
PULLMAN Meet/Play campaign 



Project introduction

Background:

➢ Offshore business affected/local business affected due to COVID-19 crisis

➢ Current market conditioning suggest to move release of messaging to July/August

➢ Market is crowded with environmentally focussed campaigns as this is a key trend

➢ Other attractive features to this audience: Cuisine especially stand up done right

➢ There is an opportunity to draw conference guests to Pullman by reinventing M&E with a sense 
of energy & individual flair

Key messaging suggested to focus on: 

➢ Accor’s initiatives for Planet 21 in the Mice space
➢ Health and wellbeing – before or after event
➢ Flexible/culinary options – stand up/canapes reimagined

Revised Project concept:

➢ Repurpose/source  brand images for 4x key pillars and animate post COVID- 19 crisis via owned 
channels 

➢ Launch of innovative/playful lunch concept including guidelines around usage of bites on wheels



Meet/Play 4x focus pillars

• Reviewing all 13 pillars, 
we found these 4x would 
the most attractive for 
conference organisers 
across our region



Meet/Play 9x optional pillars



Status of operational 

implementation

• In current environment, I recommend we push deadline of implementation to 30 June



Culinary lunch roll out

Overview:

Development of guidelines for menu/operational execution for a new & playful 
Meet/Play stand up lunch concept

Suggested committee members:

Anthony – Culinary Director Novotel Darling Harbour
Leigh Roberson - Executive Chef Pullman Sydney Airport
Ben – FB Director Pullman Olympic Park

Guidelines:

• Stand up concept and set up
• Has to be highly visual (Instagram-able) 
• To incorporate new Bites on Wheels
• Simple and encourage local interpretation of Pullman Hotel Chefs
• Modern & playful as per Pullman brand
• Option to include interaction (private Chef option to upgrade)
• Sustainable focus
• Health conscious/dietary focus
• Minimum cooking required
• Encourage to work with local suppliers and even use home grown produce (some hotels have a 

herbs garden, own honey)



Sourcing content

In order to source relevant content, we had to re-think and review current areas to 
minimise costs:

1. Support from Global team

2. Repurpose content that is aligned with key 
concepts (via current partners)

3. Influencer support for bites on wheels 



Building content – Brand shoot

Mood board

Refresh your mind Bites on wheels (breakfast & stand up lunch focus of food)



Building content – Brand shoot

Mood board

Early bird

Bright Green



A strong consolidated offer dedicated to Meet/Play

Dedicated Pullman offer for stronger brand messaging

• A dedicated Pullman offer to conference organisers to 
complement current Meeting Planner offerings

• Free breakfast for residential conference guests (focus on 
Active breakfast Pullman offers as party of its breakfast 
guidelines)

• Available to Meetings Planners only with the intent to sign 
up new members!

• Content revamp on Pullman brand page on 
Accorconferences to feature new content/offer



Media plan – owned 

channels/partners 

Suggested low key animation via owned channels to activate post COVID-19 crisis from Jul/Aug

Channel Jul Aug Sept Oct

Press Release to C&E media x

Hotel online/offline animation x x x x

Regional e-cards to C&E 
database

x x

Meeting Planner e-cards x x

M&E quarterly e-cards x x



Costs/Targets

Item Costs

Content production $50,000

Asset creation $25,000

Media $50,000

TOTAL $100,000

Item Forecasted revenue

20% growth YOY in M&E revenue 10 Mio

TOTAL



THANK 

YOU


