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THE 18TH MIST
CONFERENCE OVERVIEW
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  Marketing is one primary function of
management and business; every
company from every industry requires a
good marketing strategy to compete in the
market. The importance of marketing takes
marketing science to develop rapidly in
parallel to the market trend.

  The 18th MIST Conference serves as a place to give insights and
experience to young undergraduate students about the current issues and
trends in marketing.

    We are an international marketing
discussion forum for young marketers
all over the world to exchange
knowledge supported by the analysis
result of the research conducted
beforehand, presented in a creative
and fun way yet still maintaining its
substance, partnering with numerous
companies for real-life applications.

This year we aim to provide an immersive and 
rewarding virtual conference experience for you.

 

    The conference comprises several mind–nurturing activities, from
writing and presenting your very own marketing research, followed by
insightful training and seminar sessions from marketing professionals,
pitching strategies for established companies, to a lively marketing debate
conference. This competition will surely challenge the sharp, critical, and
creative minds of marketing enthusiasts alike. The 18th MIST Conference
will give a recommendation in the form of Book of Conference to the future
development of marketing science.
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THE 18TH MIST
CONFERENCE OVERVIEW

Past Partners

CONFERENCE PAPER AND COMPETITION GUIDELINE

Past Judges

Past Delegates
Joshua Agusta

Director at Mandiri Capital Indonesia
Christa Sabathaly

Business Acquisition Manager Google Indonesia
Melanie Masriel

Communication Director L’Oréal Indonesia
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PRIZES AND
GRADING CRITERIA

C
O

N
FE

RE
N

C
E 

PA
PE

R 
A

N
D

 C
O

M
PE

TI
TI

O
N

 G
U

ID
EL

IN
E

The Prizes

Grading Criteria

TOTAL PRIZE OF

1st Winner
$1000

2st Winner
$8003st Winner

$600
Best Conference Team

OptiMIST of the Year
$500

$100

The winner will be judged by the following criteria :

Best Conference Team award
will be given to the most
outstanding networking team
on Conference Day

OptiMIST Of The Year award will
be given to the most
participative and optimistic
delegate during the series of
events of The 18th MIST

$3000

40%

35%

20%

5%

Paper
Content

Participation

Presentation

Conference
Performance
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Opportunities

Accomodations

Receive constructive feedback from
marketing professionals

Broaden your knowledge about marketing through
webinar and other series of event of The 18th MIST

Expand your network with delegates from various
universities and countries

Opportunity for your marketing ideas to be implemented by
respectable companies through our “Book of Conference”

Assistance from our Delegate Managers
throughout the competition flow 

*Further details will be available
on our Delegate Handbook

Allowance for internet data quota during the
conference

FnB vouchers and goodiebag
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        As for how Brian Solis, a digital anthropologist and futurist, puts it: We live in
an era of digital Darwinism, one where technology and technology’s impact on
society evolve with every iteration, innovation, and disruption. The rise in
technology adaptation has been thrust forward due to the pandemic. Now, top
businesses are shifting their mindset to put human needs at the forefront of their
operations. They are expected to make a statement for their existence without
any self-interest motive but should resonate with what is relevant. Consequently,
their purpose will help them strengthen their navigation through the disruptive
environment to generate positive responses from customers. Their impact can
become even more substantial when integrated with agility and innovation as
marketers need to understand customer behavior. Big companies must
formulate ways to swiftly adapt to new patterns while utilizing the available tools
to grasp what people need. Fortunately, digitalization is present to catalyze the
innovation process where they are provided with a room to expand their thinking
for recovery. That being said, brands are challenged to go beyond digital by
positioning themselves among the progressive demands.

