PROJECT MANAGEMENT, FINANCIAL MANAGEMENT, AND
MARKETING MANAGEMENT ... PUTTING THEM ALL TOGETHER

CHAPTER

MEETING
MANAGEMENT

Technologies available today
for meeting management vary
greatly. Most Web-based applications are
strong in providing marketing and registration utilities,
while computer-based programs tend to provide more
robust modules that address the tactical delivery of

meeting management needs.
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What to Look for in a Meeting Management Application:

>> A network solution that provides
access among department members.
>> A shared calendar function that
allows staff to post planning and site
visit schedules.

>> A task management function used
to record and track the status of meet-
ing management to-do items.

One of the many benefits of computerization
is greater time efficiency. By making daily and
consistent use of a task management module,
you derive two benefits. First, you can stan-
dardize the sequence of tasks team members
should follow when doing their job. Second,
you can output time management reports to
show gains in efficiency.

>> A budgeting function for tracking
both income and revenue, along with
budget planning and reporting fea-
tures. Exportability into a spreadsheet
application such as Microsoft Excel is
recommended.

>> A vendor management module for
maintaining contact information on
key vendors. This function is best if
integrated with your address book,
enabling ease in e-mailing contacts.
>> A session planning module for identi-
fying the unique requirements for indi-
vidual sessions within a meeting. Here,
items such as audiovisual needs, room
set-up requirements, and food and
beverage information can be recorded.
>>A robust reporting utility. Core
reports should be available, with
options for added customization —
either within the reporting utility
or through linking into Microsoft

Office or other suite products.
Added functions, depending on your
department’s role in planning and
implementing meetings and confer-
ences, include these modules:
>> A module for managing registration i$
usually a core need. Requirement for
this function will vary greatly, depend-
ing on the nature of your organization.
Specific requirements for this feature
are found in Chapter 2 of this guide.
>> A travel booking interface will be
required by some planners. Again,
specific needs will vary greatly among
organizations. Some planners will
need to record simple manifest infor-
mation, such as arrival and departure
times and itinerary information.
Other meeting professionals will
require a direct interface into a travel
management application.
>> Housing requirements, such as block
management and reservation processing,
may also be called for by your organi-
zation. Functionality offered by third-
party vendors differs greatly, as will
your specific needs. (Review the hous-
ing section in Chapter 2 of this guide.)

FEATURES AND FUNCTIONALITY
nowing how to manage both
Kthe project and your event team
is essential to planning and
implementing a successful event.
Meeting technologies available in
today’s market provide many oppor-

tunities for meeting managers to
monitor, forecast, and track plan-

Your position as a manager is to provide
a structure and leadership framework for your staff
and to serve as a translator of department
activities into overall business strategies
and core organizational objectives.
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ning efforts within their team and
throughout an organization.

The leading challenges for most
meeting managers are the temptation
to micromanage staff and ineffective
communication with senior manage-
ment. When staff is provided with
measurable meeting objectives, budg-
eting criteria, and reporting require-
ments, along with a conduit for ongo-
ing communications, managers can
stay removed from micromanaging
each and every aspect.

Your position as a manager is to pro-
vide a structure and leadership frame-
work for your staff and to serve as a
translator of department activities into
overall business strategies and core
organizational objectives. Whether
your department is designed solely as
a cost-centered service or as a revenue-
generating center, your operations
must be cost-efficient.

Here are some tips and suggestions
for managing teams and communicating
to management possible options for
adopting appropriate technology.
>> Use project management software 10
outline core project needs and
resources.
>> earn how to draft a Gannt Chart. This
project flow chart can be helpful in
identifying resource demands and
time restrictions, and for defining a
project’s critical path.
>> Set measurable objectives for each
functional process, to document work
flow, cost-saving, and ROI. Consider
such items as number of meetings per
staff member, cost per attendee, dollars
saved through negotiation, and num-
ber of registrations processed. Each
process should have one to three crit-
ical success measures, which should be
tracked and graphed monthly.
>> |f your team is spread over a geo-
graphic area, then a collaborative appli-
cation can be useful in sharing and
developing project information in a
virtual environment. Applications




During your product review, don’t forget about factoring adequate
product training, support, and ‘errors and omission’ insurance.
This last item will protect you should the developers forget a critical security
check or cause a catastrophic data event.

such as E-Room, Net Meeting, and
Web Ex can all be used for conducting
these planning sessions.

>> A team calendar is absolutely essen-
tial. Deployment can be done across
the World Wide Web using such
applications as those offered by
WeSync.com, or coordinated through
suite applications like Microsoft
Outlook.

>> Become adept at spreadsheet pro-
grams, such as Microsoft Excel or
Lotus 1-2-3. As a manager, you
should understand how to construct
apivot table, tabulate and graph sur-
vey results, prepare detailed and
summarized budgets, and provide a
department “dashboard” on your
goals and critical success measures as
they relate to your organization’s
strategic business plan. You should
also have a series of control work-
sheets for tracking ongoing attrition
charges, attendance curves, and
department cost-savings efforts.
These control sheets actually form
the data for your dashboard.

