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GLOBAL ASSOCIATION, COMMUNICATIONS & EVENT MANAGEMENT COMPANY

In a bid to dwersify their
portfolio, Dubar government
bodues have partnered

with MCI to build an
environment for global and
regional associations to base
themselves i the city.

The Dubai Chamber of Commerce
and Industry, the Department of Tourism
and Commerce Marketing and the Dubai
World Trade Centre have come together
under the banner of the Dubai Association
Center to help create an attractive business
environment for potential associations to
set up their regional or global offices.

Special legislation is currently under
review that would allow international and
regional associations to be established
in the Center. Under the legislation a
licensing system would be enacted to allow
associations to operate in the Emirate of
Dubai according to the ethical and legal
standards of the Government of Dubai.

Any number of business owners,
companies, establishments and
professionals within a common industry
who are registered in the State may form
an association. Individuals or companies
outside the State are also allowed to
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apply for membership of the Dubai-based
association  centre.  Furthermore, an
international association which is based
outside the Emirate may open a regional
representative office in which to conduct its
business activities.

The management of Dubai Association
Center will be contracted by the Dubai
World Trade Centre to MCI, as the only
Association Management & Consulting
Company currently operating in the UAE.
This model affords association clients the
characteristics of economies of scale,
knowledge and expertise in the association
marketplace, flexibility and adaptability,
buying power and centralised facilities.
MCI can facilitate strategic planning and
conduct financial management, executive
management, membership development,
marketing and public relations, educational
and professional development, meeting
and event planning, among other services.
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Organisations also have the option of
establishing themselves directly in the
centre.

‘Promotion of the association market is
viewed as a strategic focus for the future
of Dubai. This industry provides incredible
opportunities to the region through growth
and advancements of industry, commerce
and trade while supporting a collaborative
environment among the residents. We
look forward to great future success from
the Dubai Association Center’ said Jerad
Bachar, Director, Dubai Convention Bureau

Commenting on the opening of the
centre, Sumaira Isaacs, Managing Director,
MCI Middle East and India said, ‘...We
see this centre as a conduit where global
and regional Associations can come in
and establish themselves independently,
operate, manage their communities and
grow their markets in the region. We
look forward to being part of this exciting
phase of Dubai’s growth and being integral
partners in the development of the UAE and
the region.’

For further information and details
of the programme please contact
ajay.bhojwani@mci-group.com B
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Bulding Markets
through Content
Dissemination

Many associations do not leverage
the great content presented and created
at their meetings. New and affordable
technologies are now available to
capture meetings content, which offers
great opportunities for associations to
increase their scientific and educational
impact as well as reach new global
audiences.

MCl is a firm believer in the power
of educational content and through
our Digital Event teams and strategic
partnership with Blue Sky Broadcast,
we partner with associations to capture
and distribute their conference content,
leveraging the global reach of our
offices and deep local market
understanding. Many of our clients are
starting to use their digital content as a
preferred way to service new
markets and grow.

Programmes include
capturing and translating
content, development of on-

line learning portals, and
v local “BestOf” events
in new markets. Often
these programmes
include partnerships
with the supplier or
sponsor community,
minimising the risk
to the association.
Clients are starting
to see new revenue
sources and are
reaching audiences
that would not
otherwise benefit
from their quality
education.

We would

love to help your

association leverage

the potential of your

conference content.
To find out more,
contact Pol Van De
Perre (content@mci-

group.com). m

Robin Lokerman
CEO - MCI Institutional Division

Some of our latest partnerships include:

Association Management

The PanAmerican Surety Association (PASA) contracted MCI Buenos Aires to support them with
their first audit on Quality Certification and the selection of the association’s future Executive Director.
www.apfpasa.ch

MCI Brussels has been contracted by SAE International, the global association of more than 128,000
engineers and related technical experts in the aerospace, automotive and commercial vehicle industries
to develop, market and manage their European training programme. www.sae.org

The Society for Human Resource Management (SHRM) has mandated MCI Beijing to run a
customer research campaign on the Asia Pacific market as well as the management of their 2011
conference. www.shrm.org
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Consulting

The American Industrial Hygiene Association (AIHA), the premier association of occupational and
environmental health and safety professionals with 10,000+ members, has contracted MCI Singapore
to run a market and product analysis for the Asia Pacific region. www.aiha.org