THE 18TH MIST
GRAND THEME

        Having a clear brand purpose─knowing why they exist and
who they are built to serve is one of the most fundamental things
businesses should rethink. As of right now, customers crave stability
and connection, and they are turning to brands that are competent
in fulfilling those expectations. Right now is the right time for brands
to grab the chance to express a strong sense of purpose by giving
bold statements through action. In fact, they are further challenged
to participate in making the world a better place by innovating. To
do these things correctly, they need to deliver positive values for
their customers through emotion and compassion. A report from
Edelman Trust Barometer in 2020 claims that how a brand responds
during the crisis will significantly impact whether consumers
continue to buy from them when the crisis is over. As a result,
positive brand actions and long-term commitment can stimulate
consumer confidence in which people are empowered to seek
businesses whose values are in sync with them. Familiarity is key for
marketers thriving for growth in the post-pandemic time as it
triggers people to become more optimistic despite the upended
environment.

Redefining Marketing:
Seize Growth Opportunities Beyond Digital 
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        Research from Deloitte in the 2021 Global Marketing Trends report has shown that
almost one in four respondents agreed that purpose-driven brands increase positive
brand perceptions, and one out of five agreed that such action makes them more
favored. For instance, it is widely known that Unilever's purpose is to 'make sustainable
living commonplace.’ When Unilever compares the performance of its sustainable
living products to the rest of its product portfolio, the sustainable living brand grows
69% faster than the rest of the firm, contributing to 75% of the total company's growth.
This proves that purpose and growth are intertwined as companies are able to
strategically plan every function once they have a greater understanding of consumer
behavior. There was a time when marketing was viewed as a cost center within
businesses to maximize ROI. Marketing has now been elevated within the C-
suite─being the focus of the growth agenda throughout this pandemic. When
successful, it aids in calculating which strategy is valuable and, therefore, provides
more perspectives on business schemes in the long run. Companies who aim to reach
their ambition should anticipate the evolving needs of consumers as this strategy is
developing them for steadfastness.

      Although focusing on purpose can help businesses thrive, it must be
accompanied by agility. Agility acts as a catalyst for success as companies
are required to become more resilient while facing volatile trends. According to
research by McKinsey in 2016, it is stated that the most digitally savvy
marketing organizations have experienced 20-40% revenue growth as they
shift to agile marketing. Since the only constant is uncertainty itself, brands
need to redefine the fundamentals by quickly conforming to those changing
needs. This can be done through social sensing to recognize what is asked by
the people as they look through the customers’ eyes. They need to include
them while building their strategy through alliances and knowledge-sharing
processes to capture complementary insights. Real-time analytics can also
facilitate businesses in pushing forward innovative values as it allows them to
prompt creative thinking. In addition to that, collaborating cross-industries is
also helpful in integrating flexibility throughout their business operations to
enhance the customer experience further. When driven by a strong purpose,
brands can pivot their efforts for a powerful breakthrough as they move with a
gracefulness that is supported by technology.
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THE 18TH MIST 
CONFERENCE TOPIC

"The Flight to Purpose"
Positioning Through Purpose-Driven Actions to

Conquer Growth Opportunities

        History has proven that times of crises and
uncertainty have galvanized innovations and
shifted views on what matters most to people.
Even today, we have watched the effects of the
Pandemic unveiling, taking its toll on humanity
economically, mentally, and emotionally. The
constraints our current situation imposes on
society have compelled companies to take
action and reshape their business practices. With
all sorts of physical limitations available,
companies today have accelerated the massive
adaptation of digitalization efforts. The majority
part of society's lived experience today takes
place with a screen in front of them. Without a
doubt, technology is ingrained in our daily lives. 

Crises and uncertainty
galvanized innovations and

shifted views on what
matters most to people.

 A global report by We Are Social and Hootsuite
found that internet users have increased by 7.3%
since last year, with an increase in value of 316
million users. The report also stated an annual
rise in the number of social media users by 490
million or 13.2% since January last year. As digital
interactions have taken over physical
interactions, customers experience a
phenomenon called digital fatigue, i.e., a form of
mental exhaustion and burnout from too many
digital interactions that makes customer
engagement a far more demanding challenge.
According to a report by Sendoso, hundreds of
marketing leaders observe that the majority of
their target audiences are fatigued by virtual
events and digital engagement efforts. 

