MEET ING S & EVENT S W HIT EPA PER

5 basic steps to help set you on the
course for success
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The why & the what
Business isn’t business without people meeting people. That’s where meetings, events and incentives come
in. Face-to-face meetings align and inspire an organization, and incentive travel motivates achievement and
rewards success.

Defining and aligning
around your goals

We start with a simple philosophy: design to your
goals and let nothing muddy those waters.

What’s the aim?

What’s your target?

Next determine who can help and what they should
do—then craft a program that motivates them. Does
the program focus on more than just the A players,
that 10 percent of your network that account for a
large percent of your sales? An incentive program
that pushes that 60 percent of the program
participants who make up the B players by even a
little bit will have a profound impact. A meeting that
involves your A players will drive allegiance, but it’s
up to you to determine if that group alone drives the
impact required.

Brainstorm to your goals

Now that you have the Why and the What, get
to the How. Get the key stakeholders together
and brainstorm—but be picky. Keep sight of your
objectives and leverage only the tactics that will
help you most effectively achieve them. Are we
in a destination that makes sense? Are we using
technology to enable, or just because we can?
Do our activities follow our message? Does your
gifting experience add cohesion, or just give them
something extra to pack home?

Sort your budget approach

Budgets can be created bottom-up (calculating
the appropriate investment as a percentage of the
participant’s income) or top-down (by executives
determining a fixed program budget). Research
conducted by the Incentive Research Foundation
(IRF) indicates that top performing companies are
80% to nearly 100% more likely to use bottom-up or
income-based funding.

Meetings & events whitepaper

Start by defining the end goal and be specific.
Increase sales won’t quite do it. Sales of what?
By how much? And how will this be measured?
Detailed goals with specific measurable objectives
align and provide transparency.

“In all things you do, consider the end.”
-Solon, Athenian statesman and poet
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The where & the wow!
The excitement of a destination among potential attendees is probably the most important factor in choosing
where to go, followed by safety and then affordability, according to the IRF. It’s what earners brag to coworkers about, what gets a spouse, partner or significant other saying you better win again next year”—and it
makes them supportive of the extra effort required each and every day to excel.

Destination – The building block of wow

The hotel or resort is the key consideration here.
Is this a 5-star audience and message? Maybe a
4-star hotel is adequate? Is the most important
factor less about the star and more about the
bar? We see that too. Matching your destination
with the audience will go a long way in ensuring
the event is talked about long after the attendees
return to their office.

Show me the money

Price will be a major consideration, and planners
on a budget can find plenty of exciting destinations
that are more affordable than the traditional luxury
locations. IRF research finds that while more than
half of planners have higher budgets, more than
four-fifths are seeking to cut costs. The growing
cost of airfare and hotel rooms eats up a lot of the
budget growth.

All-inclusive has become exclusive
According to the IRF, more than one quarter of
corporate planners and more than 40 percent of
incentive agencies are now using all-inclusives,
when a few years ago they were scarcely
considered. These properties can hold their own
in the top tier with fine dining in an array of
restaurants, top-shelf drinks and VIP service. Even
better, their bills have fewer surprises.

Safety is king

A destination’s security—both real and perceived—is
vital. A trip is not much of a draw if attendees don’t
want to be there, regardless of a destination’s actual
safety. These concerns range from the threat of
terrorism and civil unrest to fire safety planning and
data security—protecting sensitive or proprietary
information being shared with participants. In fact,
two-thirds of planners are now bringing a security
detail along on the trip, research finds.

Top tip

“Oh, the places you'll go!”
-Dr. Seuss
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Are you being served?

Many planners, particularly ones
with groups that are well-traveled or
adventurous, are turning to newer and
less-traveled destinations that are getting
buzz among leisure travelers at the time.

4

S T EP T H R EE

The message & the marketing
Too often corporate planners undervalue communications as a component of an event.

We think of it this way; the incentive or event
impacts the attendees, but the communications
motivate the entire network. Leverage this tool
to its fullest with your program. A good rule of
thumb is to dedicate 15-20% of your program’s
budget to drive engagement and attendance.
Because remember, at the end of the day, a secret
program is an unsuccessful one.

Get picky

Work with a creative team who knows events.
An effective partner understands the nuances of
the trade and the differences in the event types.
Pick a partner who can create a strategy that
prepares an audience for a strategic meeting,
generates enthusiasm for the winners and the
reward, and understands the motivational
component that reaches the entire audience
throughout the life of the program and keeps
them engaged in the end goal.

