
Meeting Industry Trends 

PRESENTED BY :           Brad Bebell 



Business Trend Analysis 

Companies have a need to: 
• Gauge past history to try and prepare 

for future events 
• Gather information and analyze the 

results for meaning 
• 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 
 

Business Barometer 
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Business Barometer  
Bi-monthly Trending Report 
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What are the impressions? 

• 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 

• Signs of strength in the meetings 
industry. 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 

• 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 

• 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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MPI Marketing 
MPI Branding and Acquisition Campaigns 



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 
 



Strong Brands: 
Harmony Between Brand and Branding 
 
• Deliver exceptional benefit  
• Remain relevant 
 

EMOTION 

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 
 



MPI Campaigns 
 
•Business Objective:  
 
     Enhance the MPI brand by tapping into the emotional drivers and 
     passion of the MPI member  
 
•Business Strategy:  
  
     Phase I: Emotional Branding Campaign  
  
     Phase II: Recruitment Campaign 
 
 
 
 
 
 



Share Your Story Website 
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Landing Page Story Page Collective Page 

Share you story on or 

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�
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MPI Emotional Branding Campaign  
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Branding Toolkit 
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• Seeks to strengthen MPI through the voices of our members 
• Reinforce MPI presence, awareness, exposure 
• Add stories to the collective, “adding voices” 
• Represent the local MPI community 



Acquisition Campaign – The Genesis  
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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? 



Acquisition Campaign: Creative 
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Acquisition Campaign: Creative 
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The Power of We 
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Collective Chapter Community 

Voice: anybody can be saying that 

I am MPI and  
I Love What We Do 



Acquisition Campaign: Platform Continuity 
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What we do is who we are. 

Who we are is what we do. 

We are MPI. 

Collective Chapter Community 
Emotional Drivers 

Passion, dedication, excellence 



Member Value 

• Chapter  
– Local engagement 
– Local area (contacts and connections) 

• Professional Development 
– Live Learning 
– CMP/CMM training and certification 

• Career Connections 
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Questions for Oliver 

• 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 email 
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? 

• 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? 

31 


	Meeting Industry Trends
	Business Trend Analysis
	Meetings and Event Industry
	Business Barometer �Bi-monthly Trending Report
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	What are the impressions?
	Economy
	Employment
	Market
	What are the key points of interest?
	What does this mean to you?
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Share Your Story Website
	Slide Number 21
	MPI Emotional Branding Campaign 
	Branding Toolkit
	Acquisition Campaign – The Genesis 
	Acquisition Campaign: Creative
	Acquisition Campaign: Creative
	The Power of We
	Acquisition Campaign: Platform Continuity
	Member Value
	Questions for Oliver
	Questions for Oliver

