
EVENT HORIZONS:
A BLUEPRINT FOR SUCCESS

The Best Storytelling & Communications Campaign
Worldwide Hospitality Awards



In 2018 Radisson Hotel Group published an ambitious five-year business plan 
with the goal of becoming one of the top three hotel companies in the world. 

A key part of achieving this goal is to grow its meetings and events proposition 
and to become the market leader in this competitive sector.

Event planners are bombarded with information from competitor brands on a 
daily basis and the pressure is on to stand out. Hotel chains take a very product-
focused approach in their communications strategy, even if their offers are very 
similar.

With 1,100 hotels globally, Radisson Hotel Group saw an opportunity to create a 
distinctive voice in the market – and strengthen its reputation as a leader in the 
events industry.

CONTEXT

Standing out from the crowd



Strengthen brand 
reputation as a market-
leading hotel chain in 

the meetings and 
events segment

Launch Radisson 
Meetings and build 
a distinctive voice in 

the market 

Strengthen client 
relationships to support 

retention 
and build loyalty

ICON 
GOES 
HERE

GOALS

Enhance reputation and increase retention



Built on deep industry insight

CONCEPTION

PRE-CAMPAIGN RESEARCH 
Focus groups with 

corporate and third-party 
planners to understand 
market sentiment and 

key drivers
(October 2018)

FINDINGS
Event planners are looking 
for more than just the right 

venue in the right place. 
They’re looking for a trusted 
business partner who acts as 
an advisor and understands 

their strategic goals

SOLUTION
We created a new umbrella 
brand, Radisson Meetings, 

and a new client 
engagement approach that 
would help build stronger 

long-term relationships

ICON 
GOES 
HERE



STRATEGY

Radisson Meetings promises to deliver a personal, professional and memorable 
experience and takes a proactive approach to help clients achieve their goals. 

We partnered with Longitude, a Financial Times Company, to develop a unique 
thought leadership campaign: Event Horizons. The research and insights help 
customers frame, validate or deepen their thinking around key challenges and 
opportunities. 

Compelling thought leadership to create 
a distinctive voice in the market

Campaign reach: Europe, the Middle East and Africa
Target audience: meetings and events planners (corporate, third-party and association planners)



INNOVATION
Moving from a product-focused 

marketing approach to one based on 
strategic insights helps our clients 

achieve their goals.

Sharing valuable insights helps 
customers frame, validate or deepen 
their thinking around how to address 

key challenges and opportunities. 

RELEVANCE

“I like the focus, looking at what those who are achieving a higher 
ROI are doing relative to those with a lower ROI. […] it’s certainly a 
novel approach compared to other research I have seen and is 
more valuable as a result I feel.”

SENIOR MANAGER, MULTINATIONAL PHARMACEUTICAL COMPANY 

“Really happy that Radisson as the only hotel chain is 

offering this discussion panel and this in-depth research 

on the M&E industry.”

MANAGING DIRECTOR – VENUE DIRECTORY PLATFORM PROVIDER

Fresh evidence and advice

We designed and delivered an evidence-
based thought leadership campaign that 
focused on the burning issues that our 
clients told us they need support with. 

Unlike many competitors, we didn’t 
repurpose content or sponsor industry 

reports published by others, but created 
a proprietary campaign.

ORIGINALITY 



LAUNCH: 
Press conference in May 2019 
at the IMEX Frankfurt. 

Attended by more than 5,100
global event decision-makers 
and industry journalists: 
the perfect launchpad. 

TARGET AUDIENCE: CORPORATE/THIRD-PARTY EVENT ORGANIZERS IN KEY MARKETS ACROSS EMEA

CAMPAIGN TIMELINE

€170,000

BUDGET

CREATIVE CONCEPT / 
CONTENT DEVELOPMENT

€350,000
MEDIA ACTIVATION  

THE PERFECT LAUNCHPAD 



CAMPAIGN ASSETS
THOUGHT LEADERSHIP REPORT: REAL-WORLD INDUSTRY 

INSIGHTS EXPLORED IN DETAIL

Read the report here. (Available in English, French, Norwegian, 
Danish, Swedish, Russian and German).

607 event planners in 12 countries across EMEA 
were surveyed, coupled with qualitative interviews 
with industry leaders (March/April 2019)

STORYTELLING WITH DATA

https://radissonmeetings.com/en/whitepaper/RadissonMeetings_Report_v14.pdf


DEDICATED LANDING 

PAGE/MICROSITE 

including an innovative 

interactive video with hot spots 

and branching technology 

bringing the concept to life.

radissonmeetings.com 

BLOG POSTS 

We also created several blog posts 

based on a ‘deeper dive’ into some 

of the key findings of 

the research.

