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PART A.
MISSION BRIEF

1.MISSION

The city of Etk is to become recognizable in Poland and Europe a
workation — destination perfect for digital nomads,freelancers and
small teams.

The purpose of the prepared strategy is to indicate how to increase the number
of nights and city brand awareness with a limited budget for promotional
activities.

By implementing the prepared strategy, Etk can become a place where work
remote connects to the Masurian lifestyle — so that everyone who comes to
cities with a laptop, could fully achieve professional goals and develop creatively,
at the same time, regenerating surrounded by lakes, forests and local culture.

Objective:
Maintaining Etk in the minds of recipients as the Polish capital of workation.

2. VISION (2030)

By 2030, Etk will be widely recognized in Poland and Europe as the
flagship destination of workation — dynamic, close to nature, open city
which.

1. Attracts digital nomads, freelancers and corporate teams, offering them
excellent but at the same time intimate infrastructure: high-speed Internet,
stylish coworking spaces and flexible accommodation with a view of the lake.
2. Turns seasonality into year-round tourist traffic, thanks to a program of
cultural, sports and recreational events and an intelligent ,work & play” offer
adapted to each season.

3. Sustainability is developing, in the spirit of smart-city and green-city, taking
care of the protection of Masuria's nature

and actively involving the local community in creating an ecosystem of
services for workation guests.

4. Is a laboratory of new work models, collaborating with the scientific
community, startups and corporations on piloting hybrid forms of work,
wellbeing employees and responsible tourism.

5. Is the organizer of the most important (annual) event in Poland promoting
the idea of workation: ELK WORKATION FESTIVAL.

6. Implements a ,Remote Year”-style program giving digital nomads a fully
organized experienceprogram for a one-year (or several-month) stay in the
city

Etk = the first thought about WORKATION in Poland.
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3. VALUES

Strategy motto:
~Etk. Work. Lake. Life.”

What does it mean in practice?

Hospitality & Community

"You come as a guest, you leave as a neighbor and friend"" — local entrepreneurs,
residents and public institutions together create a support network for those
working from afar and an onbording system that allows arriving guests to easily
make themselves comfortable in Etk.

Working in the rhythm of nature

Plan business activities while swimming on the SUP, organize a brainstorming
session by the fire, and an online morning meeting at the pier. The lake is your
conference room, which creates a refreshing microclimate that drives
productivity and additionally provides clean air. Etk allows for comfortable
remote work and direct contact with nature.

Authenticity

We promote regional cuisine, crafts and culture, instead of copying global trends
and chain stores. In Etk, guests working remotely can feel real Masurian DNA.
This is what they expect when they abandon the large city in favor of the
beautifully located Eftk.

Digital Innovation

100% public spaces with fast Wi-Fi, benches-desks with chargers, ,Etk
Workation Pass” application for stay management. Using modern technological
solutions, Etk becomes a city that supports remote workers at every step,
making it a favorite and a popular destination for digital nomads.

Sustainability

Support for eco-business, impact projects and the sharing economy. Also thanks
to energy and with the involvement of people who came to Etk for workation in
the city, new ideas and solutions appear.

Activity & vitality

We encourage sports and exercise: from half-ironman and bicycle trips to yoga
on the beach and winter walruses. City organizations have become the initiator
of many small sports events in which guests working remotely participate.
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4. KEY SUCCESS INDICATORS (KPIS)

KPI
Baseline (2025)
Target 2030

Accommodation workation/month
estimated <15
>300

Spontaneous recognition
~Etk = workation” in PL
<2%

>25 %

Assisted recognition (PL)
n/d
>40 %

5. CONTEXT & JUSTIFICATION

Where did the workation phenomenon come from? — short historical outline
The creation of the movement (idea) of workation is not a case of one trend, but
three stages of the development of remote work.

1.0rigins (2010-2015)

The first expeditions of digital nomads reported on the Internet (e.g. Remote
Year 2015) combined coworking with a journey around the world. During this
time, the number of so-called ,coworking spaces” increased from < 1,000 to
5,800 (Global Coworking Survey 2015).Theme: young freelancers in IT and
marketing were looking for a cheaper life and exoticism when working online.

2.Acceleration (2016-2019)

The first package platforms (Selina, Ro.am) were created, offering travel +
accommodation + desk + community. Estonia (2018) and Barbados (2019)
announced visas for digital nomads -today, over 40 countries already have such
programs (OECD 2024).The market was valued at USD 4 billion per year
(Harvard Business Review 2019).

3.Pandemic boom (2020-2025)

During the COVID-19 peak, up to 3 billion people worked remotely (ILO 2021).
Companies such as Twitter, Shopify and Atlassian have announced a ,,work from
anywhere” policy. The number of digital nomads has increased from 12 million
(2019) to 35 million (2024) (Statista 2024) - have become a full-fledged tourism
segment. The concept of ,,Cool North” has emerged - this is a trend in tourism
regarding temperate destinations climate (regions and countries i.e. Canada,
Scandinavia, Poland, Estonia), because summer is in southern Europe exceeds
32 °C (Copernicus 2023).
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WHAT'S NEXT? (Forecasts 2025-2030)

1.Statista estimates 55 million nomads by 2030, with an expenditure of
$38,000-42,000 per person.

2. McKinsey 2023: 60% of ,knowledge work” employees in the EU will have the
opportunity hybrid work, and every third plans at least 1 workation trip per year.

3. ESG trend: companies will reward destinations with a low carbon footprint
(,green retreats”).

4. ,Workation hubs” develop medium-sized regions — Tallinn, Madeira, Gran
Canaria, Etk — showing that you don't need mega cities to be in ,at the heart of
events”.

Conclusion for Etk: Etk enters the market when workation it is a mature,
fast-growing branch of tourism, and cities with a temperate climate and
competitive prices are gaining popularity with ,,Cool North”. This is the
perfect time window to build your brand before the next wave of
competition.
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PART B.
TREND ANALYSIS AND BENCHMARK (WORKATION)

The purpose of this section is to define the internal and the external conditions
in which the ,Etk —Workation 2030"” strategy will be implemented.

Introduction to workation trend analysis

The pandemic was a fuze of the WORKATION idea, but the movement had
started before. And today we are already talking about 35 million digital
nomads in the world, and forecasts say 55 million by 2030. This is not a -
niche, it is a new branch of tourism and the labor market.

Global market versus Central and Eastern Europe

The largest concentrations of nomads were formed where it was warm and
cheap: Thailand, Indonesia, Portugal, Greece, Gran Canaria, Tenerife. But as
heatwaves began to regularly exceed 32-35 °C and prices in popular hotspots
shot out, the “"Cool North” trend emerged. More and more people are looking for
a temperate climate and a green environment. The CEE - region from the Baltic
Sea to the Carpathians - has become a natural candidate. In three years, the
number of coworking spaces in our part of Europe has increased by 42 per cent
(Enpact/GIZ report, 2024), and countries such as Estonia or Croatia have begun
to actively promote visas for nomads. Poland has not introduced such a solution,
but it has the advantage of no bureaucracy for stays of up to 90 days.

Three megatrends that play in Efk's favor:

1.Remote work demography. Almost half of knowledge workers in the EU can
today legally work hybrid. Importantly, 72% of them declare workation
departure within the next year. It's an army of potential visitors that no longer
needs great metropolises, the

to earn.

2. Technology. Gigabit fiber optic, 5G networks, Starlink — stations will blur the
technological boundary between the office spaces of large cities and smaller
cities such as Etk. The introduction of these solutions is a clear signal that ,can
work here

just like in an open space office building in Warsaw, Berlin or Barcelona”.

3. Climate and well-being. Copernicus data shows that the average July
temperature in Etk is 22 °C. This is the perfect thermal zone

for productivity, as the south of Europe struggles with heat waves and polluted
air in the summer.

Barriers that Etk must overcome:

Etk's biggest brake is low recognition. In a quick survey conducted by our
agency, only 2% of respondents spontaneously combine Elk with the idea of
working, while Tallinn (the nearest destination that promotes working) reaches
24%. Another weaker points are insufficient infrastructure and the lack of
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direct air connections. This remedy is high-speed railway connections and
nomadic buses from the airports in Gdansk and Warsaw. This problem
disappears in the context of Poles looking for space for remote work, because
Etk is well connected with the rest of the country (road and rail connections).

Why now?

The window of opportunity is narrow. Destinations that will build a bright brand
workation in the next 2-3 years will gain a priority effect. Etk has a chance to
take advantage of its natural advantages - lake, climate, competitive - prices
and fill the gap on the map of Central and Eastern Europe. The following
chapters will show how to turn this potential into a specific offer, activities,
infrastructure and promotional campaign.

PART B2.
TREND ANALYSIS AND BENCHMARK IN DETAILS

1.MACRO-TRENDS (PESTLES) IN A PILL

Dimension Trend 2025-2030 Importance for Etk

P — Political

The EU is expanding its digitalization and ecology programs (FEnIKS 2021-27).
"Possible grants for urban Wi-Fi and e-mobility."

E — Economic

Poland is still cheaper vs. euro zone.

Value for money” - lower price argument.

S — Social

72% of remotely employed people plan to work once/year (Booking.com
2024). Growing demand for workation destinations.

T — Technological

"5G/Starlink, working from the cloud, Al-collaboration." Priority for a stable
upload + Starlink test station in Etk.

L — Legal

40+ countries have introduced nomadic visas. Liberal stays in Poland < 90
days. No unnecessary bureaucracy for a short stay.

E — Environmental

"Climate change: heatwaves in the southern EU, trend , Cool North”." The
climate of Masuria (22 °C in summer) fits into the niche.

2. PERSPECTIVE

Poland #6 in the EU in the global Remote Work Readiness Index 2024 (high
Internet quality, low cost of living, but weaker climate in winter).Warmia-Masuria
generates 8% of domestic tourist accommodation (GUS 2023), but as much as
71% falls in the summer.Climate trend ,Cool North”: heat waves > 35 °C in
Spain, Greece and Croatia cause, that 28% of surveyed digital nomads declare
to exchange summer stays for cooler northern destinations (Booking.com Work
Anywhere 2024). The average temperature in July—-August in Etk is 22 °C — &
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comfort zone for outdoor work and sport (,Goldilocks zone” according to WHO
2023).

3. COMPETITIVE BENCHMARK (DESTINATIONS ,COOL NORTH + VALUE")

City Apr. temp. summer Cost 30 days* (EUR)Brand awareness ,workation”

Etk 22 °C 980 2%
Tallinn 20 °C 1 450 24%
Split 32 °C 1 800 28%
Gran Canaria 31 °C 2 200 35%
Zakopane (PL) 24 °C 1 300 12%

"*AirDNA + local OTAs, Q2 2024."

Conclusion in the case of homads from abroad: Etk wins by climate and price,
loses by recognition and direct air connections.

Conclusion in the case of homads from the country: Etk wins with its proximity
to city-nature and the clean air that the inhabitants of large cities are looking
for loses recognition and insufficient infrastructure.

4. ELK STRENGTHS:

e Seasonality Mazur - low tourist density outside the period July—-August,
ideal for nomads.

e Clean air, proximity to nature and untouched nature.

e Comfortable summer climate (22 °C) vs. overheated south; perfect for
outdoor work and activity.

e Competitive prices (-35 per cent vs. Croatia).

e Schengen area.

e No other Polish destination with a bright brand working - low internal
competition.

