,Pokuste se zapoijit lidi do rozvijenych cili”

,Presvedcte se, Ze jsou vasi vlastni lidé nadseni pro projekt, pak

muzete pfilakat také navstévniky*.

Planujte predem

,Zacnéte alespori 3 roky pred rokem EHMK*

,Nikdy nemUlzete zacit pfFilis brzy*

LPlanujte s dostatecnym predstihem®.

Bud'te vybiravi

,Definujte omezeny pocet cilt*

,Budte ambiciézni, ale realisticti”
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L,Budte nekompromisni v nékterych ohledech a spolupracujte

Vv jinych®

,LZamérte se na méné projektu”

L,SnaZzte se byt vybiravi, davejte kvalitu na prvni misto — a nesnaZzte

se potésit kazdého!”

~,Méné projektu, lepsi vybér, vétsi uspéch”.

Zabezpecte rozpocet

, Zacnéte od silného financniho zakladu*

LZajistéte dostate¢né mnozstvi prostredku*

~,Méjte odpovidajici rozpocet”.

Vyuzijte prilezitosti

,Udélejte néco kreativniho, néco noveho*

sJe to fantasticka prilezitost udélat néco jiného — néco co normalné

udélat nemuiizete”

,Budte odvazni a vyuZijte talent mistnich lidi“

,Budte originalni, nekopirujte”

~Jdéte si za tim a délejte si to své*
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12)a

»,Vyvolejte diskuzi

,Projekt EHMK je nastrojem pro zménu a silna vize*® a témata

jsou potrebna“.

Zamérte se na kulturni program

~,Méjte jasnou uméleckou vizi*

LzUmélecky a kulturni program je zaklad, srdce a duse projektu.
Z toho pak vychazi kazdy dal$i aspekt, marketing, prezentace
znacky, udrzitelnost, ekonomické faktory atd.”.

Silny viidce a profesionalni tym

,NejduleZitéjsi véci je vybér a nasledna podpora silného reditele”
,Najdéte okouzlujiciho a zaroveri efektivniho feditele”
,Najdéte profesionalni, ambiciézni a kreativni tym*.

DalsSi rady

Jnfrastruktura je dulezita“

~,Premyslejte mezinarodné, jednejte lokalné“

,Nepodceriujte potrebné naklady a potfebnou energii pro dobrou

komunikaci a propagaci”
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,K ziskani méritelnych cilt by se mély jasné cile sladit s vhodnymi
prostredky“

,Dobra organizace je lepSi neZ hodné penéz”

.Jasna strategie je nepostradatelna ™"

,Nevérte tomu, Ze mizete jednotlivymi udalostmi zménit bud’

kulturni strukturu, nebo kulturni zvyky*

,Prijméte fakt, Ze v prubéhu projektu bude potfeba celit napéti a

problémam®.

Nejpfinosnéjsi druh velkych uddlosti*® pro mésta

Tato otazka pfiméla respondenty vybérem ze Ctyf moznosti urcit prioritu
konkrétni velké udalosti, o které si mysli, Ze zni ma mésto nejvétsi
prospéch. 56% respondentd oznacilo udalost EHMK za nejvice
prospésnou velkou udalost a dalSich 24% respondentd tuto udalost
oznacilo za druhou nejvice prospéSnou pro meésta. ProtoZe vsSichni
respondenti odpovidali pomoci dotaznikl tykajiciho se Evropského
hlavniho mésta kultury, dalo se ocCekavat, Ze nejvétSi podporu ziska
projekt EHMK. DalSi rozsahlé projekty jako jsou velké stavebni projekty
(,Guggenheimlv efekt”) byly také nékterymi povazovany za projekty,

které prinesly méstum velky prospéch.
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Které udalosti nejvice prospivaji méstam podle priorit
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Doporuceni pro zlepseni predavani znalosti a osvédcenych postupt

mezi mésty

Respondenti byli dotazani, co by doporucili, pokud je zde néco, pro
ZlepSeni predavani znalosti mezi mésty. Ze 111 dotazanych, ktefi
odpovedéli na tuto otazku, pouze jedna osoba méla dojem, ze zadna
zlepSeni nebyla potfeba. Nejbéznéjsi doporuceni, uvedené v odpoveédi na
tuto otazku dvéma tfetinami respondentu, se tykalo vytvofeni efektivni
sité Evropskych hlavnich mést kultury, ackoli tento navrh s nejvétsi
pravdépodobnosti neodkazoval na jiz existujici sit. Prestoze sit
Evropskych hlavnich mést kultury (,sit Evropskych hlavnich mést kultury
a Kulturnich mésicu“) byla vroce 1990 zaloZena s jednim z cild sdilet
informace mezi minulymi a budoucimi Evropskymi hlavnimi mésty kultury,
Respondenti za¢lenéni do této sité odpovédéli, Ze velmi malo byvalych
feditelt projekttl EHMK jsou i nyni leny této sité. Zaroven zminili, ze to,

co pomohlo vyméné zkuSenosti, nebyla setkani této sité, ale byly to
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spiSe informacni diskuze s urcitymi zkuSenymi jednotlivci. Pfesny seznam

dulezitych kontaktu byl povazovan za hodnotnéjSi nez organizovana sit.

Tabulka uvedena niZe poskytuje detaily o poctu lidi, ktefi volili urCitou
metodu pro zlepSeni pfedavani know-how. Jedna osoba navrhla, Ze
nejen feditelé projektd EHMK, ale i dalSi organizatofi projektu v odliSnych
Evropskych hlavnich méstech kultury by také méli tézit ze vzajemné

vymeny zkuSenosti a vzajemnych setkani.

Doporuéeni pro zlepéeni predavani znalosti a osvédéenych postupt
mezi mésty

Efektivni sit Evropskych hlavnich mést kultury

Publikace materidlu na whrazenych internetovych strankach

Workshopy, seminare a tréninkové kurzy

Podrobnéjsi hodnoceni a studie

Viytvoreni specialni nezavislé organizace/sekretariatu pro
Evropskeé hlavni mésto kultury

Knihy a privodce
Sbér a vyména znalosti spravovanych EU

Dalsi

Z4dn4 zlepZeni nejsou potieba

e o
INREN

Je o\ se o\e oe oo o

S S & S S S S S

procentové vyjadreni respondentu

Rada od dalsich Hlavnich mést kultury

Od roku 1990 mnoha Evropska hlavni mésta kultury do uréité miry
zkoumala zkuSenosti pfedchozich jmenovanych mést a mnoho z téchto
mést u nich aktivné hledalo radu. Ve zpUsobu, jakym mésta hledala
takovou radu, nebyla zadna jednotnost (néktera mésta pouzila neformalni
kontakty mezi starosty; dalSi mésta pozvala minulé Feditele projektu, aby

s nimi sdileli zkuSenosti; a v dalSich méstech méla vyslana delegace
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navstivit minula Evropska hlavni mésta kultury a vyvodit si své vlastni

zavery).

NejCastéji uvadéna mésta, ktera poskytla dulezitou radu, byla Glasgow,
Kodan, Stockholm a Antverpy, coz jsou mésta, ktera sdilela urcité

podobnosti i ve svych cilech a vysledcich.