Get personal

Understanding your participants’ social drivers,
values and perceptions will help you design a
communications strategy that’s on target and
motivational. The IRF cites plenty of research
from companies like PricewaterhouseCoopers
and IBM that say the generations have far
more similarities than differences. A generation
is a group made up of diverse individuals. Dig
deeper, know more, get personal.

Stay in the mix

Take advantage of all the ways to communicate—
websites, mobile apps, social media, email—and
don’t overlook print and collateral; it can leave
a lasting impression. But don’t overdo it. Make
enough noise to make the program a priority and
stop short of making it an annoyance.

App it up

Research shows mobile event apps are now used
in nearly 80 percent of programs. Beyond the
standard directional and content features, you can
spice things up with social walls, audience response
systems and real-time polling. They are also a great
way to centralize social media. But make sure you
have a partner to manage the content—if you go
paperless and the app hits the fritz, you’re inviting
chaos.

“The single biggest
problem in communication
is the illusion that it has
taken place.”
-George Bernard Shaw
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Gain attention
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The event & the execution
A well-planned event poorly executed is a bust.

Take advantage of the culture and creativity of
your destination. Know the nooks and crannies
and give your attendees an experience they’d
never create on their own. Local amenities and
giveback solutions ingratiate your attendees to the
destination—and provide a sense of belonging to
the local culture that they’ll remember forever.

Be flexible

Don’t pack their agendas. An evening cocktail
reception or dinner might be enough on arrival day.
Dining and cocktail receptions can be among the
most important group functions on an incentive trip,
as they provide a critical opportunity for face-toface time with everybody. That’s doubly true in a
meeting where learning trumps socialization. Give
attendees some free time throughout the event.
A fair number of attendees prefer this (and it is
cheaper than providing a day full of activities).

Take over

You’re spending a lot of money to be here, make
it all about you. Brand your event feverishly—from
registration areas to signage to escalators—even
the outsides of buildings and taxi cabs carrying
guests—all can be branded for the event. Be bold.

Getting to know all about you

Whether an incentive or event, choice is paramount
to success. Choice in agendas and sessions, choice
in activities and groupings, and choice in room
gifts and rewards. Some attendees are aficionados
and connoisseurs where others are explorers and
adventurers, and the way they might want to enjoy
the experience might differ greatly from others.
Choice lets participants personalize the incentive
travel experience, while still making sure that both
attendees and executives can get that crucial
facetime and bonding that is so much a part of the
value of an incentive or event.

Food and beverage is the area in which
hotels make much of their profit from
groups, and the pitfalls can be budgetbusting. One example is what’s known as
plus-plus (written ++) at the end of F&B
cost estimates. This means tax and service
charges, and they can easily add 20 to 30
percent to the price you’re looking at on
the proposal.

Top tip

Give them something to talk about

Plan a final blowout that they’ll remember. It
might be an awards dinner that celebrates the
accomplishments of your attendees. If so, make
sure it is done right—with enough time to make
it personal, but not so much that the group gets
weary. It might be entertainment. If so, this is the
time to splurge. It might be an exclusive experience
or something they cannot do on their own. If so,
make sure it’s something that everyone will like. But
end on a high note, and give them something to
talk about back in the office, on social media and at
dinner parties years down the road.

“If you’re not having
fun, you’re doing
something wrong.”
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Be authentic

++ =
20-30%

-Groucho Marx
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The tale of the tape
Measure to prove and improve.

“Action is the real
measure of intelligence.”
-Napoleon Hill

Of course, ask attendees if they liked the meeting,
conference or event. Their satisfaction is what
drives stronger loyalty, better performance and
brand affinity. But that’s never enough. Find out
what they liked, whether it was better or worse
than another component, and whether they feel
what they did would be better than a tactic you
considered and passed up.

Don’t wait ‘til it’s too late

There are things you can measure along the
way to improve your effectiveness, long before
the event even kicks off. Want more partners at
a conference? Try A&B testing with your emails;
some with destination imagery, others with
product, service or content images. See what
works and adjust as you go.

The learning is in the details

Some programs measure the overall impact,
and that’s important, but until you measure each
individual component—activities, communications,
technology, motivation—you’re not going to
improve. Recent research from the IRF shows
that nearly three-quarters of buyers believe their
programs are meeting their objectives, but only
one in four actually tries to measure their return on
investment (ROI) or return on objective (ROO) to
know if it really is. And fewer than half think those
measurements even have any value.
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Satisfaction is a start
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We are a leader in engagement, loyalty and incentive platforms with a focus on developing new solutions and
innovative technology. We help organizations engage and retain employees, customers, channel partners and
members. Our membership benefits and insurances, employee recognition, sales incentives, meetings and events
solutions elevate engagement and help clients build stronger relationships with their key constituents.
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