5. EtK WEAKNESSES.:

e Limited association of Masuria as a workplace (perception ,only holiday
relaxation by the lake

e and sailing”).

e No door-to-door air connections

e Competition between the destination and the year-round climate (e.g.
Spain, Portugal).

e Itis possible to transfer part of the workation traffic over the Baltic coast
and to Scandinavia if we do not maintain the price-product advantage.

e Shortage of content in English about Masuria from the perspective of
remote work — easy quick-win content.

e PLN/EUR - exchange rate instability may affect the perception of , value for
money”.
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6. ANALYSIS: PORTER'S FIVE FORCES DESTINATIONS ,WORKATION"

IN CENTRAL AND EASTERN EUROPE

RN

Punp

W N =

»

rwN R

Strength

Rating*

Impact
Recommendation

. Rivalry Among Existing Destinations

8. 8. 0% 0%
Etk (Masuria) competes with Tallinn, Riga, Zadar-Split, Zakopane.
Diversify the offer (IT meet-ups + active recreation by the lake).

. Threat of New Entrants

18,8 8" 8¢

. Low barriers (fast internet and marketing is enough), but requires urban

coordination.

. Take advantage of the first player advantage and reserve the ,Workation

Friendly” sign.

. Bargaining Power of Guests

18,8, 8.8

. Nomads choose destinations via online platforms, high expectations vs.

price.

. Dynamic prices, loyalty program , Etk Workation Pass”.

. Bargaining Power of Suppliers
D 8. 00" ¢
. Medium-sized hotels/apartments; seasonality = willingness to cooperate in

the off-season.
Guaranteed occupancy agreements, e.g. ,Winter-Code”.

. Threat of Substitutes

2. 8.8.8. 8¢
Remote work from home, Baltic resorts, foreign (tropical) cowork-retreats.
Build an advantage: community, activities, branding , Etk. Work. Lake. Life.”

*Scale 1-5 = low-high pressure
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7.VISION 2030 IN A NUTSHELL (IN FIVE SIMPLE IMAGES)
— WHAT WILL EtK LOOK LIKE IN FIVE YEARS?

1.City-office under the cloud

Network of public areas ,Lake-office” with shelter, USB-C sockets and free
Wi-Fi 1 Gbps.

Benches-desks with solar panels and power supply on the main promenade.
In Nomad List (2029) research, Etk is included in the TOP 10 ,best outdoor
workspace” in Northern Europe.

. Year-round calendar of life and work

At least 1 larger event each month: ,Code & Kayak” hackathon, workation &
slow-life festival, ,Winter-Code"” walrus or innovative networking meetings.
The shared calendar in the Etk Workation Pass app reminds you of local
meetups and gives you a -10% discount on tickets.

Goal: less than 40% of the share of the summer season in the total number
of — nights today is 71%.

. Fast, green and simple transport

E-bike and e-scooter database in the , pay as you go” model.
Thanks to this, 60% of guests come without their own car.

. Sharing economy — benefit for residents

Every second rental apartment is run by local families, not chain entities.
The ,,Convert your garage” program supports residents in adapting buildings
into micro-coworks

or long-stay rooms.

Estimated additional household income: PLN +9,000 per year (UM Etk/PARP
2030).

. Green energy and clean water

20 electric boat charging stations, so the lake is free from exhaust gases
and unpleasant odors.

Certificate , Sustainable Destination” (GSTC) awarded in 2030 — condition
set by 30% digital nomads in the Booking.com 2024 survey.

These five images show that Etk not only provides fast internet and
comfortable desks, but above all offers a consistent, year-round
environment for work, relaxation and local community.

Etk operates in the growing, but still open to new players, ,,Cool North
Workation” segment. The strongest cards are climate, clean air and
price, the weakest — recognition and transport infrastructure.
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PART C.
SEGMENTS AND PERSONAS

The purpose of this section is to identify the most prospective audience groups,
the to effectively allocate the budget and achieve the assumed level of increase
in the recognition of Etk as a workation destination.

1. HOW DO WE DIVIDE THE MARKET?

Three basic criteria:

Work style — freelancer /team /family.

Purpose of stay — coding in silence /design meeting /work-life with
children.

Season — summer period /autumn-winter period /all year round

These three variables have the greatest impact on the necessary standard of
accommodation, length of stay and potential expenses in the city.

Detailed explanation of the criteria:
Where will they come from? (Geography)

The key are digital nomads from Poland - due to convenient road and rail
connections. Second in line is Berlin and, more broadly, Germany (DACH) - is
a market that already knows Masuria and has higher purchasing power. In
third place, Great Britain and neighboring countries in Central and Eastern
Europe (i.e. Lithuania, Czech Republic, Slovakia).

How do they work? (Workstyle)

e A freelancer or a person working under a - contract comes alone, looking
for a cheap but comfortable apartment and good Internet.

e A - company team, e.g. a start-up that organizes a joint trip once a quarter
and needs a large hall and team-building attractions.

e Internet creator - records podcasts or vlogs, needs nice frames, silence for
recordings and an intimate workspace.

e Family on remote work - parents work, children have activities by the lake.

e The distinction is important because each group spends money differently
and requires a different package of services.

Why will they come here? (Main need)

For some, the key is a low price, for others a cool, pleasant climate or
attractions for children. There is also a growing group looking for well-being,
i.e. silence, yoga, closeness to nature and clean air. Knowing the motivation,
we can structure the message so that it immediately hits the point.

When are they free? (Season)

Co-funded by
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e High season (June-August) attracts families and video creators.

e Transition seasons (April-May, September) tempt freelancers with peace
and lower prices.

e Winter and early spring (October-March) is a chance for the ,Winter
Nomad” segment, which is looking for a cheap long stay, a warm coworker
and a community.

Thanks to this, we know how to fill hotels outside the holidays and
maintain revenues all year round.

2. SEVEN KEY PERSONAS

1. Michat ,,DevNomad” — freelancer IT

Who is? A 29-year-old programmer from Poznan, works B2B for French fintech.
Why Etk? He is looking for silence and good Internet. He knows Masuria from
his childhood, but he never tried to work there.

Needs: 24/7 desk in a quiet nature environment, high-speed connection,
community meetings in the evening, low cost of living

outside the big city.

Barriers: fear of equipment logistics, lack of ,more than lake”, fear of poor
infrastructure, lack of recommendations from the industry

Outreach channels: LinkedIn Ads, FB groups, newsletter, Slack, industry
meetings.

2. ,Team Sprint” — 6-person SaaS start-up

Who are they? A band aged 25-35, scattered every day between Warsaw,
Poznan, Gdansk and Krakow.

Why Etk? Once a quarter, they want to combine product sprinting with
integration in a green environment, within a reasonable budget

Needs: workshop room, high-speed Wi-Fi, integration package (sails, bonfire),
boutique, intimate hotel or guesthouse.

Barriers: no ready-made, comprehensive offers, long train travel time from the
west of the country.

Channels: HR-benefit mailing, Product Hunt Poland, direct cold-mail to CTO.

3. ,Family Remote” — family 2+2

Who are they? Anna (UX designer) and Piotr (Eng. QA), children 6 and 9 years
old; Warsaw.

Why Etk? They want to spend the summer outside the capital, but not give up
their jobs.

Needs: apartment or house minimum 2 bedrooms, mini-cowork with animator
care for children, access to health care

or telemedicine.

Barriers: rainy weather, lack of peers for children, fear of logistics.

Channels: parenting blogs, Instagram parenting, podcast ads, influencer
marketing,

Co-funded by
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4. Aleksandra ,,CreativeSoul” — web content creator from Berlin
Who is? 27-year-old viogger lifestyle & yoga (120k YT sub).

Why Etk? It needs beautiful frames (locations) and silence to record a new
series of podcasts.

Needs: Looking for “off-beat” destinations in Europe, close to nature, with
authentic local culture and good vegetarian scene, podcast studio, beautiful
places to record yoga sessions, fast upload.

Barriers: equipment logistics, lack of information in English, lack of an airport,
lack of English or German-speaking support, lack of a fast Berlin-Etk railway
connection

Channels: TikTok, influencer marketing, press-trip entry.

5. Karolina ,,FreshTube” — young YouTuber

Who is? A 22-year-old journalism student from Krakow, runs the ,Student
Lifehack” channel (85k sub).

Why Etk? Looking for a cheap, picturesque setting for vlogs (audience likes
Lreal life”).

Needs: stable net to livestream, beautiful locations, affordable accommodation,
SUP morning yoga classes, indor networking events, nomadic community.
Barriers: student budget, access without a car.

Channels: YouTube, Discord, stories on IG.

6. Marek ,,SilverNomad” — consultant 55+

Who is? 57-year-old SAP systems expert from Katowice, B2B remote contracts.
Why Etk? He wants to work peacefully, in greenery, and values comfort and
local cuisine.

Needs: comfortable apart-studio, medical care, forest walks, regeneration,
water sports, mindfulness

Barriers: loneliness — no opportunity means meetings of interesting people, no
information about workation in Etk.

Channels: LinkedIn, industry forums for ITSenior, advertising in the online
~Gazeta Wyborcza”.

7. Kasia & Tomek ,, EscapeCity” — couple with baby

Who are they? Kasia 30 (copywriter), Tomek 31 (data analyst), son 5 months
old; they rent 50 m2 in Warsaw.

Why Etk? Tired of the costs and noise of the capital, they test Masuria as a
potential place of permanent life.

Needs: quiet 2-room apartment or small house, nursery care at least 3 hours a
day, e-bike for rent, medical care.

Barriers: transport and logistics, access to a pediatrician, fear of the situation
~and what if it rains for 5 days”.

Channels: FB groups in ,style I'm moving out of Warsaw”, podcasts about
slow-life.
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3. CUSTOMER JOURNEY MAPS — 7 PERSONS
LegendA—>C—->B—->0—->R

A Awareness

C Consideration

B Booking/Bookings
About On-Site/On site
R Referral /Command

Each stage is described in three modules:
Touchpoint — Need/Pain — Opportunity (city idea), so that marketing activities
can be easily assigned.

Stage
Touchpoint
Need /Pain

A chance for Etk

1. Michat ,,DevNomad” — freelancer IT
A

LinkedIn post ,Lake Desk”

Looking for silence + 1 Gbps
Targeted Ads

C

Compares prices vs Krakéw

Bright cost per month

Calculator ,,How much will you save?”
B

Reservation on the website

Simple form

""Pay When You Share""""

0]

Cowork 24/7 (night)

¢ "Self-service, coffee"

e Pass card with free espresso on the first day
R

GitHub Readme (Etk Workation)

I want to show the location

Badge (badge) ,,Code in Elk”

2. ,Team Sprint” — 6 people start-up
A

Hr-benefit mailing

~Where to do off-site?”

Case study ,Sprint + SUP”

C

360° /VR guesthouse or hotel

Co-funded by
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Budget and workshop room

simple calculator ,,cost per person”
B

HR Manager Book

VAT collective invoice

~1eam Pass” + 10% discount

O

Workshops + regattas + coordinator
Integration after work

Event moderator ,,Code&Kayak”

R

LinkedIn Video

Employer branding

"24-hour video package, company logo against the lake background"

3. ,Family Remote”

A

Instagram parenting

No inspiration for July

"Reel ,Kids code, parents chill”™

C

Webinar ,Work+children”

Animation Care

"Animation plan of the day, all-in prices"
B

Reservation 2 rooms + children
Split-payment

"FamilyPack, instalments 0 per cent"
O

Kids Camp + coworking

Security

Live-cam from the playground in the app
R

Family photo album

Souvenir

Free photo book + digital code

4. Aleksandra ,,CreativeSoul”

A

TikTok , Lake Reflection”
He is looking for new staff
Press-trip invitation

C

Checks upload

Transfer 30 GB/day

100 GB LTE voucher

B

Barter Reservation

Co-funded by
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Formalities

Simple influencer agreement , 1-klik”
0]

Barge Recordings

Bird noise

Podcast Studio

R

Vlog 3 episodes

Range

Serial , Etk. Work. Lake. Life.”