Neexistuje jednoduchy kli¢ k uspéchu

Z pohledl respondentl je ziejmé, Ze slozita udalost jako projekt EHMK
s mnoha raznymi cily vyZaduje poskytnuti takové strategie, ktera
odpovida témto cilim. Pfestoze se tyto zasady zdaji byt pro vSechna
Evropska hlavni mésta kultury spolecna, jedineCnost kazdého meésta
nezbytné vyzaduje novy pohled na to, jak tyto zasady mohou byt
aplikovany ve vztahu ke konkrétni situaci zvoleného mésta. Neékolik
respondentl poznamenalo, Ze prestoze hledali pravdu a poslouchali
ostatni, ktefi méli zkuSenosti, nemohli nicméné postupovat v projektu
dale, aniz by udélali vétSinu téch samych chyb. Poslechnuti dobré rady je
jedna véc; ale védét ve skuteCnosti, jak ji efektivné aplikovat nebo

prijmout tak, aby reflektovala lokalni podminky, je véc druha.

4.2.1 Commentary on translated text 2

The text 2 was also selected from Palmer’s publication created on

a request of the European Commission.
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Source text

The text is also written in journalistic style and informs readers
about different approaches of European Capitals of Culture to the project
ECOC. Information is structured into paragraphs with own subheadings.
The main feature is a division into points. A separation of sentences by
quotes is another one. Emotional expressions are not typical for the text.

On the other hand, the text contains many complex sentences.
Target text

The function and structure of the source text was preserved. Used
translation procedures are described in the theoretical part of the
bachelor thesis.

Grammatical aspect

Grammatical issues in target text are related to preserve the right

concord of subject and predicate in Czech language (target language).

Lexical aspect

Similarly to the text 1, it is necessary to distinguish two meanings of
abbreviation “ECOC”. The abbreviation was preserved in the case of
project, but when indicating the city, the full designation “European
Capital of Culture” was used. Internationalisms were maintained with

respect to the source text.
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Syntactical aspect

A word order was often changed to improve readability and clarity

of the text. In addition, amplification occurs in the whole text.

Translation procedures

Concord

Every other aspect, marketing, brand management, sustainability,
economic factors etc. arise from this

Z toho pak vychazi kazdy dal$i aspekt, marketing, prezentace znacky,
udrZitelnost, ekonomické faktory atd.

Cities most frequently cited as offering strong advice were Glasgow,
Copenhagen, Stockholm and Antwerp, cities which shared similarities in
their objectives and outcomes.

Nejcastéji uvadéna mésta, ktera poskytla dilezitou radu, byla Glasgow,
Kodarn, Stockholm a Antverpy, coZ jsou mésta, ktera sdilela urcité

podobnosti ve svych cilech a vysledcich.

Equivalence
...ownership by the local population is crucial.

...Spoluvlastnictvi mistnich obyvatel je rozhodujici.
...to ensure legacy

... k zajisténi jeho odkazu

Workshops, seminars and training courses

Workshopy, seminare a tréninkove kurzy
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Translation of abbreviations

...the diversity of ECOC programmes...

...rdznorodost program( Evropskych hlavnich mést kultury...

There is not therefore a recipe or formula for success for ECOC.

Z tohoto duvodu neexistuje pro Evropska hlavni mésta kultury Zadny
navod na uspéch nebo vzorec uspéchu.

...other cities planning ECOC.

...dal§i mésta planujici projekt EHMK.

Integrate the ECOC in...

Zaclente projekt EHMK do...

Calque
...local independent arts groups...

...mistni nezavislé umélecké skupiny...
Political will

Politicka vale

Events must become organic parts...

Udélosti se musi stat organickymi ¢astmi...

Modulation

...the operational structure should have artistic autonomy.
...operacni struktura by méla byt umélecky nezavisla.

...a confirmed budget should be in place...

...potvrzeny rozpocCet by mél v pripravné fazi zaujmout své misto...
Respondents were asked, what they would recommend, if anything, to
improve the transfer...

Respondenti byli dotazani, co by doporucili, pokud je zde néco, pro

zlepsSeni pfedavani
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Transposition

Keys to success

Kli¢ k uspéchu

Substitution

Each city is at a different phase...

Kazdé mésto se nachazi v odlisné fazi...
Sufficient funds

Dostatek finan¢nich prostredku
Evaluation and follow-up are important

Hodnoceni a navazujici udalosti jsou duleZité

Amplification

It also reflects...

Spektrum odpovédi také odrazi...

...rather than the “big bang effect’...

... radéji nez abyste pouZili ,efekt velkého tresku®...

Accept that there will be tension and problems to face during the course
of project

Prijméte fakt, Ze v prabéhu projektu bude potireba Celit napéti a

problémim
4.2.2 Glossary of the key terms for text 2

Terms were used and chosen with respect to the topic. The words are
given in alphabetical order. Numbers refer to the placement of words in
the text.

9 circumstance — okolnost

12 controversy — diskuze
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% engagement — zapojeni

® follow-up — navazujici udalosti

D initial investment — po&ateéni investice
) investment — investovani

% Jarge-scale event — velka udalost

® |eadership — vedeni

19 |egacy — odkaz

* ownership — spoluvlastnictvi

Yto reflect — odrazet

% to take into consideration — brat v potaz
® yisible — viditelny

13 vision — vize

%) vital — nepostradatelny
4.3 TEXTS3
The third chosen text is a questionnaire sent to representatives of a

company “Pilsen 2015” by the European Commission. It was filled to

show shortcomings of project to its organizers.

Dotaznik pro online konzultaci o budoucnosti Evropského hlavniho

mésta kultury”

Zakladni informace o projektu

Datum vytvoreni 12. 1. 2011
Naposledy aktualizovano

Uzivatelské jméno null

Cislo projektu 707302939031901000
Reference

Status N
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SEKCE 1

- O VAS

1.1 Uvedte prosim vase jméno

(pfijmeni, kfestni jméno)

Simon Petr

1.2 Uvedte prosim vasi e-mailovou

adresu

simon@plzen2015.cz

1.3 Ze které zemé pochazite?

CZ Ceska Republika

1.4 V jaké roli se ugastnite? této Organizace
konzultace?

1.4a Jaky je nazev vasi

organizace? Plzen 2015

1.4b Jakého typu je vase

organizace?

Neziskova kulturni asociace

1.4c Jak velka je vaSe organizace?

Méné nez 11 zaméstnancu

1.4d V jakém oboru® vase

organizace pusobi?

Jiné

Prosim specifikujte

Evropské hlavni mésto kultury

1.4e Byli/jste zapojeni do pfipravy

nebo realizace projektu EHMK?

Ano — podileli jsme se na kladném
pijeti Zadosti o titul EHMK®

Prosim specifikujte mésto/rok
projektu EHMK®

Plzen / 2015

SEKCE 2 :

CIL EHMK

2.1 Podle souc€asnych pravidel
projektu EHMK, cil® zni takto:
"zddraznit” bohatost a odli§nost
evropskych kultur a spole€nych
znakal, stejné tak jako podpofit®

/9)

lepSi vzajemné porozumeéni™ mezi

Stale velmi dalezity
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evropskymi obCany". Po 25 letech

je tento cil:

2.2 Do jaké miry, podle vas, projekt
EHMK vytvafi nasledujici
dlouhodobé pfinosy pro mésta,
které maji titul, ' a pro jejich

v wvaivos

mésté

Do velké miry

b) Vétsi ucast v/pfistup ke

kulturnimu programu pro ob¢any

Do velké miry

c) LepSi povédomi o evropské

kultufe (kulturach)

Do omezené miry

d) Vétsi pravdépodobnost ucasti na
Evropskych vyménnych pobytech a

vytvareni siti

Do velké miry

e) LepSi mezinarodni profil a image

mésta

Do omezené miry

f) Trvaly rast turizmu

Do omezené miry

g) Ekonomické pfinosy (napf. nové
obchodni investice, nova pracovni

mista)

Do omezené miry

h) Socialni zaClenéni

prostrednictvim kultury

Do omezené miry

v o,

I) PfiznivéjSi pohled na Evropu a
EU

Do omezené miry

2.3 Chtél byste se vyjadfit k
vyhodam, které maji mésta nebo

jejich obyvatelé?