MEETING BUDGETS
AND FINANCIAL MODULES

hen assessing whether or
not a meeting management
application will deliver need-

ed tools, don't overlook the budgeting
and finance function. Remember, the
language of senior management is
financial-based. Hence, any application
needs to have a strong budgeting
toolset. Budgeting modules need to be
robust and able to integrate with
established spreadsheet applications or
organization accounting packages.

Several applications on the market
will provide a basic set of budgeting
tools. These primarily provide
options for revenue tracking for indi-
vidual events, and some will offer the
ability to compare expenses across
events. Unfortunately, most applica-
tions do not consider the management
reporting responsibility required of
meeting professionals when designing
their applications.

A good budgeting or finance module will con-
tain the following:

>> The ability to create accounting or GL
codes for tracking expenses back to
internal departments or divisions,
independent contractors, and/or ven-
dors. Codes can simplify the data
exchange between a meeting manage-
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u..The Source

WWW.pCma.org

Visit the Web site of the Professional
Convention Management Association
for information on:

>> Education

>> Membership

>> Chapters

>> Annual Meeting

>> Meeting Technology
>> Industry Toolbox
>> Publications

>> Convene
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ment application and an organiza-
tion’s accounting package.

>> An electronic check or payment
request form linked to a vendor man-
agement profile. Such a form will help
track essential details, providing a
snapshot of expenses by vendors and
expense details.

>> Reporting flexibility. This allows the
creation of both summary budgets
and detailed line item budgets — a
forecast of expenses by meeting, ven-
dor, and location over time.

>> The ability to reconcile an expense budg-
etwith actual expenditures, i.€., reporting
plan vs. actual numbers.

Some of the field detail you would look for
would include:

— Vendor name.

— Payment type.

— Item description.

— Quantity.

— Payment amount.

— Total meeting budget.

— Total actual spend.

— Total travel spend.

— Multiple internal account numbers.
— Signing authority.

— Estimated cost of meeting.

— Transaction date.

— Event name.

— Event dates.

— Planner.

— Facility name.

— Facility city.

— State.

Reports might include detail line items:

— Total expense by category.

— Summary budget.

— Deposit tracking.

— Transportation costs.

— Lodging costs.
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— Food and beverage costs.
— Activity costs.
— Audiovisual costs.
— Miscellaneous costs.
— Amenity costs.
— Budaget.
— Actual comparisons.

In addition, you may want to have
a profit/loss statement and possibly a
chargeback report to summarize
expenses that will be billed back to an
internal department.
General areas you may want to examine when
reviewing a product’s budgeting features:
>> How easy is it to generate a finan-
cial report?
>> Do you need to export data in
order to report on it?
>> Does the program provide a well-
defined set of financial reporting tem-
plates? Can you modify and save these
report designs?
>> Can you produce consolidated
reports comparing meetings, facili-
ties, planners, vendors, etc.?

MARKETING MANAGEMENT

eb-based applications have
truly revolutionized the
process of conducting event

marketing. By harnessing the power
of the World Wide Web with its
global reach and 24/7/365 acces-
sibility, application providers have

successfully integrated e-mail capa-
bilities with basic marketing princi-
ples. The result is strong product
functionality within this process
area. Even if you don't manage the
event marketing aspect, no doubt
you have an ongoing need to com-
municate to event attendees.

What to look for in a
marketing/communications module:

>> Fastest route option, providing the
ability to route communications via e-
mail, fax, or normal mail. Obviously,
the goal is for all communications to
be routed through e-mail; however,
some organizations will need to com-
municate through other routes.

>> Sub-list segmentation. The ability to
group or assign attendees to like
groups and sub-groups — for instance
all golfers, all sales managers, all
department heads, attendees of one
session or activity — will allow you to
target a message to a sub-group.

>> Template-driven designs. Branding
your message to an event’s theme or to
your organization’s image is an
important detail. Pay particular
attention to limitations on graphical
uses, color separations, and font
styles. You need to match your
branded image exactly.

>> Timed sequence delivery. A commu-
nications module should allow you to

build a series of communications or
marketing campaigns to be delivered at
a set timeframe, usually weeks or days
prior to an event.

>> Delivery confirmation. Applications on
the market, under careful review, vary
greatly. You need to know that your
message was indeed delivered and not
just sent from an application. An
added feature should include an
exception or bounce report, which
notes undeliverable e-mail addresses
and/or fax numbers.

>> Ability to survey attendees. This fea-
ture will allow you to poll attendees
on their needs or desires prior to
arrival. Additionally, a program
should allow you to query those
who have chosen not to attend an
event, while providing these indi-
viduals an option for noting their
reasons for not attending.