5. Karolina ,,FreshTube” - YouTuber 22y

A

YouTube Shorts

Student Budget

Code ,,STUDENT25”

C

Discord

Viewer Support

Live: Q&A invitation from the lake
B

Airbnb

Bed in the hostel

Hostel with mini-studio vlog
0]

Streamstudy

Stable Wi-Fi

Lake-Office hotspot

R

Give-away

For viewers Weekend

Pass for 3 sub

6. Marek ,,SilverNomad” 55+

A

Article Gazeta.pl

"Uncertainty, because maybe it's ,for young”.
"Story ,Work + Nordic walking + new relationships
C

Tel. to the hotel

Comfort + health care

Medical care + pharmacy

B

Telephone reservation

Simple process

Al phone concierge 24/7

O

14
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Walks + cowork

Ergonomics

Ergo chair + adjustable table
R

FB post on groups ,50+"
Wants to recommend
Discount 10% familiar

7. Couple ,,EscapeCity” + baby
A

"FB group ,, I'm moving out from Wawy”
"Housing cost

Price comparison: W-wa vs Etk

C

The Slow-Life Blog

"Pediatrician, nursery conditions"
Info package for young parents

B

Rental for 2 months

Flexibility

Um. rental with extension option
0]

Life/apartment test

Child's play

E-Bicycles + 3-hour nursery + animations in the afternoon
R

Post ,new home?”

Family from the city

Cooperation with developers
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PART D. POSITIONING & VALUE PROPOSITION

Why a remote employee from Poland or Europe should choose Etk, not Krakow,
Wroctaw or its own apartment?

A desk with fast and stable Internet, a lake outside the window and a lower
cost per month in Etk vs. a week of vacation in Tricity or in southern Europe.

1. ,WHY ELK?"” — KEY ARGUMENTS

e EUR 980/month - average cost of stay (AirDNA 2024), ~35% lower than
popular cities in Croatia or Estonia.

e 22 °C - average temperature July-August; in Spain and Greece exceeds
32 °C (Copernicus 2023).

e 1 Gb/s upload — full coverage plan in the coming years.

e The city is located on the shores of a lake, about 20 kilometers of coastline
within the city limits - daily contact with nature.

e Poland in the Schengen area, low prices and a high sense of security
(Eurostat Safety Index 2023).

2. VALUE PROPOSITION — WHY CHOOSE ELK?
In three simple points

1.Masurian reset instead of a hot south

In July, the temperature in Etk averages 22 °C (Copernicus 2023), when Split or
Athens exceed 32 °C. This means that in summer you can work and walk without
air conditioning, and after work go out on a paddle-board instead of hiding from
the heat in the hotel.

2. Full work infrastructure without hidden costs

The ,,Cowork Etk 2030” program will create 24/7 workplaces with ergonomic
desks and silence for videoconferencing. The entire — accommodation, desk,
Wi-Fi and shared, healthy — breakfasts package will cost on average EUR 980
per month, which is 1/3 less than in Tallinn or Gran Canaria.

3. Community and a sense of security

Etk is a city with a low crime rate (Eurostat Safety Index 2023). Thanks to shared
breakfasts and afternoon entertainment organized every day during the summer
season, you will quickly meet local sailing and mountain bike enthusiasts. The
Etk Workation Pass app combines Wi-Fi, discounts and public transport in one
place — no paper forms

Result:
You get a quiet place to work, active recreation by the lake and real
savings — without compromising on internet speed or quality of service.
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3. EXTENDED PRODUCT
~ELK WORKATION” — FRIENDLY SERVICES ECOSYSTEM PROPOSAL

Below is a list of 20 specific services that together create a unique workation
experience in Etk.

1.

2.

ousw

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

App , Etk Workation Pass” — one QR code combines urban Wi-Fi,
discounts, communications and payments.

Thematic packages (DevPack, FamilyPack, WinterCode) — ready-made
accommodation sets + coworking + attractions.

Transparent prices long-stay — attractive subscription =30 days
Connections to airports — electric buses Gdansk airport/Warsaw « Etk
Digital/felephone support 24/7 — chat-concierge in PL/EN/DE.
Community & networking — channel Slack #elk-nomads, weekly meetup
~Code & Beer”.

Cowork Lake View — modular containers or office boats for rent by the
hour.

IT & ergonomics equipment rental — 27” monitors, ergo chairs, laptop
stands.

Health & Wellness Pass — yoga SUP in the morning, sauna by the lake,
gym tickets.

Kids Code Camp & eco-animations — programming and nature classes for
guest children.

Medical care and short-term insurance — doctor consultations online or in
the clinic in an hour.

Talent Concierge — help in finding B2B orders and handling invoicing
(partner Fakturownia.pl).

Green office starter kit — desk, chair, lamp with sunlight available in long-
stay apartments.
~program building relationships” — volunteer residents give tours of the
city and local culture.

Culture pass — workshops on crafts, Masurian cuisine, tickets for cultural
events in one package.
The carbon — calculator in the app counts the carbon footprint of your trip
and allows you to compensate for it.

Room on demand — reservation of rooms by the hour via the application,
cashless payment.

Loyalty program ,Workation Miles” — points for accommodation and
expenses, redeemable for additional nights.

Guide ,Nomad Legal” — compendium of tax breaks, visas and formalities
(PDF in the app).

Seasonal micro-coworks in the forest — portable containers with electricity
and Wi-Fi placed among the trees in summer.

Why is this important?

Each service responds to specific — needs, from high-speed internet, through
health security, to childcare and nature activities.
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Together they build Etk's competitive advantage compared to other cities. It is
an ecosystem of services that requires the cooperation of many entities and the
business world, but can create an unimaginably comfortable working and
relaxation environment for guests.

4.VALUE IN PRACTICE - ,A DAY IN LIFE"”

e 07:30
Morning online meeting from the pier, laptop on a picnic table with socket
and WiFi.
e 08:30-09:00
Shared networking breakfast in a café on the shores of the lake
e 09:00-13:00
Sprint coding in a coworka overlooking the lake, coffee from a local roastery.
e 13:00
Lunch in fish bistro, 10% discount with , Etk Workation Pass”.
e 15:00
Videoconferencing - stable 1 Gb/s, zero jams in HD.
e 17:00
Sailing or yoga SUP lesson from ,Elk Workation Pass”..
e 20:00
Networking bonfire — contact exchange, new order from another nomad.

5. WHAT DISTINGUISHES ELK
AGAINST THE BACKGROUND OF COMPETITION?

e Climate ,Cool North” - in summer you work comfortably, in winter you
wander; the south of Europe is struggling with heat.

e Everything close to - desk, lake, restaurants within 10-15 minutes walk.

e Real experience Mazur - local food, crafts, no ,concrete”.

6. BENEFITS FOR RESIDENTS AND CITIES

e New jobs - in services and IT-support

e Rental income - average additional family income approx. PLN 9,000 per
year.

e Year-round activity - less risk ,dead seasons” in winter.
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6. BRAND PROMISE

Etk. Work. Lake. Life.
You work like in a big city, breathe and relax like on vacation.
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PART E.
OBJECTIVES AND CIRCLES

Key objectives and measurable results.
HOW DO WE LOOK AT SUCCESS?

OKR - Objective & Key Result - helps you maintain a simple scheme: first
we tell you what we want to achieve (0O), and then we determine one or more
numbers (KR) that will undoubtedly show whether the goal has been met. All
numbers are real to measure and we check them regularly to quickly correct

the course.

Target 1 - ,,Elk = workation”

We want the word , Etk” to spontaneously associate Poles with working on the
lake. Today, virtually no one thinks so — in our survey, barely 2% of people
connect the city with workation. Our bar is 25% in 2030. The first control
measurement should be performed at the end of 2027. If the 15% threshold is
then jumped, we know that the campaign is going in the right direction.

Target 2 - ,,Accommodation, not likes”

Recognition is important, but the horizontal operational goal is at least 300
workation nights per month. We start practically from scratch (several to a
dozen reservations per month), so the first ambition is to exceed the hundred
in 2027.

Target 3 — ,,Desk that always works”

Etk is to win not only by lake, but also by Internet and coworking base.
Therefore, by the end of 2026, 100% of the tourist zone is to have a gigabit
Internet. The second quality measure will be the independent NomadList -
ranking. We aim to ensure that the average reported speed of ,real life” by
visitors does not drop below 200 Mb/s.

Goal 4 - ,Team grams”

The strategy will not work without a local coalition. The plan is simple: by the
end of 2025, you must sign a memorandum with at least a dozen - entities,
hoteliers, coworking operators, NGOs, municipal institutions and local business.
Later, it is worth measuring how this cooperation translates into package sales:
if at the end of 2028 seven out of ten reservations are sold in the form of a
ready-made package, it means that the partnership turned out to be a success.
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HOW OFTEN DO WE LOOK AT THE NUMBERS?

e Quarterly - internal project team meeting

e Semi-annual - project team meeting + comparison of numbers to the first
half of the year.

e Every year - update of the full OKR report, broadcast to councilors and
partners.

To sum up: If by the end of 2027 the average Pole begins to associate Etk with
a desk by the lake, and the city sells over ten workation packages a month, we
know that we are on our way to the result of the goal in 2030.
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PART F.
BRAND POSITIONING “"ELK WORKATION”

1. WHAT IS BRAND POSITIONING?

We want the slogan ,Etk” to automatically evoke the association ,the best
place by the lake for work and rest” in the heads of Polish remote workers.
This is a mental shortcut that will distinguish the city from Krakow, Wroctaw,
Tricity or destinations outside Poland.

2. ANALYSIS OF THE COMPETITIVE FRAMEWORK

e Competitor cities: Krakéw, Wroctaw, Poznan, Tricity — win by the number of
coworks and attractions, lose by climate, proximity to nature and price.

e Holiday destinations: Tricity and Masuria — win with a tourist brand, lose with
a job offer (Wi-Fi, desks).

e Village /working from home - wins with costs, loses community and
infrastructure.

Conclusion: We position Etk in the niche ,medium city + lake + proximity to
nature + fast internet” - exactly what no one else offers.

3. POSITIONING PROPOSALS (3 VARIANTS - LET'S CHOOSE THE BEST)

Variant

Formula , For.../Which.../Elk offers...”
Pros

Minus

A. ,Lake-Desk”

For freelancers who want to code in silence, Etk offers a desk 24/7 five steps
from the lake.

Easy image (photo), consistent with the password already used.

It may sound too ,solo dev”; worse with bands.

B. ,,Sprint + SUP”

For start-up teams that combine product sprinting with integration, Etk offers a
package code + SUP + focus.

Great for Team Sprint; viral potential in B2B."

Does not include families and seniors; requires water events.

C. ,Masurian Reset”

For anyone who works remotely and feel burnt out, Etk is a green reset:
refreshing atmosphere, nature and a stable internet.

Catching the emotion of well-being; fits SilverNomad and EscapeCity.
Less technological; it may sound like a spa slogan.

Recommendation: variant A as the main (most universal), variant B B2B
campaign, variant C - winter/slow-life communication.
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4.0NE SENTENCE ,,DNAOF THE BRAND"”

Etk is the only city in Poland where you open a laptop by the lake, you
have fast and stable internet in a comfortable office and you pay less
than in a large agglomeration.

5. TRANSLATION INTO A MARKETING MESSAGE (COPY LAYER)

Persona
Main Barrier
A sentence that breaks the barrier

DevNomad
».Internet in Masuria probably weak”
»Live test: 930 Mb/s download from promenade — see stream.”

