




Your aCh   llenges

No matter how established your brand or how rich and successful your product portfolio may 
be in your home market, for a US-based professional society to succeed in growing a 
sustainable business in a new region of the world requires four important operational values:
 

1.  The ��������������������������������� needed to understand market opportunities, 
barriers to entry, and competitive factors.

2.  The ������
���������������������������
����������
��������������	���������������� 
to your target audience.

3.  The capacity to �����������������
�����������
������
�����������������  as demand 
grows.

4.  The understanding of the cultural and business sensitivities to �	��������	���
��������������
���������������������������

 
Unfortunately, many US-based associations 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.
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‘MCI did a great job. 

We got exactly what 

we needed to move 

forward. I look forward 

to continuing working 

with you’.  

Susan S. Coffey, CPA, 

Senior Vice President 

Member Quality & 

International Affairs, 

AICPA - American 

Institute of CPAs

The number of Americans 
traveling abroad for 

medical treatment is 
estimated to soar to more 

than 10 million in 2012. 
The leading medical 

tourism destinations are 
Thailand 1.2M, India 450K, 
Singapore 410K, Malaysia 

300K, and Costa Rica/Panama 150K.

DID YOU KNOW?DID YOU KNOW?
The World Economic 

Forum scored 

Singapore with the 

greatest competitive 

advantage scores 

across 100+ 

measures. Singapore 

is home to 7,000 

MNCs, 60% of which 

have Headquarters 

activities in the city.



For more information, contact:
Theresa DeConinck, External Relations Director, US Market, MCI | E-mail: theresa.deconinck@mci-group.com | Tel: +1 (202) 251 4916
Peter Turner, Senior Advisor, Global Development Strategy, MCI | E-mail: peter.turner@mci-group.com | Tel: +1 (571) 275 1516
or visit: www.mci-group.com/associations – main website | www.growglobally.org – resource for global strategy, regional planning and local execution

How   uYo    Benefi t
‘The opportunity to meet 

and interact fi rst hand 

with potential partners is 

key.  MCI orchestrated a 

great balance of learning, 

cultural exposure  

and business 

opportunities for us all.’

Abe Eshkenazi, 

Chief Executive Of� cer, 

APICS - The Association 

for Operations 

Management

For more information, contact:
Theresa DeConinck, External Relations Director, US Market, MCI 
Peter Turner, Senior Advisor, Global Development Strategy, MCI 
or visit: www.mci-group.com/associations – main website 

Among emerging 
market countries, 

Brazil’s internet users 
log the most time 

on social networking 

sites (69 % of their 
time compared to 

35 % for US users). 
Orkut is the most 

popular social 
networking site 
with 36 million users.

Hundreds of federations 

and trade associations have 

chosen Brussels for their 

European headquarters in 

order to interact daily with 

policy makers and regulators.

DID YOU KNOW?

DID YOU KNOW?

•  Ensure a future-focused strategy review aligned with local trends
•  Reduce your business risk with more accurate market intelligence, direct customer and 

partner contact, and a more locally relevant analysis of your business potential
•  Experience fi rst-hand insight with your key leadership team as a way to transfer the 

knowledge, energy and information to help improve future Board action  
•  Gain new insight into local market sophistication and how to prioritize select markets to 

enter or focus resources
•  Eliminate top-down strategy mistakes through direct customer contact across all 

segments to reduce value gaps in your product portfolio
•  Improve partner evaluation through analysis and face to face contact 
•  Meet senior policy makers, governments offi cials and local and regional authorities who 

can help increase market access and build demand
•  Where possible exchange experiences with representatives from international associations  
•  Visit facilities which may offer unique venues for projection into local markets
•  Meet with representatives from potential corporate customers


