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SCG Meetings and Events Hotel Contracting Maturity Model©
The activities below may be accomplished through the use of internal resources and/or external suppliers such as a strategically sourced meeting management organization. 

	Strategic Meetings Management (SMM)
SCG Meetings and Events Hotel* Contracting Maturity Model©   
Progressive Model

(e.g. each maturity level also includes the activities from the less-mature, previous levels)

For contextual purposes, the term “meetings” also represents “events”

*Use the maturity  model framework for other suppliers in addition to hotels (e.g. ground transportation, AV, etc.)

Organizations: Circle your level in each of the 20 categories
Debi Scholar: debi@debischolar.com; 908-304-4954

	Activities
	Learning

Describes an organization that is aware of the SMM components and may take first steps in building a program
	Developing

Describes an organization that is building an SMM program and may launch some components
	Evolving

Describes an organization that has implemented one or a few of the SMM components; Program updates may be underway
	Transforming

Describes an organization with proper oversight, governance and change management
	Mature

Describes an organization with the highest level of maturity

	1. Identifying suppliers to bid on meetings 
	Ad-hoc method to identifying properties for meetings 
Recognition that there is opportunity to leverage hotel spend
	Begin to identify that the same chain or properties could be potential suppliers for multiple meetings to leverage spend and gain improved rates and concessions
Identify frequently used properties and spend
	Identify list of potential suppliers that are included in transient preferred chains and begin making progress on sending RFPs to these properties

Determine if the transient preferred properties will benefit meetings
	Frequently, identify 
preferred transient chains and 

properties as potential suppliers for meetings

	Regularly, identify 
preferred transient chains and properties as potential suppliers for meetings
Infrequent identification of properties out-of-program

	2. Bidding, evaluation and selection process of suppliers
	Ad-hoc method to awarding meetings to properties
	Develops competitive bid process using fundamental RFPs
Develops comparative method to evaluate dates, rates, space and services
	Occasionally uses enhanced RFP and evaluation comparison method to select properties that are in the preferred program
	Frequently uses enhanced RFP and evaluation method to select properties that are in the preferred transient and group hotel program for many meetings across organization
	Strategically using enhanced RFP and evaluation method to place most all meetings in the preferred transient and group hotel program across organization
Infrequent use of out-of-program properties used as exception

	3. Preferred suppliers
	Preferred properties and chains are not in place for meetings
Realization that preferred agreements may benefit organization
	Identifies chains and properties that may be included in preferred agreements

Consult with transient travel to identify synergy in combining travel and meeting preferred programs


	Develops preferred chain and property agreements that may be integrated with transient travel preferred hotel program
	Preferred properties in place for meetings business

	Preferred chains in place for transient and group hotel business across organization globally. 

	4. Contract language
	Hotel contract language used with realization that additional language should be added by organization
	Develops standard addendum to be used with hotel contracts
Hasty review of hotel contract may be conducted by meeting sourcer or planner on a meeting-by-meeting basis
	Develops standard language to be used in addendum or development of master agreement for contracting with properties based on complexity and size of meeting
Small meetings contract language developed 
	Organization chain-wide master agreement for meetings 
Master agreement used with properties in and out of preferred program

Defines organization’s business terms and may include scope of work and exhibits, e.g. meeting requirements, standard concessions expected and service level agreement
	Organization chain-wide master agreement that includes travel and meetings

Defines how the chain will work with the organization to strategically supply it with services across the organization globally

	5. Concessions and discounts
	Ad-hoc method to requesting concessions and rates
	Develops some standard concessions to be used with addendum
	Based on volume of business within chains and properties, develops a tiered approach to requesting concessions that can be used across multiple meetings
	Negotiates standard concessions with preferred hotel chains or properties using tiered approach based on volume
	Some concessions pre-negotiated as part of master contract with preferred chains and properties (e.g. 5% off all F&B regardless of meeting size)


	6. Negotiation practices
	Ad-hoc method to negotiating contracts, concessions and rates
	Begin to negotiate multiple meetings in same property or chain to leverage spend 


	A small meetings solution with pre-negotiated rates is developed with frequently used properties 
	Negotiates with chains and properties for multiple meetings held across all business units using multi-year contracts for reoccurring meetings
	Negotiates with chains based on total volume of transient and meeting business across all business units globally to leverage buying power

	7. Benchmarking
	Benchmarking is not done
Realization that benchmarking is needed
	Begin to understand what can be benchmarked in strategic sourcing 
	Learn from industry experts how to benchmark