Obc¢ané mohou vyuzivat vyhod
EHMK jen tehdy, pokud se

dohodnou a podpofi program
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politici, obané, nevladni

organizace, kulturni instituce, atd.

2.4 Podle vaseho minéni, mél by
projekt EHMK pokraCovat po roce
2019?

ANo

SEKCE 3 : JAK SE STAT EHMK - KRITERIA

3.1 Kritérium™ 1 (evropsky
rozsah): podpora spoluprace mezi

12) umélci a

kulturnimi subjekty
mésty z dotyénych Elenskych statl
a ostatnich ¢lenskych statu

v jakémkoli kulturni oblasti. Do jaké

miry je toto kritérium dulezité?

Do velké miry

3.1a Mélo by budouci EHMK klast
vétsi ddraz na toto kritérium nez
pfedchozi EHMK?

Stejny duraz

3.2 Kritérium 2 (evropsky rozsah):
zvyraznéni bohatstvi kulturni
rozmanitosti v Evropé. Do jaké miry

je toto kritérium dulezité?

Do omezené miry

3.2a Mélo by budouci EHMK klast
vétsSi duraz na toto kritérium nez
predchozi EHMK?

MensSi duraz

3.3 Kritérium 3 (evropska dimenze):
Postavit do popfedi spoleCné znaky
evropskych kultur. Do jaké miry je

toto kritérium dalezité?

Do omezené miry
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3.3a Mélo by budouci EHMK klast
vétsi dlraz na toto kritérium nez
predchozi EHMK?

Stejny duraz

3.4 Kritérium 4 (mésto a obyvatelé):
posileni ucasti obyvatel zijicich ve
mésté a okoli a zvySeni jejich
zajmu i zajmu ob&anu ze zahranici.
Do jaké miry je toto kritérium

ddlezité?

Do velké miry

3.4a Mélo by budouci EHMK klast
vétsi duraz na toto kritérium nez
pfedchozi EHMK?

Vétsi diraz

Jak?

3.5 Kritérium 5 (mésto a obyvatelé):
byt trvalou a nedilnou souéasti*?
dlouhodobého kulturniho a
socialniho rozvoje mésta. Do jaké

miry je toto kritérium dulezité?

Do velké miry

3.5a Mélo by budouci EHMK klast
vétsSi duraz na toto kritérium nez
prfedchozi EHMK?

Stejny duraz

3.6 Jsou néjaka dalSi kritéria pro
vybér, ktera by méla byt

upfednostiiovana®® EHMK?

Je potfeba hledat nové progresivni
metody zapojeni obCanu v EU, je
potfeba propagovat kreativitu na

vSech urovnich, nové pfistupy atd.

SEKCE 4 : PROCES VYBERU
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4.1 Podle vaseho minéni by mel
vybér EHMK po roce 2019:

Byt zaloZzen na novém
chronologickém seznamu
Clenskych statl, aby se zajistila
rovnost pfilezitosti pro kazdy
Clensky stat (aniz by se bral v
uvahu jejich potencial s ohledem na
pocCet mést s kapacitou pro

poradani takové udalosti)

Kolik ¢lenskych statl by mélo byt
kazdy rok vybrano®®

této udalosti*®?

pro poradani

Tfi Clenské staty nebo vice

Prosim specifikujte

Je potfeba nabidnout ucast i
zemim, které nejsou €leny EU. Jina
otazka je, jak spolupracovat s
malymi zemémi, kde neni dostatek
potencionalnich kandidatu (napf.

Lucembursko...)

SEKCE 5 : DOBA TRVANI UDALOSTI

Myslite si, Zze sou€asné jednoleté

trvani*” udalosti je:

spravné

SEKCE 6 : POKRYTA OBLAST

Podle vaseho minéni, by titul
EHMK po roce 2019 mél:

byt otevieny také ucasti

metropolitnich oblasti

Za jakych podminek?

Mésto by mélo zUstat jadrem
regionu, ale regionalni aktivity by
meély byt vice zdUraznovany a

podporovany.
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SEKCE 7 : UCAST TRETICH ZEMi EVROPY

7.1 Titul EHMK by mél po roce
2019:

Byt znovu pfistupny tfetim zemim

Evropy*®

SEKCE 8 : REALIZACNI OPATRENI

8.1V &esti letech mezi vybérem™
mésta a rokem, kdy je méstu titul
udélen, byla organizovana dvé
monitorovaci setkani, aby bylo
umoznéno Evropské komisi
odbornikt®® nasledovat postup
pripravy a pokud by bylo potfeba
vydat doporuéeni®) méstu. Podle
vaseho minéni, je tento

monitorovaci postup®?:

UziteCny

Mél by byt monitorovaci postup

znovu posilen?

ANno

Jak?

Vyuzivanim zisku z neoficialnich

konzultaci, vice schlizek atd.

8.2. Pruvodce pro kandidatska
mésta®?, ktery byl vydan, popisuje
jednotlivé kroky vybérového Fizeni,
vysvétluje vybérova kriteria®? a
nabizi seznam osvéd&enych
postupu prevzatych od minulych
hlavnich mést. Podle vaseho

minéni je tento typ publikace:

UziteCny

Mél by tento typ publikace byt

nadale rozvijen?

Ne
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8.3. Od roku 2009 Evropska komise
usporadala nékolik setkani
umoznujici vymeénu zkusenosti
mezi minulymi, souc¢asnymi a
budoucimi Evropskymi hlavnimi
mésty kultury, stejné jako s
kandidatskymi mésty. Podle vas

jsou takova setkani:

Uzitecné

Mély by se tyto meetingy nadale

rozvijet?

ANo

Jak?

Organizaci riznych soustifedéni se
zastupci komise, sou€asnych a
budoucich hlavnich mést. Mélo by

se také sdilet know-how.

8.4 Pokud priprava urceného

mésta®®

postupuje dobfe a pokud
byla realizovana vSechna
doporuceni Evropské komise
odbornikl, Evropska komise udéli
pené&zni odménu?®® dotyénému
meéstu tfi mésice pred zaCatkem
tohoto roku. Cena (,Cena Meliny
Mercouri") v sou¢asné dobé €ini 1,5
milionu eur pro kazdé mésto
poradajici projekt EHMK. Podle
vaseho minéni, kolik by mélo kazdé
EHMK obdrzet z financovani od
EU:

Vice nez 1,5 milionu eur

Prosim vysvétlete

Hlavni mésto musi také mit

prospéch z podpory od ERDF
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(Evropsky fond regionalniho
rozvoje) nebo od ESF (Evropsky

socialni fond).

8.5 Existuji néjaka dalSi opatfenl’m,
ktera by méla Evropska komise
rozvijet, aby podpofila mésta

uchazejici se o titul EHMK?

Zemé Hlavniho mésta by se méla
na pfipadu vice podilet (finan¢né,
novou reklamou pro obyvatele

zemeé atd.)

SEKCE 9 : VIDITELNOST?®

9.1 Souhlasite s touto nabidkou?

Souhlasim

9.2 Do jaké miry jsou EHMK
(v8eobecné) viditelna napfic

Evropou?

Jasné viditelna

9.3 Jak muze byt viditelnost EHMK

zlepSena?

SEKCE 10 : DALSI KOMENTARE

10.1 Chtél byste uvést néjaké dalsi

komentare?

