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Business Trend Analysis

Companies have a need to:

e Gauge past history to try and prepare
for future events

« Gather information and analyze the
results for meaning

o Identify critical data about current
business situations or business
environment
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Meetings and Event Industry

 Wanted a mechanism to capture what
Industry professionals are collectively
thinking, doing and planning based on
economic conditions

 Wanted a report that monitors the industry’s
most immediate needs in relations to
economic concerns and opportunities
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Business Barometer
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Business Barometer

Bi-monthly Trending Report

August 2011:
Economic Unrest

Turbulence in the financial sector has cast doubt

on the stability of economies worldwide. Meeting
professionals put anxiety about hotel fees aside
and voiced their concerns about debt crises in
both Europe and the U.S.

TOP TRENDS

U.S. Economic t6%

Uncertainty
Global Economic t:l- 4%
$12%

Uncertainty

U.S. Fuel and Airfare
27%
35%

Increases
Low Budgets (mostly government) ‘3%

Loss of Confidence in
U.S. Congress

Shorter Lead Times

June 2011: 13%
Aug 2011: 19%

June 2011: 1%
Aug2011: 15%

June 2011: 21%
Aug 2011: 9%

June 2011: -
Aug 2011: 7%

June 2011: 11%
Aug 2011: 6%

June 2011: 9%
Aug 2011: 6%




TOP HEADLINES 5

» The U.S. debt-limit stalemate and subsequent stock
market volatility has resulted in a surge of uncertainty
about future business.

» Rising airfares are taking a negative toll on
organizations planning long-distance travel.

» Full-time employment growth is high, butit is notas
brisk asin June.

» Europe reports an increased part-time employment rate.

» Current and projected business levels in the U.S. remain
in positive territory, but not quite as positive as in June.

» Attendance levels remain consistently higher than year-
ago levels.

» Spending per meeting continues to show slight growth.

» Greatest increases in U.S. events continue to be
domestic corporate and domestic association for the
sixth month in a row.

» Greatest increases in European events are domestic
corporate and intemational corporate, for the sixth
month in a row.

» Greatest declines in both U.S. and European events are
in government, for the sixth month in a row.
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02 How do your organization’s current overall meetings
and events business conditions compare to last year at

this time?

Greater than 10% better 14%
6 to 10% better 23%
1 to 5% better 30%
Fat(no overall change) 13%
1 to 5% worse 12%
6 to 10% worse 5%
Greater than 10% worse 3%
Total 100%

03 Compared to oneyear ago, describe your organiza-
tion's predictions of meeting and event-related business
conditions over the next few months.

Greaterthan 10% better 9%
6 to 10% better 23%
1 to 5% better 38%
Fat(no overall change) 15%
1 to 5% worse 9%
6 to 10% worse 4%
Greater than 10% worse 2%
Total 100%
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04 Towhat extent have rising travel costs forced or
caused you to change the way your business operates?

To a Significant Extent 4%
To a Moderate Extent 46%
To No Extent 50%
Total 100%

05 Compared to oneyear ago, which client segment of
your organization’s meeting and event-related business
has seen the greatest increase in activity?

Domestic association 22%
International association 8%
Domestic corporate 44%
International corporate 16%
Govemment 5%
Other 5%
Total 100%
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06 Compared to oneyear ago, which client segment
of your organization’s meeting and event-related
business has seen the greatest decrease in activity?

Domestic association 12%
International association 12%
Domestic corporate 21%
International corporate 15%
Govemment 33%
Other 7%
Total 100%

07 How has your spending changed on meetings and
events, compared to a year ago this time?

Greater than 10% increase 2%
6 to 10% increase 11%
1 to 5% increase 22%
Fat(no overall change) 42%
1 to 5% decrease 15%
6 to 10% decrease 5%
Greater than 10% decrease 3%
Total 100%
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What are the impressions?

e Economy
 Employment
 Market
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Economy

 Meeting professionals around the world
overwhelmingly began indicating
“economic uncertainty” as the most
Important factor influencing the meeting
Industry replacing “rising travel costs”

— 69% cited as a factor versus 23% prior

— Confidence seen in US economic system
In June, reversed itself
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Employment

e Signs of strength in the meetings
iIndustry. Number of companies hiring
has steadily grown In past 14 months
with contract and full time jobs showing
the most growth in US, contract and
part time showing most growth In
Europe.
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Market

e Current business conditions continue to
Improve but at a slightly slower rate that
June. Predicted business conditions
also continue to rise.

