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Who sells what to whom?

Budget cuts, less participants, less days away, choice of less ‘exotic’ destinations…
This is what we hear everywhere…
But what is really happening? Which tree hides the forest?
A turndown by 30 to 40 percent in market dynamics is not an exception … however events continue and the big players/clients have an absolute need to continue talking to and uniting their troops, their sources, even their clients.

As a result we see two conflicting and contradicting trends in which the market loses itself. 
1/ Extreme outsourcing, pushing the big companies to eliminate jobs and to limit their flexibility to exact needs or to existing contracts  (I only buy what I need, when I need it and do not support fixed wage costs).

Furthermore, in this way I can benefit of expertise and outside knowledge, concept creation and passing my message while gaining valuable logistic internal time.

2/ Internalisation
In this case it will be the role of the PA (personal assistant of management), or the commercial or marketing director, at the request of the CEO to buy “direct” and to organize without intermediary, thus cutting the “agency commissions” and their intermediate role. 
The agencies must have understood that the 30% less turnover on seminars, small conventions and events will never come back. 

Thus the agencies must conclude what is evident: their principal competitors are their clients.

And yes, the crisis has only revealed and accelerated that which in any case was an inevitable erosion.
Add to this the Internet phenomenon which makes all information accessible, and is no longer the privilege of the agencies…
If one combines and understands the accelerated and forced way in which for the first three months of 2009 suppliers have put together and published direct offers, have invited big accounts on famtrips, are contacting known event managers of agency clients… not to mention the trade fairs…
… One tends to imagine a 0 added value of the agencies!
Consequences or opportunities of this unprecedented crisis within a still maturing and professionalizing sector under construction (under the auspices of the ANAé *): Suppliers selling directly to the agencies’ clients (offers, presentations, positioning) will prevail.

And yet again, if an Obama or somebody else succeeds in a restart or an end to this crisis, what is lost will not be recovered. 

So, ladies and gentlemen of the agencies…. It is now the time to be creative, to improve on the quality of your offers, etc….
*ANAé: Association des Agences de Communication Evénementielle – www.anae.org
