Strategic Meetings Management

Evaluating your return on investment
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‘ Event Manager ‘

EMTS Director

Admin, Assistant

Manager Operations,

vert Planner ‘

Ewvent Flanner ‘
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Event Flanner ‘
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Senior Production
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Froduction Specialist

Frealancer-Prod,
Specialist

Key Objectives:

s Account Management
« Event planning,
execdtion and evaluation
* Brand Management/
Wisual presentation

* Exhibitory and
warehouse

Support and Services

EMEA Travel Manager

Operations Manager

Travel Specialist

Company BCD

[ Implant

1 12 Travel Agents |

Travel Management

Corporate & Regional
Support Specialist
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26 In-Country !

EMTS UK/ Ire

Travel Planners |

45 EHO Corpor
Ewvent Flanners

EMTS France

EMTS Italy

EMT= REM

EMTS AGSS

EMTS SubMed

EMTS MECE

Key Objectives
s One source
meeting support
» Strategic align
s INcrease
efficiencies

» Strateqic proje
(ROI and Meetin
consolidation)

« [T zolutions

» Management
Reporting

» Slobal Travel
program
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Moderate High Very high

Key indicators Hepartments Freguency Erpands Mike’s | Sustain drang deat Hiehat Froitential impact on

foitiative MEEINGS husiness ang 388 EFCiement future

A tt
CEOUNEYEE FEPERUP EMTE husiness

3 per pear Structural

»2 per year Tez Tez Tes Frequent

ane off fla fla fla Incidental

Budget Mumber of ohal Hrand £ Pobfic Expands Mite s Event Produelion | Aaticipated planping L ead time
defegates refeyance Erposvre and Risk husiness ang As5fElanee required fime

Management TEVERYE

o exposure and no risk < 2 months < 2 months

management invelved

Mo buginess impact Mo EP assistance required

25,000-100.000 30100 e Limited exposure, no press or - | Limited business impact Maderats EP azzistancs Eeetween 2 and & menths between 2 and &
athletes, low risk management required. Uses between 0 bo months
Moderate 20% af entire inventory.

Average warchoust and EP
value 100-3.000 curs

100.000-250,000 100-500 1] High expasure, press, retailers | High business impact, retailers | High requirements on EP beetween 6 and 12 months between 6 and 12
and consumers present , present, high RO! abjective agsistance. Uses 20 b §5% of months
athletes invelved, moderate risk entir warcheuse inventary,
Mahagement, Average warchaust and EP

value 5000-10.000 cura

500 yes Wery high cxposure, press, Wery high buginess impact, Very high requirements on EP | > 1year »wear
retailers and conzumers present | retailers and YIP; present, agsistance. Uses 855 of entire
, athletez invalved, high risk Wery high ROl abjective warehouze inwentany,
management, Average warchouse and EP
value between 10,000 -350.000
wre
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= Management of those elements which directly influence the financial results and
brand exposure of the event

Intake meeting

Vendor sourcing

Contract review

Gold Budget and negotiation review

Coaching throughout the project

Full Management of one or more elements of an event

Limited on site assistance

Event evaluation, make recommendations
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Importance of managing meetings and events spend

13%

B High Priority - It is a key area of focus
OMedium Priority (+) - It is becoming more important
OMedoum Priority - There is an opportunity for cost

savings

OLow Priority - It is currently not important



Measuring Return on Investment



The Jack Phillips Model of Evaluation
5 levels of measurement?

5 — Return on Investment

4 — I[mpact
Impact

%o #
" »

Application

"i'i

Learning

3 — Application
2 — Learning

1 — Reaction, Satisfaction

Planned Action

Reaction & Satisfaction



How often
asked (%)

5-10%

10-20%

20-30%

40-60%

100%

Chain of Impact

A return on investment is generated

A business impact Is achieved

*

Participants use new skills in their jobs

*

Participants learn new skills

L)

Participants react favorably to the meeting



Setting Proper Objectives



\wareness / Brand
Sales / Marketing
OMMUNICATION
Engagement
Change

Learning
Motivation
Networking

Fun!

Other Biz Obj

Miscellaneous

Most common

objectives

Communication is not __ an
objective, it Is an activity.

The objective is to
change attitude or behaviour

-

5 10
Number of Comments

15

20



Reqguirements for an Objective

Specific
Measurable
Achievable
Realistic
Time



Proper Audience Research
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why is research not undertaken?

HowImportant is the Evaluation Howoften is audience
of Events? research conducted?
4 " $)
Important
21% Rarely Always
) . 13% 40%
e Sometimes
' 18%
Very Often

important 29%
79%

32% do not
normally
undertake
audience

research



Stages of Research

‘e-event research Is
ceded as a baseline

What sort of audience research do you undertake?
or measurement ...

On Site

‘ Pre-event immediate

Research some
It IS not often months prior

undertaken Research some
months after

® Always @Often OSometimes @ Rarely




Methods or Evaluation




Get rid of certain meetings?
The role of procurement



Procurement: The Way Forwara

Basic market

Foundation = research techniques
(not theory)
Proper o+bject|ves ) Demand
Measurement Management
Demand 3 Savings after
Management - consolidation

Come and join CIPS Event Services Working Group



Q&A

Get rid of certain meetings?
The role of procurement



