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Conference Agenda
The GIA Conference Amsterdam will focus on the changes and expansion of the
intelligence function. Participate in workshops and best practice sharing that
promise you excellent new ideas you can implement immediately.

Deliver world class intelligence
•
•
•
•
•
•

Learn to set up high impact intelligence programs
Excel at managing strategies and intelligence on a macro level
Become skilled at world class market intelligence needs analysis
Discover data visualization, intelligence platform and dashboard best practices
Learn internal sales tactics that build awareness of market intelligence
Develop executive level communications skills

Develop market intelligence expertise to help grow your business
faster than ever
•
•
•
•

Understand your competitors and competitive stimulus in a global environment better
Learn how to manage intelligence programs within high growth markets
Understand the impact of analytics in directing investments
Excel at scenario planning, market sizing and forecasting

!
NEW

Learn how to take full advantage of social media intelligence
•
•

Learn advanced social media monitoring and intelligence techniques
Benefit from real life examples and cases

For full agenda and registration details, please visit

www.giaconference.org

Venue: The Renaissance Hotel & Conference Center
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Conference complementary
sessions
Pre-conference Market Intelligence Diagnostics
Sessions
Let a market intelligence expert help you assess your current MI/CI status, recommend tracks
and sessions at the conference, and propose networking with the right speakers and other peers
at the event. The expert will also provide quick tips that will enable you to take your Intelligence
program to the next level. Take the opportunity and be well prepared to learn and network!
This session will utilize World Class Market Intelligence framework to assess the current
status of your intelligence program. The descriptive assessment will be implemented through
a conference call together with the participant company’s intelligence team/intelligence lead
person. No surveys or stakeholder interviews are included. Take the opportunity and be well
prepared to learn and network!
Please note that the schedule for a diagnostics session will need to be agreed upon with your
assigned expert and is subject to expert availability. Sessions are booked on a first-come-firstserved basis.

20-minute free consultancy session
Do you have intelligence questions such as:
•
•
•
•
•
•
•
•
•

How can I engage my stakeholders better?
How do I improve our strategic market sizing or market entry studies and
recommendations?
Which method should I use to set the right priorities for my organization?
How do I gather better feedback on my deliverables?
Which MI tools should I use? And what should I monitor?
How do I design a heat-map or a battle card?
Is co-creation the right path for me? What other choices do I have?
How do I utilize social media for market intelligence, what is required?
How can I resource social media intelligence activities within my company?

•
•
•
•

What is social media listening and monitoring and what is required?
How do I define KPI’s for social media intelligence?
Can I measure ROI in social media intelligence and how?
How do I engage with my audience in social media?

Here is the answer: Book a consultancy session with one of our senior consultants to discuss
one pressing intelligence issue. Sessions will be held after the presentations on June 2, 2015.
Reservations are on a first-come-first-served basis. Spaces are limited.

Post-Conference Advisory Sessions
Make sure that you/your team can prioritize and follow through with the key takeaways of the
Conference. It is estimated that 80% of all training never results in any action. GIA conferences
are different; we insist on action and want to take your learning experience on a completely new
level!
A market intelligence expert will help you digest the key learning items from the conference,
discuss how to apply them in your company’s context, and provide objective advice and best
practices for the next steps – whether it relates to your intelligence process, organization,
culture or any other aspect of your intelligence effort. We will also further help you network with
the right speaker/facilitator or participant companies if you require additional support from
peers.
Take advantage of this unique learning method if you feel that you need an expert to support you
with the task of implementation!
Please note that the schedule for a diagnostics session will need to be agreed upon with your
assigned expert and is subject to expert availability. Sessions are booked on a first-come-firstserved basis.
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Spouse Program
Invite your spouse to enjoy the sights and sounds of Amsterdam while you are at the conference.
This year, we offer an optional program for spouses at just Euro 250.

