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Strategic Meetings Management

Lee Ann Adams Mikeman, Assistant Vice President,
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NBTA Groups & Meetings Committee Co-Chair

Debi Scholar, Meeting & Event Services Director,
PricewaterhouseCoopers
NBTA Groups & Meetings Committee Co-Chair
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Session Objectives

* Define a Strategic Meetings Management
Program (SMMP)

e Learn why an SMMP Is important
 How to build a SMMP business case
e Build the SMMP business case
 |dentify opportunities and risks

e Create a Cost/Benefit analysis
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SMMP Defined

Strategic Meetings Management Programs:

The strategic management of enterprise-wide
meeting-related processes, spend, volume,
standards and suppliers to achieve guantitative
cost-savings, risk mitigation and superior service.

It includes matching department goals to corporate
values/objectives while using data consolidation and
reports to enhance the strategic nature of meetings.
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Components of a Best in Class
Strategic Meetings Management Program (SMMP)

Data Analysis /
Reporting

Technology
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Top 10 Reasons to Build SMMP

1. Increase visibility into meeting and event volume, spend,
types and venues

2. Reduce legal/regulatory, financial, operational and
Intangible risks by creating policy or guidelines and
compliance tracking

3. Reduce costs with suppliers by formal negotiations,
using standard contracts, and using cancellation/attrition
penalties
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Top 10 Reasons to Build SMMP

4. Reduce number of suppliers and create preferred supplier
programs for increased savings

5. Reduce duplication of effort by aligning all meeting
business into professional planning teams or formalizing
outsourced relationships

6. Leverage spend with suppliers for business travel
(transient) and groups, meetings and event spend
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Top 10 Reasons to Build SMMP

7. Prepare for crisis management situations by knowing where
all meetings/events are occurring and monitoring participant
well-being

8. Capitalize on professional planning skill sets to ensure
consistency and quality across all meetings/events

9. Analyze and report ROI in addition to other metrics while
gaining an average of 20% savings

10. Automate processes to improve staff efficiency and
maximize productivity
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Building a SMMP

Build a SMMP

1. DEFINE - Develop the problem/opportunity statement including the
breadth or scope of your initiative. Develop a stakeholder list and find
an executive sponsor. Consider this YOUR “BUSINESS.”

2. MEASURE - Begin speaking to stakeholders to determine the current
state such as spend, processes, policies and staff involved in
planning meetings and events. Ask business leaders and meeting
sponsors, conduct surveys, search through finance, T&E and credit
card data and ask your suppliers/hoteliers for their records. Also
note, it is common for meeting spend to be approximately 30-35% of
your total T&E spend.
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Building a SMMP

Build a SMMP

3. ANALYZE - Identify the opportunity by seeking cost
savings/avoidance, process efficiencies and risk mitigation actions.
Determine the cost of implementing the SMMP against the benefits.

4. BUILD - Engage stakeholders to exchange knowledge and ideas.
Emulate the successes of others in the industry. Develop a process
map and supporting documentation. Prepare a business case
including current state, potential future state, gap analysis, and
cost/benefit analysis. Determine priorities as to how and where to
begin.
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Building a SMMP

Build a SMMP

5. IMPLEMENT — Communicate, educate, motivate, market, maintain
and improve the new environment. It is ever-evolving.

NOTE: Most practitioners break down the tasks into manageable action
items. In large organizations, it is common for 100% adoption to take
3-5 years.
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Business Plan Preparation

« Executive Summary

e Current Situation

 External Environment

« Opportunity

« Strategy and Recommendations

 Financial Strategy and Support Requirements
« Marketing and Implementation

« Conclusion

 Appendix
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Problem/Solution

2003 - PROBLEM

fah Yah Enterprises spends ~575hi+ on meetings, conferences, training sessions, and special events at
offsite locations annually, This figure is based on 25% of Yah Yah Enterprises’s TEE budget ($300M), a
benchmark typically used in the meeting industry for companies who require meetings/conferences be
planned by a central group or department.

