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MVP2:Burson-Marsteller’s Most
Valued Podiums Survey 2008 tests and builds on key
findings captured in its inaugural survey of 2005. The
MVP2 survey reexamines the business case for execu-
tive conferencing; revisits the list of most influential 
venues; as well as probes for gaps, unidentified
opportunities, and asks “what’s missing?”

This Executive Summary features select findings
from the survey which was fielded in March, 2008.
The majority of the respondents (81%) are from
Fortune 1000 firms and the conference decision 
makers in their companies.

CEOs at the Podium 
On average, CEOs receive 3.42 invitations to 
speak per week or a sizeable 178 per year consistent
with an average or 3.38 per week or 176 per year in
2005. Interest in hosting CEOs at the podium
remains robust.

Strategic positioning of CEOs and C-Suite executives
at conferences is widely believed to be of great value:
87% of conference decision makers say conferences
are important to positioning their CEOs and other 
C-Suite executives, while 95% say that conferences
are as important or more important today compared
with two years ago.

MVP2: Burson-Marsteller’s
Most Valued Podiums Survey 2008

“Our whole business is about
relationship marketing.
These conferences draw very
important executives.”
Fortune 100 executive.

Executive conferences present a unique
opportunity for CEOs and C-Suite executives
to introduce themselves and their companies
to customers and potential customers,
business press and other media, financial
analysts and investors. They are also an
opportunity to learn about trends in the
industry and to size up the competition.



What’s Important?
The criteria conference decision makers consider most important in selecting outside conferences 
most suitable for their CEO and C-suite executives are:
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Help Forward or Advance the Company’s Business

Strategic Fit

Networking

Influential Audience

Compelling Agenda

Customer Attendance

Participation of Competitors

Opportunity to Leverage with Media

Geographic Location

Opportunity to Position Less Seasoned Executives

84%

75%

66%

65%

60%

51%

36%

28%

28%

23%

20%

97%

96%

92%

93%

94%

87%

77%

70%

68%

69%

66%
Opportunity to Speak at Conference

Question: How important is... in picking which outside conferences are most suitable for your CEOs 
and C-Suite executives?

Very Important

Somewhat Important
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Identifying the Most Valued Podiums
Recent research by PRWeek and Burson-Marsteller
(2007) found that 85% of CEOs believe it is extremely
important to be perceived as an influencer in their
industry. In terms of activities that CEOs believe to be
extremely effective at raising their profile, the most
popular were speaking at conferences and 
networking at events with other CEOs.

The MVP2 survey asked respondents to name the
conferences regarded as most influential by their
CEOs and C-Suite executives and why. The Top 10
MVPs (in rank order) are:

The Top 10
1. World Economic Forum

“Brings in the top movers and shakers in world”

2. Wall Street Journal 
“Gets our message to the right audience”

3. Forbes
“The audience is the one we need to reach”

4. Fortune 
“Covers the right topics”

5. World Business Forum
“Provides good networking opportunities”

6. Detroit Economic Club
“Where CEOs want to speak”

7. Economist Conferences
“Provides a more global perspective”

8. CFO Magazine
“Latest financial information”

9. Consumer Electronics Show
“Deals directly with products”

10. Wharton Business School
“Most advanced”

“Best of” the MVPs
MVP2 builds on the list of Top 10 podiums to include
the best venues across seven conference types —
industry, global, academic, investment banking,
business publication, CEO clubs, and new forums.
The 32 “Best of” the MVPs range from industry 
stalwarts such as CERAWeek to nationally recognized 
regional platforms such as the Chief Executives’ Club
of Boston. Top new forums to enter the landscape,
such as the Clinton Global Initiative, are captured 
as well.

Measure of ROI Falls Short
CEOs and C-Suite executives invest significant
resources – time and money – in participating in 
conferences. Yet many of the leading metrics for
measuring ROI from conferences are reactive, non-
quantitative and not focused on the bottom line. In
fact, 20% of respondents do not measure ROI at all.
This shortfall in quantitative conference participation
measures is surprising given that “forwarding the
business” surfaces as one of the leading criteria for
determining successful participation.

M O S T V A L U E D

PODIUMS

The most influential venues 
for CEOs and C-Suite executives. 

Certified by Burson-Marsteller.
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Question: How do you measure return on investment from CEO and C-Suite 
participation in outside conferences?

Executive satisfaction from conference participation 37%

Number of new business leads generated 35%

Number of sales generated 31%

Number of customers met 31%

Impact on corporate reputation 29%

Number of new ideas generated 26%

Informal feedback 20%

Attracting or retaining talent 19%

Number of media mentions generated 16%

Audience survey results 12%

Analyst reports 2%

Other 6%

None – we don’t measure return on investment for participation in conferences 17%

Don’t know 4%

“The MVP2 survey shows that nearly all CEOs and 
C-Suite executives recognize the immense opportunity
to advance their businesses by addressing influential
audiences at top conferences,” says Carol Ballock,
head of Burson-Marsteller’s Executive Positioning
Group and architect of the MVP2 survey. “We have
some stunning debuts on the list of MVP2 along 
with return of venues with real staying power.”

“In this challenging business environment, there 
is a tremendous opportunity for a company to gain
competitive advantage by knowing where their 
CEO and C-Suite executives should be participating,”
says Andrew C. Goldberg, U.S. Corporate/Financial
Practice Chair at Burson-Marsteller. “Our Executive
Positioning Group provides clients with deep 
insights and the strategic counseling needed to 
gain maximum advantage.”

“We gain influence and contacts.”
Fortune 500 executive.

If you would like to learn more about
Burson-Marsteller’s Most Valued Podiums 
Survey 2008, please contact:

Carol Ballock
Managing Director,
Executive Positioning
212 614 4005
carol.ballock@bm.com

Irina Gusin
Client Executive,
Conferences Specialty
212 614 4514
irina.gusin@bm.com

Return on Investment
The leading mechanisms for measuring return on investment are executive 
satisfaction with the conference, the number of new business leads, sales,
and customers generated by participation in the conference. New ideas are 
also important.