Seeing that digitalization solutions may be the
only option currently available presents a unique
challenge concerning companies, as they must
find a way to connect with and keep customers
engaged. 

    We are all continually susceptible to forces
that shift our values and perspectives on the
world. Deloitte's published study titled Respond,
Recover, & Thrive provided us with insights into
what is going on within customers' brains.
Customers, it turns out, are dissatisfied with
companies' sugarcoated promises—they want
proof of action. According to Guillermo
Lecumberri, the global communication
consulting firm LLYC's Director of Consumer
Engagement in Spain, the lifestyle revolution
humanity is experiencing today includes a
dramatic change in how we interact and a return
to more fundamental issues and safety
guarantees. Customers would expect companies
to go above and beyond in their commitments to
people, closer relations, and making a genuine
impact in their lives, whether that comes through
empathy and emotional connection or more
rational aspects, such as proximity and
immediacy when responding to their needs. 

When we analyze these findings in tandem, we
see an apparent message: In these rough times
of uncertainty, people are looking to companies
for help— and rewarding those that can meet
their most pressing needs at the moment. The
current trend based on Deloitte research shows
that businesses are using purpose to create
deeper connections with customers, do more for
the communities with which they work, and
achieve greater results and impact in the
process. 

08CONFERENCE PAPER AND COMPETITION GUIDELINE



Moreover, it requires a deeper understanding of a
brand's customer base—it has to 'fit' with what
people know about the brand already. Thus, it
has to be authentic. Authentic in how they tell
stories and articulate their impact, focusing on
their consumer, and assimilating empathy–this
way, brands could create a deeper connection
with everyone they touch. A 2019 research from
Deloitte stated that purpose-driven companies
had witnessed growth three times faster on
average compared to their competitors. However,
companies that don't deliver the promises they
make are at serious risk of receiving backlash
from their customers that can gravely harm a
company's reputation.

Now is the best time for brands
to pause and reflect on their
purpose, and gain a deeper
understanding of how their

purpose could correlate with
society's current situation.

      Through its 2020 report, Accenture stated
that 47% of customers expect brands to translate
their values and promises into new and
innovative products and services. By delivering
purpose-driven actions—making things people
want and need, a company is bridging the gap
of doubt and at the same time becoming well-
positioned to capture growth in the current
landscape. 

THE 18TH MIST 
CONFERENCE TOPIC

         In unprecedented times like this, brand
purpose acts as a guiding compass that will help
companies navigate the constant change they
face on a daily basis. Brands are now
experiencing immense pressure to position
themselves on issues such as racial justice,
diversity, sustainability, education, politics, and
community. Therefore, now is the best time for
brands to pause and reflect on their purpose; the
"why" they exist, who they best serve—the
community, consumers, etc., and gain a deeper
understanding of how their purpose could
correlate with society's current situation and
constant change in demand. The purpose is put
at the heart of a business and is not something
that changes annually. However, companies
could dive into their purpose to comprehend a
deeper understanding of it so they can adjust to
the current situation and take a flight to purpose
—delivering purpose-driven actions and being
able to make things people want and need,
rather than making people want things. 

          Not all companies view purpose as an all-
encompassing idea that should be at the heart
of every business operation. Some see it merely
as an instrument to advertise who they are and
what they stand for to capture a larger market
share. These companies are creating a gap
between what they promise and what they
actually deliver or how their customers truly feel.
The bigger the existence of the gap, the bigger
the doubt. Companies that have a massive gap
are at major risk of harming their brand
reputation. 

Even if a company is acting genuinely to its
purpose, this doesn’t necessarily mean that no
gap exists. As long as customers feel a
company’s action isn’t fully aligned with its
purpose, the gap will prevail. Companies aiming
to grow must bridge the existing gap by
delivering on their promises through purpose-
driven actions. Companies are better positioned
to become “winners” of the market if they
successfully close the gap between what they
promise and what customers feel. 