Of the §75M in Meeting Spend, ~25% (§18.75M) can be attributed to indirect meetingsfevents; the
remaining Meeting Spend is for direct-charge activities.

fah Yah Enterprises's Meeting Spend is not tracked in a central system in the company and is spread
across multiple GLA's and payment methods (Expense Reports, Direct Bills, P-Cards, ¥ah Yah
Enterprises Corporate Charge Cards, etc.). This does not allow for efficient management, leveraged
procurements, reduced contractual riskdiability, or cost savings.

A revised Conference Policy (SC 12, #7) was implemented in August 2003 mandating all Yah ¥ah
Enterprises meetings, conferences, offsites, and special events (both indirect and direct) be logged into a
central web-based system. Cerain guidelines were also outlined in this policy to protect the company
from lawsuits, streamline the planning process, and save the company money. To date, only $12.5M
(~15%) of ¥ah Yah Enterprises's Total Meeting Spend has actually been logged into the system, and
non-conforming employees continue signing their own contracts and planning meetings/events outside
policy guidelines. Movice Yah Yah Enterprises Meeting Planners and some Administrative Assistants
lack the discipline required to adhere to this policy, which incorporates safe guards and cost-savings
measures such as: 1) conducting competitive procurements for meeting site selection; 2) including an
approved Yah Yah Enterprises addendurn with every meeting/hotel/event contract; 3) using cancelled
hotel space vs. contracting for new space; 4) maximizing use of Yah Yah Enterprises Conference
Facilities before contracting with outside venues; 5) using videofweb-ex meetings vs. face-to-face
gatherings whenever possible, etc.
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Problem/Solution

SOLUTION

Mandate all indirect Y¥ah Yah Enterprises meetings, offsites, and special events are coordinated through
the central Conference Planning Services Department. These functions would be sourced, contracted,
and managed using the central web-based Conference Planning System and policy guidelines outlined in
SC12 .

Existing head count in the Corporate Conference Planning Services Departtment could handle the
workload, and charge #5 would be requested to supplement labor costs (currently housed in the
Corporate Facilities/Real Estate BL.

Mandating all indirect meetings/events are managed through the central Conference Planning Services
Department would also provide an opportunity to save 10% (51.875M) on indirect meeting spend the first
year, and additional savings in labor, reduced risk/hotel attrition, etc.

In addition, a Ghost Card Program should be instituted so all indirect Meeting Spend would be paid using
al) S Bank Charge Card. This program would be modeled after the Yah ¥ah Enterprises Travel Program
and could save the company an additional ~$150k in rebates (Yah Yah Enterprises receives an 8%
rebate on payment total) on indirect Meeting Spend alone the first year. Yah Yah Enterprises Conference
Flanning Services alteady has a Ghost Card in place and uses it to pay for large ticket items like the ¥ah
Yah Enterprizes East Coast Picnic which costs ~kB00k. The Ghost Card Program would also provide
excellent tracking of vendor spend and improve our position for future leveraged procurements. This
proposed plan has already been initially blessed by senior managers in Caorporate AP, Procurement, Yah
Yah Enterprises Travel, etc.

Direct charge Meeting Spend can still be managed outside the central Canference Planning Department,
but must be logged into the central web-based Conference System. This will enable tracking of that
volume (along with the indirect Meeting Spend) and imprave our negotiating position with suppliers far
standard contract terms/agreements.

Total Estimated Savings — First Year - $2M+
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Business Plan Preparation

Executive Summary

«  What business problem will this solve? Use for

* Is this important or fit with our strategic initiatives and objectives? Offline

* What are the important business objectives for our organization?

«  What is the value this will bring? Reading
* What is the cost/benefit? onl

* What are the risks associated with this solution? y

* NOTE: The BEST Executive Summaries contain the whole case in miniature.
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Business Plan Preparation

Current Situation
*  What is the current situation for these services, how is it managed today? Use for
*  What are issues in the current situation? Why can't it continue as is? .
*  What is the gap in the current environment? (risk, savings, service, consistency, process, etc), Offline

«  What do the business leaders think about the current situation? Reading
. What do other stakeholders think about the current situation?
«  What do the customers think about the current situation? On|y

*  What do the suppliers think about the current situation?