Politici by méli mit davéru v tym -
aby mu bylo umoznéno fungovat
nezavisle a dosahnout toho, co

predstavil a slibil v kandidatském

spisu (aplikaci).

4.3.1. Commentary on translated text 3

Terms were used and chosen with respect to the topic. The words

are given in alphabetical order. Numbers refer to the placement of words

in the text.
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Source text

The third translated text is a questionnaire published by the
European Commission and completed by a representative of the city
applying for holding the title of ECOC. It is adapted by the structure of the
text. Questions are divided into blocks targeted various aspects of the
event. This characteristic structure contains questions in boxes, which
adds transparency to the text, as well as numerical marks of questions.
Furthermore, the questionnaire is organised in a table with boxes which

are easy to complete.

Target text

The structure of the source text was maintained. Some responses
were completed in French. Because of that, the Google online computer
translator was needed and used during translation of some parts. In
addition, to work with parallel texts (questionnaires in Czech and English)
to understand some special terms, which occur in administrative texts of
this type, was also essential. Due to special terms, the usage of parallel

texts was needed.

Grammatical aspect

Grammatical issues in target text are related to preserve the right

concord of subject and predicate in Czech language (target language).

Lexical aspect

Lexical issues of third text relate to translation of terms. For

example the term “capacity” which is usually used by lawyers was difficult
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to translate. In this case, | visited the website forum.wordreference.com to
get the best solution for translation. Another difficult phrase was
“European exchange”. Firstly, it was translated by the Czech equivalent
“Evropska burza” but it does not correspond with the context of the text.
Translation with Czech equivalent “Evropsky vyménny pobyt” is more
suitable for this specific text. Apart from French parts, usage of word

“‘information” in plural was interesting as well.

Syntactical aspect

The text contains many simple sentences because responses in
whole sentences were not necessary in some cases; the response is
clear from the context. In addition, word order was transformed in some

cases.
Translation procedures
Concord

Since 2009, the European Commission has organised...

Od roku 2009 Evropska komise usporadala...

Equivalence
Case number

Cislo projektu

Translation of terms and abbreviations

In what capacity are you participating...
V jake roli se ucastnite...
European panel of independent experts

Evropska komise odborniku
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In spite of previous texts, the abbreviation “ECOC” was maintained due to
the preservation of structure of the source text, but in the case of project

the amplification was used.

Calque
User name

UzZivatelské jméno

Please specify

Prosim specifikujte

Better international profile

Lepsi mezinarodni profil

Modulation

Last update date

Naposledy aktualizovano

In which country are you located?
Ze které zemé pochazite?

More likely to participate...

Vétsi pravdépodobnost ucasti...
foster cooperation...

podpora spoluprace...

Amplification

...between past, present and future capitals...
...mezi minulymi, sou¢asnymi a budoucimi Evropskymi hlavnimi mésty

kultury...
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Word order

...if all the recommendations of the European panel of independent
experts have been implemented...

...pokud byla realizovana vsechna doporuéeni Evropské komise

odbornikd...
4.3.2 Glossary of the key terms for text 3

Terms were used and chosen with respect to the topic. The words
are given in alphabetical order. Numbers refer to the placement of words

in the text.

Y application for the ECOC title — zadost o titul EHMK

5 award a money prize — udélit penézni odménu

23 candidate city — kandidatské mésto

W criterion — kritérium

12 cultural operator — kulturni subjekt

Y designated city — uréené mésto

) duration — trvani

3 entitle — urgit

Y European Capital of Culture (ECOC) — Evropské hlavni mésto kultury
(EHMK)

29 European panel — Evropska komise odborniki

) to highlight — zvyraznit

% hold the title — mit/drzet titul

18 host the event — poradat udalost

¥integral part — nedilna souéast

D jssue recommendation — vydat doporuéeni

%) measure — opatfeni

2 monitoring procedure — monitorovaci postup
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% mutual understanding — vzajemné porozuméni
® objective — cil

d participate — t¢astnit se

) prioritise — upfednostriovat

® promote — podpofit

% sector — obor/oblast

19 selection — vybér

'8 third country in Europe — tfeti zemé& Evropy
2D visibility — viditelnost

® year of the ECOC — rok EHMK’

* A year in which the ECOC title is given to a city by the European Union for a period of one year. During
this one year, the city develops its cultural life, cultural infrastructure, economy, and the city tries to attract
tourists and to improve the city’s visibility abroad according to materials introduced to the European Union.
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5 CONCLUSION

The main aim of the bachelor thesis was translation of EU texts
related to the project of European Capital of Culture together with the
creation of commentaries on translation procedures and glossaries of
important terms from the texts. The first part of this bachelor thesis shortly
presents the project.

Firstly, it was necessary to get to know publications about the
theory of translation. Secondly, the right choice of the texts for translation
was important. Two texts for translation were taken from Robert Palmer’s
publication, the third one is a questionnaire. These texts were chosen for
their relation to the topic of the selection process of the European Capital
of culture and because they were not translated into Czech before.
Furthermore, the texts might help the city of Pilsen to improve their
organization of the year under the project of European Capital of Culture.

Moreover, some difficulties occurred during translation, especially
in the course of special terms or Czech translation of complex English
sentences. The issues were consulted with special dictionaries of EU
terms, translating dictionaries and parallel texts concerning the same
topic. Furthermore, for the presentation of the project, a big amount of
electronic versions of publications, newspapers and books was necessary
to read up.

As it was mentioned, the style and form of texts were preserved.
The translated questionnaire has the same chart format as in the original
text. Other two texts were approached similarly.

The thesis was useful to learn about translation difficulties and the
follow-up correcting of shortages. Thanks to the topic, the awareness of

Pilsen projects was gained.
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8 ABSTRACT

The topic of this bachelor thesis is translation of EU texts
connected to the project of European Capital culture.

The first introductory part shortly presents the project. Secondly,
other parts deal with the theoretical and practical approach to translation.
The theoretical part characterizes translation procedures and functional
styles. The practical part includes the translation of chosen texts. Each of
the texts is completed by the commentary on translation procedures and
by the glossary of important terms used in the text. The commentaries
give the description of source texts and target texts together with showed
examples of translation procedures. Terms in glossaries are stated in

alphabetical order and contain Czech equivalents.
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9 RESUME

Tématem bakalarské prace je preklad textd z Evropské Unie
vztahujici se k projektu Evropského hlavniho mésta kultury.

Prvni uvodni Cast kratce charakterizuje projekt. DalSi ¢asti prace se
zabyvaji teoretickym a praktickym pfistupem k prekladu. Teoreticka Cast
charakterizuje prekladatelské postupy a funkéni styly. Prakticka cast
zahrnuje pfeklady zvolenych textl. Kazdy text je doplnén komentafem o
prekladatelskych postupech a slovnikem dulezitych termind pouzitych
v textu. Komentafe popisuji cilové a zdrojové texty a obsahuji pfiklady
pFekladatelskych postupl. Terminy v jednotlivych slovnicich jsou fazeny

podle abecedy a obsahuji Ceské ekvivalenty.
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10 APPENDICES
10.1 Appendix | — Source text 1

European Cities and Capitals of Culture Communication, Promotion and Media Response

Communication, Promotion and Media Response

Objectives and Targets
Several key objectives for ECOC were closely related to communications and promotion:

+ Raising the international profile of a city

+ Changing the image of the city

* Increasing foreign and domestic tourism

+ Broadening audiences for culture
Improving the availability and dissemination of information about cultural events and projects were often
ends in themselves in ECOC. Communications initiatives sometimes resulted in the creation of new
networks between cultural organisations or among artists within the city.
According to respondents, only a few ECOC tried to communicate all cultural events in the city, whether
connected to ECOC programme or not. Most focused only on communicating the projects and events
that were part of the official ECOC programme or that were being financed directly through ECOC
budgets for the cultural year. ECOC had several communications priorities, including:

+ Promoting the profile of the city

+ Promoting the brand/image of the Capital of Culture

+ Promoting the cultural programme of the Capital of Culture

Communications strategies attempted to tackle these goals in different phases of the project.