— 66% say business conditions are favorable

— Projected business levels high, showing an
anticipated 4% improvement in coming
months
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What are the key points of interest?

* Big headwind: economic uncertainty
 Meetings industry adding jobs
* Business conditions are favorable
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What does this mean to you?

‘: Uncertainty - people put the brakes on:
budget, decisions, planning etc.

. Growth. Companies are doing business and
require additional heads

g Companies continue to plan and execute

While economic uncertainty is big, our industry is still hiring and the
business outlook is still positive. But, keep an eye on those two
areas in future editions because if they slip, there could be bigger
challenges on the horizon.
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Brand and Branding

* brand /n/: 1) name, term, design, symbol, or any other
feature that identifies one seller's good or service as
distinct. 2) sum total of how customers perceive the entity
that delivers those goods and services

* branding /v/: 1) marketing practice of creating a name,
symbol or design that identifies and differentiates a
product from other products, 2) the subsequent activities
that take place in communication the value



- i -
L ..

~ Strong Brands:
Harmony Between Brand and Branding

* Deliver exceptional benefit
« Remain relevant
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http://www.livepositively.com/?wt.mc_id=CCSLP�

Power of Emotion

“People buy because of emotion not
because of need 90% of the time”

-Chris Jenkins, Traffic Transforming Tactics



MP| Campaigns

*Business Objective:

Enhance the MPI brand by tapping into the emotional drivers and
passion of the MPI member

*Business Strategy:
Phase |: Emotional Branding Campaign

Phase ll: Recruitment Campaign




Share Your Story Website

@M1 o

@M wowmeme

S it

Landing Page

Share you story on or Linked [

Story Page

Collective Page



http://search.yahoo.com/r/_ylt=A0oGdXvqfiRORlcAN.dXNyoA;_ylu=X3oDMTA0MGxrZjliBHNtAzQ-/SIG=11eukp53i/EXP=1311036234/**http:/touch.facebook.com/�
http://en.wikipedia.org/wiki/File:LinkedIn_Logo.svg�

Corporate Meeting Planner

American Pharmacueticals

MPI Chapter

Dallas,/Ft. Worth

in MPI: 4 Years

“A pull-out quote could go

here in this space, in the

left side column, to add
interest to the page and
help draw the reader in.”

—S5an

@M]  sorowemessre

MEMBER STORIES

"at We Do. : o)

Laovem ipsum dolor il ames, consectetur adipiscing et Nam omare ensque nibh, ul palientesque
dodar viverra vitae. Aliquam condiment interdum sodales Nunc ullamcorper anie non mauns ege
stas vilaeum est dapibus. Nam maollis dignissim dapibus. Pellentesque libero, viverra eget congue
sit amel matlis sed diam. Suspendisse tamporales uma, in suscipil odio fermentum seduc

Nam h id eral placeral posttitor. Duis aoree
elementum, ligila quis feuglal commodo, e &

s+ imperdict tortor, id sodabes risus lempor enoan
ue consequal lomm, Bt modis mi &ros nec vell!

Vestibulum lorem lorem, vehicula et vestibulum tempor, adipiscing ac metus. Mauris vitae dignisim

anie. Akgquam guis luchus lectus, Aliguam cursus molestie lorem. et accumsan dolor lincidunt &t
Etiam laoreet lorem eget lorem conseclelur ai feugial libero evismod. Nam leflus ligula, pulvinar
a Irisfique viverra, rulrum id massa, ImuS e nibh est
fue enim, vilae elementum ligula curses quis

mpar doler. in vulpi

a peientes

Sed eu uma ligula, a scelerisque nunc. Pellentesque scelerisque justo il gula semper imperdiet
Pellentasque habitant morbi instique senectus et netus st malesuada famas ac turpis egestas.
Praesent vi 5

Ta rutrum nith eleifend egestas. Munc luct

nsequal purus in luctus. Proin euis
il T liquel a el
mod punes pubvnar, Dol ciea portitor quam
smod eget lempor dapibus, imperdiet nec ligula

mod faucibus lorem non molis. Praesent iero leo, elemen
Maurs pretium libero eu nunc adiplscing in €

S GQuis,

id congue nulla dignissim a. Donec eros est. =
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MP

Emotional Branding Campaign

‘am MPI.
| Itove What We Do.