Monday June 1
17.15 – 18.30 Welcome at the conference openings reception

Tuesday June 2
12.00 – 13.30 Lunch included
14.00 – 16.00 Guided tour at the world famous renewed Rijksmuseum.
https://www.rijksmuseum.nl/en
16.00 – 18.00 Shopping
18.30 – 22.00 Welcome to join the conference networking dinner

Wednesday June 3
10.30 – 12.00 “Diamonds are forever”. Guided champagne tour at Gassan Diamond
Center. http://www.gassan.nl/en
12.30 – 14.00 Lunch included

Conference After Party
Enjoy an extended time for networking and socializing with the contacts you have made at the
conference. Join us for drinks, food, music and fun between 5pm and 9pm.
Additional fee Euro 75.
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Pre-Conference Workshops,
Monday June 1
Workshop 1. How to Start a World Class Intelligence Program
Workshop 2. Develop Your Market Intelligence Program to World Class
Workshop 3. Acquire Market Sizing and Forecasting Best Practices
Workshop 4. Social Media Monitoring and Intelligence
Workshop 5. Scenario Planning for Strategic Planning
Workshop 6. Competitor Intelligence and Simulation (War games)

Workshop outline
Participants will learn how to use the World Class Market Intelligence Road Map from the very
beginning in order to set initial targets when launching the intelligence program. Later on,
the Road Map will serve as a tool for measuring progress in taking the intelligence program to
optimal levels. Practical examples will be given on how to manage each stage of implementing
an intelligence program. Learn to identify and quantify the benefits of the intelligence program
as you move forward. Make ambitious plans for your intelligence program. Take pragmatic steps
initially, and set long-term goals to become a World Class Market Intelligence organization.
•
•
•

Schedule
08.30 – 09.00 REGISTRATION
09.00 – 10.30

WORKSHOPS. PART 1

10.30 – 11.00

COFFEE BREAK

11.00 – 12.30

WORKSHOPS. PART 2

12.30 – 13.30

NETWORKING LUNCH

13.30 – 15.00

WORKSHOPS. PART 3

15.00 – 15.30

COFFEE BREAK

15.30 – 17.00

WORKSHOPS. PART 4

17.15 – 18.30 ICEBREAKING ON THE ROCKS
(Cocktails & Hors d’oeuvres) Non-Workshop attendees are
welcome to attend.

Workshop 1. How to Start a World Class
Intelligence Program
Facilitators: Troy Pfeffer, Competitive Intelligence Director at Cintas Corp., and Victor Knip, Vice
President, Eastern USA, at M-Brain Global Intelligence

You have been tasked with setting up an intelligence program or revamping an
existing one and you are wondering where to start and what steps to follow. This is
just the workshop for you.

•
•
•
•
•
•
•
•
•
•
•
•

Learn what World Class Market Intelligence is all about and the 6 key success factors when
setting up a World Class Market Intelligence Program.
Introduction to Intelligence Audits.
Define the current status and ambition level of your company’s Market Intelligence
program.
Plan and design the intelligence process.
Introduction to Intelligence Needs Analysis. Conducting a needs analysis and setting the
scope of the intelligence activity.
Activate the organization.
Define deliverables.
Implement tools and techniques.
How to get the ”first big win(s) ”– real life case examples.
Intelligence Product approach to materialize deliverables of the Market Intelligence
Program.
Market the newly established intelligence program to internal user groups.
Identify the key development areas in order to bring Market Intelligence to the targeted
level.
Introduction of the MI development Road Map framework.
Design a concrete action plan for setting up World Class Market Intelligence and accomplish
the first big win.
Design a long-term Road Map – experiences from real life.

This workshop is beneficial for those who are tasked with setting up an intelligence program.
Intelligence knowledge is not required.
This workshop in North America recently scored 4.9 on a scale of 0-5 by its participants.
“Very good workshop. So much very good content. High pace to keep the attention.”
“Inspiring, to-the-point, exceptionally useful, very enthusiastic.”
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Workshop 2. Develop Your Market Intelligence
Program to World Class
Facilitator: Joost Drieman, VP Intelligence Best Practices, M-Brain Global Intelligence

As a successful intelligence program develops, building a strong intelligence culture
and strategic advisory role become critical factors. Learn to master a sound and
proven methodology to make intelligence world class on all key success factors.

