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Example of Meeting and Event Silos within an Organization

O
O

When meetings are
not strategically
managed, an
organization
encounters
inconsistent and
ineffective:

 Processes

e Contracts

o Suppliers

» Technologies
e Resources
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Organization-wide Management

Meeting

Meeting
Dept. #1
Meeting

Meeting

Meeting

Meeting Dept. #2

Meeting
Meeting

Meeting

Meeting
Dept. #3
Meeting

Meeting

EE BN

Benefits include:

«  Common vision for meetings / events
. Improve branding

 Leverage spend / contain costs

* Reduce risks

Gain efficiency

* Improve quality / consistency
 Improve and automate processes

. Increase visibility

e  Build improved relationships with suppliers
 Forecast and leverage resources

* Improve business continuity / manage crisis planning
activities across enterprise
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Strategic Meetings
Management (SMM) is
a disciplined approach
to managing
enterprise-wide
meeting and event
activities, processes,
suppliers and data in
order to achieve
measurable business
objectives that align
with the organization’s
strategic goals / vision,
and deliver value in the
form of quantitative
savings, risk mitigation,
and service quality.

Global Business Travel Association produced the first whitepaper on SMM in March 2004.
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Data Intelligence and Metrics
VS.

Return on Investment



Metrics

Sample

Charts that tell a story:

1.

2.
3.
4

Meeting/event spend per year
# of attendees,

# of meetings/events held
Cost Per Person Per Day

Why is Business Unit C spending so much CPPPD?

What else is the chart telling you about the business units’
practices in meetings/events?







Three types of meeting/event return on investment

Strategic Meetings Management Program ROI

2. 4 Meeting/Event\ 3. 4 Meeting/Event\

ROI ROI

Without content withicontent

evaluation evaluation
(costs vs. savings) (was the meeting
objective

_ - \_ accomplished?) /




ROI Soup



1. SMMP: Holistic approach across whole program
2. Without content. Cost vs. Savings
3. With content: Was the meeting objective accomplished?

 Send Managers to training
class to learn how to manage What number?

better

e Source and plan a cost
effective meeting What number?




1. SMMP: Holistic approach across whole program
2. Without content. Cost vs. Savings

3. With content: Was the meeting objective accomplished?

* Increase sales by 10% What number?

e Source and plan a cost effective
meeting; and, measure the
attendees' perception of the
content, venue and activities

What number?

 Reduce meeting/event costs by
Implementing an SMMP

What number?




Return on Investment Exercise

WHY are you having the event Benefits:
or meeting?
Costs: ROI Calculation:

(Benefit*-Cost)/Cost




What are the benefits of implementing an SMMP?

I8 Strategic Meetings Management Program ROI

Benefits? Costs?
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Use the previous slide to identify tangible and intangible
benefits of an SMMP



Include SMM Suppliers

Many types of
suppliers will
be part of your
SMM Program.

Each supplier
can support
your ROI
metrics



How to measure the benefits and costs of SMM

Strategic Meetings Management Program ROI

Benefits? Costs?
strategic sourcing - save 10% e program resources
reduce meetings - save 5% « technology

automate processes - save 3%
use all penalties - save 2%

Examples Only.
See Business Case on www.teplus.net



How to measure the benefits and costs of SMM

Scenarios Analyzed

1. Business as Usual - Assumes NO SMM (current state of your environment,
e.g. loss of savings, etc.)

2. Proposed SMM Implementation - Assumes moving forward as approved
3. Incremental Impacts

Proposed Scenario - Business as Usual = Incremental Impacts

You: | can help the organization SAVE money by implementing an SMMP
Boss: How much? And, what is the cost if we DON'T implement an SMMP?

You: | can provide you with the "Business as Usual" vs. the "New proposed
SMMP"




Strategic Meetings Management Program ROI

S el e vers

Benefits - $262,500
Proposed

Benefits- Business 78,750
as Usual

INCREMENTAL 183,750
Benefits

Costs - Proposed 835,000
Costs - Business 676,250
as Usual

INCREMENTAL 158,750
Costs

ROI -84%

$1,890,000

78,750

1,811,250

1,048,500
681,000

367,500

293%

$1,890,000

78,750

1,811,250

1,577,305
1,237,193

340,133

333%






Goal:
Use professional meeting planners to negotiate savings and report the
ROI of using your skills

Sample Meeting Option #1 - no Option #2 -
negotiations, savings and professional planners
selected non-preferred negotiate savings and

property used preferred property

Group Air $ 70,000 $ 70,000

Venue (sleeping 210,000 160,000

rooms, meeting rooms,

F&B, AV, HSIA,

Parking)

Total Costs $280,000 $230,000

Savings 50,000

Savings percentage Divide by what the spend would have been pre-saving  s. 18%

#$ #$ & !