American Society of Association Executives (ASAE) has contracted MCI’s consultants to run a
global market analysis. The objective of this analysis is to determine the market potential in key regional
markets and provide ASAE with recommendations on how to design, deliver, partner and promote
products and services in these markets. www.asae.org

Institute of Electrical and Electronics Engineers (IEEE) and MCI have signed a global event service
Memorandum of Understanding (MOU) under which MCI will act as IEEE’s global preferred partner for
online registration, abstract management and PCO services as three options to the 1,200 volunteer-
managed events in the IEEE conference portfolio. Training, marketing and sales collateral are under
development to support the programme launch this summer. www.ieee.org
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cong ress Management (Professional Congress Organiser - PCO)

MCI Buenos Aires has been contracted by the International Gas Union (IGU) to organise the
25™M World Gas conference in Kuala Lumpur, Malaysia from 4-8 June 2012. The event will attract some
7,000 participants from around the world. www.igu.org

The World Heart Federation (WHF) has mandated MCI Geneva and MCI Dubai to jointly organise
their 12,000- participant World Cardiology Congress to take place in Dubai, UAE from 18-21 April 2012.
www.world-heart-federation.org

The Public Relations Institute of Australia (PRIA) has mandated MCI Australia to organise their
National Forum in October 2011 and November 2012. Both Forums are expected to attract more than
350 delegates from across Australia. www.pria.com.au

The International Osteoporosis Foundation (IOF) has contrated MCI Sao Paulo to organise the
1st Latin America Osteoporosis meeting to take place in San Paulo, Brazil from 25-27 May 2012 with
1,500 participants expected. www.iofbonehealth.org

The Swedish Energy Agency has mandated MCI Gothenburg and MCI Stockholm to organise the
Swedish National Energy Convention in 2011 and 2012 in both Gothenburg and Stockholm with some
3,000 participants expected. www.energimyndigheten.se

MCI Dublin has been confirmed as the PCO provider for the McArdle McSweeney Associates
(MMA) Environmental Seminar and Workshop Series 2011, consisting of seminars, workshops, and
a sponsors’ exhibition for 700 participants overall. The seminars will take place in Dublin with further
workshops taking place nationwide in 2011. www.mma.ie

MCI Singapore has been chosen as the PCO for the 11" APDW (Asia Pacific Digestive Week), the
annual regional congress of the Asia Pacific Gastro Association (APAGE). The expected attendance
is between 2,500-3,000 participants. www.apdw2011.org.sg
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International Study Mission in China

ASAE - The Center for Association Leadership, in partnership with MCI, recently
offered a unique educational experience to senior members of the association community
— a targeted study mission to the second largest and fastest growing economy in the
world, China.

The full programme which took place from 14-22 May 2011 consisted of in-depth visits
to Beijing, the seat of the central government, and Shanghai, the capital for international
business; with an extension to Hong Kong. The programme was especially developed for
associations - trade and professional - offering the opportunity to explore this key market
for their products and services.

The Study Mission also included specific activities for associations in the same area
of interest (healthcare, science and engineering, manufacturing,..), including one-to-
one meetings with senior government officials and counterpart associations as well as
corporate executives and educators in the same field. B

e
MCI Partners with Imex, Las Vegas

Building on its partnership
with Imex Frankfurt and
the popular Association
Day, MCI will play a key
role in the inaugural Imex America. During
the Association Day, MCI will facilitate an
educational session on Adapting Global  show, particularly valuable to associations
Strategy to Ensure Local Relevance and  who plan international meetings.