Team Sprint
100 far and no workshop room”
»2 h 25 min by train from Wawsaw, room 60 m2 ready for Design Thinking.”"

Family Remote
»,What about children?”
»,Kids Camp: kids build LEGO robots, you finish sprint.”"

FreshTube
~Will the upload support live?”
~Upload 320 Mbps — stream from the lake without a jam.”

6. VISUAL TOOLS SUPPORTING POSITIONING

1. Live Speedtest Banner - on the home page Mbps counter refreshed every
minute.

2. Lake-office photospot - insta frame on pier with ,Etk inscription. Work. Lake.
Life.”

3. Temperature widget — current temperature Etk vs Krakdw vs Split.
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PART G.
PROJECT 5 - MONTHLY PROMOTIONAL CAMPAIGN

Comprehensive media plan for the ,Workation ElIk” promotional campaign
(July - November 2025)

1.GOAL AND ASSUMPTIONS OF THE CAMPAIGN

The ,Workation ElIk” campaign aims to promote the city of Etk as an attractive
workation destination, a place combining remote work with relaxation. According
to the development strategy of the Etk Workation brand, the city is to become
recognizable in Poland and Europe as an ideal place for digital nomads,
freelancers and small teams. The project is implemented in cross-border
cooperation with the Lithuanian city of BirStonas -. Both cities are developing as
remote work hubs to extend the tourist season and attract remote guests from
Poland and abroad. The campaign therefore takes into account international
elements (Polish-Lithuanian) and meets the requirements of the EU label
(Interreg Litwa-Polska) in promotional materials.

Time range: promotional activities will be carried out for 5 months - in the
months of July - November 2025. the campaign will have two stages of increased
communication intensity: at the beginning (start of the summer season) and at
the end (upcoming project summary event in Etk). During the remaining period
July-October, a continuous but reduced media presence will be provided to
sustain interest (the so-called sustaining phase).

Budget: The planned activities are within the budget of PLN 110,000 net
(according to the assumption of the Interreg project). This budget includes the
costs of broadcasting/publication in the media. All costs are based on current
market valuations and they were planned in such a way as to use the funds
effectively and not exceed the available budget.

Target audience:

The campaign is addressed to people who may be interested in remote work in
the attractive tourist environment of Masuria, in which: Polish and foreign , digital
nomadzic” - remote specialists from the creative and IT industries who travel
and combine work with exploring new places.

e Freelancers and startupers from large cities (Warsaw, Tricity, Krakow, etc.)
who are looking for a break from the everyday work environment.

e Small company teams/corporate employees (e.g. from the IT and marketing
sectors) interested in work-action or work-retreat trips as part of integration
or increasing the creativity of the team.

e Guests from Lithuania -, thanks to the partnership with Birstonas, the
campaign will also reach recipients on the Lithuanian side (mainly from border
regions and Kaunas district). Materials addressed to Lithuanians will be
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available in the Lithuanian version (subtitles or voice-over in spots, translated
graphics) in order to remove the language barrier

e Additionally, local tourism entrepreneurs and local government officials are
indirect recipients of the message - campaign makes the local community
aware of the potential of workation, building acceptance and commitment
(e.g. articles in a regional magazine will also go to local decision-makers).

2. CHANNEL SELECTION AND COMMUNICATION TOOLS

To effectively reach the above groups, a media mix was planned combining the

advantages of traditional channels (wide regional reach, credibility) with the

precision and reach of the Internet.

The following are the selected proposed channels with rationale for their use:

Regional Radio

Characteristics and coverage: In the radio range, two stations covering the
Warmia and Mazury region were selecte eg:

Radio ESKA Olsztyn (105.7 FM) - a popular commercial music and entertainment
station, addressed mainly to younger listeners (15-35 years old). In addition to
music, Eska broadcasts local information and has high listenership among mobile
people (drivers, youth).

Polish Radio Olsztyn (103.2 FM) - regional public radio station (Polish Radio),
with an information and music profile, reaching a wide age group (large group
of 40+ listeners interested in the affairs of the region). PR Olsztyn is a reliable
source of local and social information.

Both stations are broadcast from Olsztyn, but Polskie Radio Olsztyn also has
transmitters, among others. in Etk and Gizycko, so it covers the entire
voivodeship. The reach of Radio Olsztyn is approximately 60-80 thousand.
regular listeners per week (estimate based on Radio Track data for the region),
while Eska Olsztyn attracts mainly urban youth (no official numbers, but Eska is
often in the top 3 local stations in cities).

Two complementary station profiles will allow you to cover a wide range of
listeners in the Warmia and Mazury region. Radio Eska Olsztyn is a popular
commercial music station, reaching mainly a younger and active group (young
adults, mobile people). Dynamic 30" spots broadcast in Eska will build interest
in the workation offer among people listening to the radio in the car or at work.
Polish Radio Olsztyn (a regional public radio station) has slightly older and more
local listenership; broadcasting 30” spots on this air will ensure reaching
traditional audiences in the region, including entrepreneurs, officials and
residents from outside large cities.

Radio as a medium guarantees a high frequency of message contact (daily
broadcasts in the best time bands, e.g. mornings and afternoon listening peaks)
and builds the overall awareness of campaigns in the region. The radio spot will
focus on an invitation to Etk for workation, with a slogan emphasizing the
benefits (e.g. "Work with Lake View - Workation Elk Waits!”).
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Justification for the choice: Radio is a flexible and relatively inexpensive medium
that allows you to frequently reach the message. Thanks to the radio, we can
maintain continuity of the message throughout the campaign at low cost (e.g.
daily short spots). This is important with a limited - budget in the months when
we cannot afford TV, the radio will allow us to continue to remind you of Etk as
a workation destination. The choice of two different stations ensures
demographic diversity of the audience: Eska will provide information to younger,
more entertaining listeners (e.g. students who are in the region in the summer,
tourists on their way to Masuria - often set Eska in a car), while Radio Olsztyn
will reach entrepreneurs, officials, older people - listening to the radio for news.
Both groups are important: young people can use workation themselves, older
decision-makers can support the idea or provide information to younger people.
In addition, local radio allows for a more informative — message in a spot you
can directly invite you to a website or event. Finally, the radio is ideal for
communicating in Polish and Lithuanian: we plan to prepare the Lithuanian
version of the audio spot and consider broadcasting it, e.g. on the online Radio
Znad Wilii or a local radio station in Lithuania in the border region (if the
BirStonas partner has such capabilities) - although this was not included in the
original channel list, this is an option to be implemented within the budget (eec.
barter exchange with Lithuanian radio for broadcasting the Polish BirStonas
spot).

In total, we will broadcast approximately 92 radio spot broadcasts on both
stations during the entire - campaign, 40 prime-time broadcasts on one station
and 52 broadcasts on the other station. This nhumber, spread strategically over
time, will ensure regular reminders about the campaign and strengthen the
message at key moments (start and final of the campaign). The effect of the
radio campaign will be further enhanced by narrative and audio consistency with
video spots and other communication channels of the ,Workation Elk” campaign.

Regional television

Characteristics and scope: Two regional branches of Telewizja Polska - TVP3
Olsztyn (covering the Warmian-Masurian Voivodeship) and TVP3 Biatystok
(Podlasie Voivodeship) were selected. These are channels with a large terrestrial
reach in their - regions, e.g. the TVP3 Olsztyn signal technically reaches
approximately 1.42 million inhabitants of the voivodeship. According to KIM
research, this station has one of the highest audiences among local television
(approx. 300,000 people watching annually). Similarly, TVP3 Biatystok covers
the entire Podlasie region (over 1 million potential recipients).

Justification for the choice: Local television provides credibility and mass
coverage in the region. Broadcast of a 30-sec spot. in these channels will allow
you to reach the region's inhabitants (including local decision-makers, the
business and tourism community) with a message about the city's new initiative.
This is important for building the recognition of the Workation Etk brand on site
- also to ensure that residents and local companies support the idea (e.g.
entrepreneurs from the HoReCa industry who can prepare an offer for nomads).
Spot TV will show the beauty of Etk and the idea of remote work outdoors. -
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such a dynamic, graphic shot will best present the city's values. Despite the
growing role of the Internet, television remains a popular information medium
in the region (especially among 35+ people and local government officials),
hence its presence in the plan is crucial for the campaign to be publicly visible.
Additionally, the presence on both markets (Olsztyn and Biatystok) strengthens
the message of cross-border nature on Polish land -. We show that the project
reaches from Masuria to Podlasie (which geographically brings you closer to the
border with Lithuania).

Usage: The 30" spot promoting Workation Etk - is scheduled to be broadcast for
a total of approximately 5 weeks (2 weeks in September/October and 3 weeks
in November). The spot will be broadcast in high-viewing bands of regional
channels: before or after local news services (,Informacje Olsztyn/Biatystok”),
in the weather forecast, and in the morning band. Thanks to this, we will gain
optimal visibility and reach a wide group of recipients.

We assume the broadcast of 50 spots on TVP3 Olsztyn and 50 spots on TVP3
Biatystok, which gives a total of 100 broadcasts during the campaign (details in
the cost estimate). The spot will be prepared in two language versions: Polish
(with voice-over) and Lithuanian (with subtitles) —, but only the Polish version is
planned for television broadcast, while the version with Lithuanian subtitles will
be used in the online campaign.

A TV spot will allow you to effectively present the advantages of Etk (shots of
the lake, remote work space, tourist attractions) and build a positive association
with the Workation Etk brand. Presence on TV increases the credibility of the
message (prestige media).

Social media and online advertising (YouTube, Facebook, Instagram,
LinkedIn, Mazury24 portal)

Characteristics and coverage: Digital media is the core of reaching our modern
target group. Will be used:

YouTube - is the most popular video website in Poland, with approximately 28
million users (68.8% of the population) and potential advertising reach of up to
78% of Polish Internet users. YouTube is a platform where users often consume
travel content, viogs lifestyle - is a great place for our promotional spot (in the
form of InStream advertising before videos).

Facebook and Instagram - social networking sites under the Meta platform.
Facebook remains very popular in Poland (approx. 17 million users, especially
people aged 25-50), and Instagram is growing significantly among younger
users (approx. 10 million users, focus on image content). Both platforms allow
you to precisely target ads by interest and location. In addition, they enable the
publication of your own content on city profiles, which we will use in organic
communication.
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LinkedIn - is the most important social networking site for professionals, with
6.8 million registered accounts in Poland and ~4.2 million active users per
month. It allows you to reach people with a business, HR, startup — profile, i.e.
those who can initiate workation trips (e.g. a manager proposing benefits to the
team, an HR looking for benefits, a remote entrepreneur).

Mazury24.eu portal — a popular website dedicated to tourism in Masuria (run
since 2019, known for its rich database of attractions, event reports and active
sailing community). The portal has an ever-growing reach - publishes new
content every day and has social media profiles. According to the publisher's
declaration, sponsored articles on Masuria24 are widely received by lovers of the
region (the possibility of highlighting on the main page guarantees thousands of
views). This platform ideally reaches tourists and people interested in Masuria,
potentially also working in the region.

Justification for the choice: Digital channels allow for precise targeting and
interaction with recipients, which is necessary when promoting such a specific
product as workation. On the one hand, we need to reach geographically
dispersed people (across Poland, as well as in specific areas of Lithuania), and
on the other hand, - with specific features (e.g. working remotely, interested in
travel, startups). Platforms such as Facebook and LinkedIn provide advanced
targeting tools (e.g. by job position, interests ,digital nomad lifestyle”). YouTube,
on the other hand, is perfect for presenting our spot in an attractive way to
exactly those users who watch content related to travel, coworking, etc.

