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Tender for Selection of Public Relations Company for the

Israel Ministry of Tourism in Italy

1. General

1.1

1.2

1.3

The Israel Ministry of Tourism (hereinafter mentioned as "IMOT") and/or the Israel
Government Tourist Office in Milan, Italy (hereinafter mentioned as "IGTO" and/or
"IMOT/IGTO") are undertaking a tender, to select a Public Relations Agency
(hereinafter mentioned as the "Bidder" and/or "Bidders') to plan and execute a
Public Relations Strategy in Italy, to promote Israel as an tourism destination.

IMOT will contract the winning bidder for a period of 3 years (36 months), with an
option to extend the contract for additional 2 consecutive periods of 1 year (12
months) each, but not to exceed a total period of five years (60 months)

All proposals submitted by the Bidders shall be examined and evaluated by a Tender
Selection Committee, in Accordance with the Israel Mandatory Tender Law, and its
regulations. (Hereinafter referred to as the "Tender Law).

Under no circumstances this Document shall constitute an offer to make a binding
agreement but shall be treated as invitation to the Bidders to submit the proposals
subject to review, rejection and/or acceptance by IMOT/IGTO at their sole discretion
without any commitment

2. Essence of the Contractual Relation and of Services to be Provided

2.1

2.2

The winning Bidder shall prepare and execute, in accordance with periodical IMOT/
IGTO marketing and activity briefs, and available budget, a Public Relations Strategy,
including Public Relations activities, in Italy, for the purpose of promoting tourism to
Israel.

The winning Bidder shall be required to promote Israel to the final consumer (general
and Christian, mostly Catholic), the professional trade industry, and the travel trade
and general media.
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23

24

The contract shall contain a provision that the Bidder shall provide inter alia, a

minimum of 120 hours service in total per month, and shall be at the disposal of IGTO

at all reasonable times.

The winning Bidder shall be required to designate an account team of at least one

senior expert, and two experts, in accordance to article 3.1.6. The senior expert shall

provide at least 25% of the monthly services hours.

3. Main Tender Pre-Conditions. Terms and Conditions

3.1

Proposals are welcomed by Bidders which comply with these preliminary pre-

conditions:

3.1.1

The Bidder shall be an expert in tourism destination management and

promotion, and must have prior experience in Tourism Marketing.

The Bidder shall have at least 5 years of experience, as defined in article 3.1.1,
in the past 10 years, out of which at least 3 last years.

The Bidder shall be a company or other approved entity with incorporation

documents in Italy
3.1.3.1 The bidder shall submit the Constitution of the company or entity, as

effective on the date of submission.

The Bidder shall have financial stability and strength, showing an annual
turnover of at least 500,000 euro in Public Relations activities (excluding
advertising income) in Italy based on audited Financial Statements for the years
ending 2008, 2009 and 2010, to be submitted by the company or entity, and
certified by its accountant/auditor.

The Bidder shall have a staff of a minimum 5 or more permanent professional

PR employees.
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3.2

3.1.6 The winning Bidder account team shall consist of:
* At least one senior expert, to act as an account director, with a minimum

of 5 years experience, in the past 10 years, out of which at least 3 last
years. The needed experience shall include: directing, designing and
executing tourism destination promotion PR campaigns, of at least
100,000 euro per customer account annually, during each of those 3
years, in Italy
* A 2 member team which shall have proven experience implementing
tourism related marketing and public relations strategy and campaign, in
Italy. The team members will have the following experience and proven
expertise:

o Trade Marketing- at least 3 years experience;

o Public Relations - at least 3 years experience;

o Christian - Catholic Market Activities- at least 3 years

experience;

No Bidder may or shall be involved at any time during the agreement period in
handling a similar account for a destination competing with Isracl. Competing
destinations are: Greece, Egypt, Jordan, Syria, Turkey, Cyprus, Morocco,
Tunisia, Malta and the Palestinian Authority.

The Bidder shall sign an affidavit certifying the above (appendix D).

4. Submission

4.1

4.2

The Bidder, submitting a proposal for this Tender, shall submit all relevant
documentation and information, and sign in initials the entire draft agreement on each
of its pages, (including its appendixes where applicable).

The following must be submitted with the bid:

4.2.1 Bidder's company profile, detailing its business and development to date,
previous PR experience, This will include: experience with promotional
partnerships, sponsorship, and brand identify development.
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4.2.1.1 * Existing relationships with key travel media trade/consumer
press/life style media

Previous experience with branding and preferably cross
branding activities

A history of media relations based on a results orientated
approach

4.2.2 Detailed profile of the entire Bidder's IGTO account team who shall be working

on a permanent and on-going basis with IGTO and IMOT, including detailed
past experience, relevant to this Tender's requirements.

4.2.3 A detailed written proposal, based on the marketing brief (appendix A), which
will include:
* A market research paper, including Italy outgoing consumer, trade
industry and trade-press trends.
Suggested PR strategy. The PR strategy shall include:

o Communications/public relations plan targeting trade and
consumer (travel, lifestyle, print, broadcast and online media)

o PR strategy for social and niche audiences such as Gay/Lesbian,
wine & food, pilgrims, etc.

The proposal must include a budget estimate table for all proposed
activities.

A detailed table presenting the estimated hourly team time allocation,
(on an average monthly basis).

A proposed mechanism for a quarterly based activities report, which will
include a proven methodology for measurement and ROI of
communications investment.

The proposal may include any additional relevant materials (including

video, stills, multimedia, etc).

4.2.4 A statement detailing customer references, in the required area of expertise, as

abovementioned (Appendix C).

4.2.5 An Affidavit from the Bidder that all information presented is true and no

relevant information has been omitted from this tender.

4.2.6 A Price Bid, proposing the monthly retainer for the services to be provided,

based on a minimum of 120 monthly hours of service (see Appendix B).
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4.2.7 Anupdated D.U.R.C. (Dichiarazione Unica Regolarita Contributiva).
4.2.8 All documentation required, as mentioned above in article 3.

4.2.9 Any additional information, and/or supplementary documentation that are

relevant to support statements made in the proposal.

4.2.10 Resolution of the Board of Directors, or effective managers, of the Bidder
approving and authorizing the Bid, as well as assuming all of the
responsibilities and undertakings, as contemplated by the Tender and its
appendixes.

4.2.11 An updated detailed company search printout, at the Registry of companies.
(Printed within the 14 business days, prior to the submission of this
document).

5. Submission of Proposals

5.1

52

The proposals must be deposited at the IGTO Milan offices in Milan, Italy, and

placed in the clearly designated tender box, in the following address, no later than
05.05.2011

Tender Box

Ufficio Nazionale Israeliano del Turismo
Via Monteverdi 11 — 6 piano
Milano 20131

The Tender Box shall be clearly marked and available for submission of bids, from
the 1% business day, after the date of the publication of this tender.

Any changes in the submission location, or procedures, shall be published on the
tender homepage on: www.goisrael.it/italy-PR-tender.

Bids may not be submitted by fax or e-mail. Any such submissions shall be
disqualified.
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54

Bids must be submitted in 3 separate blank sealed envelopes with identical contents.

Each envelope must contain 1 complete copy of the bid documentation.

Write only the number of the tender on the envelope: "IMOT Tender 09/2011"

5.3.1

532

A separate sealed envelope, containing the Price Proposal (appendix B, in its
entirety) shall be attached to each copy of the bid, inside each of the 3
submitted envelopes.

