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Managing an Increasingly Diverse Content Portfolio

INTRODUCTION

For the fourth year in a row, Omnipress has tracked the evolution of
conference content and the role it plays at an association’s annual

event. This year’s results indicate that while educational content remains
a significant source of value that associations provide, association
professionals are facing new challenges as they strive to meet attendees’
changing expectations.

Diversity is a word that comes to mind when looking at the responses to
this year’s survey. Whether it is the number of formats associations are
using to deliver conference content, the variety of initiatives designed to
increase attendee engagement, or the wide-ranging expectations of today’s
attendees, associations are managing an increasingly complex content
portfolio before, during and after their events.

To understand how associations are currently using their conference content,
we conducted an online survey of 143 association professionals, many of
whom are directly responsible for conference planning. The following report
compiles their responses to provide insight into questions like:

+ How are associations using content to engage members and increase
conference attendance?

« How are associations deciding which formats to offer at their events?

« Which types of content are associations currently providing at their
conference?

« Are there common challenges that all associations are facing in
delivering their conference content?

We close this year’s report with some key questions to help your association
turn these findings into action. We hope these ideas spark the conversations
with your co-workers and members that lead to solutions for managing an
increasingly diverse content portfolio.
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ASSESSING MEMBERSHIP AND
THE ANNUAL CONFERENCE

The annual conference remains a central part of the
association’s member growth strategy.

With most associations reporting flat membership growth in 2017,
the ability to engage and retain existing members is critical. The
annual conference provides a unique opportunity to demonstrate
the association’s value, and increasing attendance continues to
be the number one priority for associations.

Respondents provided some specific areas of focus to increase
attendance at their 2018 events:

+ Encourage peer-to-peer engagement

+ Increase conference quality

+ Update technologies to increase engagement
« Create more networking opportunities

The opportunity for member engagement extends beyond
attending the conference. Associations can provide options for
members to participate in other meaningful ways by including an
open call for their event. Soliciting presentations from within the
association allows the organization to recognize the contributions
that members are making in their industry and advance their
careers.



Assessing Membership and the Annual Conference

How has your membership changed over the past year?

52%

Decreased Decreased Remained Increased Increased
significantly modestly about modestly significantly
the same

What is the single greatest value your annual conference provides to your
members?

Knowledge and education 62%

Networking with
fellow attendees

Access to thought leaders
in the industry

Notoriety and publicity | 1%

Other | 1%

“Networking with fellow attendees” saw a 12% year-over-year increase in respondents that consider
this the greatest value of the annual conference. This is a good reminder of the importance of having
in-person events in an increasingly virtual world.
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What is your #1 goal for your annual conference in 2018?

Increase attendance 47%

Increase sponsorship
or exhibitor revenue

Increase attendee retention
Expand the scope of the conference

Decrease costs

Other 4%

What is your #1 goal for your annual conference in 2018?
(Segmented by role within the association)

88%
53% 55%
0% 0% 0% 0%
- communications— L— Conference —! L—— Education—— L—— Executive ——
Planning

[ Increase attendance [ Increase sponsorship or exhibitor revenue

[ Expand the scope of the conference [l Decrease costs

[l Increase attendee retention Other

Increasing conference attendance is a top priority throughout the entire association, regardless of role.

n Delivering your content. Delivering your value.



Assessing Membership and the Annual Conference

How do you source content for your conference?

2%
Other

17%

Open call for speakers,
papers or abstracts

56%
Mix of both invited
and open call

26%
Invited speakers/presenters

Who determines which content is ultimately selected for the conference?

Conference, education

O,
or other committee 69%

Peer review
Association board

Association Staff

Associations are creating opportunities for member engagement by offering an open call for

submissions, as well as allowing them to participate in determining which content is selected for the
conference.
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DELIVERING CONTENT AT THE
EVENT

Attendee expectations of omnipresent content is leading to
tough decisions for associations.

The number of formats associations are using to deliver
conference content is increasing. That is one clear takeaway from
this year’s survey results. In fact, the average number of formats
associations use to deliver conference content rose to 2.4 in this
year’s results, up from 2.1 last year.

When attendee influence is the primary factor in deciding which
formats to offer, associations offer even more (an average of 2.6).
These associations understand that attendees expect to access
conference content in the format of their choice.

This preference for device-agnostic content can lead to some
tough decisions for associations. Conference boards—and
conference budgets—are more likely to be the primary factor in
format selection compared to previous years.



Delivering Content at the Event

How will your association’s budget for conference content change in
2018?

10
Increase significantly 1%‘:

27%
Increase modestly 18%
_ 68%
Remain about the same 76%
%
Decrease modestly 8%
i 0%

Decrease significantly 3%
|

. 2018 2017

Associations understand the value of offering unique content to members and increasingly see the
importance of this investment. As a result, budgets are increasing in 2018.

Which formats do you currently use/plan to use to deliver content?

Print CDs/USBs Online Mobile App

Currently @ 22%\ @ 66%’
use
Plan to
use 44% 14% 65%’ 59%’

Respondents predict they will offer fewer formats at their next event, despite the trend to increase
options for attendees.
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Which formats do you currently use to deliver content?