«  Whatis the scope of your analysis and initiative? Is it global? U.S.? enterprise-wide? Other?
«  Are meetings/events captured in a centralized system today?

e Are approvals in place to ensure that meetings/events meet strategic objectives and approved budgets?

* Is strategic sourcing and contract management considered?

»  Are contracts signed by authorized signers and therefore, legitimate?

» Do the planners have the right skillset to ensure quality and consistency?

«  Are we using multiple planning companies?

« Are payments made to suppliers using a centralized system in order to capture all meeting-related spend?
* Are all legal/regulatory risks mitigated?

Do we have visibility into all meeting and event spend?

e How do we capture the data in the current environment?

*  What organization structure is in place now? Does the current reporting structure make sense?

*  Who were the stakeholders that were contacted? And contributed?

*  What are the obstacles we face?
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Business Plan Preparation

External Environment

*  How do our competitors manage this spend?

*  What are the options for service? If our customers do not buy it from us, where do they buy it? (internal Executive
Assistants? External meeting planning companies?)

e How are our competitors structured? Use fOI’
e« Why do they buy it from our competitors? .
»  Where do our competitors excel? Offline

*  Where are our competitors weak? :
*  What are our competitor’s pricing and discounting policies? Readlng
What are the demographics of customers who will use this service? On|y
What environmental factors are affecting the organization for consideration?
* PEST Analysis:

. Political/Legal — regulatory, taxation policies, foreign trade regulations, globalization, localization, employment laws

. Economical — state of national economy, state of industry sector, business cycles, interest rates, inflation,
unemployment, disposable income, cost reduction

. Sociocultural — population demographics, income distribution, health, education, attitude, lifestyle choices

. Technological — Emerging technologies, rates of obsolescence, government spend on research (Groople, hotel

group booking sites, etc.)
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Business Plan Preparation

Opportunlty

Do we have consensus throughout the enterprise to manage meeting spend?
How much money can be saved?
*  How much risk can be mitigated?
«  How can resources be utilized to reduce duplication of effort, increase productivity?
«  How can we improve quality and consistency?
*  How can unnecessary meetings be eliminated?
How can meetings be approved by leaders before being planned?
e How can we capture who is attending meetings for crisis management?
How can we capture where meetings are being held for crisis management?
« How do we capitalize on penalties incurred?
 How do we leverage our transient and meeting spend throughout the enterprise?

Use for
Offline
Reading
Only

 How do we ensure that documents are retained in the proper location for the correct length of time?

e How do we streamline our processes?

«  How do we know if we have the right number of preferred suppliers?
«  How do we direct our spend to those preferred suppliers?

*  How will we overcome the obstacles that exist?
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Business Plan Preparation

Financial Analysis and Support Requirements

*  How much will this cost? (insourced staff, outsourcing meeting management company fees, technology, operating
costs, change management and training, etc.)

*  What methods will be used to obtain the data?

e Will the returns justify the investment?

«  How will the return be calculated? Use for

*  Are the costs resource-based or activity-based? Ofﬂln e

e What will this do for our business performance?

* What can we do to maximize the results? Reading
*  Which financial criteria are important to decision makers?

«  Who assumes the costs? Only

*  What receives the benefits?

e How much will we save? (hard dollars, soft dollars, productivity)
*  What risk will be mitigated that could be translated into savings?
«  What resources are required?

What technology is required?

*  How will it be used and integrated?

e What other value does it bring?

«  What metrics are leader's seeking? How often?
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Business Plan Preparation

Marketlng and Implementation

How do we know the business wants us to deliver these services?

. What is the market potential for these services? Is there unmanaged spend today? How much?

e Whatis our service and industry? Use for

. How do we differ from our competitors? What is our unique selling proposition?

«  What are the strengths and weaknesses? Offline

. How do our business competitors manage these services? .

. How do we sell this service? And, for how much? Readlng
. Is it insourced, outsourced or both? Why?

. What is going on in the environment that could affect our plan and our success potential? Only

. How do we educate and motivate customers and potential customers?

. How will our customers evaluate the value or importance of our service?

. How do our customers make their buying decisions?

. Do our customers have purchasing policies to follow? (RFPs, etc?)

. Who makes the decisions?