The Bidder shall indicate the name of the person at his agency who will be the
contact person for the IMOT regarding the participation in this tender, and
supply all contact details (address, telephone, fax, e-mail) , accordingly.

This information shall be deposited in a separate sealed envelope and attached,
on the outside, to each of the sealed proposal envelopes.

All Materials must be submitted in English. An additional identical version in Italian

may also be submitted.

6. Criteria for the Selection and Acceptance of Proposals

6.1

The selection of the winning Bidder shall be the result of a competitive

process, comprising of 5 stages, at the end of which a score table will be

tallied with the cumulative score of stages 2-5:

6.1.1 Stage 1: The Preliminary Screening Stage

The Tender Committee will examine whether the Bidder has met the
pre-conditions, as described in article 3.

Only bids, meeting these pre-conditions shall qualify to proceed to
stage 2 of the tender. This stage does not constitute a score in the
initial or final scoring of the proposals.

Stage 2: Evaluation of the Bidder
The Tender Committee will evaluate the quality of the bidder, in
accordance with the criteria described in the following table:
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Selection Criteria Quality Max | Possible Guidelines
[Factor Score Score
Company Background 14%
Bidder's Experience in executing | 5% 5% |10 or more major projects
tourism destinations PR 3%  |8-9 major projects
campaigns. 2%  |6-7 major projects
1%  |4-5 major projects
* Major project — defined as a marketing campaign at of least 100,000
euro annually.
Previous professional experience | 2% 2%  |3or more NTO/RTO.
in long term service of National 1% 2 NTO/RTO.
Tourist Boards and/or Regional 0%  [No esperience.
Tourist Offices. Long term experience — defined as at least 3 years of contiuous
service, and an annual account exceeding at least 100,000 euro.
Previous professional experience | 4% 4% 3 or more clients/tourism industry companies
in working with tourism service 2%  |1-2 clients/tourism industry companies
providers such as travel trade 0%  |No experience
press, tour operators, airlines,
travel agencies, hotels, etc.
Previous professional experience | 3% 3%  |Experience - 3-4 major projects
in working with Christian 1%  |Experience - 1-2 major projects
catholic and other communities 0%  |No experience.
in Italy, which has an affinity to
Israel, and constitutes potential * Major project — defined as a marketing campaign of at least 50,000
tourists. e
TOTAL SCORE STAGE 2: 14% 14%

This stage will comprise 14% of the total score for the bid.

Page 9 Of 43




6.1.3 Stage 3: Evaluation of the Written Proposal
The Tender Committee shall evaluate the Bidder's PR strategy proposal, in

accordance with the following criteria:

Selection Criteria Quality Factor| Max Score | Possible Score Guidelines
Quality of the Written Proposal 25%
Research Paper 8% The Tender Selection Committee will

analyze the ability to research and analyze
the relevant PR customers (consumers
imedia, professional trade, Christian
catholic decision makers, celebrities, etc),
and their compatibility with the market
brief, and IGTO objectives.

Public Relations Strategy 17% The Tender Selection Committee will
analyze the written PR strategy, based on
its proposed actions, anticipated results,
and suggested budgeting, and
compatibility with the market brief, and
IGTO objectives.

TOTAL SCORE STAGE 3 25% 25%

This stage will comprise 25% of the total score for the bid.

6.1.4 Based on the review of the material submitted, and the combined score attained
by the Bidders in stages 2 and 3, the Tender Committee shall rank and select the
top 5 scoring Bidders, as qualifying Bidders to participate in Stage 4.

The minimum combined score required to qualify stages 2 & 3 and to continue
to stage 4 shall be at least 27% out of the possible 39%.
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6.1.5 Stage 4: Evaluation of the Presentation
The Tender Committee shall evaluate the Presentation, given by the team that
would handle the IMOT account directly, based on the following criteria:

Selection Criteria Quality Max Score | Possible Guidelines
[Factor Score
IFrontal Presentation 26% The Tender Committee shall evaluate the

presentation based on its impression of the
professionalism of the PR team, its knowledge of
the Italian media and customer markets, and the|
Israel tourism product, and its ability to answer the|
questions of the Tender Committee, to its
satisfaction.

TOTAL SCORE STAGE 4 26% 26%

The presentation shall be based on the written Public Relations Strategy plan

submitted for stage 3, describing its planning and implementation.

This stage will comprise 26% of the total score for the bid

6.1.6 After completing stages 2 through 4, the combined cumulative scores of the
qualifying Bidders, shall be finalized, and will comprise 65% of the total score
of the bid.

6.1.7 Stage S: Evaluation of the Bid Price
At this stage the sealed bid price envelopes will be opened.

This stage, which will be comprised from the proposed retainer fee, will
comprise 35% of the total score for the bid.

The lowest bid will be used to calculate the score attainable for all the bids, and
will receive the maximum score, serving as a benchmark for all other bids.

Selection Criteria Max Score | Possible Guidelines
Score
Cost Factor 35%
Quoted Retainer 35%
Total SCORE STAGE 5 35% 35%
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6.2

6.3

The winning bid shall be the bid which has received the highest cumulative score

detailed above of stages 2-5.

6.2.1 In case of a tied score between two or more bids, preference shall be granted to

the Bidder with the higher score in stage 3

Bidder Notification Timetable:

The IMOT shall invite within 4 weeks of the final date of submission of bids, the top 5
scoring Bidders teams to make a presentation at IGTO office in Milan, Italy. Each
Bidder shall have 45 minutes for its presentation, followed by a 30 minute session of
questions and answers.

The IMOT shall notify the Bidders, who have made a frontal presentation, of its final
decisions, within 4 (four) weeks of the date of the oral presentation.

The IMOT reserves the right to extend these periods by advanced notice in writing,
and/or by publishing updates on the tender homepage on: www.goisrael.it/it-pr-tender .

7. Additional Terms and Conditions

7.1

7.2

7.3

The IMOT reserves the right to choose, at its sole discretion the proposal most
advantageous to it or not to choose any proposal at all. The IMOT reserves the right to
cancel the tender at any time. The IMOT reserves the right to request clarifications
from the Bidders.

The IMOT shall not take into consideration any unreasonable proposal, and/or a
proposal with missing details, and/or a proposal that does not qualify the pre-
conditions of this tender.

This tender document, and/or its appendixes, and/or any attached document/s, may not
be altered or changed. Any alteration, addition, or disagreement(s) stated and/or filed
(either in writing or in verbal form), may lead to the disqualification of the bid by the
Tender Selection Committee in accordance with the Israel Tender law.

The IMOT reserves the right, in whenever and wherever circumstances it sees fit, to
independently initiate public relations operations and/or use other PR agencies, as it
sees fit, at its sole and exclusive discretion.
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7.4

7.5

7.6

7.7

7.8

The IMOT reserves the right to negotiate the conditions and terms of the agreement
with the selected Bidder. Should the negotiations result in any changes to the
conditions, the relevant documentation shall be amended and signed by the Bidder, the
words "final" to be added to the appendix heading. The original Tender Documents
shall not be amended.

The winning Bidder will be required to sign the attached agreement (Appendix F),

which is a part of the Tender's documentation.

The English language tender document, brief, agreement and all other documentation,
will have precedence over any other language governing this tender, agreement/s, or
all other documentation.