Develop plan to benchmark in each category listed in Mature
	Benchmarking is done in some key categories (e.g. pricing, operations)
	Organization benchmarks its sourcing operations, pricing, resources, and technology regularly across organization globally and against industry data and best practices

	8. Automating sourcing process
	Technology not in place for sourcing 
Recognize that automation is needed
	Begin to identify  and use technology that assists with sourcing of some meetings 
May be a tactical approach to using technology without end-to-end functionality
	Realization that an end-to-end strategic meetings management technology is required
Adopt a visionary approach to automate the sourcing of  meetings and that sourcing is only one component of the whole end-to-end SMM process
	Many meetings are sourced through an automated sourcing component of an end-to-end strategic meetings management technology
	All meetings are sourced through an automated sourcing component of  an end-to-end strategic meetings management technology 

	9. Contract signing delegation
	Ad-hoc method of signing contracts
Contracts may be signed by unauthorized signers

Realization of risk exposure to organization
	Identify the approved and authorized contract signers in an organization
	Some meeting contracts are signed by approved and authorized contract signers
Other ad hoc, at-risk signers may be still signing contracts
	Many meeting contracts are signed by approved and authorized contract signers

Contract signature delegation of authority is developed 
	All meeting contracts are signed by the organization’s approved and authorized contract signers using the delegation of authority policy

	10. Hard and soft savings, cost avoidance and cost reduction; penalty identification
	Rarely tracked or only provided meeting-by-meeting on ad-hoc basis
Penalties incurred are used on ad hoc basis
	Develops a definition for hard and soft savings, cost avoidance and cost reduction with hotel contract examples used 
Begins tracking and itemizing by savings category
Begins documenting all penalties incurred across organization
	Some meetings report hard and soft savings, cost avoidance and cost reduction
Organization-wide savings are identified and reported for the meetings tracked

	Many meetings report hard and soft savings, cost avoidance and cost reduction 

	Hard and soft savings, cost avoidance and cost reduction are aggressively sought across all organization’s meetings
Most, if not all, penalties are visible throughout organization and meeting requesters are strongly encouraged, or must use outstanding credits

Hotels chains allow some credits to be used at different properties than the one in which it was incurred

	11. Reporting (for sourcing hotels)
	Ad-hoc reporting on meeting by meeting basis 
	Identification of common sourcing metrics that can be reported across multiple meetings
Develops plan to report sourcing metrics across multiple meetings
	Regular sourcing metrics are captured and reported across the tracked meetings
Ensure that data is captured accurately and  to maintain financial controls, align with SOX and other regulatory requirements 

(E.g. budgets, dates, rates, chain, brand, volume of room nights, cost per person per day, savings, etc.)
	Manual reporting declines, automated reporting increases

Initiative to move toward dashboard reporting


	Live dashboard reporting is used for data intelligence regularly (e.g. daily, weekly, monthly, quarterly, annually)

	12. Reputational risk
	Reputational risk may not be considered 

Realization that “buying” meetings should follow same procurement principles as other products and services
	Procurement policies and principles identified
Begins development on plans to follow procurement principles for sourcing meetings
	Strive for win/win negotiations

Procurement may be involved; procurement principles used for sourcing some meetings

Identify ethical issues that may arise in sourcing meetings; may add ethical expectations in meeting policy or code of conduct

	Procurement principles used for sourcing many meetings
	All meeting sourcing follows procurement principles and ensures that the sourcing is conducted using a fair and equitable process
Ethical policies are followed by all staff and suppliers

	13.Service level agreements and key performance indicators
	Service level agreements are not used
Realization that service level agreements may benefit the organization and improve supplier accountability
	Develops key metrics to measure hotel performance
	Begin using service level agreements with hotels for some meetings
Identifies opportunity to develop service level agreements for multiple properties within chain
	Uses service level agreements with key performance indicators for many meetings
Identifies opportunity to develop service level agreements for multiple properties within chain
	Service level agreements with key performance indicators and consequences are used for chain-wide agreements, master contracts and meetings

	14. Contract retention practices
	Contracts are  either not maintained properly or ad-hoc by individuals in email, disparate databases, numerous file cabinets or drawers
	Develops plan to maintain contracts for retention period in electronic or physical repository for consistency throughout organization
	Some meeting contracts are retained using electronic or physical repository
	Many meeting contracts are retained using electronic or physical repository
	Automated contract management system or meeting management technology maintains all contracts for required retention period for all meetings