>> Analysis reporting and trending. At any
point, you should be able to assess the
pick-up status of your event: who
accepted an invitation, who declined
and why, who didn’'t open the e-mail,
whose e-mails were bounced due to
bad addressing or other reasons. The
reporting functionality also should
provide options for you to compare
campaign results across market seg-
ments and market venues, among
other criteria.

Safe, Secure, and in Control

he security of a convention or meeting is a new dynamic since

Sept. 11. Meeting planners require that much more respon-
siveness from partners, driving them all closer in the sharing of
knowledge and information.

One example of the challenge: Buildings like the San Diego
Convention Center were designed, among many functions, for
expeditious egress to conform to fire code exit requirements.
There are 2,670 exit doors from that facility alone. How do you
balance this with the meeting’s monitoring and security needs?

The standards for a safe and secure environment have to be set
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jointly by the facility and the planner, noted Joseph Psuik, con-
vention center director, San Diego Convention Center Corpora-
tion. The more important issue, he maintains, is: Does the event
have a profile that is of issue?

Bio2001, an international convention and exhibition put on by
the Biotechnology Industry Association and hosted by San Diego
before Sept. 11, shows how close partnerships among agencies
can make for a truly successful citywide event. The best evidence
of San Diego’s ability to pull together is the “mass planning meet-
ings” — in advance of Bio2001 — of representatives from more
than 100 different city, state, regional, and federal agencies.

“We determined that this would be a successful event citywide,”




EVALUATING YOUR MEETING

ore than likely you will not
M find an application that will

cover all of your needs. Let’s
face it: Each of us plans our meetings
using different processes and tools far
beyond the ability of most applica-
tions. What, then, to do?

Among the recommendations:
>> First, take stock of your own depart-
ment or individual processes. A process
map is a useful tool to literally map
out the action steps you take when
planning and implementing a meet-
ing. Whether you use a map or
develop a list of action steps, be cer-
tain to note numbers of transactions
and the reporting format at each step
along the way.

Your objective at this stage is to
identify the steps you take, the num-
ber of times you do a step, the inter-
nal cost involved in each step or in
each group of steps, and how much

time is spent on each step. The end
result will be a clear identification of
those areas consuming the most
resources. (The tracking of numbers
and costs at this point is important.
These metrics will provide you with a
baseline from which to evaluate a
technology solution.)

>> Pull all of the reports or printouts you use;
determine how often they are used and
whether they are even required. Save the
reports you truly need, as these will
help in identifying the fields to use
within an application.

>> Develop a spreadsheet with the fol-
lowing criteria noted on the left-hand
column: Function/Process — such
as registration and travel management.
Underneath each function/process
begin listing the features you need in
order of priority. Finally, using the
reports you've identified as essen-
tial, list the fields under each func-
tion/process/feature area.

It is absolutely critical that you involve
your team of users during this step. The
introduction of a new application will
force new procedures that will affect
each user. Also, interview the users of your
reports and ask exactly what information
is useful and what is not.

>> |dentify a budget and what results you
need from the system. Include these on
your spreadsheet.

>> Now you are ready to look at products.
>> Using the spreadsheet you
developed, you can score each product
on its ability to address the needs
you've identified. Take your time at
this step!

>> Ask each vendor for three references
and talk to each of the references about
their specific use of the application, the
service standards of the vendor, abili-
ties to customize the application, and
how they like the product. What addi-
tional product features would they
want the product to have?

More than likely you will not find an application that will cover all
of your needs. Let’s face it: Each of us plans our meetings using different
processes and tools far beyond the ability of most applications.

Psuik said. “We don’t know how many people decided not to come
to protest when they saw how much work we did in advance.”
Meeting planners are much more candid now about what they’ve
experienced — e-mail, mail, and bomb threats, or disgruntled
employees — and volunteering such information. “How do you
want your guests to feel coming into a facility?”” asked Psuik. “We
won’t necessarily tell you about all the things we do to maintain a
safe environment, but we do them anyway.” He cited such examples
as checking bills of lading so that no truck comes in without one,
making sure service contractors have badges on at all times, and
locking down parts of the facility that are not open to activities.
Hotels, as well, are public buildings that “don’t close because

you have a meeting,” said Joseph Terzi, Starwood’s regional vice
president, operations, Southern California, Sheraton San Diego
Hotel & Marina. Planners, though, are asking security questions in
their proposals, whereas a few years ago ““security was a one-liner
in a contract,” he added.

It is common for planners to spend time with the director of loss
prevention (which encompasses security) at the San Diego Mar-
riott Hotel & Marina. “He is very knowledgeable from a safety
standpoint about everything on property, and can document in
writing the safety procedures for everything from a bomb scare
to an earthquake — and provide duplicate plans,” said Harold
Queisser, market director association sales.
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