47 %
of customers expect brands to
translate their values into new and
innovative products and services.
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     The topics of purpose, purpose-driven
actions, innovation, and fatigue in the current
business landscape have led us to some critical
questions that can be indispensable to be
answered and developed, such as:

THE 18TH MIST 
CONFERENCE TOPIC

       Companies need to think about actions that
overlap with the values and needs of their
customers. Nevertheless, they also need to heed
care of the digital fatigue that exists within
society. The presence of digital fatigue erects a
barrier that can lessen the impact of digitalized
solutions, making engagement and connecting
with customers a more demanding challenge for
companies. Take note that actions are not
limited to forms. They can take the form of
anything.

            However, looking upon the current
contours of today, actions delivered through
digital platforms are the popular solution that
might also be the only way for companies to
connect with their customers. Companies are
challenged to find innovations and new
experiences that can connect to customers. The
challenge is unique and full of endless
possibilities. Those who wish to grow both short
and long term need to establish a deep-rooted
connection. Companies can do this by
reimagining experience—doing the same things
but differently, with various innovations, to
engage and establish a well-rooted, authentic
connection.

Companies are challenged to
find innovations and new

experiences that can connect
to customers. The challenge is

full of  endless possibilities.

What initiatives should companies
take to ensure their purpose isn’t
merely understood as a marketing
campaign? 
What purpose-driven actions can
companies take to ensure they are
well-positioned to capture growth in
the current landscape?
What innovations can companies
develop in order to combat the
prevailing digital fatigue?

1.

2.

3.

 

 
     Nonetheless, we remind you that the
questions provided above are only a snapshot of
what you are able to discuss and explore. Your
curiosity and ability to further research and
analyze these topics are remarkably vital to
generate outstanding ideas and solutions for
your paper.
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THE 18TH MIST 
CONFERENCE TOPIC

        While the pandemic has remained an economic and human catastrophe, it is still uncertain whether
we are reaching the end of a dark tunnel or midway through this blurry and ever-changing place. And
unfortunately, not one person can certainly say how the portrait of the next normal would look like. The
only certain thing is how the world is filled with immense options that are followed by the abrupt change
of consumer needs and value. The crisis has gathered innovations and shifted people's values. Moreover,
it has also compelled human interactions to be limited through screens–causing the emergence of digital
fatigue. 

Thus, companies are now challenged to reposition themselves to adjust to what their customers are
demanding with purpose-driven actions through innovations. Companies that can deliver purpose-
driven actions that overlap with customers' value are in an advantaged position to "champion" the
market and reap substantial growth. A unique challenge is served in front of companies, and it is up
to you—the future marketers—to generate fresh and authentic ideas that ensure companies are well-
positioned to win and capture growth.
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Pitchdeck Submission

TIMELINE OVERVIEW
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Preliminary Round
and Pre-Competition 

Registration &  CV 
Submission Period
1 October - 8 January 2022

Webinar (Public)
9 January 2022

Mini Research Paper
Submission
23 January 2022

Top 15 Announcement
Period
6 February - 10 February 2022

Internal Training
12 February 2022

19 February 2022
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Wednesday, 23 February 2022

TIMELINE OVERVIEW
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Competition Flow

Grand Opening &
Technical Meeting
Sunday, 20 February 2022

Presentation Day
Monday, 21 February 2022

Conference Day
Tuesday, 22 February 2022

Conference Summit

MIST Seminar (Public)
Thursday & Friday
24 - 25 February 2022

Training
Saturday, 26 February 2022

Awarding Night
Saturday, 26 February 2022
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CONFERENCE ACTIVITIES
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Finalists of the competition (composed of
15 teams) will be distributed into three
separate breakout rooms to present each
of their pitch libraries regarding their mini
research paper in front of the judges.
Teams will need to prepare a pitch library
that consists of an Elevator Pitch and a
Pitch Deck. When presenting, each team will
act as both a Marketing Researcher and
Marketing Consultant. At the end of the
presentation, finalists will have exclusive
access to a dialogue session with
seasoned judges. Inputs from the judges
will be put in the Book of Conference.