Goal:
Have a SALES meeting to teach salespeople how to sell new product
OR
Create and send an email including product brochure with product benefits and
functionality

Method 1: Create a Sales Method 2: Hold Sales
Brochure Meeting

Cost to generate more $1,000 $50,000
revenue
Sales of new product $10,000 $750,000

by sales people
Return on Investment 900% 1,400%

Incremental increase 500%



Calculate
ROI
based on
the
meeting /
event
purpose



Communicate Was it Effects of If a business meeting was held to
understood  efforts discuss a new project, the
and used? measurement could be the

success of the project completion
as evaluated by the project

sponsor.

Motivate Change or Effects of If a meeting was held to motivate
improve improved attendees to use the new
behavior? behavior Strategic Meetings Management

Program (SMMP) and the benefits
it will bring, the measurement
could be the adoption to using the
new SMM program

What is the purpose of your meeting?



Educate

Celebrate

Learn
something
that may
reduce
costs, risks,
improve
productivity,
quality, or
generate
more sales?

Feel
appreciated?

Effects of
the
education

Effects of
the
perceived
value of the
celebratory
event

If a meeting was held to educate
attendees on how to use
technology, the measurement
could be the increase in
productivity as a result of using
the new technology.

If a meeting was held to celebrate
an accomplishment within a team,
the measurement could be the
increase in accomplishments
throughout the year or the
perceived feeling that the
attendees had during the
celebratory event.

What is the purpose of your meeting?



Evaluate

Generate
Revenue

Regenerate
the workforce

Evaluate the Effects of the

service or attendee

product and feedback

provide the

needed

feedback?

More Effects of the

revenue? leads or
revenue
generated

Hire more Effects of the

staff? recruiting or

Recruit performance

better of new staff

candidates?

If a forum was held to evaluate a
product or service, the
measurement could be the
thoroughness of the responses
or the amount of changes that
were required based on the
feedback.

If a meeting was held to
generate sales, the
measurement could be the
number of leads generated and
the resulting sales from those
leads.

If a job fair was held to generate
interest in a company, the
measurement could be the
number of subsequent interviews
held or the number hired who
attended the job fair.

What Is the purpose of your meeting?



Level of Measurement Example When
Feedback Focus (example only)

1. Reaction /
U) perceived value

2. Learning

3. Application /
Implementation

4. Impact /
Consequences

Measurement Level

5. Return on
Investment

Attendee
satisfaction after
meeting

Information,
knowledge, skills,
and contacts
gained

Use of
information,
knowledge, skills
and contacts

Changes in
business as a
result of meeting

Calculates
benefits and costs

Send evaluation
after meeting

Take test to
confirm
knowledge of new
product

Calculate the
quantity of
appointments
made by sales
reps

Increased revenue

Incremental
revenue gained
from meeting

Meeting
conclusion

Soon after
meeting

2-3 months after
meeting

6 months after
meeting

same time as #4



Isolating the effects of the meeting / event

Goal: Increase sales by 10%

The organization does the following:

e Advertise
e After-sales service

e Sales team builds relationships with
\ potential customers

K Holds a meeting to educate salespeople \

/




Isolating the effects of the meeting / event

Result: Sales increased by 10% Increase resulted in $5M

|solate
Cost of the
Activity Activity effects ROI Calculation

of the

Activity
Meeting $500,000 25% ((25% of $5M)-$500K)/$500K 150%
Advertise $250,000 25% ((25% of $5M)-$250K)/$250K 400%
After-sales $300,000 25% ((25% of $5M)-$300K)/$300K 317%
service
Sales team $50,000 25% ((25% of $5M)-$50K)/$50K 2,400%
builds

relationships

It is not realistic that each activity would be wor th 25% equally - we use
25% in this example for simplicity



Return on Investment Exercise

WHY are you having the event Benefits:
or meeting?
Costs: ROI Calculation:

(Benefit*-Cost)/Cost




Ask your finance leaders for

Categorize your savings correctly your organization's definitions

"Hard" cost savings, understood as tangible bottom line reductions, are
easily defined as/characterized by:

Year-on-year saving over the constant volume of purchased
product/service

Actions that can be traced directly to the P&L

Direct reduction of expense or a change in process/technology/policy that
directly reduces expenses

Process improvements that result in real and measurable cost or asset
reductions

Examination of existing products or services, contractual agreements, or
processes to determine potential changes that reduce cost and

