Q1 Report 2016

Q1 In Review
For Q1 2016, EMB has focused largely on increasing the participation of the campaign’s network of
donors in order to improve collaboration on recent developments, research findings, local statistics
and other metrics that will benefit the campaign’s media outreach efforts.
Since this point in time last year, EMB has significantly increased the number of people following,
sharing, liking and re-posting our information on social media. Additionally, the campaign is
seeing an uptick in industry member involvement compared to Q1 2015, receiving nearly double the
requests for more information on how to contribute to the blog and other media relations efforts.
Lastly, with Exhibitions Day 2016 right around the corner, the EMB team created an overall plan, a
timeline of both deliverables and events and various assets aimed at making this year’s event an
even bigger success than last year. What follows is a more detailed outline of activities and
accomplishments completed this quarter by the EMB campaign team.
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Media Successes
• EMB secured a 2-minute interview, featuring David DuBois, shown on American
Airlines flights in January via Talk Business 360.
• A 30-second Talk Business 360 segment running on CNN, CNN Airport and Fox
Business continued from Q4 into early January 2016. In the segment, David
DuBois addressed history of the industry, the impact of exhibitions and events on
economy and the value exhibitions provide with regards to networking.
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Media Drumbeat
Increase in donor collaboration has resulted in unique media
opportunities leading into Q2 2016
• Visit Indy gathering local data for potential opportunities with WFYI National Public
Radio and Indianapolis Business Journal
• Collaborating with Dallas CVB to promote the upcoming World Travel and Tourism
Council

Total Q1 Impressions & Publicity
Value:

• In early stages of exploration with the National Automobile Dealers Association
and the Toy Industry Association on national media programming tied to upcoming
events and association milestones

27,480,000 // $2.1 Million

Media Target Snapshot:
• Mainstream: Dallas Morning News, Dallas Business Journal, NPR, Indianapolis
Business Journal
• Top Tier: Wall Street Journal, AP, Bloomberg Businessweek, Forbes, Entrepreneur

702,131,803 // $72,168,825

Total Campaign to Date
Impressions & Publicity Value:

Exhibitions Day Preparation
In preparation for Exhibitions Day 2016, the campaign team was tasked with developing relevant, informative
content for both internal and external audiences in order to encourage more industry members to register early for
the event in June.
• Formulated Exhibitions Day 2016 plan and overall timeline of events
• Launched Exhibitions Day 2016 webpage and began updating timeline with deadlines for each deliverable
• Penned emails to announce registration and CTA for attendees on how to support ongoing Exhibitions Day
2016 efforts

• Created various Exhibitions Day toolkits to serve as resources for attendees, potential attendees and other
campaign/event advocates. Categories include: general info, digital, advocacy and local

Q1 Social Media
EMB’s social media team captured significant traction across Twitter and Facebook pages
during Q1. A combination of new content tailored for industry members, a renewed followstrategy and an improved social listening strategy resulted in a major increase in Twitter
followers and Facebook page likes.
Presence on accounts as of March 2016:
• Twitter (@exhibitsmeanbiz) – 892 Followers
• +67 since Q4 2015

• Facebook (Exhibitions Mean Business) – 674 Page Likes
• +49 since Q4 2015

Q1 Social Media
Snapshot:
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