The delegates will be given a case from our
official Learning Partner the day before. The
case will trigger an educational debate and
discussion towards the issue at hand. There
will be two rounds, with each round, there
will be pro and contra teams chosen by our
committees using a randomizer. In this
conference, delegates are required to do
research and craft their arguments, then
explain their opinions at the given time,
which will produce a comprehensive
solution.

Internal Training
An exclusive training for the top 15 teams to
further prepare themselves for Presentation
Day. Exhaustive materials will be delivered
by an experienced mentor with an insightful
and engaging scheme

Our delegates will be welcomed with introductions
and memorable performances, in addition to a
presentation regarding the series of events of the
18th MIST. The delegates will also be assigned to
their new teams for conference day 1, followed by a
case distribution. 

01
Saturday, February 12 2022

Technical Meeting
and Grand Opening

02

Sunday, February 20 2022

Presentation Day03
Monday, February 21 2022

Conference
Summit05

Wednesday, February 23 2022

The main objective of this activity is networking–
delegates will form a new team consisting of 3
members (which our committees will randomly
assign at the technical meeting) and discuss an
issue around marketing provided by our official
Learning Partner. Delegates will have to prepare their
presentations and present them in front of the
panelists in a separate breakout room. During the
session, panelists will give each team feedback to
improve their presentations while assessing to
qualify Top 3 teams. The top 3 teams will present the
outcome of their discussion in front of all panelists
and delegates.

Conference Day04
Wednesday, February 22 2022
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RULES AND REGULATIONS
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Competition

Each team consists of three members.

Each member of the team is an undergraduate student of any major derived
from the same university.

There are no restrictions on the number of delegates sent by each university.

Each team member has to submit their CVs to register for the 18th MIST
Competition.

Registration will be closed by 30th December 2021.*

Each team has to make a Mini Research Paper based on The 18th MIST
Conference Topic.

The Mini Research Paper must be submitted on 23rd January 2022, after the
registration and the CV submission closes. 

Plagiarism will not be tolerated.

All of the paper which has been submitted will be the property of The 18th MIST.

Fifteen teams with the best paper will present and participate in The 18th MIST
series of events.

All of the selected delegates are obligated to participate
in the entire events of The 18th MIST.

All of the selected delegates aren't allowed to be substituted and/or withdraw
from the entire events of The 18th MIST.

All of the selected delegates are obligated to submit the presentation regarding
the research paper (in PDF or PPT format) the day before Technical Meeting by
email (fonts included) (event@mist-febui.com).

Delegates who proceed to the main competition are obligated to be
accommodated within The 18th MIST accommodation package with an additional
fee.

Delegates are not allowed to submit the research paper that has been submitted
to The 18th MIST for other purposes.

1
2

3
4

5
6

7
8
9
10

11

12

13

14

15

15
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Delegates must write a Mini Research Paper (the structure details will be
described).

The mini research paper should contain a literature review.

Plagiarism is highly forbidden, and the committee will eliminate teams discovered
using plagiarism in writing the research paper.

Delegates have to use primary and secondary data sources in the writing of Mini
Research Paper. Primary data is obligatory.

The use of MLA citation must be included in writing the research paper.

The research paper should discuss The 18th MIST's conference topic: "The Flight
to Purpose: Positioning Through Purpose-driven Actions to Conquer Growth
Opportunities"

Delegates should include past cases of a company or industry they prefer
wherever in the world as long as it is related and relevant to the topic.

Delegates' research should generate new and solid results that can be accounted
for.

Each team must have a team name (can be a logo or watermark) that is included
on the front page (cover) of the paper.

Each team must not include the name of the university in the paper to maintain
the neutrality of the judging.

The research paper must be made using proper grammar and format in
accordance with the structures given in the Submission Guidelines established by
the committee of The 18th MIST.