. Who influences the decision making?

. Who approves the spending? What are their spending limits?

. How will we distribute our message? To what audiences? By what mediums?
How will the solution be implemented?

. Who owns the project plan?

. What are the priorities?

. Who is responsible and how will we manage the changes to the environment?

. What compliance and consequences will be in place?

. How will we know if we're successful?
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Business Plan Preparation

Strategy and Recommendation
WEat arehthe objectlge(s)’? Use for
*  What is the strategy .
«  What do we recommend? Offline
e What business problem will this solve? ;
«  From the Financial Analysis, will this be profitable for us? Readmg
+  What are the critical success factors? Only
*  What are the services we're proposing with this business plan?

e Isthis important and will the services fit within our strategic initiatives and objectives?

*  What is the value this will bring to the business? What are the rewards?

e Why will customers buy it?

*  How will they value our service?

*  What will influence their decision making?

e SWOT - What are the strengths, weaknesses, opportunities and threats with this solution?
What is the reporting structure and organization structure?

Why is that structure the best? What are the alternatives?

*  What are the priorities that must be implemented first? And last?
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trategic Meetings Management Programs - Value Proposition

Inability to capture
meetingfevent spend, volume,
contracts, effectiveness ar
locations

Streamline the sourcing and planning of
meetingz while adding necezzary contrals:

Strategically poztion the organization
to proactively manage meeting and
event wolume, costs, risks, and
effectiveness.

= Policy and Compliance — Develop an
organizational policy and compliance
mechanizms linked with travel, T&E and other
stakeholders

Lack of contrals wwhich may lead
to negative Sarbanes- Cxley
Audit Results

Pavying premium rates; failureto
reduce excessive spend
Meetingsfevents being held
withiout leadership approval

= Align meetingsfevents to business
strategy; increase quality, consistency
and continuity with branding
reguirements

= Uncover and Control - Systematic ally capture
all meeting and events by using a web-based
tool for self-zervice input . Follow with leadership
approval to ensure fit with business strategy

=Huild & proactive environment that
integrates capture mechanizms and
controls across the enterprize

Urnauthorized contract signers

Excessive non-preferred
suppliers

= Strategic Sourcing and Sawvings - Incorporate
stratedic sourcing for meetings and events.
Formalize contracts and conceszionz to leverage
savings across the organization and with
tranzient travel spend

= Reduce costz and rizks azsociated
with meetings and events

Inability to find staff in crisis
situations

Lack of consistency, gquality and
branding of meetingzievernts

= Encourage alternative options such
az virtual meetings to reduce costs,
increase productivity and decrease
carbon footprint

= Resources - Develop a resource model for
optimization; forecast meetings and events to

enzure non-utilization of resources

Wirang rolestypes of
profezzionals spending time

planning meetings
Lack of metrics

= Eztablish dashboard metrics to
monitor and manage meetings and
events.

" Processes - Process map and estaklish
standard operating procedures to ensure

consiztency and reduction in duplication of effort

= Payment and Reconciliation — Determine the
most cost-effective and time efficient pay ment
and reconcilistion system for meetingz and
events

RISKS
Yulnerable to nume
, finan

= Reporting — Build management metrics and
standard reports; create dashboard for business
units

= Change Management — Manage the master
project plan, educate and communicate the

changes throughout the organization to ensure
conziztency acrozs the zervice delivery team

Approved meetings!
eventz aligned
with buziness strate gy

Lowwer costs, reduced
risks

Increazed confidence in
control effectiveness to
meet Sarbanes-Oxley
requirements

Simplified and
standardized meeting and
event planning with
certralized calendar

Appropriate use of
resOurces

Yiahle virtual meeting
strategy for atternative

Improved crisis
management procedures

Transparency in wolume,
costz and effectiveness
with RO capabilities

Increazed teaming
amang travel,
finance and other
stakeholders



lrategic veetings Management Frograms
alue Proposition Opportunities

Strategic Sourcing and
?lanning Management

Uze strategic sourcing to consolidate and
zelect preferred suppliers

Megotiate annual agreements with
standard concessions

Uze zkilled hospitality negotiators during
sourcing and planning stages

Increaze vizikility into historic
negotiations by uzing automated
sourcing toals

Leverage meetings volume spend with
tranzient travel

Optimize meeting choices and reusakility
Divide meeting costs by type; benchmark
againzst others for patertial excessive
spend in cettain areas