Importantly, the online campaign is measurable — we will be able to keep up to
date with the number of views, clicks and responses (optimize target groups,
content). Additionally, social media enables two-way communication — users can
comment and ask questions; it builds engagement and community around
Workation Efk.

Presence on the Internet is also necessary to reach the younger part of the target
group, which rarely consumes traditional media. Many digital nomads get their
information mainly from Facebook groups, forums and YouTube -. The lack of
an online campaign would be tantamount to being invisible to them.

The Mazury24 portal has been added as a supplement to - reaches people
already interested in Masuria (tourists, sailors) who can easily instill the idea:
»~Since you like Masuria for holidays, come here to work remotely”. A sponsored
article on this website will allow you to present the Workation Etk concept in the
form of an attractive story/reportage, which will increase understanding of the
idea and may convince the undecided.

Social media ads (Facebook/Instagram, YouTube) - Online video channels will
be crucial to reaching a younger, mobile and geographically dispersed target
group. A 30” video campaign (TV spot adaptation) will be prepared on
Facebook/Instagram and YouTube, with one common budget optimized for
maximum reach and engagement. These platforms allow you to precisely target
recipients with interests related to remote work, travel, technology, as well as
set a geographic target —. In the campaign, we will focus on large Polish cities
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(Warsaw, Tricity, Krakéw, Poznan, etc.), where there are most potential remote
employees, and on young professionals from Lithuania (e.g. Vilnius, Kaunas
regular visitors to Masuria. Advertisements on social media will lead to a
dedicated Workation Etk website (or profile), where recipients will find details of
the offer. Facebook and Instagram will provide wide viral coverage over a 25-40
year period (formats: in-feed video, Stories), while YouTube will allow people
watching tourist content, travel vlogs and lifestyle — to be reached in pre-roll
form before similar content. Justification for allocation: a significant part of the
budget (the largest single category) was allocated to online advertising, because
they enable reaching digital nomads on a national and foreign scale, in line with
the trend of increasing the role of digital channels in planning travel and remote
work. The online campaign will also ensure ongoing - optimization based on
results (views, clicks), the budget will be flexibly directed to where it brings the
best effect (e.g. more to the platform that generates higher engagement).

Usage: Digital activities are divided into paid advertising campaigns and own
content publications:

Online paid ads: The main form is the — 30-sec video campaign. the spot will be
broadcast as a YouTube TrueView In-Stream ad (possibility to skip after 5
seconds, payment per watch >30 seconds or click). The YT campaign will run
from July/August to 20/11 with varying intensity (as described in the schedule).
Estimated reach: with the assumed budget (PLN 25,000), we can generate
approx. 1.5-2 million spot views (at a rate of approx. PLN 0.01-0.02 for viewing
30 seconds). This will be a huge injection of — awareness, potentially up to 78%
of Internet users in Poland may receive our advertisement at least once.
Additionally, we will set up separate Facebook/Instagram Ads — campaigns, part
of the budget will be allocated to the video ads format in Facebook and Instagram
applications (feed and Stories). Part to promote graphic posts (e.g. photo
carousel from Etk with a slogan). Finally, LinkedIn Ads - here we will focus on
the Sponsored Content format (post with video and link to the campaign
website) targeted by industries (IT, marketing) and locations (central and
southern Poland - large cities, and Lithuania). LinkedIn is more expensive
(approx. PLN 20 for 1,000 views), so we will allocate a smaller part of its budget
(e.g. PLN 5,000 from the total online pool), trying to obtain several dozen
thousand views from the right people.

Own content in social media: A profile of the City of Etk on Facebook (and
Instagram) will be maintained with regular posts regarding Workation -, here
we integrate activities with the city's official communication. We will plan a series
of posts (min. 5 different formats: infographics, short video with nomadic
statements, photos with quotes, live coworking reports, competitions like
#LakeDeskChallenge). This content will organically engage the local community
and potential stakeholders (we will strengthen organic reach by occasionally
promoting posts). In addition, whenever possible, we will use — thematic groups,
e.g. we will publish information about Workation Etk in the groups ,Digital
Nomads Poland” or ,,Remote work from travel” on FB, to reach people who are
already looking for such opportunities (this is mainly PR activities, free of
charge). On LinkedIn, from the account of the city or the personal president of
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Etk, you can publish an article (Pulse post) describing Etk's participation in the
workation - trend, which may attract the attention of industry media and
decision-makers (it will increase the prestige of the project).

Advertising on LinkedIn (Poland and Lithuania) - LinkedIn as a professional
network will be used to reach a more specialized group: entrepreneurs, HR
management staff and highly qualified specialists for whom workation can be an
attractive benefit or lifestyle. The LinkedIn campaign will be conducted in parallel
in Poland and Lithuania, with separately prepared creations (Polish and
Lithuanian). The format will include sponsored posts with graphics/static video
and a description of the benefits of remote work from Etk, addressed to the
information page. LinkedIn will allow you to target, for example, people with
positions related to IT, marketing, working remotely or interested in work-life
balance. Despite the higher costs of reaching, it is an ideal channel for image
support of the - campaign and shows Etk as a modern initiative on the
international forum of professionals. Targeting users from Lithuania (in
accordance with the assumptions of the cross-border project) will be particularly
important. Justification: Being present on LinkedIn builds the credibility of the
campaign in the eyes of business and can attract the attention of industry media.
The budget for this channel has been separated to enable advertising to be
broadcast for key weeks (e.g. campaign launch and autumn phase) with
sufficient frequency.

Sponsored publications and content marketing - To more fully present the
idea of workation and the advantages of Etk, a number of editorial content in
thematic media has been planned:

Sponsored article on the Mazury24.eu website - Mazury24 is a popular
information service for tourists and sailors in Masuria. The article (for PLN 3,000)
will allow you to reach people actively looking for information about the region.
It will be published at the beginning of the campaign, presenting Etk as an as
yet undiscovered direction on workation, with practical information (where to
work, what to do after work, expert statements). Such a publication will increase
the organic reach of — portal users can share an article in social media - and
improve the positioning (SEO) of the Etk workation password.

The budget includes the purchase of a TOP sponsored article (cost ~PLN 2,400
for 11 days of exposure on the main one) along with a promotion on the portal's
Facebook (+PLN 750). The article will be prepared at the turn of June and July
to hit the holiday season when traffic on the website is highest. The content will
present Workation Etk in the context of the ,trend, work with a view of Lake” -,
perhaps in the form of an interview with the first nomads in Etk or a reportage
from coworking. Thanks to this, the formula will not be purely advertising, but a
more inspiring — story, which increases the chance that Mazury24 readers will
click and read out of curiosity. After the exhibition on the main page is
completed, the article will remain in the portal database (so-called evergreen
content) with unlimited - time and will be available for reference later.
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Sponsored publications and content marketing - further part:

Print magazine "MADE IN Warmia & Mazury” - is an exclusive, free regional
magazine, published in the form of a bimonthly magazine, presenting interesting
initiatives, businesses and people from the Warmia and Mazury region. The
magazine's circulation is not mass, but the very opinion-forming - often goes to
institutions, hotels and cafes, where it is read by local opinion leaders and
premium tourists. It is aimed at the middle/upper class, people interested in the
development of the region. The summer edition has a higher circulation and is
also distributed outside the Warmia and Mazury region. The magazine also has
its own website and fanpage. An advertisement/sponsored article in a printed
edition is planned (cost PLN 4,500). It will appear in the summer or autumn
issue of 2025 (depending on the publishing schedule) - to match the campaign.
Thanks to this, we will reach readers who value the region (residents of Olsztyn,
local business, premium tourists in hotels where the magazine is distributed).
The content of the article strengthens the message of the campaign with a story
about Etk's values and the workation trend, which builds credibility (the form of
the press article is more convincing than advertising).

Justification for the choice: Presence in this magazine has a double meaning:
firstly, it is building the prestige of the Workation Etk — brand. The appearance
in a valued regional magazine increases the credibility of the project (decision-
makers and partners will see that the topic is presented in a beautiful printed
form). Secondly, the article in ,Made in...” will allow you to tell the story of - in
detail, we will fit more content on two pages than in the ad. There you can
present, for example, the profile of a remote employee who moved to Etk for a
month and talk about his experiences, adding professional photos of Etk. This
storytelling form can better convince skeptics and inspire readers to follow.
Finally, it is also a nod to local - stakeholders that we show that we support
regional media.

Usage: sponsored article — 2 pages in stock (cost PLN 4,500 net). The article will
be published in the summer issue - June/July/August 2025 (summer edition,
where the topics of holidays and rest are just right) or in the September/October
issue. The content of the article will be prepared in cooperation with the editorial
office to maintain the style of the - magazine. It will focus on the idea of
workation, the values of Etk and a joint Polish-Lithuanian project.

To sum up, presence in the press provides a deeper context and reaches opinion
influencers in the region, which will support the long-term building of the
Workation Etk brand. This channel is complementary (niche within range) but
qualitatively significant.

Online article and post on Facebook - MADE IN Warmia & Mazury -
Complementing your presence in the magazine is the publication of a sponsored
article on the magazine's online portal (cost PLN 1,700) and a one-time
sponsored post on the MADE IN W&M fanpage (PLN 1,000). The online article
will appear with a slight delay compared to the printed version to discount
interest in the topic also on the Internet. — will expand its reach to online readers
and enable easy sharing of Workation Etk content on social media. A Facebook
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post (promoted by the magazine's profile) will drive traffic to this article using
Made In's engaged fan community. These content marketing activities support
the - information campaign, educate, translate the concept and show Etk in an
attractive - narrative, which will encourage undecided audiences to consider
such a trip.

Outdoor (billboards) - Outdoor advertising will ensure constant visibility of
campaigns in selected locations for a long time, strengthening traditional media.
We are planning a total of 5 media: 2 in Olsztyn, 2 in Etk, 1 in Mikotajki, 1 in
Kaunas/Klaipeda 1 (for possible consideration). Thanks to this, we obtain
geographical coverage and exposure in 5 strategic places.

Justification for the choice: Outdoor advertising plays an image and
complementary role in the campaign. A large billboard with a slogan and a visual
of the beautiful landscape of Etk immediately attracts attention. - acts on
emotions and builds logo recognition. Outdoor also provides continuous 24/7
visibility for anyone passing - as opposed to media where the message is
fleeting. In our campaign, billboards will perform several functions:

In the region (Olsztyn, Mikotajki), — build brand awareness among the local
community and domestic tourists. People who, for example, do not use social
media will see the poster and remember the slogan Workation Etk. This
strengthens the overall reach of the campaign.

In Etk, - engage locally: residents feel that the city is promoting itself (which
may make them be ambassadors of ideas, e.g. an entrepreneur will see a
billboard and think about entering their hotel into the ,Workation Friendly”
program). Moreover, for visitors to Etk (e.g. in summer there are many domestic
tourists there), a billboard can be an impulse: , O, Etk does something with
workation —, maybe next time I will come here not only for a weekend, but for
a longer time with work?”.

In Kaunas/In Klaipeda (Lithuania), - shows Lithuanian partners and local
nomads that Etk also invites them. The content of that billboard will be in
Lithuanian, e.g. ,Workation Etk — dirbk ir atostogauk Lenkijoje!” (Work and relax
in Poland!). Such a message on the main street in Kaunas will certainly arouse
curiosity. — is quite unusual for a Polish city to advertise there, which in itself will
attract perhaps media attention.

