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Session Objectives

• Define a Strategic Meetings Management 
Program (SMMP)

• Learn why an SMMP is important
• How to build a SMMP business case 
• Build the SMMP business case
• Identify opportunities and risks 
• Create a Cost/Benefit analysis



SMMP Defined
Strategic Meetings Management Programs: 

The strategic management of enterprise-wide 
meeting-related processes, spend, volume, 
standards and suppliers to achieve quantitative 
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. 





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



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 



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



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. 



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.



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.



Business Plan Preparation
• Executive Summary

• Current Situation

• External Environment

• Opportunity

• Strategy and Recommendations

• Financial Strategy and Support Requirements

• Marketing and Implementation

• Conclusion

• Appendix



Problem/Solution



Problem/Solution



Business Plan Preparation
Executive Summary
• What business problem will this solve?
• Is this important or fit with our strategic initiatives and objectives?
• What are the important business objectives for our organization?
• What is the value this will bring?
• What is the cost/benefit?
• What are the risks associated with this solution? 
• NOTE: The BEST Executive Summaries contain the whole case in miniature.

Use for 
Offline
Reading
Only



Business Plan Preparation
Current Situation
• What is the current situation for these services, how is it managed today?
• 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). 
• What do the business leaders think about the current situation?
• What do other stakeholders think about the current situation?
• What do the customers think about the current situation?
• What do the suppliers think about the current situation?
• What is the scope of your analysis and initiative?  Is it global? U.S.?  enterprise-wide?  Other?
• Are meetings/events captured in a centralized system today?
• 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?
• 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?

Use for 
Offline
Reading
Only



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?)
• How are our competitors structured?
• Why do they buy it from our competitors?
• Where do our competitors excel?
• Where are our competitors weak?                                
• What are our competitor’s pricing and discounting policies?
• What are the demographics of customers who will use this service?
• 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.) 

Use for 
Offline
Reading
Only



Business Plan Preparation
Opportunity
• 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?
• 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?
• How do we ensure that documents are retained in the proper location for the correct length of time?
• 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?

Use for 
Offline
Reading
Only



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?
• Will the returns justify the investment?
• How will the return be calculated?
• Are the costs resource-based or activity-based?
• What will this do for our business performance?
• What can we do to maximize the results?
• Which financial criteria are important to decision makers?
• Who assumes the costs?
• What receives the benefits?
• 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?
• What other value does it bring?
• What metrics are leader's seeking? How often?

Use for 
Offline
Reading
Only



Business Plan Preparation
Marketing 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?
• What is our service and industry?
• How do we differ from our competitors? What is our unique selling proposition?
• What are the strengths and weaknesses?
• How do our business competitors manage these services?
• How do we sell this service?  And, for how much? 
• Is it insourced, outsourced or both?  Why?
• What is going on in the environment that could affect our plan and our success potential?
• 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?

Use for 
Offline
Reading
Only



Business Plan Preparation
Strategy and Recommendation
• What are the objective(s)?
• What is the strategy?
• What do we recommend?
• What business problem will this solve?
• From the Financial Analysis, will this be profitable for us?
• What are the critical success factors?
• What are the services we're proposing with this business plan?
• Is this 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?
• Why will customers buy it? 
• How will they value our service? 
• What will influence their decision making?
• 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?

Use for 
Offline
Reading
Only











SAMPLE ONLY



For more 
information…

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



Questions and Answers



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.org. 

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



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



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.



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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