Burson-Marsteller’s

Most Valued Conferences

Executive Summary

“I’'m sure there are
more opportunities.”

—~Corporate Communications Executive

Executive conferences are critical venues for building
reputation and communicating a company’s message
to its most influential audiences. Top-level conferences
provide prime opportunities for CEOs and C-suite
executives to network with industry peers, spend time
with customers and showcase thought leadership.
However, identifying which conferences are most
valuable for top management poses many challenges.
No authoritative source on best executive conferences
has been available — until now.

As part of Burson-Marsteller’s award-winning corporate
and CEO reputation thought-
leadership initiatives, we
conducted the Most Valued
Podiums (MVP) Survey, the first
survey among senior communications officers on CEO
and C-suite conferences. The research reveals the
most sought-after conference information: participant
profiles, participation criteria, best conference types
for CEOs and C-suite executives, best conference types
by selective industries, and podiums that are in most
demand by corporate leadership.

This executive summary features select findings from
the survey, which was mailed to respondents in the
first quarter of 2005. The majority of respondents (73
percent) report having global responsibilities.

CEOs Flooded with Invites

When asked how many invitations CEOs receive in an
average week to speak at conferences, senior corporate
communications officers report an average of 3.4 CEO
invitations per week or a sizeable 175 per year.

Conferences that Make the Most Sense

The survey also found that while most corporate
communicators (70 percent) are responsible for selecting
CEO and C-suite conferences, few (12 percent) are “very”
satisfied with available resources for evaluating which

conferences make the most sense for their executives
and why. The conference criteria corporate
communicators now use to make their selection are:

For CEOs

Influential audience 87%
“Will it help forward the business?” 86
Strategic fit 82
Keynote versus panel speaking opportunities 68
Thought leadership potential 61
Forum prestige 61
Executive interest 56
Timing/scheduling 56
Opportunity to leverage with media 50
Customer attendance 48
Compelling agenda 43
Competitor participation 28
Networking 21
Venue 19
Geographic location 19

Opportunity to position less seasoned executives 4

Other (e.g., breakthrough ideas) 14

For C-suite Executives

Influential audience 82%
“Will it help forward the business?” 81
Strategic fit 79
Customer attendance 51
Forum prestige 51
Executive interest 48
Thought leadership potential 48
Opportunity to leverage with media 46
Compelling agenda 45
Timing/scheduling 44
Networking 38
Keynote versus panel speaking opportunities 33
Competitor participation 23
Opportunity to position less seasoned executives 20
Venue 10
Geographic location 4
Other (e.g., breakthrough ideas) 17
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