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USP’s live communication agencies
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Clients invest 59,4%
of event budget in event marketing
(57% B2C, 43% B2B) and 40,6%
in corporate events

Average lead-time events: 6 months,

20% > 12 months, 20% < 3 months (49% in '14)

© 2016. This survey is based on local market research results. All data are analyzed by market research agency Effectmeting. No rights can be derived from the information provided.

98% of consumers create content during events
35% of brands use events to create content

90% of brands will spend the same or more on event content in 2016

Agency position

Events are considered as services for specialized agencies
Almost 60% of the budget goes to integrated agencies, but this implies
40% goes to other agencies (on average 3,2 type of agencies)

51% of the brands are in favour of having a pool of agencies
instead of 360° agencies

34,5% of clients organizing events work with an agency
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53% of clients prefers defining our industry by
’live communication’ in stead of ’events’
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