UNIQUE, INTERACTIVE 
BENCHMARKING TOOL

VIDEO Q&As WITH INDUSTRY EXPERTS 
from FT Live and Cvent

CAMPAIGN ASSETS

https://www.radissonmeetings.com/insights.html
https://radissonhotels.companyapp.co.uk/presentation/radisson-meetings-launch-campaign-award-submission?ref=c9fdaf191a3d63cbe64924eacaf4534d5058bef5
https://www.radissonmeetings.com/insights.html
https://www.radissonmeetings.com/insights.html
https://radissonhotels.companyapp.co.uk/presentation/radisson-meetings-launch-campaign-award-submission?ref=c9fdaf191a3d63cbe64924eacaf4534d5058bef5
https://radissonhotels.companyapp.co.uk/presentation/radisson-meetings-launch-campaign-award-submission?ref=c9fdaf191a3d63cbe64924eacaf4534d5058bef5
https://www.radissonmeetings.com/insights.html
https://radissonmeetings.com/insights.html


INTERACTIVE 

BRAND VIDEO
Users enjoy a 

personalised viewing 

experience, their 

choices will define the 

storyline – reinforcing 

the brand pillars of 

Radisson Meetings.

Watch here.

CAMPAIGN ASSETS

INFOGRAPHICS
To help visualise the 

result at a glance.

SOCIAL MEDIA TILES 

for social activation

COUNTRY REPORTS
Content localisation

http://embed.wirewax.com/8142276


CAMPAIGN ASSETS

According to the “Events Horizons” research, sustainability is 

one of factors that positively influences event ROI. The survey 

found that event planners that report an ROI of +25% on their 

events are significantly more likely to give consideration to 

issues of sustainability, diversity and inclusion. After reading 

the report, clients have told us that they are interest in learning 

more about industry best practice for sustainability practices. 

Based on this client feedback we have produced an additional 

series of articles and interviews with industry experts. 

Sustainability is also one of the pillars of the Radisson Meetings 

concept. We’re automatically offsetting the carbon footprint 

for every single meeting and event taking place at our hotels 

worldwide. 

CONTINUING TO DEVELOP OUR THOUGHT LEADERSHIP 

PROGRAM BASED ON CLIENT FEEDBACK



MEDIA ACTIVATION

Programmatic display 
targeting key feeder 
markets. Using the report 
as data capture tool.

DISPLAY ADS

LinkedIn-sponsored 
content, targeting 
prospects by location, skills 
and job title.

SOCIAL

Monthly emails sent to a 
database of more than 
+184,000 event planners 
across EMEA.

EMAIL

Digital partnership with 
the Financial Times: 
brand suite and 
activation via FT.com.

DIGITAL 
PARTNERSHIP



Roundtable events with key, strategic clients, including 
representatives from some of the largest corporate and third-party 
event planning organizations, to present and discuss the findings of 
our thought leadership report.

MANAGING DIRECTOR – VENUE DIRECTORY 
PLATFORM PROVIDER

“Great platform to sit and talk together with 
competitors and partners and seeing that we all face 
the same difficulties. Really happy that Radisson as 
the only hotel chain is offering this discussion panel 
and this in-depth research on the M&E industry. If 
Radisson delivers more of this high-end content I am 
more that happy to join every time.”

VP SALES AND GLOBAL NETWORK, AT GLOBAL 
BUSINESS TRAVEL MANAGEMENT COMPANY

“To have peer-to-peer conversation, and to hear that 
no matter the field in M&E we are almost all are 
facing the same issue and we can discuss this in a 
closed group. Learning about the research and more 
insight in the industry was very helpful for me. I am 
really happy that Radisson organized and delivered 
this content from the bookers perspective. I think 
this is much more valuable to me than other kind of 
stereotype sales events.”

Sales focus with all regional sales teams visiting our entire portfolio 
of key meetings and events clients to promote the campaign. This 
will include more than 5,000 appointments. 