Uze local talent, staffing, resources and
zuppliers

Adiust minimums and guarantees
Elitninzte deposits

Eliminatefreduce giftz and pramos
mMaonitor attende e registration to reduce
aftrition penaties

Megotiate with Travel Management
Company to leverage meeting
management services capahilties
[zourcing and planning)

Buy vz, rent

= Move toweard vidual meetings a2 an

8-20% savings opportunities

Demand or consumption
management — reducing
the quantity

alternative.

= Eliminate unnecessary meetings; reduce

frequency or length of meetings; identify
carbon footprint of meeting

= Enzure meetings meet business
objectives

- Conzolidate multiple meetings into fewer
locations

= Collaborate with business unitz, external
partners to share meeting expenzes,
materislz and resources

= Collaborate with external partners to
share and use penalty credits

- Enforce no-zhow sttendes penafty
charges

= Close registration to avoid overflow
situations

- Reduce meeting and resource
requirements

= Use hot datesidistressed space first

- Provide approvers with all meeting and
content costs

= Restrict approvals to leaders only

= Provide budget to actual spend reports to

gain vizikility into overruns

Productivity, Process and
Resource Management

- Create standard operating procedures for

all processes

= Improve guality, turnaround time and

consistency by using experienced
planners

= Reduce manualtaszks such as email

attende e tracking

- Automate meeting registrations using

zelf-zerve forms and meeting sponsor
inpaut

= Use templates and automation for

eRFPz, sourcing and attendes
registration

= &utomate and drive a rapid

pay mentireconcilistion process totake
advartage of dizcourts

= Automate group travel booking
- Automate aftendee reimburzement

Rrocess

= Alloyy far online networking of attendees

to alleviste one-way communication for
Q&8 before meeting

= LIze the right skill for the right jobto

reduce resource costs

- Forecast resources to reduce non-

Ltilization of fulltime employees

Policy, Compliance, Duty of
Care Management

5-15% savings opportunities 2-10% savings opportunities

Typical savings potential:

15-25%

« Eliminate spend on point accruing cards
« Mandate advance scheduling of

meetingsfevents

» Mandate advance travel bookings
« Eliminate unethical perks and gifts
» Mandate uze of properties with penalty

credits first

» Fallowy through on consegquences far Non-

compliant behavior to palicy

« Comply with Sarbanes-COxley, Heathcare

and Government regulations to reduce
pozsibility of fines

» Enzure confidertiality, security and

intellectual property

= Add insur ance coverage far events ar

activities not typically covered

« Enzure branding corresponds to vision,

mission and values

« Incorporate corporate social respons ibility

and green meeting effarts

28% savings opportunities



trategic vMeetings Management Frograms

iIsk Mitigation

_egal/lRegulatory
lisks

Sarbanes-Oxiey

Healthcare Compliance

Gowvernment Regulations
If conference or meeting
regulations are not
falloveed, then
otganizations could be
fined ot appear carrupt .

Contract Management
If contract language does
nat pratect the
organization, then they
could be charged or sued.
If unaut horized employvees
zign meeting contracts,
then contract may be
voided ar challenged in
cour.

Insurance
If the proper insurance is
not garnered, then
organizations could be
sued or found liahle.

Document Retention
If EFPz and contracts are
not retained faor the
appropriste length of time |
then auditors may deem
the organization
"unauditable "

ight 2008 De

Financial Risks

« Savings/cost avoidance
- Penalties-Cancellation or Atfrition

If negotistions are not pursued aggressively and
penalties not reuzed, then organization could loze
savings or cost avoidance of 10% - 20% or leave money
onthe negotisting table.

- Preferred suppliers
« Leverage meeting and business fravel spend

It meeting and event valume is not leveraged, or nat
leveraged with all business travel transient spend with
key suppliers by strategic =ourcing, then organizations
mizs out an 15%-20% savings on supplier management .