	15. Supplier relationship management (SRM)
	Supplier relationship management not considered
	Develops plan, in coordination with potential preferred suppliers, to initiate supplier relationship management principles
	Begins using supplier relationship management principles with preferred chains and properties (e.g. regular update meetings, shared vision dialogue, etc.)
	Many aspects of supplier relationship management are in place with preferred suppliers (e.g. process efficiencies, technology enhancement, etc.)
	Preferred  suppliers team with organization on quarterly supplier meetings, service quality, process efficiencies, accountability, technology enhancement, and decreased operational costs to build strong partnership globally

	16. Control and Compliance
	Control or compliance requirements for sourcing meetings does not exist
	Develops plan to communicate meetings policy with hotels
Identifies the opportunity to use automation to pre-empt maverick group bookings and route room reservations through one process
	Business units are following the meetings policy and compliance is average to good for using preferred chains and properties
Begins tracking non-compliance through data intelligence

	Business units are following the meeting policy and compliance is very good

Compliance reported through regular data intelligence and is very good
	Compliance to strategic sourcing is excellent

Hotel chains support the meetings policy globally and notify organization of maverick spenders
Meeting management technology supports proper routing for bookings at contracted group hotels so that maverick bookings outside of program decreases
Organization monitors compliance by data intelligence and consequences may be instituted for non-compliance

	17. Standard operating procedures
	Processes are ad-hoc for sourcing meetings
Recognizes opportunity for synergy
	Develops fundamental standard operating procedures to increase efficiency in sourcing
	Begins using enhanced, consistent standard operating procedures throughout organization for sourcing many meetings
	Standard operating procedures for sourcing meetings is automated through an end-to-end strategic meetings management technology
Knowledge repository for centralized storage of all standard operating procedures
	Standard operating procedures are documented and used throughout the sourcing process
Most processes may be automated through an end-to-end meeting management technology

	18. Change management
	Communications and training on meeting sourcing are ad-hoc
	Marketing, communications, and training may have started on initial strategic sourcing findings or initiatives especially to business unit leaders (e.g. improved ROI, increased financial controls, reduced risk)
	Organization may begin to communicate strategy sourcing initiatives to suppliers, customers, administrative assistants, and other stakeholders (e.g. improve operational efficiency, need to be compliant with policy, increase revenue for suppliers)
	Marketing, communication, and training become an integral part of strategic sourcing program.
The change management plan is tailored based on the audience such as a) customers, b) business leaders, c) travel and meeting staff, d) support staff, IT, Finance, etc. and e) suppliers
	Change management efforts such as communication and training are ongoing regarding strategic sourcing initiatives and expectations
For example, how to source and plan meetings may be a component of new hire training program
Business unit leaders direct all meeting requests through automated process

	19. Professional sourcing staff
	Meetings may be planned by some professional staff, administrative assistants or others
	Build a resource model that may include internal, external and/or a hybrid approach to sourcing meetings
May move towards using a sourcing company or meeting management company to begin recognizing increased savings
	Professional sourcing staff (internal, external and/or hybrid staff) support the strategic sourcing initiatives and do not circumvent the initiatives or source meetings out of policy
Professional sourcing staff consult with customers and administrative assistants on the benefits of strategic sourcing
	Many meetings are sourced by professionals and they use the processes in place including technology, contract signature delegation of authority, and other initiatives listed in the Hotel Contracting Maturity Model© 
	Professional sourcing staff source all meetings globally
Small meetings or non-complex meetings may use small meetings package or pre-negotiated terms and conditions to alleviate burden on professional sourcing team

Administrative assistants and coordinators may assist with planning small meetings or non-complex meetings using standard contracts that have been pre-approved

	20. Strategy, policy and continuous improvement
	Strategic sourcing strategy does not exist
Meeting policy does not exist

Significant opportunities for improvement


	Strategic sourcing strategy developed and some initiatives underway
Meeting policy, which includes who and how contracts are sourced, is developed and vetted with leaders 
Climbing the ladder to maturity through continuous improvement
	Meeting policy is communicated to one or more business units that uphold policy to follow strategy sourcing initiatives such as using preferred chains and properties
	Meeting policy supports the strategic sourcing strategy and business units are following it
Examples include agreeing to leverage penalties credits across organization and combining different business units meetings into same preferred properties to leverage spend


	Strategic sourcing strategy in place and most all initiatives (e.g. activities listed in Hotel Contracting Maturity Model© ) are in mature stages
Meeting policy may be integrated with T&E policy

Strategy, policy and operations are continuously improved


	The Maturity Model offers a horizontal linear path to best-in-class, mature activities in each of the components yet the vertical levels may, or may not, be implemented in parallel. The components are not on a master timeline to start and end at the same time so it is possible for an organization to be “Mature” in Identifying Suppliers and “Developing” in Contract Language as an example.
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