This Tender, and all matter arising there from shall be governed in accordance with the
Laws of the State of Israel. In the event of any disputes regarding the Tender, the
competent courts of the State of Israel, District of Jerusalem, shall have exclusive
jurisdiction in all matters arising out of it, unless the parties agreed otherwise and this
is subject to the approval of the Ministry of Justice of the State of Israel.

All announcements and updates shall be publicized only on the dedicated tender

webpage that may be accessed by logging on to: www.goisrael.it/it-PR-tender.
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APPENDIX A
P.R. Brief per I'Italia

Cliente
* Ufficio Nazionale Israeliano del Turismo - IGTO Milano

Market Background

Popolazione — 60 milioni

Religione - 91% Cristiani di cui 87% cattolici

Ebrei - 0.1%

Musulmani - 2.1%

PIL - 29.900 $

A causa della crisi finanziaria e dell'aumento del costo della vita il trend & quello di fare vacanze piu
brevi all'estero la cui media durata € di 6 giorni. La maggior parte degli italiani fa le vacanze nei
tradizionali mesi di alta stagione (luglio / agosto — Natale). Molti vanno in vacanza anche nel periodo
di Pasqua

Statistiche in breve
2007 - Circa 22 milioni di italiani hanno viaggiato all’estero - 82,000 dei quali hanno visitato
Israele.
* Alcune destinazioni chiave nell'area del Mediterraneo sono: Turchia, Egitto, Grecia,
Spagna, Francia, Marocco, Tunisia.

2008 — Circa 21 milioni di italiani hanno viaggiato all’'estero - 126,000 hanno visitato Israele.
* Approssimativamente 12 milioni hanno viaggiato nell’area mediterranea

2009 - Il mercato outgoing italiano in generale ha sofferto la crisi, ma il flusso verso Israele
ha concluso I'anno meglio di quanto ci si aspettasse:

* La crisi economica globale, le questioni di sicurezza e i warning della Farnesina a
causa della situazione a Gaza, hanno avuto un impatto nell'outgoing italiano verso
Israele.

* Il numero di italiani che hanno visitato Israele nel 2009 & 121,129 (- 4% vs 2008).

* Igto ha continuato a concentrare I suoi sforzi nel mercato general focalizzando sui
segmenti storia/ archeologia/ trendy / sightseeing / Spa

* Il trade e i consumer hanno migliorato la loro percezione di Israele come destinazione
turistica

2010 — L'anno ha registrato un’importante crescita nell’'outgoing verso Israele e il risultato finale € di
+ 30% vs 2009 e + 25% vs 2008
Voli:

* Linea: EL AL — ALITALIA — ISRAIR - MERIDIANAFLY

* Charter da: Milano, Verona, Brescia, Roma, Bologna, Napoli, Catania
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Attivita di IGTO Italia

Dal 2007 IGTO Milano ha implementato un completo programma di advertising, attivita above e
below the line, operazioni di PR (hosting di giornalisti, direct consumer PR, eventi speciali e specifiche
produzioni), attivita di marketing con out going tour operator e agenzie di viaggio, fiere e mostre in
Italia, formazioni one-to-one dedicate ai booking e sales men, operazioni di co-marketing. Tutte
queste attivita hanno I'obiettivo principale di costruire e migliorare la percezione di Israele tra gli
italiani, come destinazione moderna e dinamica, ricca di differenti aspetti culturali, storici e giovani;
Israele come perfetta scelta per vacanze attive e rilassanti.

Principali obiettivi di Marketing e PR
* Aumentare il turismo generale e i pellegrinaggi dall'Italia verso Israele
Creare una domanda per l'intero anno
Promuovere i viaggi di italiani verso Israele sia in awareness che in vendite (numero di
turisti).
“Inserire” Israele nella normale quotidianita turistica
Estendere le campagne pubblicitarie e produrre informazioni complesse
Espandere e sviluppare canali di marketing per il trade turistico verso Israele.

Target generale

Italiani maggiormente concentrati nel centro nord Italia e in altre principali regioni e citta del sud
Italia (Sicilia e Sardegna comprese).

IGTO ritiene, in base alle ricerche e alle attivita correnti, che esistono diversi importanti gruppi target,
composti dal trade turistico e consumer

Consumer — Mercato Generale:

* Uomini e donne.

* Eta: 25-65.

*  Status socio-economico medio-alto e alto, e livello di educazione alto.
Gente che viaggia frequentemente all’estero, almeno una volta I'anno per sight-seeing,
cultura, wellness e viaggi dinamico-attivi.

Trade: Tour Operator e Agenzie di Viaggio:

* Operatori che focalizzano in destinazioni di medio-lungo raggio
Retailers: agenzie di viaggio e network di proprieta degli operatori o retailers (network e/o
agenzie indipendenti) che vendono pacchetti creati dagli operatori o che realizzano da soli
offerte per i propri clienti.

Pellegrinaggio:
* Denominazione: Cristiano-Cattolici
* Uomini e donne
* Eta: 30-70
* Stato sociale: Medio e medio - alto
Gente che non viaggia regolarmente all’'estero ma che potrebbe pianificare un viaggio per
visitare la Terra Santa, spesso come unico grande viaggio della vita.
* Famiglie
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Press:

Contatti giornalieri con i pil importanti trade magazines e con tutti i giornali e magazines

tourist/consumer
* TV eradio
* Internet

Descrizione del Prodotto
Una vacanza in Israele con particolare enfasi su:
* Gerusalemme - storia e cultura, luoghi sacri.
Tel Aviv — citta giovane e dinamica, spiagge, nightlife, interesse culinario con diversi
generi di ristoranti e cucine, sport, design, architettura
Terra Santa — religione, luoghi sacri e spiritualita
Acco — storia e cultura
Galilea — spiritualita, sight-seeing, active holidays
Mar Morto — Spa naturale, relax, wellness
Negev — spiritualita e active holidays
* Eilat — Mar Rosso

Marketing Strategy Emphasis
Questi sono i messaggi maggiormente enfatizzati comunicati attraverso le diverse attivita di marketing
(pubblicita incluse) e PR di IGTO Milano.

* Israele & la Terra Santa, luogo di nascita di Gesu, dove tutto ha avuto inizio e dove
tutto € successo.
Destinazione di turismo culturale relativamente vicina (come importante plus e valore
economico)
Israele € una Terra varia che unisce spiagge fruibili tutto I'anno con tour nei siti
storici, spa e wellness, e logicamente luoghi santi
Comunicare, sia implicitamente che esplicitamente che in Israele & possibile fare
diverse cose nello stesso giorno. Una vacanza in Israele € una profonda esperienza
per anima e corpo.

municazione

Aumentare la visibilita di Israele come destinazione per vacanze e pellegrinaggi
Definire e aggiornare messaggi-chiave per specifiche audience
Enfatizzare i plus di Israele, come:

- varieta di panorami

- soltanto 3 ore 2 di volo

- alto standard di infrastrutture turistiche

- non é richiesto il visto per i cittadini italiani

- livello di cucina internazionale

- tante attrazioni in un piccolo territorio

- sviluppare I'awareness di Israele come destinazione turistica per tutto

I'anno
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- incoraggiare i pellegrini e gli organizzatori di pellegrinaggio ad aggiungere
la “nuova Israele” nei programmi della Terra Santa.