FACE-TO-FACE ENGAGEMENT



EVALUATION



ALL THIS IN JUST FOUR MONTHS

CAMPAIGN PERFORMANCE

UNIQUE VISITORS

+175,967 

TO THE CAMPAIGN MICROSITE

ACTIVELY 
ENGAGED

+42,000
EVENT PLANNERS 

(CONTENT INTERACTIONS)

RECEIVED MORE THAN

+15,000
LINKEDIN 

POSTS ‘LIKES’

INCREASED CLICK-
THROUGH RATES

+10%
FROM THE INTRODUCTION OF 

THE THOUGHT LEADERSHIP 
CONTENT IN OUR MONTHLY 

EMAILS TO

184,000
EVENT PLANNERS (AS A DIRECT RESULT OF 

THE THOUGHT LEADERSHIP CONTENT)

+52.6 

million 
REACHED

THROUGH THE PROGRAMMATIC 

DISPLAY CAMPAIGN 



TAKING INTO ACCOUNT 
AVERAGE CONVERSION 

RATES, AND AVERAGE EVENT 
VALUE, THIS EQUATES TO 

A FORECAST:

NET ROI

374%

ECONOMIC IMPACT

AS A COMPANY IN THIS 
PERIOD WE HAVE 
SIMULTANEOUSLY 
EXPERIENCED A

+21.61%
INCREASE IN THE PIPELINE

IN JUST FOUR MONTHS 
WE ACHIEVED

ATTRIBUTABLE TO 
THE CAMPAIGN

4,762 
RFPs



“This is a very interesting document … this for sure changes the perception of the company providing it. 
We usually consider the companies providing such info/data as “expert” in the domain, and more able 
to provide us strategic trends to support us on our internal discussions. If the question if you should 
continue providing this kind of analysis, my answer is definitely YES!”

BUSINESS TRANSFORMATION-PROCUREMENT - GLOBAL CATEGORY MEETINGS & EVENTS                         
AT ONE OF THE BIGGEST WORLDWIDE PHARMACEUTICAL COMPANIES

An excellent white paper with good proof-points that can be used by convincing customers to invest in looking at purpose 
and objectives of meetings before they even start. I like as well the diversity in different stakeholders (FT and CVent) coming 
from opposite corners in the business. It is all there for me – with lots of proof points. I really like it – Bravo!!

GLOBAL ACCOUNT DIRECTOR AT GLOBAL EVENT, ASSOCIATION MANAGEMENT AND CONGRESS MANAGEMENT COMPANY

IMPROVING OUR REPUTATION: EVENT PLANNERS HAVE THEIR SAY

“Last afternoon I joined a very nice organized / structured round table event @ Radisson. Interesting peer to peer 
conversations with part of our competitive set about a research, Radisson had conducted. I do recommend if you do have 
the option to join one in your region.. DO!!”

VP SALES AND GLOBAL NETWORK, AT GLOBAL BUSINESS TRAVEL MANAGEMENT COMPANY

Some of our clients have even become ambassadors of our initiative, recommending their colleagues to 
read the report and attend our roundtable events developed around the Events Horizons research:



IMPROVING OUR REPUTATION: 
THE RADISSON BUSINESS DEVELOPMENT PERSPECTIVE

“This thought leadership campaign has helped me open new doors and to more easily 
convince clients to meet. Using the key findings of the “Event horizons” research as 
talking points has made a difference and my clients have told me that they are 
impressed that for the first time in an appointment with a venue supplier the 
conversation was totally centered around them, the client”.
SARA BRUNSTORP, GLOBAL ACCOUNT MANAGER, RADISSON HOTEL GROUP 

“’Event horizons’ has allowed me to go above and beyond a sales pitch and taking an 
insight-led selling approach and by providing gifts of knowledge to my clients. Client 
feedback was great which gave me even more confidence in the impact we can make 
with this campaign”. 

MURIEL POULENC, SALES ACCOUNT DIRECTOR EMEA, RADISSON HOTEL GROUP 



CONCLUSION

“The “Events Horizons” thought leadership campaign is at 
the heart of our holistic, long-term strategy for growth in 
the meetings and events space. Thought leadership 
represents for us the essence of guest centricity, market 
leadership and corporate accountability. In addition to 
fuelling business growth and strengthening our brand 
reputation, this contemporary campaign has helped us 
change the rules of customer engagement and to 
significantly improve relationships with clients by adding 
value to them through knowledge sharing. Furthermore, 
it has instilled excitement back into our sales teams which 
are feeling more empowered to have truly insightful 
conversations with their clients to help them build 
enduring partnerships. .” 

ERIC DE NEEF, EXECUTIVE VICE PRESIDENT & GLOBAL 
CHIEF COMMERCIAL OFFICER, RADISSON HOTEL GROUP