Priority audiences by location

The priority target audience for most cities was the local population, or regional if, as in Copenhagen,
there was a strong regional programme. For two ECOC, the national audience was equally or more
important than its local audience (Weimar and Avignon). Only two ECOC rated the European or
international public as priority target audiences (Prague and Bologna).

Priority publics by social group

ECOC also rated their priority publics among social groups:

+ Opinion-formers and cultural professionals were highest priority; followed by

+ Politicians, young people and children; then

+ Elderly people, ethnic minorities and disabled people.
Only a small number of cities identified audiences in the third group as a high prionty. However
respondents in these same cities also rated the more mainstream audiences as an equally high prionity.
Certain cities considered the target public for the ECOC events to be the “whole population of the city”.

This often reflected the absence of a plan for strategic communications and the lack of market
segmentation.

Palmer/Rae Associates, Brussels Page 79
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Communication, Promotion and Media Response European Cities and Capitals of Culfure

Tools for Communication and Promotion

Print media (posters, brochures, catalogues etc.) was the most important communication tool used by
the vast majority of ECOC, followed by broadcasting (television and/or radio), then the internet.
Merchandising and special events were less important communication tools for ECOC as a whole. For
an analysis of promotion of the ECOC to visitors, refer to the section on Visitor Perspectives.

a) Print and broadcasting:

The importance of print and broadcasting to ECOC reflects the great potential of these media,
particularly in ECOC before the development of the internet as a primary tool of communication. It is
likely that future ECOC will view the internet and new technologies as primary toals.

Many ECOC produced advertisements and programmes for television, radio and cinema. Although
respondents rated broadcasting as a high prionty, few ECOC provided details on their approach. It is
unclear for example whether or not ECOC paid for such coverage. Most ECOC were unable to submit a
breakdown of communications costs.

All ECOC used official programmes, posters, leaflets, newsletters and magazines to promote and
communicate the year. Some ECOC sent programmes to all households in the city (Helsinki,
Stockholm). Many produced and distributed regular programmes in collaboration with newspapers.

The effective communication of the events in the programme was a major challenge for ECOC. Not only
is ECOC a complex and sometimes confused concept, but many featured long and complicated
programmes and most were trying to reach a number of different audiences. The sheer number of
partners and projects made it difficult for some ECOC organisations to collect the necessary data to
produce a comprehensive calendar or agenda. The themes used to guide the creation of the programme
were often too abstract or complicated to communicate easily to the public. ECOC adopted several
strategies to try to address this: Bruges for example used a short commissioned poem to provide a
structure, adding details of the programme organised by discipline and by calendar at the back of the
publication. Lille responded to early crticism of its communication of events by creating programmes in
many different formats, including monthly programmes and leaflets on specific projects. Graz produced
over 3000 different kinds of publicity material.

Promotional campaigns were frequently organised with and supported by both public and private
partners. The offer of promotional space and matenal was one type of in-kind sponsorship, especially by
transport and media companies. Almost three out of four cities worked with tourist boards as
communication partners, a similar number had partnerships with hotels, and around two-thirds
collaborated with either tour operators or airlines. Lille has a promotional campaign in partnership with
Eurostar and SNCF; Bergen worked on advertisements and ticket deals with SAS; Brussels arranged in
store advertising in Delhaize supermarkets. Such partnerships are dealt with further in the section on
Visitor perspectives.

All cities produced a special ECOC logo, for example Helsinki’s white star or Graz's “0003".

TWO THOUSAND THREE

CULTURAL CAPITAL OF EURDPE

Many cities chose their logo on the basis of a design competition. Some designs attempted to reflect
both the city and the programme. To communicate Lille’s regional prgramme part of their graphic identity
was a bar code indicating where the event/project was taking place.

Associates, Brussels
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European Cities and Capitals of Culture Communication, Promotion and Media Response

Genoa's “GeNova" reflected the new image of the city. Other logos were inspired by local symbols:
Salamanca's was based on a fifteenth century painted ceiling in the university.

GE

OVA
0!

A common star logo was created for the nine ECOC of 2000, although it was not used by all nine cities.
Helsinki, Reykjavik and Santiago developed a variation of the common logo for their ECOC.

Logos featured on programmes and posters; they also appeared on merchandise, buses and trams in
most ECOC. Some ECOC were very aggressive in their use of their graphic identity. Graz promoted its
logo so effectively that it appeared on bathroom tiles in those houses that benefited from renovations.

Careful consideration was also given to the typeface and colours that made up ECOC graphic identity.
Some recent ECOC put a special effort into branding technigques, including Graz, Bergen and Helsinki.
These combined a graphic identity with key features of the event to try to associate the ECOC with
certain values or ideas. Graz won a number of awards for its promotional campaigns.

Cities chose how prominently they wanted to promote the ECOC organisation itself. A strong brand
might create greater awareness of the fact that the ECOC was happening, or of the basic themes and
slogans of the programme. On the other hand it might not communicate the programme in detail, or help
cultural partners win recognition. Several cities reported that partner organisations were unhappy
following publicity guidelines created for the ECOC brand, fearing a loss or dilution of their own identity.

Branding also raises questions of continuity. In one ECOC, the organisers felt the city had missed an
opportunity by not using the ECOC brand for future city promotion after the cultural year had finished.
However, a few cities continue to highlight their past ECOC in promotional material, but do not seem to
use the onginal graphic identity.

b) New technol and new media

The use of intemet was a low prionity for three cities, two of which (Luxembourg and Copenhagen) took
place before many important developments in this field. Almost all ECOC created web sites since 1995.
After 1997 a majority used email messaging or electronic newsletters, and half had electronic ticketing
services. Stockholm was the first city to attempt to exploit new technology. The most comprehensive
approaches seem to have been in Helsinki and Graz, where the ECOC used e-conferences and
debates, internet broadcasting, and the use of SMS and ATM machines.

Seven ECOC reported figures for the use of their web sites, using two different units of measurement
(visits and page requests):

Unit City Number

Bologna 2000 200.000

Visits Reykjavik 2000 300.000

Rotterdam 2001 350.000

Helsinki 2000 600.000

Salamanca 2002 10.139.000

Porto 2001 11.379.603

Page requests o ogna 2000 16.488.984
Graz 2003 22 .900.000
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It is not easy to make compansons between ECOC, as cities counted either the number of individual
web pages downloaded, or the number of visitors to the site. Bologna counted both, and recorded 16,5
million page requests made by 200.000 visitors. Bologna was also able to measure the origin of visitors.

c) Merchandise

Two cities (Bergen and Bologna) reported a higher priority for merchandise as a promotional tool than
the other cities. However many ECOC produced a range of merchandise, intended both as a source of
finance and to promote the event. Common products included lighters, T-shirts, caps, stationery and
crockery. There were some more unusual examples: one company in Thessaloniki suggested producing
a branded watch that would contain an electronic ticket to some events (although the idea was rejected
by the board). Bologna produced a selection of Italian wines; Stockholm and Weimar, both cities with
strong traditions for design, asked design students to create products, such as a Goethe-shaped baby's
dummy; the “Bergen dollar” was legal tender in the city in 2000, and featured on national television
news.