Workshop Outline
When an intelligence program has been successfully established, your stakeholders would
like your market intelligence team to go beyond being the data provider and instead, to have
a consultative approach. This requires the MI practitioner to seek out real world examples for
success versus standard textbook learning. Benchmarking your own operations against best
practices, and creatively exploring practices across industries together are some of the best
methods to use to take your own intelligence program to the highest level.
•
•
•
•
•
•
•
•

World Class Market Intelligence Road Map and related Key Success Factors.
Design a Market Intelligence Scope that contributes to the core and mission critical
activities of the company. Turn your portfolio of findings into “must have” information.
Build and manage a Market Intelligence Process that allows you to be effective and
efficient.
Creating Market Intelligence Deliverables that are tailor made, crisp and to the point. Going
beyond PowerPoint and PDF.
Choose the right Market Intelligence Tools for all your different intelligence activities.
(There are over 100 tools to choose from)
What Market Intelligence Organization models exist and how to manage an intelligence
organisation.
How to take Market Intelligence Culture to the next level by building an identity and
marketing internally well
Include topics such as stakeholder management and the Intelligence Community

This workshop is beneficial those who are in charge of managing an intelligence department
and need to enhance the intelligence activities to World Class. Basic intelligence knowledge
(Workshop 1 or equivalent) is required.
A recent workshop in North America was scored 4.8 on a scale of 0-5 by participants.
“The session was very informative and useful for my own career.”

Workshop 3. Acquire Market Sizing and
Forecasting Best Practices
Facilitators: Kåre Misund, Head of Intelligence at NSN, and Anna Räder, Senior Consultant at
M-Brain Global Intelligence

Growing means understanding the market. Are you involved in estimating market
share and market sizing? Is market sizing a challenge for your company? Are you
looking to understand the methods and see practical examples of segmentation and
market size analysis? How do you apply market size information?

Workshop outline
This workshop takes a deep-dive into understanding market sizing, whether you are looking at
a particular geography, segment, product area, or channel. Participants will get a clear overview
on the methodologies, models and frameworks that help in estimating the size and growth of
markets, including best practices, interpretation and explanation.
•

•
•
•
•
•

Understand frameworks and methodologies for market segmentation, market sizing and
market share analysis; these are all closely linked with each other and represent relevant
aspects of market sizing on a broader scale.
Learn various models and theories with practical examples on how they are used
In-depth review of select methodologies and recommendations for forecasting – both topdown and bottom-up market sizing methods will be discussed in theory and practice.
Sources of market size information.
How to create future foresight based on market sizing.
Market sizing case examples – the facilitators will review different situations and explain
how market sizing has been implemented using presented models. The objective is to
provide insight on how to build a robust market share and size analysis that results in
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•
•
•

actionable intelligence.
How to use market size analysis.
How to make it actionable.
Various applications of market sizing will be discussed.

This workshop consists of presentations, group discussion, and practical examples. This
workshop is targeted for those developing frameworks and methods for market sizing and
market share analysis in their organizations.
A 2014 workshop was scored 4.83 on a scale of 0-5 by participants.
“Thanks for addressing this topic – it has been difficult to find relevant and high quality
training on this!”

Workshop 4. Social Media Monitoring and
Intelligence
Facilitators: Piritta Seppälä, CEO, Viestintä-Piritta and Susanna Tirkkonen, Head of social media
consultancy, M-Brain Global Intelligence

Forums, blogs, tweets and apps contain a lot of data and information. Such
information and data can be used to understand the market, get customer insights
and recognize strategic moves of competitors. Up-to-date intelligence professionals
cannot rely on only traditional primary and secondary research. Become the
intelligence professional that knows social media like the back of your hand and use
it to collect relevant information and contribute as an all-star.

Workshop outline
Know how to monitor and collect the right information from the web and social media to stay
competitive. Quickly take strategic and tactical decisions that will help to grow the company
smarter and faster than the market. Know how to effectively contribute and understand the
power of today’s connected and mobile world.
Agenda
Social media in 2015
•
Definition of the social media scenery today
•
Owned, paid and earned media, what is the difference?
•
Global vs. local social media arenas

•
•
•

Current uprising trends
Overview of main social media players and some interesting niche players. BtoC, BtoB and
NGO
Technology vs content. where are we heading?