Planned exhibition

Etk (2 billboards) — exposure for 5 months (entire campaign period). Billboards
in the center of Etk or on the main artery will ensure that both residents and
visitors see the message many times. For the local community, it is a signal that
the city is investing in promotion (building pride and awareness of the project),
and for tourists already staying in Etk, — is an incentive to return for workation
or extend their stay.

Olsztyn (2 billboards) — exposure after 1 month each. The capital of the region
is crucial to reach the inhabitants of the entire voivodeship (transport routes
intersect here, many people who can use workation work here). We are planning
two media in Olsztyn in various high-traffic locations (e.g. center/bypass). Two
billboards can be used simultaneously during the peak season or sequentially
(e.g. one in July, the other in September) - to ensure presence both in summer
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(when many people plan to relax) and at the beginning of autumn (reminder of
the offer after the season).

Mikotajki (1 billboard) - exposure 1 month in mid-summer (July or August).
Mikotajki is the tourist heart of Masuria, attracting thousands of holidaymakers
from all over Poland in summer. A billboard with the slogan of the campaign in
Mikotajki will reach tourists relaxing — and will sow the idea that they can return
to the area (to Etk) for workation in the fall or next season. Even if they do not
benefit immediately, awareness of the Workation Etk brand is growing among
people already in love with Masuria.

Klaipéda, Lithuania or Kaunas, Lithuania (1 billboard for possible consideration)
- exposure 1 month (planned e.g. in September). Klaipéda is a large port city
from which many Lithuanians travel deep into the country and abroad. Billboard
in Klaipéda will allow you to communicate Workation Etk's offer directly on the
Lithuanian market, taking advantage of the fact that Etk cooperates with the
Lithuanian BirStonas in the project (although the towns are far from each other,
the message is addressed generally to Lithuanian tourists). The content of the
billboard will be bilingual or entirely in Lithuanian - adapted to the foreign
recipient to be understandable and attractive. Thanks to this, the campaign will
make its physical presence felt in Lithuania, which may also be noticed by the
local media and the travel community there.

In the campaign, billboards play a role that perpetuates and ensures - continuity
even in periods when there are no spots broadcast on radio/TV, the “"Workation
Elk” message is visible in public space. Additionally, a large-format image with a
slogan and visualization works in terms of image, strengthening the branding of
the campaign. Material note: all outdoor and digital creations intended for the
Lithuanian market will be professionally translated. We plan, for example, to
prepare a version of a video spot with Lithuanian subtitles and a billboard with
a slogan in Lithuanian to make the message effective and culturally tailored.

All posters will be professionally designed within one graphic line consistent with
the campaign (using the Workation Etk logo and Mazur graphic motifs). It is
necessary to ensure that the required EU logos (Interreg) are placed in
accordance with the guidelines for the promotion of EU projects - posters will
contain a bar with the EU logo and information on co-financing (in accordance
with the Interreg LT-PL 2021-27 communication manual, linked in the project
documentation.

Outdoor, as a mass medium in public space, will enhance the synergy effect with
other - channels, e.g. someone can first see a billboard and then come across
our post on social media and recognize it more easily (or vice versa: after
hearing about the campaign on the radio, a billboard in the city will confirm the
message). Thanks to this, we ensure repeated contacts between the recipient
and the brand, which is necessary to build awareness.
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3.IDEA & CAMPAIGN MESSAGE

The campaign will emphasize the trump features of Etk that are important for
this target group: picturesque lakes and forests, peace, nature and clean air of
Masuria, and at the same time the availability of infrastructure for work (internet,
coworking, comfortable accommodation). The message is intended to build the
image of Etk as a place where you can work effectively remotely, while taking
advantage of the charms of relaxing by the lake. Additionally, the cross-border
aspect of — will be taken into account. The materials will emphasize cooperation
between Etk and BirStonas (e.g. mentions in sponsored articles), which
strengthens the message that Etk is part of a broader international initiative.

TRANSMISSION PROPOSALS:

TV (spot 30 sec.), YouTube (spot 30 sec.), video on social media (video 10-30
sec.): Modern, interestingly designed open space office. Outside the window you
can see a metropolitan view. A young man sits in front of the computer at one
of the desks. Above his head in a nervous atmosphere, his superior explains the
problem. He speaks quickly, nervously, and uses corporate newspeak. At some
point, the young man presses Ctrl + Shift + E (E for Etk) and suddenly, instead
of his superior's talk, you can only hear the calming sound of nature. The young
man presses the keyboard shortcut again, then the supervisor's noisy talk
returns. He presses the keyboard shortcut again and only the sound of nature
around him again. The man comes up with an idea of what we see on his face.
With anticipation, curiosity and a swashbuckling smile, he leans over the
keyboard and presses Ctrl+Shift+Enter. Raising his eyes suddenly, the keyboard
sigh sees that he is sitting on the shores of a lake in Etk. On a special bench for
digital nomads with free WiFi and electricity connection. During this
transformation, the sound did not change, you can still hear the soothing,
relaxing sound of nature. Happiness and relaxation appear on a man's face. End
board with logos and www.workation.elk.pl. Password: ,Save the project and
switch to workation in Etk”. After the board, we return to the stage by the lake
for a few seconds. On the screen of a young man's laptop in an online meeting
program, we see his superior nervously explaining something. A young man
presses Ctrl + Shift + E. When you press the buttons on the keyboard, the
supervisor's talk stops, you can only hear the pleasant, soothing sound of nature.

Radio (spot 30 sec.): Open space office sounds: keyboard taps, calls, coffee
machine, air conditioning, steps of women's heels. Suddenly these sounds fade
away. LECTOR: ,Take a deep breath, save the project and switch to workation in
Etk”. There is a relaxing and soothing sound of nature: the sound of the forest,
the singing of birds, the sound of the waves of the lake crashing against the
beams of the pier. VOICEOVER: ,Etk. Work. Lake. Life. Here you can work
effectively remotely, while taking advantage of the charms of relaxing by the
lake. Visit www.workation.elk.pl”

Social media: Graphics have a static but dynamic form in visual message and
copy — with a clear call to action (CTA), references to the slogan , Ctrl + Shift +
E” and the unique atmosphere of Etk.
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EXAMPLES:

"Ctrl + Shift + E = Escape” - Graphics: Computer screen showing the keyboard
shortcut Ctrl + Shift + E. In the background: half of the photo is a corporate
office, half is a lake in Etk. Copy: ,Save project. Switch to Workation at Etk.”.
workation.elk.pl, CTA: ,See what digital freedom looks like”

"Replace office with lake” - Graphics: Split screen — on the left: crowded office,
on the right: lonely bench with laptop by the lake. Copy: ,Your office does not
need to have walls. Just WiFi and view.”, CTA: ,Get inspired by Etk -
workation.elk.pl”

"When was the last time you heard silence?” - Graphics: Photo of a quiet lake
surface with a reflection of the sky, laptop and mug on the pier. Copy: ,Here
you turn noise into wave noise.” Etk. Work. Lake. Life., CTA: ,Click and check
what it looks like to work with nature”

"Meeting in the cloud (but not the corporate one)” - Graphics: A man in a hoodie
sitting on a pier with a laptop, clear sky above him. Copy: ,Your next meeting
may have a different climate.”, CTA: ,Change scenery — switch to Workation”

"You are not a - tree you can move”, Graphics: Tree with roots vs man with
laptop against lake background. Copy: ,Remote work is freedom. Etk is a place
that awaits.”, CTA: ,Get to know workation.elk.pl”

"Air conditioning vs. climate Mazur” - Graphics: Left: office fan. Right: open
window overlooking the lake and forest. Copy: ,You don't have to choose
between comfort and nature. In Etk you have both.”, CTA: ,Workation in Masuria
- click and see”

"Digital nomad? Welcome home.” - Graphics: Stylized laptop graphics against
the background of a map with a pin on Efk.

Copy: ,Etk is the Masurian capital of digital nomads. WiFi. Peace. Space.”, CTA:
~Work remotely in Etk”

"This is where stress ends and Elk” begins - Graphics: White screen with
~Loading... Etk Workation Mode”. Copy: ,Ctrl + Shift + E and you're already
here.”, Etk. Work. Lake. Life.CTA: ,See how you can work with view”
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4. CAMPAIGN SCHEDULE

The planned activities were spread over time in order to optimally use the
budget, reach the most important decision-making moments of recipients and
maintain the uninterrupted presence of the campaign from summer to autumn
2025. The following is the calendar of activities:

June/July 2025 - Startup phase (summer season peak): From June/July,
intensive broadcast of radio spots - Radio ESKA Olsztyn and Radio Olsztyn
broadcast advertisements for ~4 weeks. Approximately 40 30" broadcasts were
planned at each station (an average of 2-3 spots per day on weekdays, morning
and afternoon prime-time) to build up fast coverage. At the same time, online
campaigns will start from the end of June or the beginning of July:
Facebook/Instagram and YouTube - with increased intensity from June/July. We
want to ,capture” attention of people planning holiday trips and potentially
working remotely in the summer). In June/July, a sponsored article will be
published on Mazury24.eu, coinciding with the beginning of - radio broadcasts
so that the media drives each other (the person who reads the article will then
hear a spot on the radio, which will increase the effectiveness of the message).
Billboards: From June/July we reveal billboards in Etk (they will be exhibited
throughout the campaign until November) and additionally two billboards in
Olsztyn and a billboard in Mikotajki —, maximizing the visibility of the campaign
in the peak of summer. At this time, it is also planned to publish an article in the
magazine “MADE IN Warmia & Mazury” - if it is a summer issue (July/August),
our material will be published now, reaching readers during the holidays, but if
it is not possible to print the summer issue in time, publication will be postponed
to September. To sum up, at the beginning of the campaign, we strongly
emphasize our presence in all channels at the same time to generate a synergy
effect and reach both tourists staying in the region and online recipients before
or during their holidays.

August 2025 - Maintenance phase: In August, we deliberately take a break from
broadcasting radio spots and (possibly) postpone TV activities because it is the
month of the full season, when many recipients are on turnouts (less TV/radio
efficiency) - at the same time, many people have already encountered the
message in July. However, this does not mean the disappearance of the
campaign: online advertising (Facebook/Instagram, YouTube) - still works
intensively, although we can slightly reduce the daily budget compared to July
to save funds for the fall, digital campaigns still target vacationers and remote
employees (in August, some of them are planning autumn trips or thinking about
returning to work - is a good time to remind them about Etk). Outdoor: the
billboard in Etk is still visible, and in Mikotajki the exhibition lasts (if it started in
July, it lasts until the end of July; alternatively, you can plan St. Nicholas Day for
August to cover the entire peak season). Billboards in Olsztyn disappear after
the July exhibition — this month is the only one in which we do not have a carrier
in Olsztyn, but this gap is partially filled by the presence of MADE IN W&M
magazine (copies with our advertisement are read throughout the summer), an
online article on their website and constant social media posts (Etk's own city
profiles, possible additional mentions, although unbudgeted, may appear).
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August is therefore a period of moderate intensity: continuity of the message is
ensured by digital and outdoor media in the tourist area, while part of the budget
is saved for a strong impact in autumn.