As well as licensing the merchandise, cities had to amange for its distribution. Many ECOC had a central
vendor, sometimes at the same place as the information point. At least one city found that this did not
meet demand, and thought they might have improved distribution with more outlets.

Income generated from merchandise sales is often combined with other sources of eamed income in
ECOC budgets, but was generally very small. Some ECOC did give separate sales figures, varying from
80.000 to 180.000 Euros.

d) Special events

The organisation of special events was another important promotional tool for ECOC. One of the most
important was the opening event of the ECOC, often outdoors despite the winter weather, featuring
music, fireworks, acrobats and more. For many ECOC, the opening event was one of the most papular
of the year: Lille for example reported 600.000 visitors. For more information on special events, refer to
the section on the Cultural programme.

e) Other initiatives

Many ECOC ran an information centre in the city. At least six ECOC put effort into creating a cultural and
information centre that also provided a venue for projects, and acted as a visible and accessible sign of
the ECOC in the city. Copenhagen, in addition to a central information point, used a boat, the Ferry
Kronberg that also made voyages to cities around the Baltic.

In at least five cities the director seems to have been a well-known figure or celebrity himself (in all cases
the person was male).

At least three cities created “ambassadors” programmes, using networks of volunteers to spread
information and coordinate group visits to events.

At least three cities also used food to promote the ECOC. Salamanca produced a special menu of
regional specialities; one of Bergen's sponsors produced a range of meat products, one for each of the
nine ECOC in 2000. In Brussels one of the main chocolate manufacturers produced chocolates with the
ECOC logo.

Like the visual brand, some of these initiatives raised questions of sustainability, for example of whether
to maintain the information centre or ambassadors programme after the Capital of Culture year. In the
end, the majority of information centres were closed at the end of the year, Copenhagen for example
sold the Ferry. One of the ambassadors’ programmes was also ended, something criticised in the final
evaluation for that ECOC.
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Press Coverage

All ECOC used the press to promote their event. ECOC organised press conferences and interviews,
and most organised familiarisation visits for the press. Several organisations with limited budgets
mentioned such trips as an expensive but nevertheless valuable tool. Some ECOC prioritised efforts to
win good press coverage over paid press advertising, using it as a cheap method of promotion.

Several ECOC carried out detailed monitoring and assessment of media coverage. The data submitted
by ECOC does not allow much comparison, since different kinds of statistics were produced by cities.
ECOC made a number of choices when measuring and evaluating press and media coverage:

+ Which geographical areas were represented — the most common distinction was
between figures for national and intemational media, although at least five cities reported
figures that combined the two

+ When surveys were made — some ECOC did not specify whether their figures included
the years leading up to the ECOC event. Given the extensive coverage during
preparations in some instances, this can make a great difference to the total. The
combined press coverage in the three years before Graz and Copenhagen was roughly
equal to coverage during the year

* Whether results were counted or estimated — at least five cities highlighted the fact that
their figures were estimates

»  Which units were used — this issue seems more important in the measurement of
broadcasting. Several cities measured the number of broadcasts, while three cities
measured air time (their results varied between & and 600 hours). Measuring in different
units was also an issue for press cuttings, as some cities counted articles mentioning the
ECOC, and others articles specifically about the ECOC, or articles promoting or
reviewing associated cultural events.

What is clear is that ECOC between 1995 and 2004 attracted extensive media aftention. ECOC reported
a total of 125.000 newspaper and magazine articles between them, and 9.200 television and radio
broadcasts. The actual figure is likely to be significantly higher. Cities such as Porto, Graz and
Copenhagen were the subject of tens of thousands of articles, both in the year and during preparations.
In some cities preparations were subject to extensive debate not only in the local but also in the national
press. Major international newspapers, magazines, television stations and radio stations covered the
events in most ECOC. Public opinion polls conducted for one third of ECOC show that national
awareness of the event was often extremely high.

The quality of overall coverage however varied significantly between ECOC, between different types of
media, and chronologically through the preparation, implementation and aftermath of each ECOC.
Several respondents thought that international coverage tended to be more positive than national and
especially local media. Negative local coverage was a major concem for eight of the ECOC, often
developing at an early stage of the project. Respondents mentioned a number of contributing factors to
negative coverage, including the legacy of earlier unpopular events, a lack of information in the early
stages, controversies within the organisation, disputes with other institutions, and controversial project
proposals. The quality rather than just the quantity of media coverage of ECOC has been studied in a
few cases (for example Copenhagen).

Expenditure

Of the 21 ECOC in this study, 17 reported figures for their expenditure on communications and
promotion. These vary from under 1 million to 14 million Euros per city; the average ECOC spent just
over 6 million Euros, around 14% of the total operating expenditure of those cities. The 17 together
spent at least 105 million Euros. It is important to note that ECOC often cooperated with partners
(municipalities, tourist boards, sponsors etc.), some of whom invested heavily in promation of the event;
these additional amounts spent on communication were generally not accounted for by the ECOC
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organisations budget. An assessment of the finances of ECOC appears in the section on Economic
Perspectives.
Staff and Organisation

The wide variation in communication budgets reflects in part the number of staff involved in the
communication, marketing, press or promotion departments of ECOC. These ranged from one member
of staff in Avignon and Reykjavik to around 40 in Graz, including call centre and ticketing staff. Graz was
an unusual case, however, as the ECOC handled international marketing and design within its
operational team.

Many ECOC outsourced parts of their communications functions, especially web design, advertising
design, and overseas promotion. Rotterdam confracted a separate organisation to handle most of its
communications. As with data on promotional spend, their involvement means it is hard to make reliable
comparisons between the number of staff engaged in the communication efforts of each ECOC.

The structure of the ECOC organisation is discussed in an earlier section.

Problems

The vast majority of ECOC reported difficulties with communication, although these varied considerably.
The most common were:

+ Limited budgets

+ Limited preparation time
+ Insufficient personnel

+ Inadequate strategy

Fourteen cities mentioned one or more of these.

Advice

Many respondents emphasised the importance of communications. Respondents underlined that the
importance of communications should influence ECOC prionties, in terms of the following:

* Assigning more money to marketing and communication
* Taking more time and thought to develop a comprehensive communications strategy

+ Insisting on a dialogue between programming team and communication department
from the very start of the project

* Not underestimating the work load involved.

Given the relevance of having a presence within the media in order to raise the profile of ECOC and the

wide variations in the measurement and evaluation of press coverage of ECOC, it would be advisable to
develop standard European technigues to monitor international coverage. A system of monitoring could

be established that would be based on the already strong trend for most key national papers, some local
papers and specialist publications to be placed within electronic databases.
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CCEsSS European Cities and Capitals of Culture

Keys to Success

Critical Success Factors

In answer to the question “what, in your opinion, are the most critical success factors of the Capital of

Culture”

, many respondents from all cities replied, and a large array of different thoughts and points of

view were put forward. The spectrum of responses to this question reflects the diversity of ECOC
programmes and the uniqueness of the event to each city; what may be a success factor in one city may
not necessarily be transferable to another. It also reflects the different interpretations of success by
different individuals. What does it mean to have a successful Capital of Culture? Success is always
relative and can only be measured against aims and objectives. For example, if a city did not have as an
objective the improvement of cultural infrastructure it cannot be deemed unsuccessful for not stimulating
capital projects. The debate then focuses on whether the aims and objectives developed were the right
ones for the city.