B

i): ‘am MPI.
| I Love What We Do.
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The Process

01 Spread the Word 04 Story Approval
Usz the links anthe next page % downlaad Once 3 story is received and pregared for sharing,
materials d esignedta hip you milect siories we will get apprval from the storytellerso ensure
i fromyour chapter. #hut the integriy of their story and
whYA Stm’yte“lﬂg Brand rom your chapter ;‘-‘ur»r;’.w‘ their story and photo has been
Campaign 02 Story Collection .
Astory & captured efther inwriten formwith 3 05 Sharing
A cruclal plece to any brandis that which clearly dis- shotaras arecorded wideo (see the o Ko mwed 2aceswll then e upiaaded i wiew.
plays what sets it apart from others. page for syle guideines]. it is impartant mphweb org/staries andapplied o various
the stores truly captum the indnedu: print/digtal templates for use by MP1and MP
ences of our membess, 50 Stoes or images that Chapress.
AtMPL what sets us apart is our most important am promesionalin ione may not be suitable for e
product—our members—how they are smarter, con- this ampaign.
nected and successful as a result of their MPI mem-
bership. 03 Story Submission/Editing
- Ml stovies will b erecerved at MP) for any minor
The: ¥ ar AP, Hn:\e M‘;”‘m"‘ editing, proafing 3nd pmdu ian work fo pre.
. T . campalgn is an acknowledgeme pare them for shasing.
g g
This campaign is designed to of the MP community, the suc-
acknowledge the MPl commu- tesses they have achleved asa
. result of being an M Pl member,
nity and the successes we have | e pacsion theyshare for the in- Downloads
achieved. dustry they love and the role they
playin it.

i e in e Maskesing
The MA brand is best demon- secsion of the Chapeer Landers Resource Page.
strated through the storles ofour
mem bers. Each story captures the unigue exper-
ence of our members and how MPI has helped them PRINT ADS BANNER ADS Sx7 POSTCARD EMAILTEMPLATE
throughout their career. "

Downikoad a file tat ind

Downioada flethatindudes  Download afile fatindudes  Download a file that includes
printready POFs

There are over 22,000 MPI stories to be LBMMEC animated _gitads at 2 anety a prin trendy POF that pro- the famework and imges
across the globe. Indhidual expressions of why they ng Szes: Fullpage 850 1L of e for anline use motes the campaign. foran bl el Shat you can
lovewhat they do, and why “They are MPP™, Fualfpage {55 5), and customize.
CAMPAIGN GUIDE i1,
+ TOOLKIT NEWSLETTER 22x28 POSTERS
A guide to our new effort to collect ] LUPYQSPEAKING A e print files: for some of
POINTS ourinitial campaign Sories.

and share the stories ofthe people
that make MPI great. Acsess copy for e in your

commun £ations.

o Seeks to strengthen MPI through the voices of our members
 Reinforce MPI presence, awareness, exposure _
 Add stories to the collective, “adding voices” oy % ‘3
 Represent the local MPI community S pde oea



How do we maintain the continuity?
How de we use the great stories?

How do we harness the collective?
How do we take it to the chapter level?
How do we involve the community?

Visitthe Member
Services Lounge and

add your story.




g Hi Acquisition Campaign: Creative
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We are MPI.

There are countless kindred spirits who share your belief in the
power of collective effort. We join together, share our strengths,

ideas, goals and knowledge as a community determined to help

one another excel as exceptional meeting and event professionals.
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| am MPI and
| Love What We Do

Collective

Voice: anybody can be saying that

Chapter

Community
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"AcquiSitiOr\ Campaign: Platform Continuity

IS who we are.

IS what we do.

We are MPI.

Collective

Chapter

Community

Emotional Drivers

Passion, dedication, excellence
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Member Value

o Chapter
— Local engagement
— Local area (contacts and connections)

e Professional Development

— Live Learning
— CMP/CMM training and certification

e Career Connections
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Questions for Oliver

e Can you tell me how you were able to
successfully translate the IMEX model for
packaging and transport to the US? What
cultural challenges did you face when
building your marketing plan?

 Were the response rates of your emalill
campaign greater that the standard industry
average for open rates and click thru rates?

] !
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Questions for Oliver

 Does IMEX consider marketing a top
line or bottom line expense? How does
that impact your ROI calculations as
you measure the success of your
marketing campaigns?

e Can you settle the great debate that has
been raging in the US for decades?
Who is the greater comedic genius:
Benny Hill or Monty Python?
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