85%
81% 80% - 81%

86% 89%
80%

72%

66%

45%

21% 22%

Print |1

cDs/usBs— L——online—— L—Mobile App —!

Year of response . 2015 . 2016

. 2017 . 2018

Which formats do you plan to use in the future?

88%

72% 72%

65%

66%
59%

Print ||

cbs/usBs — |

Mobile App —
Year of response . 2015 . 2016

. 2018

The uncertainty around future content delivery continues. Historical predictions to decrease the use of
certain formats in the future have not been reflected in subsequent surveys.
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Delivering Content at the Event

Which types of content do you currently provide at your conference?

Speaker presentations 80%
Program book
Awards

Posters

Abstracts
Speaker/author lists
Papers
Worksheets/handouts

Other

Which types of content do you currently provide at your conference?
(Current and historical survey responses compared)

Rank 2018 2017 2016 2015

Papers/ Papers/ Papers/ Papers/
1 Presentations Presentations Presentations Presentations

2 Program Program Speaker
Book Book* lists

Speaker

: Awards
lists

3 EI S Awards

4 Posters Posters Posters

5 Abstracts Abstracts Abstracts

Posters Abstracts

Speaker
6 lists

* first year this response was offered
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Are you seeing a shift in the formats that attendees prefer?

13%
No

17%
Unsure

70%

Yes

How would you describe that shift?

Less printed material 43%
More printed material

Less digital material

More digital material

Greater blend between
print and digital
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Delivering Content at the Event

Do you expect to change the number of formats you use to provide content
at your 2018 conference?

9%

Yes, we'll offer more formats 9%
Yes, we'll offer fewer formats 6% 13%
No, we'll stay about the same 52% 59%
We haven't decided yet — 2(2’/;%
Not sure 6%

5%

. 2018 2017

What is the primary source of influence on which formats you offer?

3% 5%
62% 20% 8% (2%

52% 24% 13% 3%
5% 3%
. Feedback from attendees/members . Recommendations from predecessors
. Conference budget Recommendations from peers
| Board or executive input B other

The shift away from attendee feedback could be problematic for associations. Decisions made without
this valuable input could be detrimental to the attendees’ conference experience.
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How do attendees want the content delivered?

Print 63%
Online 63%
Mobile app

Mobile website

Unsure

Other

How do attendees want the content delivered?
(Segmented by primary source of influence)

67% 69% 67%
52% 52%
38%
15%
9%
Print Online—— L—Mobile App Unsure

. Feedback from attendees is the primary source of influence

Feedback from attendees is not the primary source of influence

It’s clear that attendees want to access content in the medium that is most convenient for them.
Associations that solicit attendee feedback have a more accurate assessment of these expectations.
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REPURPOSING CONFERENCE
CONTENT

More associations are using content to promote their events.

The important role that content plays before and after the
conference is being seen across the association landscape. This
year’s survey saw a significant rise in the number of organizations
that are re-using conference content outside of the annual event.

With the focus on increasing conference attendance, it is logical
that promoting next year’s event is the most popular way that
associations re-use their content. These associations are able to
leverage this up-to-date information to create a fear of missing
out (FOMO) among potential attendees. This anxiety is particularly
effective at motivating younger members to participate in events.

At the same time, fewer associations list “leveraging content after
the conference” as a top challenge for their organization (page
18). As associations prioritize re-using content, they are investing
in resources and developing processes that make it easier to do
more with this material.



Do you currently re-use your content from your conference for any
purpose?

55%

Yes
No
37%

4%
7%

. 2018 2017

N

Unsure

How do you re-use this content?

Promotion for

o)
next year's event 41%

Reinforce learning
after the conference

Ongoing content marketing
for the association

Revenue generation

Using social media to repurpose the most popular content from past conferences is an effective way
to increase the visibility of your next event to potential attendees.
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IDENTIFYING THE CHALLENGES
WITH DELIVERING CONTENT

Associations face new dilemmas as they offer attendees more
choices.

Managing the collection and review process continues to be
the single greatest challenge that associations face with their
conference content. Regardless of their role in the association,
respondents understand the pain associated with this portion of
conference planning.

As associations increase the number of formats they are using
to provide content, new complications are arising. “Managing
content changes” was the only challenge that saw a significant
year-over-year increase in responses. Last-minute changes to
content is nothing new, but having to manage these changes
across multiple formats—and potentially multiple vendors—
becomes an increasingly time-consuming endeavor.



What are your top challenges with managing and distributing your
conference content?

Managing the collection
and review process

56%
Managing content changes

Offering a mix of formats to
meet the needs of all members

Leveraging content
after the conference

Monetizing content
Managing access control

Taking content online

Delivering a
mobile-friendly website

Managing multiple vendors

Other

The number of respondents that find “Leveraging content after the conference” challenging declined
from 50% last year to 37% in this year’s survey. It appears that as more associations invest in the tools
and internal structure to re-use their content, they are finding solutions to make it easier.
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Identifying the Challenges with Delivering Content

Which of these is your single greatest challenge?