September/October 2025 - Autumn phase (second wave of the campaign): In
September, at the end of summer, we launch a television campaign. For
approximately 2-3 weeks (e.g. from the beginning to September 20), we
broadcast 30" - spots on TVP3 Olsztyn and TVP3 Biatystok for a total of
approximately 60 broadcasts (e.g. ~30 broadcasts on each channel, an average
of 2 per day in selected bands). The date has been selected so that viewers
returning from vacation, starting the work/school season, see our message when
planning autumn activities. Television gathers a wide audience in September
(e.g. reports from the end of summer, hews) — we use this to provide information
about the autumn workation offer (e.g. “Catch your breath in autumn - work
remotely from Etk” in Masuria). At the same time, in September-October we are
intensifying the online campaign again: the second wave of Facebook/Instagram
and YouTube advertisements starts again with a larger budget from the
beginning of September (those who have not seen us in the summer will see us
now; we are also changing — creations a bit, e.g. by adding the golden autumn
theme in Masuria). LinkedIn Ads are also planned especially for the period
September — October — we promote the idea of workation as a way to avoid the
autumn blues, targeting professionals who return to work after the holidays and
may consider leaving in October/November. New outdoor media also appear in
September: the second billboard in Olsztyn (for the entire month of September)
- reminding residents of the region about Workation Etk after the summer, and
a billboard in Klaipéda (planned in September to reach Lithuanians planning
autumn trips). Additionally, a sponsored post on Facebook MADE IN W&M - will
likely promote this article to thousands of profile fans in September. This autumn
phase of the campaign is crucial to achieving the main goal of the project, i.e.
extending the - season, which is why media spending is increasing again, and
the message focuses on the advantages of staying in Etk outside the main season
(peace, autumn colors, lower prices, still good conditions for remote work).

November 2025 - Final phase and expiration: By November 20, the campaign is
officially ongoing, although most activities end at the end of October. At the
beginning of November, single TV spots may still be broadcast (if the September
broadcast package is scheduled until the first days of November) or online
advertisements (the rest of the budget used in the first week of November).
During this period, we no longer plan new publications or broadcasts, but rather
to maintain the effects: there is still a billboard in Etk (until November 20),
reminding residents and visitors about the idea of workation. The final weeks
may be devoted to campaign evaluation (not covered by this mediaplan) and a
summary of the results. Thanks to this schedule, it was possible to maintain a
constant presence of the campaign in the — media space for the full 5 months.
At least one traditional channel was active at any time (radio in July, outdoor
non-stop, TV in September, press in summer/autumn), meeting the assumption
of continuity of communication.
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Summary:

The Workation Etk campaign has been planned to make the most of each stage

of the season:

e Summer wave - full scale, intense presence in all channels

e Autumn wave - aimed at people looking for autumn peace and productivity

e Maintaining continuity — well-thought-out interlacing of traditional and digital
media, ensuring continuous contact with the target group

As a result: throughout the entire 5 months of the campaign, at least one
traditional medium is active at a given time - in accordance with the assumptions
and optimal media strategy.

5. CAMPAIGN BUDGET

Action /Channel Description Net cost

e Radio Eska Olsztyn (spot 30”") 40 emissions "PLN 12,000.00"

Polish Radio Olsztyn (spot 30”) 52 emissions "PLN 10,000.00"

TVP3 Olsztyn (spot 30”)50 emissions"9,500.00 PLN"

TVP3 Biatystok (spot 30”)50 emissions"9,500.00 PLN"

Facebook/Instagram/YouTube - video ads"throughout the campaign, with

intensification in July and September." "PLN 30,000.00"

e LinkedIn Ads (PL & LT) "PL + LT campaign, July—October, video and graphic
formats""PLN 17,953,52"

e "Sponsored article Mazury24.eu Publication June/July "PLN 3,000.00"

Magazine “Made in Warmia & Mazury” — print Summer or autumn 2025 issue

"PLN 4,500.00"

Made in W&M - article online  September 2025 "PLN 1,700.00"

Made in W&M - post FB sponsored  September 2025"PLN 1,000.00"

Billboard Etk (5 months)"1 media, June-November" "PLN 5,120,000"

Billboard Olsztyn #1 (1 month)"1 media, July" "PLN 1,024.00"

Billboard Olsztyn #2 (1 month)"1 media, September" "PLN 1,024.00"

Billboard St. Nicholas Day (1 month)"1 media, July or August" "PLN 1,024.00"

Billboard Klaipéda/Kaunas (Lithuania)"l media, September, EUR 618" "PLN

2,654,48"

TOGETHER (Sum of emission costs across all channels)"PLN 110,000.00"

The presented media plan ensures comprehensive and consistent
communication of the Workation Etk campaign over 5 months. The selection of
channels has been made so that:

Maximize coverage (regional TV, YouTube and outdoor will ensure reaching a
wide audience in the region and country), the Precisely reach a niche target
group (advertisements on LinkedIn, Facebook, articles in industry places will
reach people really interested in workation), Maintain the continuity and
freshness of the message (different phases of the campaign varying in intensity
and content will prevent the recipients from getting tired, and at the same time
someone will come into contact with the message about Etk at any time), Take
advantage of the synergy effect (the combination of offline and online media and
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paid/owned/earned activities will make the message strengthen each other -,
e.g. the radio audience will then visit the FB website, and the magazine reader
will see a billboard confirming what he has read). The planned total cost of the
campaign is exactly PLN 110,000 net, which means full use of the available
budget without leaving a reserve. Therefore, no additional funds are planned for
activities complementary to —, the whole thing was planned and distributed with
the highest precision for the broadcast, publication and promotion of campaigns
in media channels. The costs were based on current and verified market rates,
consistent with the price lists of television and radio stations, press publishers,
advertising platforms and - outdoor operators, including: AMS billboard (PLN
1,024 net/month), TVP3 spots (package of 50 broadcasts = PLN 9,500), audio
campaigns on Radio Eska and Polish Radio Olsztyn (total 92 broadcasts for PLN
22,000), online video advertising (total PLN 47,953.52 for Meta, YouTube and
LinkedIn).

5. SUMMARY

The campaign schedule covers the full period from June/July to November 20,
2025, with activities logically spread over time:

June/July - starting phase: intensive radio activities (Radio Eska and Polish Radio
Olsztyn), launch of an online campaign (Meta Ads, YouTube), publication of a
sponsored article on Mazury24.eu, exhibition of billboards in Etk, Olsztyn and
Mikotajki, publication of printed material in the magazine ,Made in Warmia &
Mazury”.

August - maintenance phase: lower intensity, continuation of online activities,
visibility of the billboard in Etk and Mikotajki, effective consumption time of the
printed press.

September/October - autumn phase: second wave of the - campaign,
broadcasts of TV spots on TVP3 Olsztyn and Biatystok (100 broadcasts in total),
re-intensification of the online campaign, LinkedIn campaign addressed to
Poland and Lithuania, exhibition of a billboard in Olsztyn (second medium) and
a billboard in Klaipéda, publication of an online article and a sponsored post at
MADE IN Warmia & Mazury.

November - final phase and extinction: end of the billboard exhibition in Etk and
possible closure of online activities in the first week of November.

Thanks to this planned schedule structure, the campaign ensures continuity of
communication in traditional and digital media for a full 5 months, as well as full
coverage of key decision-making moments in the holiday and autumn seasons.
Each channel was deliberately selected - with justification in terms of reach,
costs and specificity of the target group. The campaign will be monitored in
accordance with broadcast and publication schedules, and payments will be
made in accordance with media contracts and deadlines.
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PART H. LONG-TERM STRATEGY 2030

PART 1. BRAND BUILDING AND MAINTENANCE
PHASE:ELK. WORK. LAKE. LIFE.

A. Introduction

Over the last few years, remote work from a temporary location — workation -
has grown from a niche phenomenon to a full-fledged lifestyle, shaping new
maps of professional mobility in Europe. Cities that can offer high-quality digital
infrastructure, inspiring natural surroundings and the friendly costs of living
become hubs of this transformation. Etk has all the predispositions to join this
group of — pioneers, but it needs a coherent, long-term plan that, out of short-
term enthusiasm, will create a lasting competitive advantage.

This Long Term Strategy describes how to consistently build and maintain the
~Elk Workation” brand to achieve two main goals in 2030:

e > 25% spontaneous brand awareness among potential , digital nomads” and
hybrid workers in Poland and neighboring countries,

e average = 30 workation residents per month, generating a stable, year-round
revenue stream for local services and building a new, creative social fabric of
the city

The document consists of three complementary blocks of activities:

e Awareness & Engagement - focuses on scaling brand visibility through the
strong ,Etk differentiator. Work. Lake. Life.”, immersive content and
partnerships with opinion leaders while actively involving residents as
ambassadors.

e Brand consolidation and development (Consolidation & Growth) - expands
the workation experience to B2 B segments and develops the product offer
(including: Floating Cowork, Workation Friendly) and strengthens Eik's
position in the international destination network , Cool North”.

e Measurement & Optimization - creates an integrated data ecosystem that
combines tourism metrics, digital metrics and customer voice, enabling quick
iterations and transparent reporting of the effectiveness of every penny of
the budget.

The strategy is rooted in the existing brand vision and develops it in a sustainable
way - financially, environmentally and socially. It combines the courage of the
first player with unconventional ideas: from spectacular initiatives such as the
annual Etk Workation Festival to quiet but critical work on SEO, UX of the
workation.elk.pl portal or obtaining European grants for digital infrastructure.
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B. Building awareness and engagement (2025-2026)

The first 24 months of the ,Etk Workation 2030"” strategy are the phase in which
the brand must make its presence felt the loudest and create a lasting bond with
the target group. This is the , period of the first player”: the workation market in
Central and Eastern Europe is just emerging, and the low 2% recognition of Etk
means both a challenge as well as huge growth potential. Therefore, in 2025-
2026, it is crucial to build a recognizable - brand signal for the , Etk password.
Work. Lake. Life.” — and showing that behind the promise there is real, accessible
infrastructure: gigabit internet, a network of coworking spaces and a package of
nattractions after work”.

Phase one focuses on two parallel tracks:

1. Scaling coverage - multi-channel communication (SEO, social media, paid
video, influencers) is intended to generate the effect ,everywhere I hear
about Etk”. In practice, this means: expansion of the workation.elk.pl portal
into a full-fledged content hub, serial Reels/TikTok ,Lake Desk Challenge”
campaigns, the Etk Work Lake Life podcast and presstrips with Nomad List
and GitHub leaders.

2. Enabling the community - because no workation destination exists without
authentic user stories. The Workation Friendly certificate for local service
providers, UGC competitions with reimbursement of stay costs, and finally
the premiere edition of the Etk Workation Festival are intended to turn tourists
and residents into brand ambassadors.

The substantive backbone of the activities is the coherent narrative about Etk as
»Cool North” — a combination of nature, work comfort and favorable living costs.
Paid-media campaigns lead recipients to specific conversion tools (cost
calculator, lead-forms for long-stay packages), and each channel is assigned a
clear KPI: from a threshold of 1 million views on social media to 100 objects with
the Workation Friendly badge.

Area
Key activities
KPI (2026)

Brand Identity

e CI book extension with ,Workation Friendly” - certificate module for hotels,
cafes, coworkes.

e Sharing the “Partner Kit” graphics package for self-co-branding."

"100 objects with PE badge"

Website & SEO
e Migration of the landing page to the full workation.elk.pl portal with the
EN/DE version.
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e Content hub ,,How to workation in Poland” (pillar + 10 satellite items).
500 backlinks

Social Media

e Series Reels/TikTok ,Lake Desk Challenge” — nomads tag #LakeDesk.
¢ ,Reimbursement for stay” for the best UGC.

"1 MILLION def., 500 UGC"

Content Marketing
e Podcast ,Etk Work Lake Life” (12 episodes/year).
5,000 Calc./msc views

Influencers& partnerships

e Co-create presstrip with Nomad List - live ranking.

e Program ,Code & Kayak Ambassadors” (dev-influencers).
"20 Amb., 10 M Range"

Paid campaigns

e Always-on YouTube TrueView (PL + LT) — remarketing SEO.
e LinkedIn Ads flight on HR/Founder.