Net reductions in prices paid for items procured when compared to prices
In place for the prior 12 months or a change to lower cost alternatives



Ask your finance leaders for

Categorize your savings correctly your organization's definitions

"Soft Savings" or cost avoidance is much more diffi cult to define.
Suggested definitions include:

« Avoidance is a cost reduction that does not lower the cost of
products/services when compared against historical results, but rather
minimizes or avoids entirely the negative impact to the bottom line that a
price increase would have caused

 When there is an increase in output/capacity without increasing resource
expenditure, in general, the cost avoidance savings are the amount that
would have been spent to handle the increased volume/output and

« Avoidance include process improvements that do not immediately reduce
cost or assets but provide benefits through improved process efficiency,
employee productivity, improved customer satisfaction, improved
competitiveness, etc., over time, cost avoidance often becomes cost
savings



Ask your finance leaders for

Categorize your savings correctly your organization's definitions

"Cost Avoidance" is more intangible

Some examples of cost avoidance that are given include:

* Resisting or delaying a supplier's price increase

» Purchase price that is lower than the original quoted price
» Value of additional services at no cost, e.g. free training

* Long-term contracts with price-protection provisions and

* Introduction of a new product or part number requiring a new material
purchase; spend is lower, but savings classified as avoidance due to a
lack of historical comparison
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Created the meeting industry’s first SMM Maturity Model®

Created two LinkedIn groups (T&E Plus and GBTA SMMP)

Her blog, T&E Plus, has been viewed over 26,000 times and was described as
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Benchmarking

When you compare your business processes to other leading
organizations, the resulting information offers a foundation to develop
improvement plans that will guide you towards best in class, or mature
programs.

To benchmark processes, use the SMM Maturity Model on the next slide.
To benchmark costs, use a meeting management company that provides
these services

www.smmbenchmark.com



Value
Proposition

Reduce Costs/Gain Visibility
Manage Demand

Manage Regulatory/Legal
Requirements

Improve Business Process

Gain Efficiency

Improve Quality
Increase Revenue/ROI

Reduce Risks
Use Right Resource Model

order to improve business process

Strategy

Culture
Innovation /
Vision
Business requirements?
Business linkages and
integrations
Stakeholders
Governance

Internal / external customer
expectations

Branding

Strategic Meeting Management
Program (SMMP) funding

Business impact/ ROI of SMM

Resource model

Corporate Social

Responsibility (CSR)

Business Cases for

SMM and

technolog

1See

1
%& '( )
es, quality, and return on investment, and reduce costs, risks and inefficiencies.

Operations Tactical

Organization
design and
resource efficiencies

SMM Benchmark and
Maturity Model Dimensions?

Risk management

Program management

Standard operatin

Forecast Meeting
Identify resources
Link business objectives
to desired outcome
Analyze need; design content
Identify method of delivery of
meeting (face to face/virtual)

ite selection an
air analysis
Source meeting(s)
Plan and implement meeting(s)
Crisis management
Debrief meeting(s)
Pay and reconcile expenses
Tax reclaim (i.e. VAT)

Report metrics and meeting

ROI

Supplier Relationship
Management (SRM)
KPIs and SLAs
CSR plans (economic,
environmental, social)
Business intelligence /
reports / dashboards
Audits, compliance and fraud
identification

I-ﬁMMﬁﬁu’EhmaﬁK&de transportation, AV/production, content, entertainment, food/beverage, and all suppliers for large and small meetings

Strategic Meetings Management provides direction for organizations to guide the strategy, operations and tactical activities of meetings and events in

Risk Categories

Business alignment

Stakeholders
Policy/compliance
Visibilit

Strategy

Retain customers
Raise equity

Win/ Win relations
Ethical behaviors

Reputation

Efficiencies
Business continuity 1
Crisis management Q|
Authorized activities i}

Operations

Financial
Regulatory
Contract
Insurance/Licenses

Regulatory
Legal

Efficiency
Confidentiality
Data availability
Data integrity

Information
Technolog

Customer Service
Branding
Diversity

CSR

Market

Savings/cost
avoidance

ROI

Fraud

Financial

The above sampling
represents only a few of
the many risks in each risk
category

2Technologies that may be integrated in SMM Make technology a means to a solution; notan endt o a solution.
Technology should support the organization strategy and enable its processes, not dominate as a
Organization’s Meeting Mgmt. Customer Learning Mgmt. Online Booking  Virtual Meeting Regulatory / Expense Enterprise Contract Misc.
Intranet / Portal System 3 Relation. Mgmt. System Tool Technologies 2 Compliance Mgmt. / Mgmt. System databases
ERP.System
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