Crisis Management:

Attivita di crisis management per prevedere potenziali crisi e pianificare come affrontarle. Identificare
la reale natura di una crisi ed intervenire per minimizzarne il danno. Importante focus in pubbliche
relazioni per risolvere i problemi di immagine pubblica e per assicurare operatori, stampa, trade e
consumatore finale che la soluzione alla crisi & vicina.

Strategia:
La strategia di pubbliche relazioni deve includere le seguenti e addizionali attivita:

- pianificare e realizzare eventi di PR per i differenti target

- creare e gestire relazioni a lungo termine con il trade turistico
- brand-awareness

- assistere e consigliare in advertising

- gestire relazioni a lungo termine con media esistenti e crearne di nuove
- promuovere Israele tra celebrita e opinion leader

- speech writing

- attivita digitali di PR

- supportare in eventi di marketing, fiere, etc

- crisis management

- co-marketing & sponsoring

- assistere nella pianificazione dei viaggi stampa

- press releases, newsletters

- media clipping
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APPENDIX A
P.R. Brief for Italy

Client
* Israel Government Tourism Office (IGTO) — Italy

Market Background

Population of Italy — 60 million

Religion- 91% Christians - 87% of them are Catholics

Jews - 0.1%

Muslim- 2.1%

Gross Domestic Product- 29.900 $

The trend on the last few years is to take shorter vacations abroad due to the increase of the cost of
living & for the financial crisis that reached also Italy. An average trip abroad its of 6 days. Majority
of Italian will take vacations on the traditional high season months (July/August - Christmas). Many
take vacation also during the Easter period.

Statistics in Brief
2007 — Approximately 22 million Italian traveled abroad - 82,000 of them visited Israel.
* Some key destinations in the Mediterranean area are: Turkey Egypt, Greece, Spain,
France, Morocco, Tunisia.

2008 - Approximately 21 million Italian traveled abroad - 126,000 visited Israel.
* About 12 million traveled in the Mediterranean area

2009 - The Italian outbound market in general suffered, but its market to Israel ended up
better then expected:

* The economic global crisis, and the security issues and travel warnings of the Italian
foreign ministry due to the situation in Gaza, had an impact on outgoing Italian
tourism to Israel.

* The 2009 total number of Italian tourist that visited Israel was 121,129
(approximately 4% less than the 2008).

* Igto continued concentrating its efforts on the general market on the history /
archaeology/ trendy / sightseeing / Spa segments

* Trade and public have improved their perception of Israel as a tourist destination

2010 - The year has marked an important growth of the Italian outbound market to Israel and the
final result is + 30% vs 2009 and + 25% vs 2008

Flights:

* Regular: EL AL — ALITALIA — ISRAIR - MERIDIANAFLY
* Charter from: Milano, Verona, Brescia, Roma, Bologna, Napoli, Catania
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Activities of IGTO Italy
Since 2007 IGTO Milan has been implementing a diverse marketing program of advertising, above
and below the line activities, PR operations (journalist hosting, direct consumer PR, special events
and productions), Marketing activities with outgoing tourism vendors and suppliers, fairs and
exhibitions throughout Italy, one-to-one formations dedicated to bookings and sales men, co-
marketing operations. All those activities have the main goal to build and improve the perception of
Israel, among Italian people, as a modern and dynamic destination, with different aspects such as
cultural, historical, young; Israel as a perfect place for active and relaxing holidays.
Main Marketing and PR Objectives

* Increase tourism and pilgrimage from Italy to Israel

* Create a demand for the whole year around

* Promote travel of Italian outbound tourists to Israel, both in awareness and in sales (number

of tourists).

* Place Israel on the public touristic agenda

* Extend Advertising Campaign and deliver complex information

* Expand and develop marketing channels of tourism trade to Israel.

Main Target Audience
People living in the North - Center of Italy and other major regions/cities in the South of Italy

(including Sicily and Sardinia).
IGTO estimates, in accordance with research and current activity that there are several main target
groups, composed of the tourism trade and the consumers.
Consumers - General market:

* Females and males.

* Ages: 25-65.

*  Socio-economic status — middle to high income, high education level.
People that frequently travel abroad, at least once a year for sight-seeing, culture, wellness
and dynamic trip.

Trade: Wholesalers, Retailers (Tour Operators and Travel Agents):

Outbound destinations wholesalers, focusing on medium to longer haul travel outside of Italy
Retailers: retail chains that are owned or affiliated to the wholesalers, or retailers (chains
and/or independent retailers) who sell multiple wholesaler originating packages, or arrange
their customers with their own FIT travel arrangements.

Pilgrimage:
* Denomination: Christian - Catholics
* Gender: Female — Male
* Age: 30-70.
* Income: Medium and medium - high
People, who don't travel regularly out of Italy, but shall be planning a pilgrimage to visit the
Holy Land, often as a once in a lifetime medium-long haul travel destination.
Families

Press:
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Daily contact with all the most important trade magazines and with all the tourist/consumer
magazines and news paper

* TV and radio
* Internet
Pr Description

A vacation in Israel, with an emphasis on the following:
* Jerusalem — history and culture, holy places.
Tel Aviv — young and dynamic city, beaches, nightlife, culinary center with many types
of restaurants & cuisines, sport, design and architecture.
Holy Land - religion, holy places and spirituality
Acco - history and culture,
Galilee — spirituality, sight-seeing, active holidays
Dead Sea — Natural spa, relax, wellness
Negev — spirituality and active holidays
* Eilat — Read Sea

Marketing Strategy Emphasis
These are the most emphasized messages communicated through the different marketing (including
advertising) and PR operations of IGTO Milan.

* Israel is the Holy Land, birthplace of Jesus Christ, where everything happened and
has begun.
Relatively close cultural touristic destination which has a good value for money.
Israel is a diverse country, which combines year round beaches with tours to historical
sites, spa and wellness facilities, and of course holy places.
Communicate, both explicitly and implicitly that in Israel is possible to do different

things even in the same day. A vacation in Israel is a deep experience for soul and
body.

Communication Objectives
* Increase visibility of Israel as a vacation and pilgrim destination
Define and update key messages for specific audiences
Emphasize Israel added values, ex.:
- Variety of landscapes
- Only 3% hours flights
- High standard of tourism infrastructures
- No visa for Italian tourists
- International level of food
- Many attractions in a short territory
- Develop awareness of Israel as a all-year round tourist destination

- Encourage pilgrims and pilgrimage organizers to add the “New Israel”
into the Holy Land program.
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Crisis Management:

Prepare an proactive crisis management activities in order to forecast potential crisis and to plan how
to deal with them. Identify the real nature of a current crisis and intervening to minimize the damage.
Strong focus on public relations in order to recover any damage to public image and assure T.O.,
press, trade and final consumer that recovery is underway.

Strategy:
The public relation strategy shall include these, and additional activities:

- plan and execute PR events to the different public targets

- create and manage long term relationship with tourism trade
- brand-awareness

- assist and advise on advertising

- manage long term relationship with existing media and create new
- promote Israel to celebrities and opinion leaders

- speech writing

- digital PR activities

- support on marketing events, fairs, etc

- crisis management

- co-marketing & sponsoring

- assist in planning journalist trips

- press releases and newsletters

- media clipping
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APPENDIX B
Bid Price Proposal Form — Tender 09/2011

We, the undersigned , being duly authorized to
sign this proposal on behalf of the Agency , declare hereby
that we have read and understood the TENDER and its obligations, and we hereby submit our
price bid proposal.
a) Retainer
The proposed annual fee is: euro.

b)

The retainer shall include all services required and mentioned in the agreement
(Appendix F), and day-to-day expenses including but not limited to, all overhead
costs, monitoring charges, out of pocket expenses, research, activity reports,
telecommunication, faxes, copies, shipments and travel within Italy as may be
required for the proper performance of the Agency's duties under this Agreement, and

creative fees.