- Payment and Expense Reconciliation

If non-standard of decentralized payment and expense
recanciliation methods are used, then organizations

a1 Pay higher than average processing costs cutting
checks manually,

b1 Finance point-accruing cards favored by employees
and

c] Miss valuable datathat a single, consolidated process
could deliver to best leverage wolume for future
negotiations.

- Meeting Approvals

If meetings and events planned and contracted are not
vizible to leaders ona master calendar or in & contract
reposit oy then organizations may be unable ta
postpone, cancel or adjust meetings to align with
buzinezs objectives and thuz, inadvertently hald mare
meetings, or spend more maoney. [ssue also presents
rigks for SOX compliance inthat management may not
bein control of spending .

« ROl and Analy=is reporting

It Rl and meeting metrics are not analyzed regularly or
organizations are not tracking total meeting spend, then
they may spend money unneceszarily.

Operational Risks

« Crigis management preparedness
It meetings and events are nat registered

in & central technology system for
tracking purposes, then organizations
may be unable totrack employees
during crisis situations.

- Buginess Continuity and Conzsistency

It interruptions, dizasters and weather
are not considered, then organizations
may be in a mayday situation with
location, logistics, resources ar other
critical components.

- Automated processes and standard

operating procedures
If processes and procedures
are not standardized, then
organizations may lose
productivity and reguire maore
rESOUrCes

- Customer Service

If inexperienced planners are
uzed , then arganizations may
experience a level of service
inconzistent with business
goals andfor brand standards.

- Resource Constraints

If resources are not forecasted | then
organizations may encounter poar
implementation, lack of people to follow:
through or excess capacity.

- Systems and Technology

If =y=tems and technologies are not
considered, then organizations may lose
ctitical data, productivity and strong
reparting capakhilties

Intangible Risks

- Conflicts of Interest
If inexperienced planners
ot athers accept unethical
gifts or unnecessary
familiatization trips, then
organizations could be
perceived as lacking
employes compliance to
policies and allovwing
hribes.

- Confidentiality and
Intellectual Property
Protection

If controls and contract
language are not in place,
organizations face the
possibility of breaches and
competitors in same
property at cloze proximity

« Branding

If meetings and everts are
planned without
conzidering the
organization's branding
standards, then they may
experience damage to
brand recognition and

miar keting.

- Coarporate Social

Re=sponsibility
If meeting= and everts
are planned without
conzidering the
organization's corporate
zocial responsibilities, then
they may be perceived as
inconziderate and may
lose valuable clients.



rategic Meetings Management Programs — the “unmanaged”

Unmanaged spend

Professionally
managed
meetings/events

leetings planned by ad-
oc¢ planners (e.g.
dministrative
ssistants. marketing or
IR support staff, etc.)

Debi Scholar
) Copyright 2008. NBTA Al rights reserved.

¢ Professionally managed meetings
and events, which represent
mostly large meetings, is usually
reflected in centralized payment
systems (e.g. meeting cards)

+ On average, only 20% of
meetings and events are
professionally managed

¢ Savings opportunity for
professionally managed
meetings/events is 15-25%

¢ Vlost meeting/event expenses are
hidden within non-travel related
budgets (e.g., sales, marketing)

¢ Estimate total meeting spend by
one of these methods:
- 25-35% of total T&E spend

- 60% of corporate air volume
- ¥2to 1% of annual gross sales
- 2-3% of Revenue



SAMPLE ONLY

Cash Flow For Business Plan Debi Scholar
Usze with the "¥Yalue Proposition DOpportunities™ document

Proposed Scenario #

Meeting Spenc % 10,000,000.00
Intelligence and S5MMF Yalue
Development phase; | Strategic Sourcing Prop
Strategic Sourcing 1002 Implemented;  components
and Planning Other SMMFP value implemented Full Full
negotiations prop components | 1002 SMMP in | SMMF in
implemented For 252 | 50X implemented Full production place place

NUMBERS ARE EXAMPLES

ONLY. Your supplier Fees and
your environment will be different. 2009 2010 20M 2012 2013 Total
Cash Inflows { Benefits and Gains
Strateqic Sourcing [assume 133 savings;