There is not therefore a recipe or formula for success for ECOC. However, there were a number of
common success factors raised by respondents. These included:

Context: the city must develop a programme that is right for that city at that time. Each city is at
a different phase of its historical, cultural, social and economic development, and this context
must be taken into consideration.

“Start with what's important in the city”
Local involvement: the engagement and ownership by the local population is crucial.

“It is very important to make projects with and not for cifizens”
Partnerships: the development of partnerships with many different stakeholders is of primary
importance: cultural institutions, local independent arts groups, business and tourism sectors
and social services/community organisations.

“Profound collaboration with local partners”
Long-term planning: both advance planning and post-ECOC planning are essential.

“Plan before and after the journey, and always exceed the speed limit”

Political independence and artistic autonomy: the cultural programme should not be
influenced by political interests and the operational structure should have artistic autonomy.

‘Never leave it (the cultural programme) in the hands of the politicians”™
Clear objectives: clearly defined aims and objectives must be developed.
‘Defined goals and a clear profile”

Strong content: the programme should be unique and visible with a balance of different types
of projects.

“A creative approach that ensures event distinctiveness”

Good communication and marketing: a clearly defined communication strategy is
indispensable.

“An extensive and broad based communication effort”
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Sufficient funds: a confirmed budget should be in place as early as possible in the preparation
phase.

“Solid financial background”

Strong leadership and committed team: an independent director with an international vision
and leadership skills to head a team of committed staff should be recruited.

“The clear and absolute competence of a director and a good team”

Political will: the project needs political support especially if it wants to have a sustainable
impact.

“Active and interested political leadership”

Other factors mentioned but that were expressed less frequently include:

Investment in cultural infrastructure

Integrated educational and community programmes
A sense of excitement and enthusiasm in the city
Projects in public spaces

International linkages and cooperation

Other issues have been raised by individuals:

“Clear and rather radical choices are better than a lot of everything”
"Avoid excessively ambitious statements and thus conflicting priorities™
“Events must become organic parts of the city life”

“Evaluation and follow-up are important”

“Start and end with a bang”

‘Do a small number of things well”

Most Important Piece of Advice

As for the previous question, respondents gave what in their view was the most important piece of
advice for other cities planning ECOC. In many cases, the advice coresponded to suggestions given for
success factors above and reflected individual circumstances of cities. There are, however, a number of
issues that were expressed more frequently than others. The most common advice given by
respondents was:

Concentrate on the long-term perspective
“Integrate the ECOC in a long-term project to ensure legacy”
“Identify the long-term legacy benefits in advance™

“Be prepared to invest to susfain the momentum”

Palmer/Rae Associates, Brussels Page 153

84



“Future effects will be greater if some kind of city plan is developed or followed during planning
and afterwards”

“Build up cultural institutions and public participation and interest in cufture rather than the “big
bang effect” of glamorous events that leave little behind”

“Create sustainable programmes”
“Fireworks are often fantastic but you cannot use them for heating purposes”

“The city must be prepared to follow through on its initial investment in terms of money and
political commitment”

Ensure ownership by the local population
“Make sure that the local population feels part of the project”
“Involve ALL the population™

“Make sure the event is owned by the local community — this is the key factor to ensure
sustainability”

“Try to get people involved in developing objectives”

“Make sure you get your own people excited about it then you will attract visitors as well”
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» Planin advance
“Start at least 3 years before the year”
“You can never begin too early”
“Plan well ahead”
+ Be selective
“Define a limited number of objectives and goals™
“Be ambitious but realistic”
“Be uncompromising in some ways and cooperative in athers”
“Focus on fewer projects”
“Try to be selective, put quality first — and do not try to please everyone!”
‘L ess events, better selection, more success”
* Secure the budget
“Start from a strong financial base”
“Secure a sufficient amount of resources”
“Have a sound budget”
+ Use the opportunity
‘Do something creative, something new”
“It is a fantastic opportunity to do something different — something you could not normally do”
“Be bold and exploit local talent”
“Be ariginal, not a copy”
“Go for it and do your own thing”
“Create controversy”
“ECOC is a vehicle for change and a strong vision and themes are needed”
+ Focus on the cultural programme
“Have a clear artistic vision”

“The artistic and cultural programme is the base, the heart and soul of it. Every other aspect,
marketing, brand management, sustainability, economic factors etc anse from this”

* Strong leader and professional team
“The most important thing is to select and then support a strong infendant”

“To find a fascinating and at the same time effective director”
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“Find a professional, ambitious and creative team”
s Other pieces of advice
“Infrastructure is important”
“Think international: act focal”
‘Do not underestimate the costs and energy needed for good communication and promotion”
“Clear goals should be matched with suitable resources for measurable ends”
“Good organisation is better than a lot of money”
“Clear strategy is vital”
“Do not believe you can change either cultural structures or cultural habits by single events”

“Accept that there will be tensions and problems to face during the course of the project”

Most Beneficial Type of Large-scale Event for Cities

This guestion asked respondents to rank in order of prionity the large-scale cultural event they thought
benefited cities the most out of four choices. 56% of respondents rated ECOC as the most beneficial
large-scale event and a further 24% rated it as the second most beneficial event for cities. As all
respondents were answering the questionnaire in relation to ECOC, the high support for the ECOC
event might have been expected. Other large-scale projects, such as major building projects (‘the
Guggenheim effect’) were also considered by some to bring major benefits.

Which events benefit cities the most in order of priority
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Recommendations to Improve the Transfer of Knowledge and Best Practice
between Cities

Respondents were asked what they would recommend, if anything, to improve the transfer of knowledge
between cities. Only one person out of 111 that answered that question felt that no improvements were

Page 156 Palmer/Rae Associates, Brussels

87



European Cities and Capitals of Culture Keys to success

necessary. The most common recommendation, given by two-thirds of respondents to that question,
was for an effective network of ECOC, although this suggestion most likely did not refer to the existing
network. Although a network of ECOC cities was founded in 1990 (“the Network of European Cities of
Culture and Cultural Months™) with one of its objectives to share information between past and future
ECOC, respondents involved in this network said that very few past ECOC directors were now
members, and that it was not the meetings of this network that promoted an exchange of experience, but
rather informal discussions with certain experienced individuals. An accurate list of strong contacts was
considered more valuable than an organised network.

The chart below gives details of the number of people who chose each method for improving the transfer
of know-how. One person suggested that project organisers (not just ECOC directors) in different ECOC
would also benefit from exchanges and meetings with each other.

Recommendations to improve the transfer of knowledge and best practice
between cities

An effective netw ork of European Capitals of Culture

Pubdic ati of terial on dedicated w eb site

Workshops, seminars and training courses

More comprehensive evaluations and studies
Creation of a special independent organisation/secretariat for
the European Capital of Culture

Books and guides
Collection and transfer of know ledge managed by the BJ
Other

Mo improvements needed

S L L A A

percentage of respondents

Advice from Other Cities of Culture

From 1990 onwards, most ECOC examined to some degree the experience of previously designated
cities, and many actively sought advice from them. There has been no consistency in the manner with
which cities have sought such advice (in some there was informal contacts between Mayors; in others
past directors were invited to share experience; in still others delegations would visit past ECOC and
draw their own conclusions).

Cities most frequently cited as offering strong advice were Glasgow, Copenhagen, Stockholm and
Antwerp, cities which shared certain similanties in their objectives and outcomes.