Our company shall supply at least hours of monthly services to
IGTO-Milan, out of which at least 25% shall be supplied by the senior account
expert.

c) Hereby attached is a copy of the detailed table presenting the estimated hourly team

time allocation, (on an average monthly basis, as shown in the proposal).

[ undersigned, declare and state that the above declaration is true and correct to

the best of my knowledge and belief.

Name of agency Signatures
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APPENDIX C
Statement - Experience of the Bidder

I the undersigned national ID# , declare that:

1. T have performed Tourism Destination Management PR Strategies and
Campaign services, as follows:

a. Receiver of services:
Beginning of Service: End:
Scope and nature of services:

Reference:
Contact Detalils:

b. Receiver of services:
Beginning of Service: End:
Scope and nature of services:

Reference:
Contact Detalils:

c. Receiver of services:
Beginning of Service: End:;
Scope and nature of services:

Reference:
Contact Details:

d. Receiver of services:
Beginning of Service: End:;
Scope and nature of services:

Reference:
Contact Details:
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e. Receiver of services:
Beginning of Service: End:
Scope and nature of services:

Reference:
Contact Details:

Additional references and information if needed

Signature Date
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APPENDIX D
Affidavit — Conflict of Interests

Aftidavit of (fill in as required).
Aftidavit:
On behalf of (company/entity), I declare that

(company/entity) is not contracted to provide, or involved in
any way with destinations considered competitive with the State of Israel, i.e.
Greece, Egypt, Jordan, Syria, Turkey, Cyprus, Morocco, Tunisia, Malta and the
Palestinian authority, and shall not do so for one year following termination of
any agreements with the Israel Ministry of Tourism.

I undersigned, declare and state that the above declaration is true
and correct to the best of my knowledge and belief.

Signature
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APPENDIX E
Affidavit

Affidavit:

I

after being duly sworn, according to law, depose and

say the following:

l.

All information presented is true and no relevant information has been
omitted from this tender.

The Bidder is not the subject of receivership and/or bankruptcy and/or
winding-up and/or debt settlement proceedings — permanent or temporary —
and 1s not aware of any intent by a third party to file for such proceedings
as a result of the Bidder's default on any debt, and the Bidder itself has no
intent to file or apply for such proceedings.

There is no outstanding or pending criminal procedure or prior conviction
against the Bidder, its officers or any company controlled by it or its
officers' or any previous company, under whose name the company
operated during the preceding 5 years for a felony offense — including
avoidance of tax, money laundering, payment or receipt of a bribe, or fraud
or deception.

I undersigned, declare and state that the above declaration is true
and correct to the best of my knowledge and belief.

Signature
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APPENDIX F

Draft Agreement

THIS AGREEMENT is made and entered into as of the day of 2011
By and Between: THE GOVERNMENT OF ISRAEL, The

An d:

Israel Ministry of Tourism (Hereinafter called
"IMOT") on behalf of the State of Israel
represented by the Israel Tourist Government
Office in Milan (Hereinafter called the "IGTO"
or "IMOT/IGTO").

of the one part

behalf of Ltd
Street ====
(Hereinafter called the "Agency")

of the other part

WITNESSETH THAT WHEREAS:

A.

The IMOT has invited proposals to provide the IMOT/IGTO with Public Relations
Services, to promote outbound tourism to Israel, as detailed in the attached Tender
documents marked Appendix A (tender document will be attached in final
agreement);

Following the selection process conducted pursuant to IMOT Tender no. 11/2011
(Herein called the "Tender"), the Agency was selected as the party to be engaged in
order to provide the services described in the tender and in this Agreement. The
agency's proposal is attached and marked Appendix A. This proposal is an
inseparable part of this Agreement and may be referred to the case of any dispute.

The Agency declares that it has the knowledge, necessary standards, diligence,

experience, skills, expertise, equipment and professional personnel required for the
execution of this Agreement;

Page 27 Of 43



D. The IMOT is willing to engage the Agency and the Agency agrees to be engaged and

carry out the obligations contained in this Agreement subject to the terms and

conditions of this Agreement.

THEREFORE, the parties hereby agree as follows:

1. General - Services

1.1  The agency shall prepare and execute, in accordance with periodical IMOT/IGTO

marketing and activity briefs, and available budget, a Public Relations strategy,

including Public Relations activities, in Italy for the purpose of promoting tourism to

Israel.

1.2 The Public Relations strategy and activities shall include, but shall not be limited to the

following (Hereinafter called “the Services”):

Planning and executing of PR events to the general and/or segmentised public
and tourism trade companies and professionals;

Creating and managing long term relationship with tourism trade companies
and professionals;

Creating and managing a long term relationship with mass media publications
and journalists/individuals decision makers;

Pitching articles and news announcements / bulletins to journalists, and
different media (interactive printed, TV, Radio and other relevant mass media);
Assisting in planning journalist trips to Israel;

Promoting Israel to celebrities and public opinion makers;

Speech writing for the IGTO director and its staff;

Assisting and advising in creative advertising design; also in brand awareness
Crisis management assistance;

Supporting marketing events as fairs, seminars, etc.

Digital PR

Co-marketing and sponsorship research

Presse releases and Newsletters

Assisting in writing marketing material / articles.

Assisting and negotiating in co- Branding projects.

Any additional activities or assignments, according to the marketing goals and
the budget at a given time, and as may be needed.
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1.3

1.4

The following Agency employees shall be directly providing, and working directly
with IGTO, throughout the period of this agreement.

1. Mr. /Ms. will be the director of the Agency team

handling the IMOT/IGTO account throughout the period of this agreement, and

will supply at least 25% of the work hours. Mr./Ms. Shall be

the account executive.

2. Mr./Ms. will perform the following service: to be filled

upon signatory.
3. Mr./Ms. will perform the following service: to be filled

upon signatory.

The IMOT/IGTO reserves the right, in whatever circumstances it sees fit, to
independently initiate public relations operations and/or use other PR agencies, as it
sees fit, at its sole and exclusive discretion.

2. Terms of Agreement

2.1

2.2

23

This Agreement is made for 3 year (36 months) years from till . The

IMOT has the right to extend this Agreement for two more periods, of one year (12
months) each under the same conditions, for a total of no more than 5 years (60
months).

The IMOT/IGTO shall give written notice to the Agency of its will to extend the
Agreement for an additional period of one year at least 30 days before the expiry or

termination of this Agreement, or any extension of it.

Notwithstanding the above, either party may terminate this Agreement, or an extension

of it, in accordance with the provisions of article 10, and its sub-articles.