10 First year] 250,000 1,300,000 1,300,000 1,300,000 1.300,000 5,450,000
Oemand Management [assume B

savings) 1] 300,000 E00,000 E00,000 E00,000 2,100,000
Productivity, Process and Resource

fgmit [azsume 43 savings) 1] 200,000 400,000 400,000 400,000 1,400,000
Palicy and Compliance Mamt, [assume

2% savings] ] 100,000 200,000 200,000 200,000 00,000
Total cashinflows 260,000 1800,000 2,300,000 2,300,000 2,300,000 2,850,000

Cash ODutflows ! Costs & Ezpenses
Staff and Staff's Operating Expenses [add
3% per year) 200,000 281,000 289,430 298,13 307,056 1,475,599
[eeting Technaology 50,000 260,000 2A0,000 260,000 260,000 1,060,000
fdeeting Management Company oF
Outsourced Resources [assuming 105 of

volume for kee, serscies) 250,000 1,000,000 1,000,000 1,000,000 1,000,000 4,250,000
Change Management and Training 0,000 15000 10,000 5 000 5 000 45 000
Total cash outflows 510,000 1,546,000 1543430 1,553,113 1562056 E.720,533
Cash Flow Summary

Totalinflows 260,000 1,200,000 2,300,000 2,300,000 2,300,000 2,350,000
Total outflows 510,000 1.546,000 1543430 1563 113 1562 056 B, 720533
Net cash flow [260,000] 254,000 7h0570 745,887 737,944 2,229,401
ROI 51 155 4% 485 47 33
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For more
Information...

Read the Executive
Summary on the CD.
If you have
guestions, please
contact NBTA or Debi
Scholar and Lee Ann
Adams Mikeman.

e —
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Cnurmching e Basivess Travel Wkl

Tha Mational Businos Trawval
Mszociaion's Groups and Meatngs
Committon was croated to offar
strategic guidanas on tends and
tochnical comsiderafions in fa
rmanagamant of group fraval, mosfings
and events. Tha goup assosses and
aoplores anterprisa wids stratagic
salulions for confamnca and mosting
spond--fram a CEQ or GFO vantaga
pant—ta daforming how Tat spond
can ba managed mors efecivaly o
irmpact a cormpary's boSom ina.

This Exacuive Summary highlights kay
pants fom numamus whitopapors
availatio oty T0R 00,

SHAF Defined:
Tha strategic management of
it i fing related

Lz i i, I -- (T
and supf o

quaniitative cost-savings, risk

mitigation and superior service.

CONTENTS

* NBTA Gmups & Meatngs
Cammiflas
+ SHIMP Defnifon

= Ten Reasans 1o nplement &
SMMP

» The SMMP Camgenants
+ How ko Starl a SMMP
» Cerrmen SMMP Metics

+ SHIMP Benefls-Susees sl Risk
Witigatan

= SMMP Slakaholder Involséemant

“Geting out of the
Meeting Planning
Business and into
the Business of

Meeting
Management™

Groups & Meetings

Committee
Bzua |- 2008

EXECUTIVE SUuUMMARY
Strategic Meetings Management Programs

Top Ten Reasons to Implement a
Strategic Meetings Management Program (SMMP)

1. Incmasa wisbiity ino meatng and eant saume, mond, Hpes and wnues

2. Roduca legakreguiatory, fnancial, operafional and intangible risks by oreating policy
or guidaings and complana racking

3 Roduon oosts with suppliars by formal nogatiaSons, usng standard confacts, and
using cancalaionaiSion panaltos

4. Rduca numbar of suppiors and oreste preformed suppliar programs for inoraasad
savin

5. Raducs duplication of et by aligning all meatng business into pmfessional
plaming feams or farmalzing osourmd reaionsips

6. Laveraga peand W supplions for busnoss favel frangent] and grougs, meafings
and ot spand

7. Pmpara for orisis managemant situafions by knowng whara all moaingslavents am
oooumng and montonng parfcpant veal-boing

& Capitaize on profo sgonal planning skill sots to amsura consistency and quaity
acmss al mestingsievants.