Social media intelligence
•
Why and how social media contributes to market intelligence at large?
•
Which social media arenas are best for market intelligence?
•
How to utilize social media for competitor tracking?
•
How to utilize social media for customer insights?
•
How to collect and analyze the right type of information?
•
The importance of influencers and how to spot them
•
Skills and competence needed for social media intelligence
Social media listening. metrics and tools
•
How to get started?
•
Web/social media searching and crawling. owned vs earned media
•
Social media metrics and KPI’s
•
Qualitative vs quantitative metrics
•
ROI vs. ROE
•
Tools and expertise. what is available?
•
Web analytics
•
Usability studies
Engagement
•
How to define engagement and how has it changed the way of understanding and
communicating with your audience?
•
How to effectively contribute to social media. blogs, vlogs, twitter, forums etc.
•
How to use social media to conduct content curation?
•
How to measure success, how to set goals?
•
Examples and best practices
This workshop is beneficial for everybody who uses social media to collect information to create
insights and intelligence regularly and who wants to contribute, connect and engage with their
audience effectively.
A recent workshop was scored 4.5 on a scale of 0-5 by participants.
“I got so many excellent tips and takeaways for the future. Thanks!”
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Workshop 5. Scenario Analysis for Strategic
Planning
Facilitator: Hans Kjellberg, Senior Consultant, M-Brain Global Intelligence

With the business environment changing ever faster, being prepared for the future
is critical in order to gain the competitive edge that separates successful companies
from the rest.

Workshop Outline
Strategy is about the future and anything concerning the future always involves uncertainty.
Furthermore, the success of a strategy is to a large extent, determined by how well the
uncertainty regarding the business environment has been understood and managed. It is in
this respect that Scenario Analysis workshops are useful, as it is a powerful tool to identify and
understand present and future uncertainties. Scenario analysis workshops are also a creative
and productive method to develop the groundwork for a strategic plan by presenting a portfolio
of different future scenarios, with insights on how the business should prepare for each.
•
•
•
•
•
•

Learn frameworks and the methodology for Scenario Analysis as a planned and systematic
process.
Identify influencing factors to the present and future business environment.
Facilitate internal and external communication and creation of a common language and
understanding of the business environment.
Improve your understanding of complicated relations in the immediate or contextual
business environment.
Form a basis for early warning / early opportunity systems and tools.
Form a basis for testing or implementing strategy.

Preparation and scheduling
GIA does preparatory research, facilitates the sessions and teaches the methodology. Some
‘pre-reading’ will be required by participants.
This workshop is for key decision makers from different units/divisions and intelligence
professionals who support the strategic planning process.
A recent workshop was scored 4.5 on a scale of 0-5 by participants.
“The event went even better than I had hoped and the topic was very interesting.
I heard a lot of good feedback. Thank you!”

Workshop 6. Competitor Intelligence and
Simulation (War games)
Facilitators: Luc Room, Head of Market Analysis & Mgt Reporting at Proximus, and Saku
Oikarinen, Head of Advisory at M-Brain Global Intelligence

The fragile economic climate has made customers careful purchasers and the number
of competitors keeps on growing, leading to a saturated and complex market.
Surviving in this market is not only a matter of having the right products for the right
prices, but also being able to understand exactly what the main competitors are
doing now and will do in the future. You want to be able to anticipate strategic moves
and develop this as a core competence.

What you can expect from this workshop
•
•
•
•
•

Get an overview of the different types of competitors
Learn how to use the different models and frameworks for competitor intelligence
How to collect and analyze competitive information through classic research and social
media
Learn what is competitor simulation (aka war-games) and how to facilitate
Know your competitive landscape and identify potential opportunities, risks, challenges
and threats to your companies’ strategy and business in a competitive situation.

Workshop outline
•
Be prepared to be faster and smarter than your main competitors.
•
What is competitor intelligence?
•
Is it important to scout the competition or not?
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•
•
•
•
•
•
•

•
•
•

The 7 different levels and types of competition, including the 5 forces model of Michael
Porter.
Understanding which competitors are pertinent and which competitive information is
relevant.
The sources to use for gathering competitor information. internal and external sources,
primary and secondary research, social media intelligence, human intelligence techniques.
Competitive blind spots. What are they, how to remove these.
How to overcome obstacles in collecting information.
The legal framework, the ethical boundaries and code of conducts.
Methodologies, tools and frameworks for analyzing the competitor information. 4 corner,
ACH, Portfolio matrix, Activity systems, Channel mapping, Chasm model, company structure
analysis, competitor array, Portfolio analysis, game theory, Greiner, heat-mapping, MQ,
TOWS, TW, etc.
How to disseminate competitor analysis. briefings, company profiles, battle cards, micro
publications.
War-game principles. the goal, the 4 different models, the players, how to facilitate a wargame and use it in the best possible way.
War game example executed during the workshop.