3. Briefing, Proposals, Authorization, and Summary Reports

3.1

The IMOT/IGTO will brief, and inform the Agency in writing, from time to time, of its
objectives and requirements. The Agency shall provide any and all information the
IMOT/IGTO considers useful or necessary in connection with the intended

activities.
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3.2

3.3

3.4

3.5

On the basis of the information obtained under article 3.1 and subject to IMOT/IGOT
objectives and requirements, the Agency shall submit on a regular annual basis, an
annual work plan proposal, (the first of which shall be submitted within 21 working
days from the date of the signature of this agreement), and submit it to the IMOT for

authorization. The proposal will include:
3.2.1 A Plan of Action (including a detailed time table);

3.2.2 Relevant media and PR targets — such as personages, newspapers, online sites,
TV stations, etc. (any recommendation will include circulation data, target
audience, predicted GRP, TRP, etc, of that particular media target);

3.2.3 A detailed interactive social networks strategy plan;
3.2.4 Any and all other suggestions that agency sees fit to propose to IMOT/IGTO.

If the IMOT/IGTO rejects the Annual Work Plan, in part or in whole, the Agency shall
adjust the proposal within 15 working days, in accordance with the guidelines of the
IMOT/IGTO, and shall submit the adjusted proposal to the IMOT/ IGTO for its
approval.

The Agency shall not proceed with the execution of any activity involving the

expenditure of money, without prior written authorization signed by the
authorized IMOT/IGT rsonnel.

During the planning and execution of all services, the Agency shall, at all times:
3.5.1 Work diligently to promote tourism in Israel.

3.5.2 Carry out the services as defined at article 1.2 of this Agreement.

3.5.3 In all matters act loyally and faithfully towards IMOT/IGTO.

3.5.4 Obtain the prior approval of IMOT/IGTO in respect of the following:

Draft press releases articles photographs and captions;

Copy, layouts, artwork and/or scripts;

Additional issues, as will be agreed upon.
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3.5.5

3.5.6

3.5.7

3.5.8

Advise IMOT/IGTO and provide regular reports of all meetings discussions
and correspondence with representatives of the media concerning tourism in
Israel. Together with each report, the Agency will include (at its own cost)
clippings (printed media TV and radio and internet) from any media coverage
secured during the period covered by the report.

Use its best endeavors not to exceed any cost estimate, and use any cost

estimate only in the performance of the Services.

Attend meetings where required and travel throughout Italy as necessary
including during “unsocial” hours such as evenings, weekends and public
holidays.

Respond to press enquiries on a timely basis in consultation with IMOT/
IGTO.

3.6 The IMOT/IGTO shall notify and/or authorize in writing any changes, delays or

cancelation of projects in progress. The Agency shall carry out such new instructions

on optimum terms for the IMOT/IGTO and promptly contact media and other

suppliers in order to minimize any costs involved, as far as practicable.

The IMOT shall bear the resultant costs providing that they are reasonable and proper

as specified and agreed upon in a prior written estimate presented to it by the Agency.

3.7 The IMOT shall reimburse the Agency for all expenses and costs that have already

been reasonably and properly incurred, approved in writing, all of which are to be

included in the above-mentioned estimate.

4. Agency Remuneration, Fees, Expenses. and Oversight by IMOT/IGTO

4.1 Retainer:

The IMOT will pay the Agency, a monthly retainer of euro per month.

4.1.1

The Agency shall provide at least 120 of working hours per month on IGTO
Milan's account. The account executive, Mr./Ms. , shall be
at the disposal of IMOT/IGTO, at all reasonable times.
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The retainer shall include all services provided by this agreement, and day-to-
day expenses including but not limited to, all overhead costs, monitoring
charges, out of pocket expenses, research, activity reports, telecommunication,
faxes, copies, shipments and travel within Italy as may be required for the
proper performance of the Agency's duties under this Agreement, and creative
fees.

The retainer shall not include the reasonable and proper additional expenses,
subject to prior written approval by IMOT/IGTO, incurred as part of an
activity and/or project performed by the Agency for the IMOT/IGTO.

All additional expenses, such as but not excluding, flights, accommodations,
and per-diem, must be reasonably and properly incurred as part of an activity
and/or a project and be approved in advance in writing by the IMOT/IGTO.
IMOT shall at its sole discretion pay any expenses for which prior approval
was not sought under 4.1.3.

S. Invoicing and Payment

5.1

5.2

Invoicing:

5.1.1

The Agency shall supply IMOT/IGTO appropriate invoices, receipts and all
supporting documentation and/or other substantive proofs of performance, for
approved activities (including photocopies of all third party invoices).

The Invoices shall be submitted to IMOT, once a month on the 5 of every

month, by the agency for work which has been performed, for the following

components:
5.1.2.1 Retainer fee.

5.1.2.2 Special charges, if performed and pre-authorized in writing by
IMOT/IGTO.

Payment shall be made by IMOT within 30 (thirty) days of the date of receipt of an

appropriate invoice, subject to receipt of all appropriate supporting documentation, by
IMOT/IGTO,
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5.2.1 Payment shall be made, by a bank wire transfer, as detailed in the attached
supplier form, submitted by the company to IMOT.
Payments shall not, under any circumstances, be made in cash.

5.2.2 Late payments will be subject to the application of the legal interests according
with article 1284 of Italian Civil Code. The provisions of Decreto Legislativo
n. 231/2002 will not apply.

5.2.3 No payment, of any sort, shall be made in advance.

6. Intellectual Property

6.1

6.2

Intellectual Property (which shall include any copyright, design rights, registered
design rights, patent, performance property rights, trade mark, data base rights or any
similar right exercisable in any part of the world, including any applications for
registration therefore) in all items in which Intellectual Property is capable of
subsisting, which are prepared by or for the Agency in connection with or as part of the
Services provided according to this Agreement, and in any designs or working material
(including, without limitation: advertising material, videos, texts, photographs,
graphics any finished press releases and other press and PR material) executed from
these items shall, unless otherwise agreed, automatically become, vest in and remain
at all times the sole property of the IMOT, and the Agency shall not have any legal
rights therein or thereto nor shall it have the right to use it or any part thereof for any

purpose other than for and as part of Services given to IMOT.

It is hereby clarified that the foregoing provision of the Clause, does not apply to
Intellectual Property in which Agency has rights which pre-date this Agreement, but
which may nonetheless be used in providing the Services on a non-exclusive basis.

Where any Intellectual Property rights subsisting in any items as aforesaid are owned
by third parties, then the Agency shall (in each case with the prior written approval of
the IMOT/IGTO) employ its best endeavors to procure the transfer and assignment of
such Intellectual Property rights from such third party to or for the benefit of the
IMOT or (where applicable) to obtain such third party's license to the use of the said
rights by the IMOT.
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6.3

6.4

6.5

The Agency shall not, in performing services hereunder, infringe or otherwise violate
the Intellectual Property rights of any third parties, or be in any other way contrary to
law in Italy elsewhere. Agency shall indemnify IMOT/IGTO for and hold it harmless
from and against any and all claims of whatsoever nature including without prejudice
to the foregoing all demands, actions, damages, losses and liabilities (including
reasonable legal costs) arising out of any claim for such infringement or violation.

The IMOT/IGTO shall not provide the Agency with any material in violation of the
Intellectual Property rights of any third party and Agency shall have no liability for the
use thereof.

Nothing herein shall prevent the Agency from retaining copies of their work product
and supporting documentation, subject to the confidentiality undertakings hereinafter.