Operational Success and will continue  Fqor
its role as organiser of the interactive
Roundtable sessions. 25 roundtables
during two sessions are planned — for full

information visit www.imexamerica.com/
roundtables.html.

imex .
,america ¢
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Additionally, MCI will organise a Hosted
Buyer group to enable key association
executives to profit from the Association
Day and one day of the international trade

more information please contact
Theresa DeConinck, External Relations
Director, US Market (theresa.deconinck@
mci-group.com). il

|
Stronger PA Practice to Better Serve
Associations Around the World

In order to enhance its value proposition to associations around the globe, MCI took
another step in early 2011 by hiring the services of Fred Soudain, renowned public affairs
practitioner, to develop its public affairs activities. Fred brings to MCI more than twenty
years of experience in designing and running public affairs projects for European and
international organisations. Having successfully founded LOGOS Public Affairs, an
independent Brussels-based PA firm, Fred established its ranking among the top 20 PA
firms for European Public Affairs. With the addition of its Public Affairs Practice, MCI is
strategically positioned to assist associations with their intelligence-gathering, outreach,
policy influence and reputation management. &

|
EFORT Signs Long-Term Partnership

Last November, EFORT (European Federation of National Associations of
Orthopaedics and Traumatology) signed a long-term congress management
partnership with MCI, which positions MCI as its sole provider of PCO services.
= The congress, which attracts more than 8,000 experts and key opinion leaders in
the field of orthopaedics and traumatology, is considered the pre-eminent congress in this
field in Europe. This new contract signals an important collaboration with EFORT to enhance
the future success of the Federation. It will build on MCI’s proven methodology and industry-
leading technology to improve learning and networking abilities for all stakeholders. B

Growing Regional
Markets - Learn
from the Experts

As part of MCI's partnership agreement
with Blue Sky Broadcast a webinar series of
30-minute educational sessions has been
developed, presented by some of MCl’s
lead consultants from around the globe,
and accessible anytime. Topics include:

e Selling International Initiatives to Boards
and Management: Building a Business
Case, by Nikki Walker, VP AM&C Practice,
MCI Global

e Public Affairs as a Tool to Gain Market
Access or Build Demand outside Your
Home Market, by Fred Soudain, Public
Affairs Expert, MCI

e Getting More Qut of Your International
Meetings, by Ajay Bhojwani, MCI Middle
East/India

e Tailoring Your International Product or
Membership Offerings to Local Customer
Needs, by Jeroen van Liempd, Global
Engineering Practice Leader, MCI Europe

e [ ocally Relevant Marketing and Communi-
cation to Build Your Brand & Enhance
Member/Customer Value across Country
Markets, by Florence Chua, MCI China

e Market & Partner Analysis Combined with
Study Missions to Quantify Your Potential
among Prospective Customers, by Gina
van Dijk, MCI Brazil

e Delivering Customer and Membership
Experiences to Asian Cultures, by Chester
Chu, MCI Singapore

Some of these webinars will welcome Phil

Forte, President, Blue Sky Broadcast, to

contribute to sessions on conferences and

public affairs as he explores how technology
can help associations create new online
distribution channels to regional markets.

For more information visit
www.livewebcast.net/mci B

|
Leadership Roles

e Robin Lokerman, CEO MCI Institutional
Division, has been inducted into ASAE’s —
The Center for Association Leadership
2011 Class of Fellows.

e Nikki Walker, AM&C Practice Global VP, is
continuing into her third term as a mem-
ber of the Board of Directors of the AMC
Institute, the only non-North American
person and company on the Board. B
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Surviving the Christchurch Earthquake

The MCI Australian Team, led by Jan Shaw, Director of Operations for MCI Australia, was
running the 600- participant Urological Society of Australia and New Zealand (USANZ)
conference in Christchurch, New Zealand when the magnitude 6.3 earthquake happened
last February. While significant damage was done to the conference centre, the MCI team
managed this difficult situation onsite with immediate safety actions and a contingency plan.
‘Our first focus was on getting delegates and our staff out alive’ said Jan.

Within a few hours, the conference website was updated with latest information, an
evacuation plan was in place with the support of the Red Cross and psychological counselling
for delegates and staff was organised. Most USANZ delegates fortunately were moved to a
school hall during the cold night. The next day delegates were heading back home with Air
New Zealand, while the Army Air Force flew the team back to Wellington and Brisbane.

USANZ decided to run a day-long seminar in Australia to enable some of the speakers and
sponsors to gain the exposure they wanted and to show delegates they care. MCI gladly
assisted and is carrying on with the planning of the next annual conference looking closely

at all the potential risks. B

New Director for
the US Market

|
BICSI Leverage

their Education One of the industry’s
- long-time and  most
Programme in recognisable  business

development executives

Europe with EQF

To help advance the positioning of
BICSI, the professional association
supporting the information technology
systems (ITS) industry in Europe, MCl’s
Public Affairs team suggested pursuing an
EU policy approach. MCI was engaged in
a consulting project to assess how BICSI
could benefit from the recently established
European Qualification Framework (EQF)
to enhance the recognition and visibility of
its flagship certification and credentialing
programme in Europe.