30%

[ Managing the collection and review process [l Monetizing content

[ Managing content changes Il Delivering a mobile-friendly website
[ Offering a mix of formats [l Taking content online
[ Leveraging content after the conference Managing multiple vendors
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Which of these is your single greatest challenge?
(Segmented by role within the association)

38%

28%
25%  25% ¥

L Conference Planning —

26% 26%

22%

17%

17% 17%
11%

5% 5%

[ Education E— I Executive—I

[ Managing the collection and review process [Jl] Delivering a mobile-friendly website
[ Leveraging content after the conference Monetizing content
[ Offering a mix of formats [l Managing content changes

Association staff at every level understand the challenges associated with managing the collection and

review process.
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MEETING THE NEEDS OF A
MULTI-GENERATIONAL AUDIENCE

As young professionals become a larger percentage of the
workforce, association membership rates are not reflecting this
trend.

With the oldest of Millennials turning 36 in 2018, the idea of
preparing for this generation may be behind us. Instead, these
young professionals comprise a significant portion of the workplace
and are advancing into more senior roles within their industries.

Unfortunately, associations are not seeing a corresponding rise in
the number of Millennial and Generation Z members. Respondents
indicated that Baby Boomers still comprise the majority of
association members. The median percentage of Baby Boomer
members (50%) continues to be much larger than the median
percentage of Millennial members (10%). The gap in members’ age
range underlies the importance of creating initiatives that speak to
these younger generations.



Has your association developed a strategy to address the needs and
preferences of Millennials?

10%
Unsure

14%
Yes

42%
In progress

34%
No

Has your association developed a strategy to address the needs of the
post-Millennial generation (Generation Z)?

9%

18%

Unsure \

49%
No

25%
In progress

E Delivering your content. Delivering your value.



Meeting The Needs of a Multi-Generational Audience

Approximately what percentage of your association’s membership falls into
each of the following demographic categories?

<10% 10 20 30 40 50 60 70 80 >90%

. Baby Boomers . Generation X . Millennials . Generation Z

Approximately what percentage of your conference attendance falls into
each of the following demographic categories?

<10% 10 20 30 40 50 60 70 80 >90%

. Baby Boomers . Generation X . Millennials . Generation Z

Conference attendee demographics mirror association membership demographics, making it difficult
to increase the number of younger professionals at the annual event.
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PARTICIPANT DEMOGRAPHICS



Participant Demographics

What industry does your association serve?

Health & medical 30%
Education
Trade
Engineering
Science
Environmental
Legal

Other

What is your primary area of responsibility?
Conference planning 55%

Executive
Education
Communications
Administrative

Publications

Membership

How many members does your association have?

1,000 or fewer 25%
1,001 - 2,500
2,501- 5,000

5,001 - 10,000

10,001 - 25,000

25,001- 50,000

50,001+

Not a member organization
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KEY QUESTIONS

The goal of this report is not only to shed light on some common trends facing
associations, but also to help associations take action. As you prepare for your
next event, here are some questions to think about as you talk with your
co-workers and members:

Are there additional opportunities to increase member engagement with your
content?

One idea might be to collect submissions for content that would be used exclusively to
promote your event. This would provide new opportunities for up and coming members to
showcase their work, while at the same time, increasing the visibility of your event.

How can you accurately determine the formats that attendees prefer when it
comes to conference content?

For digital formats like mobile apps, USBs and online content libraries, review each
format’s analytics to understand when and how attendees engage with the content.

How can you make it easier for everyone in the organization to repurpose
your event content?

Developing a content strategy that provides an overview of what content is available and
suggestions on how it can be re-used could be shared with everyone that is involved in a

communications role.

What steps can you take to make it easier to manage content changes across
multiple formats?

Adjusting submission deadlines to provide more time for production can make last minute
content changes less chaotic. If you are working with multiple vendors, make sure you
coordinate with each of them ahead of time on how they would like to receive content

updates.

Are there ways to leverage younger members’ interest in technology at the
event?

Recruit a Millennial to document the event on Snapchat or ask a Gen. Z member to write
a blog article that explains the value your conference provides to other professionals that

are just beginning their career.



Managing an Increasingly Diverse Content Portfolio

NOTES:
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GREAT CONFERENCES START HERE

Deliver industry-leading content at your next event with Omnipress’ suite
of conference services.

High-quality educational content is an important part of your event’s success. Omnipress brings
together the products and services associations need to collect, manage and distribute these
conference materials in a variety of formats, from start to finish.

Our CATALYST abstract management system makes it easy to collect and review content submissions,
regardless of your event’s unique requirements. Once selected, we can share your final materials
through a searchable online content library, a conference app, or on USB; as well as design, format,
print and ship your materials within your tight timeline.

Omnipress has helped associations bring remarkable content to their conferences for over 40 years.
We think beyond your initial collection, providing guidance and insights so that your entire process,
from collection through production, is significantly easier to manage.

OMOS

Discover the difference that working with a company founded to help
associations can have on your conference.

© Omnipress 2018. All Rights Reserved.