7. Confidentiality

7.1

7.2

7.3

All data, ideas, concepts, information (verbal, written, graphic and/or computerized),
documentation, graphics, videos, and reports delivered or brought to the knowledge of
the Agency pursuant to this Agreement and all documentation, reports, data, graphics,
videos and information and other items (including, without limitation, computerized
programs, data and content, models and simulation) developed by Agency in the
course of performing the Services hereunder (herein collectively — "Data and
Information") and this Agreement, shall be treated at all times as secret and
confidential, and the Agency shall not, without the prior written approval of the IMOT/
IGTO, during the term of this Agreement and thereafter, disclose the said Data and
Information or any part thereof to any person or entity, or utilize or make any use
thereof, other than within and as part of the services pursuant to this Agreement, or
unless obliged to do so by law.

During the whole agreement term and/or any extension of it, the PR agency shall treat
any information received and/or acquired through the cooperation with the IMOT/
IGTO as strictly confidential. This obligation shall be imposed on its employees,
agents, and representatives and shall remain effective notwithstanding the termination
of the contractual relationship.

This provision shall survive the termination of this Agreement and shall remain in full
force and effect, following the completion of services.
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8. Competitive Accounts

8.1

8.2

During the term of this Agreement and 12 months after termination, the Agency agrees
and undertakes not to accept any tourism account and not to perform any Services for
the following countries: Greece, Egypt, Syria, Jordan, Turkey, Morocco, Tunisia, Malta
and the Palestinian Authority.

For as long as it continues to provide Services to IMOT/IGTO, and for a period of 12
months following the termination of this Agreement, the Agency shall not without the
prior written consent of the IMOT/IGTO (this consent may be given or withheld at the
sole and absolute discretion of the IMOT/IGTO), be directly or indirectly engaged in
providing any services to any party which would create or be in Conflict of Interest
with respect to this Agreement (see article 8.1 hereof).
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9. Liability Insurance and Claims

9.1

9.2

9.3

94

9.5

The IMOT/IGTO is solely responsible and liable for the information supplied by it,
regarding the services to be provided.

Subject to the responsibility of the IMOT/IGTO as specified above, the Agency shall
be solely responsible for the acts and omissions of itself, its local agents, employees
and representatives in the performance of this Agreement.

In the case that any claim or action is lodged/filed against the IMOT/IGTO or the
Agency, based upon material prepared by the Agency, including for libel, slander,
piracy, plagiarism, invasion of privacy or infringement of copyright, the party
responsible according to article 9.1 or 9.2 respectively, will indemnify and hold the
other party harmless with respect to any such claim of action.

Professional Liability Insurance:

The Agency shall at all times during the term of this Agreement and at least 12
months after its expiration, carry professional liability insurance for any and all
liabilities which may arise from the performance of the services described in this
agreement.

The insurance policy coverage shall have an indemnity of no less than 1,000,000 euro
(one million euro), for each occurrence and annual aggregate arising with respect to
damages caused by errors and/or omission in the performance of the services.

The professional liability insurance policy shall include cross liability provision/s and
shall include coverage in connection with the Agency's employees or service
providers, and loss of documents (including electronic information). The policy shall
include a discovery period of 12 months following the end of the Insurance Term.

Employers Liability Insurance:

In connection with all of its employees and/or service providers engaged in the
provision of the services, the indemnity liability with respect for each employee / each
occurrence and annual aggregate under this policy shall be no less than 5,000,000
euro (five million euro).
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9.6

9.7

9.8

9.9

9.10

Third Party Insurance:

For liabilities of the Agency toward third parties in connection with property damages
or bodily harm damages with a limit of indemnity of no less than 5,000,000 euro (five
million euro). For each occurrence and annual aggregate, The third party liability
insurance policy will include a cross liability provision.

The Agency shall supply a written document and/or from the insurance provider,
attesting to the coverage provided by the policies, in accordance with the above set
terms and amounts. These documents will be attached to this agreement as appendix
G (to be filled at signing of agreement).

Inclusions: All of the above policies will include the following provisions:

9.8.1 The IMOT/IGTO Milan will be added as additional insured beneficiary for

their rights and interests.

9.8.2  The insurance shall not be decreased or cancelled in any way without a prior
written authorization to be given by IMOT/IGTO-Milan Any such notification
must be sent to IMOT/IGTO by registered mail, at least 45 days in advance.

9.8.3 A waiver of subrogation by the insurer against the IMOT and/or IGTO Milan

and its employees.

9.8.4 The insured policies shall be primary and without right of contribution with

respect to any other insurance which may be available for the protection of the
IMOT/IGTO Milan additional insured.

9.8.5 The insurance costs will be borne exclusively by the agency. The Agency and
only the Agency shall be responsible for the payment of the fees under such
insurance policies, and any deductible under the insurance policies and under
any obligation included in the insurance policies.

The insurance policy will be valid throughout the term of this agreement, and after its

expiry for an additional 12 months.

The insurance provider will be a recognized and reputable insurance supplier and/or

agency.
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9.11

9.12

9.13

9.14

The Agency shall produce evidence that the above insurance policies are being
properly maintained, upon the execution hereof, and whenever it is reasonably
requested by the IMOT/IGTO. During the term, the Agency shall produce evidence of
the renewal of the above insurance policies 14 days prior to the expiration of such
policies.

The submission, or lack of submission of such insurance documentation, will not

relieve the agency of any liability, and does not impose any accountability or liability
on the IMOT/IGTO or any entity of its behalf,

The provisions of this section shall not derogate from the Agency's liability or the

IMOT/IGTO's rights under this agreement, or any law.

Both parties undertake to inform each other of any information or services given to

the other that appear to be false or misleading.

10. Termination

10.1

10.2

10.3

The IMOT/IGTO may at any time, by prior notice in writing, terminate the Agency's
engagement, without cause and without assigning any reason therefore, upon 30 days
written notification to the Agency.

This Agreement shall terminate if the Agency goes into liquidation either compulsorily
or voluntarily (save for the purpose of reconstruction or amalgamation) or if a receiver
is appointed in respect of the whole or any part of its assets or if the Agency makes an
assignment for the benefit of or composition with its creditors generally or threatens to
do any of these things or any judgment is made against the Agency or any similar
occurrence under any jurisdiction affects the Agency.

Upon any termination of the Agency's engagement, the Agency shall immediately take
steps to cease the provision of the Services in an orderly manner with all reasonable
speed and economy, and it shall forthwith deliver to the IMOT/IGTO all the
information, computerized data, creative materials, media planning charts,
documentation (including computerized data) in its possession, custody or control
(whether in the course of preparation or completed) in connection with the Services
that were to be provided.
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10.4

10.5

10.6

10.7

Upon any termination under Article 10.1 of the Agency's engagement, the IMOT/
IGTO shall pay to the Agency such portion of the Fee as is commensurate with the
Services properly performed by the Agency up to the date of termination, having
regard to all the circumstances surrounding the termination.

Save as provided above, upon any termination of this Agreement by IMOT/IGTO
howsoever arising, whether under Article 14 or otherwise, neither party shall be liable
to the other for or in respect of any losses, damages, expenses or other claims arising
out of or in connection with such termination, as well as for any consequential loss or
damage including, without limitation, loss of profit and/or loss of contracts.

Subject to Article 10.5, any termination of this Agreement shall not prejudice or affect
the accrued rights and claims that either party may have, and the provisions of articles
6, 7, 8, 9, 13, 14] shall survive and continue to have effect notwithstanding
termination.