Soft copy paper submission in PDF format will be received no later than *23rd of
January 2022 at 23.59 Western Indonesian Time (GMT +7) through our website
(mist-febui.com) with the following subject and title: Team Name (dash) Paper
Title.

Paper submission beyond the deadline mentioned on the previous section will be
disqualified from the selection phase of The 18th MIST Conference.

1

2
3

4
5

6

7

8

9

10

11

12

13

Paper Submission

RULES AND REGULATIONS
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PAPER STRUCTURE
AND FORMAT
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Research Examples
In order to help delegates in writing the research paper,
we are happy to provide the delegates with research
paper examples that can be accessed in:

bit.ly/researchexample-mist

Delegates are allowed to creatively consider and learn
from the given examples, but delegates are forbidden to
imitate the contents and designs of the given examples.
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PAPER STRUCTURE
AND FORMAT

Paper Structure
All of the research papers that will be selected in The 18th MIST Paper
Submission must follow the structure of scientific writing. The scientific work
is based on the following structure:

COVER TITLE PAGECOVER TITLE PAGE
STATEMENT OF AUTHORSHIPSTATEMENT OF AUTHORSHIP

ABSTRACTABSTRACT
TABLE OF CONTENTTABLE OF CONTENT
I. INTRODUCTIONI. INTRODUCTION

I. METHODI. METHOD
ll. RESULTll. RESULT

IV. DISCUSSIONIV. DISCUSSION
V. CONCLUSION REFERENCE LIST APPENDIXV. CONCLUSION REFERENCE LIST APPENDIX

Paper Structure Details

Cover and title page should consist of:
a. Title
b. Authors
c. Team name
d. The origin of the paper (the city where the paper was made)
e. The year when the paper is written
f. The title page should contain the following word: "Addressed to The
18th MIST International Marketing Conference Faculty of Economics and
Business University of Indonesia."

COVER PAGE1.

18CONFERENCE PAPER AND COMPETITION GUIDELINE



Statement of the Authorship is the section where the writers state that the
paper being submitted is their own work and not a work of plagiarism. State of
Authorship should read as follows:

"

The statement should be completed with signatures and full names of the
authors (by all team members).
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STATEMENT OF AUTHORSHIP2.

PAPER STRUCTURE
AND FORMAT

"This paper is our own work and all sources cited are referred to correctly."

ABSTRACT3.
Abstract is a section which consist a brief overview about content of the paper.
It should be written no more than 100 words, followed by some keywords that
are essential to the paper.

TABLE OF CONTENTS4.
The table of contents lists all parts contained in the paper, including page
numbers. The neatness and accuracy of page numbers of the table of content
will be taken into account on to facilitate the reader in reading the paper.

MAIN CONTENTS5.

Introduction section is the first part of the paper, transcribing the direction of
the paper and laying out exactly what the research paper is trying to
achieve. This part generally consists of three distinct parts:

i. The General Presentation
The General Presentation allows the authors to present some background of
the research topics and explain the story behind the title, therefore the
reader could understand the basis of the research.

A. INTRODUCTION

19



PAPER STRUCTURE
AND FORMAT

ii. Purpose and Exact Direction of The Paper

Purpose and the Exact Direction of the Paper contains the author's objective
on constructing the research paper. Authors could place thesis statement or
hypothesis here.

iii. Literature Reviews

Literature Reviews allows the authors to give any relevant information
learned during reviewing literature. However, since literature reviews are
time- consuming enough, we recommend authors to explain their ideas or
the overall view after doing their literature reviews in sentences, then attach
any literature or other theoretical basis at the reference list

B. METHOD

In Method section, the authors should give a completely accurate
description of the equipment and the tools used for gathering the data.
Furthermore, writers must provide the raw data gathered from surveys,
interviews, focus group discussions, observations, etc in the attachment
sections.

 C. RESULTS

Results section presents the results of the research that has been
conducted by the authors. Authors could include tables, diagrams, or
graphs to present numerical data.