Such recognition would enhance the value
of BICSI membership and certification
and lead to organisational development
in Europe. For more information on public
affairs and stakeholders’ management
services, contact Fred Soudain (fred.
soudain@mci-group.org). &

joined MCI as External
Relations Director
focusing on the US asso-
ciation market at the beginning of the year.

Theresa DeConinck, based in Washington
DC, USA, is helping US-based associations
understand and capitalise on their
growth opportunities around the world.
Associations who seek local expertise and
knowledge to serve and grow members
and customers, provide specific project
support for various membership meetings,
education products, or consulting services
to define market potential and strategy for
entering a region outside the US market
can profit from MCi’s global WOFE (Wholly-
Owned Foreign Entity) offices.

Theresa can be reached at:

theresa. deconinck@mci-group.com,
phone: +1 2022514916 A

|
Upcoming Speaking Engagements

MCI has confirmed several speaking engagements to bring global expertise to association

leaders. Some of these presentations include:

e Trends Affecting Associations: Challenges and Opportunities

e Global Sustainability Reporting — a 21st Century Value Proposition for Your Association
e Understanding Social Media in China: An Opportunity for Associations

e Increasing Non-dues Revenues in International Markets

To access these presentations and those from earlier programmes visit www.slideshare.

net/MClAssociations B

ASSOCIATION "
MANAGEMENT | Semnars

Shaping the Future
of Your Association

Shaping the
Future of

Associations

On 7 April 2011, MCI Singapore organised
its third Association Management Seminar.
Entited ‘Shaping the Future of Your
Association’, this half-day, invitation-only,
seminar was attended by 68 association
professionals  from  Singapore.  The
seminar aimed to equip participants with
proven strategies on how to position their
association as thought-leaders through a
sustainable framework. The seminar also
created a platform for key representatives
from local associations to network and
learn from each other. B

A Forum for a
Cleaner, Safer,
and Sustainable
Energy

MCI Dubai will be the

exclusive 0rganising Wworld Energy Forum
partner of the prestigious
World Energy Forum
2011 to be held from 14-17 November 2011
in Dubai, UAE. The forum organised by
The World Energy Forum, an organisation
supported by the United Nations, has
previously held this forum at the UN offices
in New York City attracting over 800 high-
level participants from all around the world.
The 2011 edition of the forum aims to
bring together over 1,200 participants,
who would include head of states, energy
ministers and high-level dignitaries.

The forum aims to address and explore
the roadmap towards a cleaner, safer and
sustainable energy set-up that can benefit
all nations and peoples. At this timely
global gathering, world leaders and energy
experts will come together and seek to
find long-term energy solutions that will
inevitably involve a variety of energy mixes
as well as innovative technologies, but that
will also require a clear vision, courage and
political will to bring about the change the
world needs.

MCI Dubai is working closely with the
organising committee in making this forum
a success and an event that will help define
a sustainable and safe place to live in. B
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Esights

and General Findings -
Associations in Brazil

In 2008 a group of Brazilian members of a leading international US-based organisation
in the meetings industry organised a first meeting in Brazil to create more awareness and
interest with the objective of forming a chapter. Objectives were set quite high at 200
participants. The actual interest shown of 400+ participants positively surprised local
organisers as well as setting the worldwide record of the largest first chapter meeting
ever held within the association. In the past year, Brazil has become one of the key target
markets for associations, partly due to its youthful demographic: 25% of the population is
below 15 years-old.

Among the key factors of the Brazilian market are:

e High interest in professional development: because of the highly competitive market,
professionals are constantly looking for ways to differentiate themselves through continuing
education credentials

* Heavy volunteer involvement: the number of professional staff is often reduced and in
most cases not involved in true strategic decision-making

e Appreciating having their voice heard: there is a high appreciation that associations reach
out to this community, showing that there is interest from associations to hear and learn
from their opinions, which shows a sense of flexibility in understanding their needs

e Product purchasers: professionals are classified rather as product purchasers than joiners

e | anguage can be perceived as a barrier and challenges the comfort level in education and
certification offering

* Personal invitation to become a member or participate is highly valued: by receiving
direct communication, professionals in the region express feel a sense of recognition as
professionals and as part of the international community

e Partnerships with national and regional associations: both national and regional
associations generally show great interest to partner with US-based and international
associations.