This workshop is beneficial for those that are tasked to watch and analyze competitors and want
to understand their competitors’ next strategic moves.
A recent workshop was scored 4.4 on a scale of 0-5 by participants.
“Very fresh and actionable insights.”
A recent workshop was scored 4.4 on a scale of 0-5 by participants.
“Very fresh and actionable insights.”

Conference Day 1, Tuesday,
June 2
08.00 – 09.00

Registration

09.00 – 09.10

Welcome and Opening
Chairmen Christina Wihlner Lentell, Chief Executive Officer, M-Brain AB and
Joost Drieman, VP Intelligence Services, M-Brain

09.20 – 10.00

Usama Fayyad, Chief Data Officer at Barclays Bank

10.00 – 10.40

Social Media - The next big thing? Ville Tolvanen, Digital Strategy Director
at Digitalist Network

10.40 – 11.10

Refreshments & Networking Break

11.10 – 11.50

Competitive Intelligence inside a multinational company: Development
& management. Roberto Cortucci, Head of Market Intelligence & Demand
Planning at Pirelli Tyres

11.50 – 12.30

Developing Market Intelligence at Air Mauritius
Shiv Koonjoo, Head of Market Intelligence at Air Mauritius

12.30 – 13.30

Networking Lunch

13.30 – 14.40

Interactive Intelligence Show: Bold, Brave and Beyond Borders

14.40 – 15.10

Refreshments & Networking Break

15.10 – 15.50

Milk Intelligence: How FrieslandCampina turns information overload into
a competitive advantage. Dr. Erik Elgersma, Director Business Insight at
FrieslandCampina

15.50 – 16.40

Sanoma Group

16.40 – 16.45

Concluding the Day and Preparing for Networking Dinner and Consultancy
Sessions

17.00 – 18.00

Consultancy Sessions
For those who have registered.

18.30 – 22.00

Dinner & Networking Event
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Conference Day 2, Wednesday,
June 3
08.00 – 09.00

Registration

09.00 – 09.40

An evolving insights journey - McAfee to Intel Security
Caroline Kuipers, Head Market Intelligence at McAfee / Intel

09.40 – 10.00

Charting course for a braver, bolder MI journey in our borderless world
Sujoy Sen, Principal Advisor, Strategic Sourcing at IBM

10.00 – 10.50

Networking Break

10.50 – 11.50

Interactive Roundtable Sessions: Round 1

Furthermore, it is recommended to work with a thirdparty partner that can provide more insights
on how to analyze the raw data and feedback generated from social media. The key is to listen
and analyze!
But how do you do that? How do you master the social media scenery in a way that is both
efficient and effective?
In the round table we will discuss
•
•
•
•
•

How to monitor and listen in social media
How to engage with people in social media
How to make sure that we find and deliver insights that are relevant
How to make social media part of market intelligence
Best practices

Roundtable Track 3: Intelligence for sales enablement
Roundtable Track 1: Stakeholder management
Optimizing intelligence starts with having good relationships with stakeholders. But as we are
all different, a “one-size-fits-all” approach does not work.
Stakeholder management is becoming more important. Especially, when intelligence
professionals would like to move from just data or information providers to trusted advisors,
being able to voice opinions and be seen as sparring partners for strategic decisions.
But how do you do that? How do you work with stakeholders in a way that is efficient?
In the roundtable we will discuss
•
how to engage with stakeholders,
•
how to make sure that we deliver insights that are beyond expectations,
•
how to produce tailormade deliverables,
•
but also how to say No and maintain a positive relationship.

Roundtable Track 2: Social media monitoring and intelligence
Market Intelligence without social media is virtually impossible today. Social media should
be seen as a marketing research channel. Through social media, companies are able to detect
phenomena they wouldn’t otherwise detect. When used properly, social media enables
companies to be one step ahead of the competition. In order to utilize the information flow
produced in social media, it is important to monitor social media systematically and preferably
use a tool for it.