"CPM < PLN 20, CTR =2 2.3 %"

Events

e Etk Workation Festival - full edition of '26.

¢ ,Floating Cowork Opening” - summer office unveiling on the lake.
1 000 participants/year

Monitoring
e Dashboard GA4 + Brand24 (#LakeDesk, #WorkationElk, #ElkWorkLakelLife).
SOV quarterly report

C. Brand fixation and development (2027-2028)

The first stage of the - strategy high-profile entry of the ,Etk Workation” brand
in 2025-2026 - is intended to increase spontaneous recognition from today's
2% to double-digit levels. If, in the control measurement at the end of 2027, we
break the 15% threshold and consolidate the monthly attendance of = 100
workation stays, we will know, that ,spark worked” . The 2027-2028 phase is
intended to turn this spark into a stable flame that will warm the city even
outside the peak season.

The main challenge is to extend tourist and business traffic to the entire year -.
Today, most overnight stays in Etk take place in July-August. Therefore, we enter
the stage of ,perpetuation and development” with three priorities:

The 365° - promise ,lake desk” product is deepened with new year-round
experiences: WinterCode winter package, microcoves in cafes and restaurants
and the spectacular Floating Cowork, the construction of which is planned in the
action map for the coming years. All tourist zones are expected to achieve 100%
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gigabit WiFi coverage during this time, and the urban ,Workation Pass” will
become the digital key to services, discounts and analytical data.

Scaling via networks and B2B - we launch ,Team Sprint” (official package for
corporate teams) and Workation Friendly Alliance with ,,Cool North” cities. The
goal is that by the end of 2028, every third reservation comes from the HR-
benefit or team-offsite segment.

Social proof + data-driven marketing — based on a mature community and the
Workation Friendly certificate, we build the ,Workation Miles” loyalty program
and implement MMM modeling, thanks to which media decisions will be dictated
by a real impact on booking, not just coverage.

So this phase focuses on depth, not just volume. Instead of subsequent large
teaser campaigns, we focus on improving the guest experience, expanding the
audience (B2 B, families, senior nomads) and hard proving that Etk is the most
profitable and reliable workation destination in ,,cool, green” parts of Europe. If
the plan succeeds, by the end of 2028 we will enter the final stage of -
optimization and full maturity of the - brand already with a strong reputation,
stable revenue for local services and an active community of ambassadors who
spread themselves the history of Etk. Work. Lake. Life.

Area
Key activities
KPI (2028)

Brand Identity
e Enter “"Cool North Alliance” with Tallinn, Riga and Birstonas."
3 cities in the alliance

Website & SEO
e Section B2B - packages ,Team Sprint”, case studies (HR-benefit).

e Micro-local SEO ,cowork Elk”, ,mazury workation”.
20% traffic with long-tail phrases

Social Media

e Live speed-test widget (Etk vs Split) in Stories.
e Slack Channel #elk-nomads

1,000 Slack members

Content Marketing

¢ ,Remote Winter” eBook Series, ,Family Workation”.
e VR-tour 360° apartments.

5,000 e-book downloads

Influencers & partnerships
e ,Digital Campus” - annual collaboration with 3 remote-first universities.
500 trainees/year
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D. Monitoring and optimization (continuous, 2025-2030)

For the ,,brand, Etk Workation” date is not a decoration of the report, but the fuel
of the entire ecosystem. For the next six years, every TikTok post, every Wi-Fi
speed score reported to Nomad List, and every euro from the account left in the
cafe, they are to be sent to one - data stream so that communication and
product decisions are based on facts, not intuition. The foundation will be the
integrated BigQuery — Brand24 — GA4 stack, which connects tourist traffic with
digital signals.

The measurement strategy works in the rhythm of RIPA (Review — Insights —
Plan — Action). The project team meets, to review the dashboard, collide data
with OKR goals and define iterations; every six months or years there is a
comparison with the benchmark market (e.g. Tallinn, Gran Canaria), and once a
year a report is prepared for the City Council and business partners.

Area
Key activities
KPI (2028)

Paid campaigns
e Performance Max Google - lead-gen for long-stay packages.
1 000 leads/year

Events

e Next edition of the Etk Workation Festival + SUP regatta. ¢ Roadshow pop-up
cowork in Krakéw/Warsaw.

"3 cities, 2,000 demo-desks"

Monitoring
¢ MMM model + data-driven attribution.
Semi-annual report

1. Integrated data stack - stack BigQuery — Brand24 — GA4, which connects
tourist traffic with digital signals.

2. OKR cycle - quarterly or semi-annual sprint: Review — Insights — Plan —
Action (RIPA).

3. Market benchmark - semi-annual report vs e.g. Tallinn, Tbilisi, Gran Canaria
based on WiFi speed, cost of living, occupancy (sources AirDNA, Ookla).

4. Panel ,Voice of Guest” - satisfaction survey + verbatim AI analyst (topics,
sentiment).

5. Early-warning KPI - if spontaneous awareness drops additional budget Ads
+ PR.

E. SUMMARY
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Etk wants to go from ,hidden Masurian secretu” to the first recognizable
destination in Poland, workation. The vision for 2030 is precise: spontaneous
brand awareness is expected to increase from today's 2% to = 25 per cent and
the number of nights working from < 15 to = 30 per month. This goal supports
a unique combination of advantages: mild, ,cool” summer 22 °C instead of
Mediterranean heat 32 °C, gigabit network in public space and attractive monthly
stay cost lower by ~35% than in the most popular places in Croatia or Estonia.
The whole thing spins the password ,Etk. Work. Lake. Life.” — the promise of
working like in the city and living like on vacation.

Strategy grows out of the values of hospitality, working to the rhythm of nature,
authenticity and digital innovation — each expressed in practical projects: shared
breakfasts by the lake, solar ,bench-desks” with USB-C socket, Workation Pass
app combining Wi-Fi, discounts and public transport in one QR code. The facilities
include a 20-element service ecosystem (from the DevPack package to monitor
rental) and the - loyalty program, the foundation of a lasting advantage over
the competition of Tallinn and Split.

The ,Etk Workation 2030” strategy combines the ,green resetu” emotion with
hard gigabit infrastructure and makes, that working on the lake is becoming a
real, year-round alternative to the crowded hubs of southern Europe. If the city
maintains the pace of action in three pillars - loud launch, deepen the 365°
product and analyst — Etk has a chance to become an icon of Polish workation
and a model for other medium-sized cities, how to turn the trend of hybrid work
into a lasting economic advantage.

IDEA: A festival that will make Etk the Polish capital of workation.

When the idea of , Etk Workation 2030” was born, it quickly became clear that
the strategy needed a tool to promote visible, tangible and long-term
development prospects. This is how the Etk Workation Festival — event was born,
which will combine remote work, relaxation, technology and nature in one place
and time. Etk may be the first city to define the password ,,workation” in Polish.

The festival is another milestone in the strategy of attracting digital nomads. The
pilot edition is intended to demonstrate that ,Mazury before season” is not an
oxymoron, but an advantage: lower prices, slower pace and the same - or
maybe even better and more accessible - infrastructure. The festival is open to
everyone working online.
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PART 2. ELK WORKATION FESTIVAL -
FLAGSHIP PROMOTION TOOL IN LONG-TERM
STRATEGY: ELK. WORK. LAKE. LIFE.

The planned activities were spread over time so as to make optimal use of
budget, hit the most important decision-making moments of recipients and
maintain continuous campaign presence from summer to autumn 2025.

The following is the calendar of activities:

Freelancers and single nomads will come for inspiration, freedom, relaxation,
efficient Internet and the company of people who understand the dilemma: How
to combine work with traveling? Startup teams will swap product sprints in the
office, on the workation right on the shore of the lake. Families of digital nomads
will learn about a daily sports development program for children, thanks to which
momUXdesigner and tatadataanalyst can quietly close the project. And content
creators — vloggers, YouTubers, podcasters, Instagramers — will get the most
photogenic green screen: a charming city, beautiful nature and a mirror surface
of water that reflects the sky differently every day.

The festival has specific goals ahead of it: to prove to the technology media that
a product sprint can be closed at Lake Etckie. The first edition is also intended
to convince residents and entrepreneurs that this event extends the tourist
season and increases their revenues. The idea doesn't stop at a one-time party.
The festival is to become a permanent point of the Masurian calendar. In the
following seasons, the festival will grow, it will be supported by projects such as:
floating cowork , LakeOffice”, the ,Local Buddy” program, in which residents help
nomads in the first days after arrival, and a network of places with the Workation
Friendly sticker and guaranteed gigabit WiFi.

Etk Workation Festival: WHY 1?

The long-term goal is simple, although ambitious: by 2030, Etk is to become the
first city in Poland, which comes to mind when you hear the word: workation, a
password ,Etk. Work. Lake. Life.” is supposed to sound as recognizable as ,Land
of a Thousand Lakes”. If the first edition of the festival defends itself in the eyes
of nomads and the media, — Masuria will gain a new narrative: not only sailing,
relaxation and holidays, but also remote work in the rhythm of waves.

Time window. In 2025, there is still no event in Poland that would combine
remote work, recreation, technology and nature in one place and time. Etk may
be the first city to define the password ,Workation” in Polish.The first pilot edition
of the festival will allow you to test the infrastructure, learn about the needs of
guests and check whether the local community is ready for guests with laptops.
This is a safe training ground without the risk of , oversellu”.

A story to tell. Media loves ,first time”. The free, open festival with laptops on
the pier is a picture that asks for headlines in the tech and lifestyle sections.
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Etk Workation Festival: WHY 2?

Build a - city brand in one week we create more UGC content than in a year of
promotional campaign. Every #LakeDesk photo becomes an excellent
advertisement for Etk.

Attract new revenue - guests work during the day and after work spend money
like tourists in hotels, restaurants, the retail and service industries.

Extend the season - spring in Masuria can be quiet; the festival is intended to
show that silence and a cooler climate are an advantage, not a disadvantage.

Etk Workation Festival: FOR WHOM?

Freelancers and single homads - catch inspiration, breath, space and fast WiFi
for productive work.

Startup teams — product sprint + outdoor integration.

Families on remote - parents work, children play at Lake Kids.

Content creators - lake gives frames that are not found in the coworkas of big
cities.

Etk Workation Festival: WHAT LONG-TERM GOAL?

By 2030, the festival is to become an annual ritual that opens the city's spring-
summer calendar, and Etk - is a must-see for the workation map in Central and
Eastern Europe. The participant of the first edition of the festival returns as an
ambassador, the sprint team turns a week-long stay at the festival into a
quarterly ritual, and the family reserves the winter ,Winter Code” package in
the summer.

Etk Workation Festival: WHAT WILL ELK GAIN?

Economically - real revenue growth of local entrepreneurs.

Socially - new jobs that combine with the idea of workation.

Markowo - strong storytelling ,,Etk. Work. Lake. Life.” turns into a real experience
that the HR, Tech and lifestyle - industries are talking about, not just tourist
folders.

Etk Workation Festival is therefore not another festival, event or urban event,
but a transformation tool: it shows in practice that work and rest can coexist,
and work on the lake can be as productive as work in an office or a modern
skyscraper. For the city, this is a great step to the year-round capital of
workation.

2. PROPOSED STRUCTURE (PROGRAMME) OF THE FESTIVAL DAY
(lasting 7 days)

The Etk Workation Festival program is intended to seamlessly combine three
elements in one day: a morning meeting with the community (networking over
breakfast), full concentration and productive work at the computer in specially
created coworking zones and an afternoon in which the body catches up with
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