For more information, contact Gina Van Dijk, MCI Brazil (gina.vandijk@mci-group.com). il

7 asae

The Center for Association Leadership

World Market Analysis

No matter how established an
association’s brand or how rich and

MCI conducted a world market analysis
for ASAE - The Center for Association

global

Environmental Scan

of Associations’
Global Trends

Critical to understan-—
ding the viability of the
US association market
potential  outside its
home market, we must
appreciate the future
world in which we will
operate both globally
and regionally in order
to consider how to
design the right value
propositions (end user
values), strategies (bringing the promise to
life), and infrastructure (how the promise is
delivered to market) to grow our business
in new ways.

MCI has developed a study report
analysing the global business, economic
and social trends identified by leading
thought leaders and which provides a
layered look to better appreciate the
environment that US associations and their
customer segments will be experiencing
in the coming years to paint a picture of
immediate and mid-term challenges and
opportunities.

To receive a copy, contact Peter Turner,
Senior  Advisor, Global Development
Strategy, US Market (peter.turner@mci-
group.com). B

Recent Posts on
GrowGilobally.org

lobal Business
& Economic Trend

Analysis

2011

successful its product portfolio may be in its
home market, for a US-based professional
society to succeed in growing a sustainable
business in a new region of the world
requires two important operational values:

1. The local knowledge and relationships
needed to understand market
opportunities, barriers to entry, and
competitive factors

2. The ability to design, deliver and promote
locally relevant products and services to
its target audience

Unfortunately, many US-based asso-
ciations are ‘under-thinking and resourcing’
their efforts to grow globally. In short,
they expect quick returns with value
propositions, strategies and infrastructure
used to build their home markets.

Leadership to determine the market
potential in key regional markets given the
coming decade of continued globalisation.
The analysis was designed to provide local
market analysis and recommendations,
market potential and product sales
opportunities and the capacity to serve
large and more complex transactions as
demand grows.

The analysis also offered suggestions
on how ASAE can design, deliver, partner
and promote product experiences that
help develop locally relevant professional
association management.

To learn about the methodology and
the outcomes contact Peter Turner, Senior
Advisor, Global Development Strategy
(peter.turner@mci-group.com). B

Facebook, LinkedlIn,
Twitter, and YouTube
are the most recognised
social media tools used
in the world today, which
have been embraced by
businesses, associations,
sports organisations, foundations, and
even the Vatican! In China, things are
a little different. To help associations
with their social media campaigns
in China, MCl’s teams in Beijing
and Shanghai worked together to
outline a primer on the world of
Chinese social media and the
Chinese user market.

Visit GrowGlobally.org
for the full story m
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Large Congresses
are Not Over

|

With the recent economic recession one
would tend to think that associations have
been affected and have reduced their
event size due to low attendance. Given
the recently confirmed PCO mandates,
large congresses (> 3,000 participants) are
far from being over. Here is a snapshot or
MCI’s recent partnerships:

e INDEX11 (World Largest Nonwovens
Exhibition) with 12,500 participants
(12-15 April 2011, Geneva, Switzerland,
organised by MCI Geneva)

e TMForum Management World
Conference with 3,000 participants (23-
26 May 2011, Dublin, Ireland, organised
by MCI Dublin)

e The Annual European Congress of
Rheumatology (EULAR) 2011 with
16,000 participants (25-28 May 2011,
London, UK, organised by MCI Geneva)

e French Society of Anaesthesia
and Intensive Care (SFAR) Annual
Congress with 8,000 participants (21-24
September 2011, Paris, France, organised
by MCI France)

e Swedish Society of Medicine Annual
Conference and Exhibition with 7,000
participants (30 November-2 December
2011, Stockholm, Sweden, organised by
MCI Stockholm)

e European People’s Party (EPP) Annual
Congress with 3,000 participants (6-8
December 2011, Marseille, France,
organised by MCI France)