No Simple Key to Success

It is clear from the views of respondents that a complex event like ECOC with multiple objectives
requires a delivery strategy that corresponds to its many objectives. Although the principles appear to be
common to all ECOC, the uniqueness of each city necessitates a fresh view about how the principles
might be applied in relation to a city’s particular situation. Several respondents commented that although
they had sought advice from and listened to others who had experience, they nevertheless proceeded to
make most of the same mistakes. Listening to good advice is one thing; actually knowing how to apply it
effectively or adapt it to suit local circumstances is another.
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A questionnaire for the online consultation on the future of the European
Capitals of Culture

Meta Informations

Creation date 12-01-2011

Last update date

User name null

Case NHumber 707302939031901211
Invitation Ref.

Status N

SECTION 1: ABOUT YOU

1.1 Please state your name (sumame, first name) Simon Petr

1.2. Please state your e-mail address simon@plzen2015.cz

1.3 In which country are you located? CZ Czech Republic

1.4 In what capacity are you participating in this An organisation

consultation?

1.4a What is the name of your organisation? Pilsen 2015

1.4b What type is your organisation? Hon-profit-making cultural association
1.4c What is the size of your organisation? Less than 11 employees

1.4d In which sector does your organisation operate?  Other cultural sector

Please specify Capitale européenne de la culture

1.4e Were/are you involved in the preparation or Yes - involved in a successful application for the
implementation of an ECoC? ECoC title

Please specify the city/year of the ECoC Pilsen / 2015

SECTION 2: OBJECTIVE OF THE ECOC

2.1 In the current rules for the ECoC, the objective Still fully relevant
of the action reads as follows: "to highlight the

richness and diversity of European cultures and the

features they share, as well as to promote greater

mutual understanding between European

citizens”. After 25 years, is this objective:

2.2 To what extent do you believe that the ECOC To a great extent
generates the following long-term benefits for cities

holding the title and for their citizens: a) More

vibrant cultural scene in the city
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b) Wider participation in/access to culture for
citizens

c) Better awareness of European culture(s)

d) More likely to participate in European exchanges
and networking

e) Better international profile and image for the city
f) Sustained increase in tourist visits

g) Economic benefits (e.g. new business investment,
new jobs)

h) Social inclusion through culture

i) More favourable view of Europe and the EU

2.3 Would you like to comment on the benefits that

cities and their citizens enjoy?

2.4 To your mind, should the ECoC action continue
after 20197

To a great extent

To a moderate extent

To a great extent

To a moderate extent

To a moderate extent

To a moderate extent

To a moderate extent

To a moderate extent

Les citoyens peuvent bénéficier les avantages de la
Capitale européenne de culture seulement quand il y
a un accord (et soutien) entre les politiciens,
citoyens, ONGs, établissements culturels etc.

Yes

SECTION 3: CRITERIA TO BECOME A ECOC

3.1 Criterion 1 (European dimension): foster
cooperation between cultural operators, artists and
cities from the relevant Member States and other
Member States in any cultural sector. To what
extent is this criterion relevant?

3.1a Should future ECoC be required to place more
emphasis on this criterion than have previous ECoC?

3.2 Criterion 2 (European dimension): highlight the
richness of cultural diversity in Europe. To what
extent is this criterion relevant?

3.2a Should future ECoC be required to place more
emphasis on this criterion than have previous ECoC?

3.3 Criterion 3 (European dimension): bring the
common aspects of European cultures to the fore.
To what extent is this criterion relevant?

3.3a Should future ECoC be required to place more
emphasis on this criterion than have previous ECoC?

To a great extent

About the same emphasis

To a moderate extent

Less emphasis

To a moderate extent

About the same emphasis
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3.4 Criterion 4 (City and citizens): foster the
participation of the citizens living in the city and its
surroundings and raise their interest as well as the
interest of citizens from abroad. To what extent is
this criterion relevant?

3.4a Should future ECoC be required to place more
emphasis on this criterion than have previous ECoC?

How?

3.5 Criterion 5 (city and citizens): be sustainable and
be an integral part of the long-term cultural and
social development of the city. To what extent is
this criterion relevant?

3.5a Should future ECoC be required to place more
emphasis on this criterion than have previous ECoC?

3.6 Are there any other criteria which should be
prioritised by the ECoC?

To a great extent

More emphasis

To a great extent

About the same emphasis

Il faut chercher de nouvelles méthodes progressives
pour intégrer les citoyens dans 1" UE, il faut propager
la créativité a tous les niveaux, de nouvelles
approches etc.

SECTION 4: SELECTION PROCEDURE

4.1 To your mind should the selection of ECoC after
2019:

How many Member States should be entitled to host
the event every year?

Please specify

Be based on a new chronological list of Member
States in order to ensure equal opportunity for each
Member State (without taking into account their
potential in terms of number of cities with the
capacity of hosting such an event)

Three Member States or more

Il faut le proposer aux pays qui ne sont pas membres
de l"UE. D" autre question ¢ est comment coopérer
avec de petits pays ol il n"y a pas assez de
candidats potentiaux (p. ex. Luxembourg...)

SECTION 5: DURATION OF THE EVENT

5.1 Do you believe that the current duration of one
year is:

About right

SECTION 6: TERRITORY COVERED

6.1 To your mind, should the ECoC title after 2019:

Under which conditions?

Be open also to the participation of metropolitan
areas

La ville devrait rester noyau de la région, mail les
activités régionales devraient étre plus soulignées et
soutenues.
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SECTION 7: PARTICIPATION OF EUROPEAN THIRD COUNTRIES

7.1 Should the ECoC title after 2019:

Be opened up again to third countries in Europe

SECTION 8: IMPLEMENTING MEASURES

8.1 In the six years between the selection of city and
the actual year of the title, two monitoring meetings
are organised in order to enable the European panel
of independent experts to follow the progress of the
preparation and if needed to issue recommendations
to the city. To your mind, is this monitoring
procedure:

Should the monitoring procedure be reinforced?
How?

8.2 A guide to candidate cities has been published
which describes the various steps of the selection
procedure, explains the selection criteria and offers
a list of good practices taken from past capitals. To
your mind are this type of publications:

Should this type of publications be further
developed?

8.3 Since 2009, the European Commission has
organised several meetings enabling the exchange of
experiences between past, present and future
capitals, as well as with candidate cities. To your
mind are such meetings:

Should these meetings be further developed?

How?

8.4 If the preparation of a designated city progresses
well and if all the recommendations of the European
panel of independent experts have been
implemented, the European Commission awards a
money prize to the concerned city three months
before the start of the year. The prize ("Melina
Mercouri prize") is currently worth 1.5 million Euro
for each city hosting the ECoC. In your opinion, how
much EU funding should each ECoC receive?

Useful

Yes
En bénéficiant les consutations non-officielles, plus

de rendez-vous etc.

Useful

Ho

Useful

Yes

En organisant des workshops avec des représentants
de la Commission, des Capitales courantes ou
futures. Il faudrait partager ainsi le savoir-faire.

Maore than €1.5m
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Please explain La Capitale devrait bénéficier aussi les subventions

d"ERDF ou d”ESF.
8.5 Are there any other measures the European L Etat de la Capitale devrait plus participer
Commission should develop in order to support cities = (financiérement, au niveau publicitaire pour les
applying for or holding the ECoC title? habitants du pays etc.) a | événement.

SECTION 9: VISIBILITY
9.1 Do you agree with this quotation? Agree

9.2 To what extent are the ECoC (in general) visible  Fairly visible
across Europe?

9.3 How could the visibility of the ECoC be
improved?

SECTION 10: OTHER COMMENTS

10.1 Do you have any other comments? Les hommes politiques devraient avoir confiance a
" équipe - la laisser travailler indépendement pour
qu’elle puisse réaliser ce qu”elle a présenté et
promis dans le dossier de candidature (application).
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