 D. DISCUSSION

Discussion section is where authors elaborate upon all of the discovery and
explain what has been found, adding personal interpretations. It is important
to try to make sure that every piece of information in the discussion is
directly related to the thesis statement.

20CONFERENCE PAPER AND COMPETITION GUIDELINE
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PAPER STRUCTURE
AND FORMAT

REFERENCE LISTS6.
Reference list contains the entire list of the literature used in making scientific
paper. A reference list using the style of the Modern Language Association
(MLA) that the format can be seen in public domain.

APPENDIX7.
It is the last part and located at the end of the paper, contains things that are
considered important to complement the paper, for example, supporting
reference data that is too long when inserted into the paper's section, raw
survey data, or supplementary pictures.

 E. CONCLUSION

Conclusion contains the core and main point of the research. Conclusion
also describes what can be learned or obtained from the research.
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PAPER STRUCTURE
AND FORMAT

Paper Format

The research paper must be arranged in the following structure:
a. Margins : 1" (top and bottom) and 1.25" (left and right)
b. Paper Size : A4 (210x297 mm)
c. Justification : Full (exception forheading)
d. Spacing : 1,5” e. Paragraphs : Parted by one line each
f. Font : Preferred by delegates (clear and readable)

PAGE SET UP1.

DISPLAY AND TEXT TYPE2.
Display type is used to emphasize larger fonts (i.e. chapter title or
subtitle). Text type is used to write the content of the paper or is used for
paper title. Authors are liberated in using any kind font style and size, as
long as it is readable and easy to understand.

LAYOUT3.
Authors are free to design their paper, as long as it maintains the
legibility of the paper, although paper with good design does not
necessarily become one of the best 15 papers. The aesthetics should
emphasize the neatness and easy-to-read design, in order to ease the
understanding of the paper both by the committees and the juries.

COVER AND TITLE PAGE4.
The cover and title page must include the full names of the authors
and the title of the research topic. Cover and title page are allowed to
be freely designed.

CHAPTER TITLE5.
Chapter title must be written on top of the paper. It must adopt Roman
numerals (i.e. 1,11,11) to address the chapter with a larger font size than
the body text. Chapter title can be used in any font color and allowed to
use display type if it is still readable.

The research paper must be arranged in the following structure:
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PAPER STRUCTURE
AND FORMAT

Paper Format

Body text must use type text. Its font color are allowed to be adjusted
to the template design, as long as it is still legible.

BODY TEXT6.

PICTURE AND TABLE ARRANGEMENT7.
Pictures and tables can be attached in the research paper with
suitable proportion and considers the balance and the neatness of the
paper.

WRITING LENGTH8.
Abstract consists of maximum 100 words typed with single space. The
length of the research paper is a maximum of 20 pages (main
contents).

HEADER AND FOOTER9.
Header and footnote writings is referred to the internationally accepted
format (i.e. MLA format). Delegates are allowed to adjust the page
number placement.
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Delegates Attire Guide

Technical Meeting Presentation Day

Business Casual Business Professional

Conference Day 1 Conference Summit

Batik Attire (No Jeans) Smart Casual*

Seminar Awarding Night

Casual Attire Suit & Tie/Cocktail Attire

Delegates Essentials

Laptop and Charger Appropriate Microphone

Smartphone and Charger Notes and Paper

Internet Connection Stationary 

*Note: For Conference Summit, teams are recommended to get as
creative as possible while still maintaining coherence in the team
with smart casual attire.

24



C
O

N
FE

RE
N

C
E 

PA
PE

R 
A

N
D

 C
O

M
PE

TI
TI

O
N

 G
U

ID
EL

IN
E

01

FOR MORE INFORMATION
CONTACT US!

DELEGATES MANAGER
Kristine Natalia  - (+62) 81 322 864 719
Vincent Lazuardi- (+62) 87 703 481 888

@MISTFEBUI

@MISTFEBUI
MARKETING INSIGHT

SEMINAR AND TRAINING
(MIST) FEB UI

MIST-FEBUI.COM