¢ 6" World Water Forum with over 25,000
participants (12-17 March 2012, Marseille,
France, organised by MCI France)

¢ The International Society of Stem Cell
Research (ISSCR) 10" Annual Meeting
with 3,200 participants (13-16 June
2012, Yokohama, Japan organised by
MCI Tokyo)

e 60" UITP (International Association
of Public Transport) World Congress &
Mobility & City Transport Exhibition with
3,000 participants (26-29 May 20183,
MCI Geneva will manage the housing
bureau and social event). B

Japan Maintains Position on [SSCR
the COngress Map Tcrmdonl Sty S Cll R

MCI Tokyo has been awarded the PCO contract for the 10" Annual Meeting of the
International Society of Stem Cell Research (ISSCR) in Yokohama from 13-16 June
2012. This is an important win, given the recent tragic developments in Japan. The ISSCR’s
target is 4,000 delegates, but we expect these numbers to drop slightly given the perception
of some individuals about safety in Japan.

To their credit, the ISSCR has enlisted Yokohama Tourism and MCI on a major charm
offensive at their Annual Congress in Toronto this year— and has engaged a PR company
to advise on the best, appropriate messaging strategy for the next 18 months. ISSCR
Operations Director said that ‘they were very impressed with MCI right from the first meeting
in Yokohama’ and that they felt that ‘MCI Tokyo understood and were best able to explain

differences between producing a meeting in Japan and North America’. B

ofo

Hong Kong Rolls

o MCI Hong Kong is strengthening its position in the Asia Pacific market by
confirming a series of congresses:

e The 2" World Nuclear Association Congress (WNA) to be hosted in October 2011

with 300 participants. This is the second time that MCI is involved with the WNA after
Beijing 2010. MCI Beijing was instrumental in delivering the WNA's first ever congress in

China, which earned some great reviews.

e The 100" International Dental Federation Congress (FDI) to be hosted in August-

September 2012 with 10,000 participants.

¢ The 8" International Conference on Cognitive Psychotherapy (ICCP) to be hosted in

June 2014 with 2,000 participants. B

SUCCESS STORY
Growth Strategy for ASME in Europe

\ As part of our overall
ASM‘E strategy to develop
SETTING THE STANDARD the American
Society of
Mechanical Engineers (ASME) in Europe,
the MCI ASME team researched and
developed a new business and operations
model to build a training business in Europe
based on a set of US standards.

The main challenges were to sell products
and services in a mature market like
Europe and develop a process to assess
and identify the needs and expectations of
European engineers. Finally MCl also had to
design and implement a targeted European
marketing campaign including online tools,
brochures, email and partnerships with
related organisations.

MCI conducted a product portfolio
assessment with customersinthe European
market in order to appreciate their needs,
expectations and desired outcomes from
an ASME customer experience. A series of
qualitative interviews and follow-up online
quantitative surveys helped to identify

opportunities to customise the ASME
product portfolio. Also the study identified
potential markets and countries where
courses could be held, the types of course
content and levels desired, and the course
format and pricing models needed.

With a product portfolio adapted to
European tastes, the team launched a
marketing campaign that included the
creation of a brand identity to position ASME
Europe as the platform for engineering
continuing education in the region.
Product prototypes were run with promising
results. ASME Europe management courses
received support from several European
engineering societies and the marketing
campaign  helped raise  awareness
about ASME courses throughout the
European region.

In just over two years these trainings
have grossed revenues of nearly €500,000
for public offerings as well as in-company
training, a pipeline of 11 strong enterprise
sales leads, and a large qualified prospect
database. B
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MCI was recently engaged
by IEEE to conduct a global
trends analysis and market
research to identify new
opportunities and future
models for IEEE'’s conference
business. MCI talks to Susan
Root about the key findings.

MCI: Can you outline the success of
IEEE’s conference model?

Susan Root: |EEE conferences create
value for members, volunteers and for the
engineering technical community around the
world. Conferences provide the opportunity
for members, volunteers and attendees to
learn, to meet and network with colleagues
and to present and publish research in
their areas of interest. Our conferences are
volunteer run and are known for being high
quality events. Several factors play into that
perception including high quality technical
programmes, the ability of the conference
to attract papers of interest in the technical
field and for the conference to effectively
attract attendees. For our members, running
conferences also provides the opportunity
for professional development. Conferences
are truly projects that are planned over a
2-4 year period and managing the event
requires not only technical skill but real
project management and leadership skills.