9. Anakyza and report RO in addifon o ofar metrics whila gaining an avemga of 2%
savin

10 Automate procassas fo impmve st eficency and masmize productivity

s of a Bant o Cum
S e glc Maatingas Mana gamant P rogren (SMMF)

T

The SMMP Components

Desplopment of & SMMS means Ardng
Juast S g i of ki COMpORnts: an
onflepris e wice Sratey, pollcy, negis adon
of msatng or eeent, apD mval
SOUONG OO T, b lanning!
SOOECLTON, [ TR S & Mol laton
ared clata aralyEs mooring . The
oo nits fo S SAMM 2 sphere and
T (ol P ] 5 O CogyFa TS P L
e [ e Prome sophisScated. Infad, a
SIS UM COnariL oL onal s on ared
improsemient. s important B0 rode Tat
e s no "one size s &l solson for
ey enterse. Fora complets
cescnpaon of ok pionn, phoa 50 500 T
MNETA Fosion Faper endted Buliding A
Erategic Meeings Mana gorment Fmgam.”

5 _w'H.L';

S e

Inklactual progparty of
B TR Dr g M atin g ol B

How to Starta SMMP
1. DEFIME - Devalop tha pmblarn/opp ofunity statemant including fha bread®h or
soopa of your inSatve. Devalop a stakaholdarlist and find an emouive sporsor.

2. MEASURE - Bagin spoaking %o stakaholdars fo deferming $ha ouront sisto such as
spand, processas, palicies and staf imalved in planning mostings and events. Ask
business laaders and meating sporsors, conduct surveys, saamh thmugh finana,
TEE and cadit cad dafa and ask your suppliens'hote hors for Shair recands.
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Questions and Answers
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Additional Resources

The Framework for Success is series written by the NBTA Groups and
Meetings Committee. Papers in the groundbreaking series include:

— Building a Strategic Meetings Management Program (SMMP) NEW!
and UPDATED for 2008!

— Building a Meetings Policy in Support of your SMMP

— Mobilizing Internal Stakeholders in Support of your SMMP

— Choosing the Right Technology in Support of your SMMP

— Leveraging Group and Transient Spend with Hotel Suppliers
— Evaluating Strategic Meetings Management Programs

— Meeting Management Profiles -Models of Success

The entire series is available at www.nbta.orqg.
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http://www.nbta.org/

For additional copies of the
complimentary CD containing the
NBTA Groups and Meetings
Committee Publications, please
stop by the American Express
Exhibition Booth
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Thank you for your participation!

So that we may serve you better...
Please complete the session evaluation

on your way out.
We look forward to welcoming you back next year!
San Diego, CA * August 23-26, 2009
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Debi Scholar is the Co-Chair of the National Business
Travel Association Groups & Meetings Committee and
sits on the NBTA Foundation Board of Trustees. Debi
has her Certificate in Meeting Management, is a Certified
Meeting Professional, a Corporate Travel Expert and a
Certified Technical Trainer. She spent the last 11 years
at PricewaterhouseCoopers, six of those years focused
on improving their Strategic Meetings Management
Program. In FY08, PwC U.S. held over 1,900 meetings.
She was selected as one of the 2007 Business Travel
News Meeting Practitioners of the Year and named as
one of the top 20 Change makers in the meetings
Industry by Corporate Meetings & Incentives.
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Lee Ann Adams Mikeman is the Assistant Vice President for
Conference Planning & Special Events at Science Applications
International Corporation (SAIC) and also serves as the Co-Chair for
NBTA’s Groups & Meetings (G&M) Committee. Lee Ann has been
In the meetings industry for 24 years and is responsible for
formulating, implementing, and overseeing SAIC’s Strategic
Meetings Management Program (SMMP). In 2008, Lee Ann was
named as one of the “Top 20 Change makers in the Meetings
Industry” by Corporate Meetings & Incentives Magazine and also
authored/co-authored SMMP articles on behalf of the NBTA G&M
Committee in publications including Procurement travel and the
Institute for Supply Management Magazine. Lee Ann has a B.S. in
Business & Industrial Communications from Missouri State
University and lives in the Washington, D.C. suburbs with her
husband Ken
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