The Agency may not terminate its engagement hereunder except in the event of a
material breach by the IMOT/IGTO of its obligations under this Agreement which is
irremediable or, where remediable, which the IMOT/IGTO shall have failed to remedy
(or to commence to remedy) within a reasonable time (but not less than 30 days) after
receiving notice in writing from the Agency specifying the breach and requiring its
remedy, or in the event that payment has not been made within 3 months of its having
been due under the Agreement; where justified as aforesaid, the Agency shall be
entitled forthwith by written notice to the IMOT/IGTO to terminate its engagement.

11. Independent Contractor Relationship

11.1

11.2

11.3

The Agency acknowledges that it acts as an independent contractor on its own account
and responsibility. This Agreement does not constitute the establishment of any
partnership, nor an employer-employee relationship with the Agency or anyone
employed by the Agency, but establishes the relationship of a supplier as an
independent contractor and purchaser of specified services.

The Agency shall not act, nor represent itself, as the agent of the IMOT/IGTO.

The Agency is not and shall not be authorized to bind or commit the IMOT/IGTO in
any way or manner whatsoever.
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12. Assignment

12.1

12.2

The Company shall not, without the prior written consent of the IMOT/IGTO assign or
delegate its rights and obligations under this Agreement, or any part thereof, to another
or others, nor shall it sub-let the performance of the Services hereunder to any sub-
contractor or sub-company, without such prior written consent.

The IMOT/IGTO shall have the right to assign its rights and obligations under this
Agreement, in whole or in part, to any Israel Government entity which IMOT/IGTO
may, at its sole discretion, appoint for the purposes of this Agreement.

13. Conflicts and Jurisdiction

13.1

13.2

13.3

In any case of contradiction between the terms of the Tender and the terms of this

Agreement, the Agreement shall prevail.

In the event of any contradiction or inconsistency between the provisions of the
Proposal and the provisions of this Agreement including, but not limited to the
provisions of the proposal regarding remuneration, the provisions of this Agreement
shall prevail.

Without prejudice to the IMOT’s rights for referring the dispute to other judicial
authorities or arbitration, in the event any disputes may arise from the interpretation or
performance of this Agreement, such disputes shall be adjudicated under Israeli law,
exclusively in the city of Jerusalem by an Israeli Court of Law, unless the parties
agreed otherwise and this subjected to the approval of the Ministry of Justice of the
state of Israel.

14. Observation of Laws

14.1

14.2

In performing its duties and obligations under this Agreement the Agency shall
observe and comply with all applicable laws and regulations (including all tax related
laws and regulations) of the State of Israel, and of all applicable laws, regulation of
Italy and/or the European Union; provincial and/or municipal laws and regulations.

The IMOT does not make any representations to the Agency regarding Italy and/or
European Union, and/or Israeli taxation and the Agency alone shall be responsible to
pay and discharge all the tax liabilities it may have in Italy, the European Union and/or
Israel.
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14.3

The Agency employees must be employed under the terms of the relevant collective
agreement and the Agency must comply with all of the terms and provisions of such
agreement and any applicable law in connection with the wages and pension benefits
provided under such Agreement; if the Agency utilizes employees of a third party
manpower company or contractor (a "Third Party Manpower Provider"), the
submitting company shall certify that under its agreements with such Third Party
Manpower Provider the Third Party Manpower Provider must comply with all the
duties and obligations of an employer pursuant to such Agreement and/or law in
connection with the employment of employees.

IMOT/IGTO shall be indemnified and held harmless with respect to any damage or
negative consequence due to the Agency non compliance with this section

The Agency must submit an updated D.U.R.C. on a quarterly basis.

IMOT/IGTO may withhold any payment due to the Agency until an updated D.U.R.C.
is submitted.

15. Miscellaneous Provisions

15.1

15.2

15.3

15.4

Headings:
The descriptive headings of the several articles and paragraphs or this Agreement are
inserted for convenience only and do not constitute a part of this Agreement.

The Tender:

Upon the signature of this Agreement the parties agree that the TENDER (following
which this Agreement was entered into) accomplished its objectives, and is therefore
hereby terminated with prejudice, to the effect that neither party hereto shall have any
rights or claims against the other arising out of the TENDER.

Entire Agreement:
This Agreement (including the Appendices thereto and other attachments) includes the

entire agreement between the parties hereto with respect to the transactions
contemplated thereby.

Amendment:
This Agreement may not be amended except by an instrument in writing duly signed
by all the parties hereto.
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15.5

15.6

15.7

Language:
The language governing the relations of the parties to this agreement will be English.

If this agreement has other language versions, the English version will have
precedence over all other language versions.

Force Majeure:
Both parties will be released from their respective obligations in the event of national

emergency, war, prohibitive governmental regulations or if any other cause beyond the
reasonable control of the parties renders performance of this Agreement impossible
whereupon all money due to either of the parties shall be paid immediately.

Severance:

In the event that any provision of this Agreement 1is declared by any judicial or other
competent authority to be void, voidable, illegal or otherwise unenforceable [or
indications of the same are received by either of the parties from any relevant
competent authority] the parties shall amend that provision in such reasonable manner
as achieves the intention of the parties without illegality or at the discretion of IMOT
and/or IGTO it may be severed from this Agreement or the remaining provisions of
this Agreement shall remain in full force and effect unless IMOT and/or IGTO in
IMOT and/or IGTO’s discretion decides that the effect of such declaration is to defeat
the original intention of the parties in which event IMOT and/or IGTO shall be entitled
to terminate this Agreement by [30] days notice to the Agency.

16. Data Protection

16

The Parties declare reciprocally that they are informed, and they agree, that personal
data and information anyway achieved both as a consequence and during execution of
the Agreement will be used exclusively for the purpose of the Agreement, by
consultation or manual/automated elaboration.

Besides, for mandatory purposes the above mentioned information can be
communicated to public subjects, under specific request for the fulfillment of their
institutional goals.

The Parties declare to be informed on the rights ratified by art. 7 of Italian Legislative
Decree n. 196/2003, and agree to comply with and to commit its employees, agents
and delegates to comply with all appropriate Italian law on data protection in the
execution of the Services.
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17. Addresses and Notices

17.1 The addresses of the parties hereto for the purpose of this Agreement (subject to any
notice of a change of address which one party may give to the other) are:

17.1.1 Of IMOT/IGTO: Dott. Tzvi Lotan
Direttore
Ufficio Nazionale Israeliano del Turismo
Via Monteverdi 11 —piano 6
Milano - 20131

17.1.2 Of Agency:

17.2 All notices under this Agreement shall be in writing, properly addressed as above and
duly stamped, and they shall be deemed to have been delivered:

17.2.1 If delivered by hand or transmitted by Fax — on the first working day
following the day on which the notice was so delivered or transmitted; and

17.2.2 If sent by mail (other than e-mail) — five (5) days after it was posted by
registered mail properly addressed, postage prepaid.

In witness thereof, the parties sign this agreement on the aforesaid dates and places:

Israel Ministry of Tourism Agency

Director General

IMOT Accountant

Milan IGTO Director

According with articles 1341 and 1342 of the Italian Civil Code the Agency expressly and
specifically agrees on sections:.

2. Terms of Agreement;

8. Competitive accounts;

10. Termination;

12. Assignment;

13. Conflicts and Jurisdiction.

Agency
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