MCI: Since the IEEE conference business
unit is so critical for delivering value
to members and customers around
the world: Why did your management
team determine the need to conduct a
conference business analysis? What
was the business case?

SR: The number of conferences IEEE
sponsors has been growing steadily over the
past decade. In addition the demographics
of both sponsors and conference locations
has been growing organically and moving
from a US-centric to a truly global model.
Gaining an understanding of the underlying
causes for the growth and change and how
to use this information to help shape IEEE’s
conference future is what led us to conduct
the business analysis. The information
derived from the analysis is supporting
our efforts to identify high priority areas of
focus. The business cases will be a next
step in our planning process.

Like other companies, we have a

terview

Susan Roo

t & IEEE

Director Conference Business Services, |EEE, Advancing Technology for Humanity

myriad of stakeholder groups including
|IEEE governance groups such as IEEE
Conferences Committee, internal mana-—
gement groups and the congress organiser.
We needed insight into the global market
to understand what has changed and is
changing in the global community as a
backdrop for our strategic work. We also
needed input directly from our conference
organisers and, from attendees of technical
conferences (whether these are IEEE
conferences or not.) This analysis enabled
us to better understand our organisers and
identify ways in which to serve them better.
As an outcome of the work, we are better
able to paint a clear picture of IEEE’s value
proposition as seen from the customer
point of view. Our focus was to be able to
understand how to serve our customers
better in our existing models and certainly
to identify other, new market opportunities.

MCI: What approach did this analysis
take?

SR: After gathering all the data from the
market scan and the organiser and attendee
surveys we used a rigorous process of
validating the results against earlier work,
categorising findings into our strategic
framework and doing some weighted
assessments in order to identify areas of
high impact focus. We also identified some
of our strengths and weaknesses which
helped us identify where we needed to
focus energy in the future.

MCI: What were some of the most
important key findings?

SR: One of the most important things we
continue to find is that we have an incredibly
dedicated, responsive and engaged
volunteer organiser community. They like to
give us feedback!

In terms of overall findings, the market scan
provided us a view of Megatrends such as
the rise of new economies, China, India
and Brazil; technology diffusion and 24
X 7 access which provide instant access
to information independent of location;
fluctuation in age demographics. The
message is clear: the world is changing and
we need to be connected to the change to
sustain and grow our vibrant business.

A key learning from the survey was that
organiser need to vary by size of conference:

e Small conferences are like small businesses,
run by a group of committed volunteers

e Medium conferences are the largest
segment in terms of volume

e | arge conferences are the most complex
events, with substantially more volunteers
engaged

Understanding these segments and their

specific needs means we can develop ways

to serve them in the way they want to be

served.

Our attendee survey informed us that while

both researchers and practitioners attend

technical conferences, they attend for

entirely different reasons.

MCI: Were there any implications for
your conference business that this
analysis helped you to discover?

SR: | think this body of work has clearly
demonstrated to us we need to be
continually looking for ways to keep
our existing business fresh and to be
actively looking for new ways to serve this
conference community. Some questions
we might explore in the future are: ‘Are
there new models on the horizon?’, ‘Are
there new types of partnerships we hadn’t
considered before?’ and ‘Is there a natural
evolution or life-cycle of a conference?’

MCI: How are you using the analysis to
help move opportunities forward/take
next steps?

SR: We have already begun to address
some of the high-impact, focus areas
through  socialisation,  planning  and
business case development. Some of the
larger strategic issues we are just beginning
to socialise for internal feedback and
assessment.

MCI: Any suggestions to your association
colleagues who might want to build
or expand their conference business
outside the US market?

SR: Unless your association is explicitly tied
to the US market, | think to stay relevant
one has to consider what a global footprint
would look like. Opening new dialogues with
like organizations might be a way to start the
journey. We are a global organization with a
global membership base so we are logically
following the needs of the membership and
their fields of interest. B

Find more client interviews at www.mci-
group.com/clientinterviews

fOcus | 7