A key objective for an advanced to world class intelligence program is to help a company
generate more revenue. The most pragmatic way to deliver this value is to link the intelligence
effort closely with sales enablement. Intelligence programs aligned with sales processes will
create impact by helping sales organizations identify new opportunities, beat the competition,
understand why they lose or win business, and help them improve their sales hit rate. The first
objective is to know how intelligence is best utilized in a particular sales environment. The
next task is to align intelligence deliverables to support sales. The most important element of a
successful sales intelligence program is to establish a strong intelligence network and support
the network with proper infrastructure.
This session will focus on the following key topics:
•
How do intelligence professionals become sales enablers?
•
Practical examples of sales enablement through advanced intelligence efforts
•
Sales intelligence best practices and how to apply them
•
How to build advanced sales intelligence networks that support intelligence gathering
•
How to tie your efforts to revenuegenerating activities

Roundtable Track 4: Measuring the ROI of intelligence
In good times everything is possible. Investments and expenses are not an issue. But when
business slows down, the management will start looking at cost savings. That is the moment
when an intelligence professional needs to articulate the value of his work. Intelligence is often
seen as a cost center that does not add to the profitability of a company. Is this right or wrong?
In what way does intelligence contribute to success in terms of revenue, profit and market
share of a company?
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In the roundtable we will discuss:
•
Can you measure the ROI of intelligence? And should we measure it?
•
If so, how? What are the methodologies, or best practices?
•
Should you look at soft and hard measurements?
•
What are examples of good ROI?

13.45 – 14.45

Interactive Roundtable Sessions: Round 3
Please join a different workshop during Round 2
(same tracks as in Round 1-2).

14.45 – 15.15

Networking Break

15.15 – 16.15

A world in turmoil; navigating the unpredictable
The International business community is too disconnected from
governments and international institutions to make sure it’s voice is heard.
Major policy decisions can be decisive for short term business or long
term investment. “Davos” is not enough to address this challenge. Can
International Business cope?

Roundtable Track 5: Data visualization
The best intelligence in the world is of no use, if the data is not visualized in a way that
makes it clear, memorable and actionable for your stakeholders. With an overload of data
and information, it is of critical importance to make sure that the stakeholders easily see the
outcome and recommendations of the analyzed data. How do you do that?
In this roundtable we will facilitate a discussion on the best practices of data visualization.
•
What are the best examples of data visualization and why?
•
What are the rules for data visualization?
•
What are the impacts on skills and time for data visualization?
•
Which tools are most suitable?

Jaap De Hoop Scheffer, Professor International Relations and the Practice
of Diplomacy, Dutch Foreign Minister (2002-2004); NATO Secretary General
(2004-2009)
16.15 – 16.30

Closing remarks

17.00 – 20.30

Conference after party

Roundtable Track 6: Business intelligence and market Intelligence
For many years the world of business intelligence was totally separated from Market
Intelligence, with BI focusing on the internal data and MI looking at external data. But there is
a trend to start merging these two worlds of intelligence, because people believe it will give a
more holistic picture. The question is: do we really get out of this what we have envisioned?
This roundtable will be a discussion about the pros and cons of the integration of BI and MI.
•
What are the advantages and disadvantages?
•
What data to integrate and how to integrate it?
•
Best practices of BI and MI combinations
•
How to organize this?

12.00 – 13.00

Interactive Roundtable Sessions: Round 2
Please join a different workshop during Round 2
(same tracks as in Round 1).

13.00 – 13.45

Networking Lunch
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Conference Venue and
Accommodation
The Renaissance Amsterdam Hotel offers discounted room rates for our conference guests
between May 31 - Jun 5:
•
EUR 229 per room per night for single use + City tax 5%.
•
EUR 249 per room per night for double use + City tax 5%.

Conference pricing
Full Price

Group of 2-4

Group (5+) of one company

Workshop only

EUR 1045

EUR 834

EUR 685

Conference only

EUR 2095

EUR 1675

EUR 1365

All

EUR 2695

EUR 2155

EUR 1755

The rate includes buffet breakfast and Internet access.

Cancellation policy

To take advantage of the discounted rate, please book your accommodations before April
19, 2015 by calling the hotel’s reservation center at +31 800 0220 122 (group name: Global
Intelligence Alliance). After April 19, rooms will be subject to availability.

Confirmed registrations may be cancelled without penalty if written cancellation requests are
received on or before April 12, 2015. 50% of the Conference fee is payable for cancellations after
April 13, 2015. No refunds will be issued (and full conference fee is payable) on cancellation
requests received after April 26, 2015.

Hotel address:
Renaissance Amsterdam Hotel
Kattengat 1 Amsterdam
1012 SZ Netherlands

Note - All registrations are subject to acceptance by GIA.
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