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Purpose of the research 
 
 Analyse the commercial practices of the Meetings and Events Industry (current practices, 
purchasing processes, buyers’ and agencies’ expectations, gaps, etc.) 

 Identify purchasing “Best Practices” for the years to come in the Meetings and Events Industry. 
 Give recommendations on how to respond to the developments and reduce the gaps. 

 
Final objective = to define Commercial Best Practices.Final objective = to define Commercial Best Practices.Final objective = to define Commercial Best Practices.Final objective = to define Commercial Best Practices.    

  

 

Method 

 

  

 

Research Frame 
    
Geographic:Geographic:Geographic:Geographic: Europe 
Type of mType of mType of mType of meetings:eetings:eetings:eetings: 
Corporate meetings 
(Association meetings 
and public events are 
excluded) 
    
Branch of IndustryBranch of IndustryBranch of IndustryBranch of Industry  
– Healthcare, 

Pharmaceutical 
– IT&T 
– Financial, 

Insurance 
– Consumer Goods 
– Manufacturing, 

Production 
– Automotive 
– Hospitality, 

Tourism, Sports 

Source of information:Source of information:Source of information:Source of information:    
- Brief / Research Design 
- MPI’s documents, books and articles 

- Literature review 
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Output:Output:Output:Output: 
Interview 
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Source of information:Source of information:Source of information:Source of information: Interviews 
� 9 agencies  
� 7 buyers  
� 5 corporate meetings planner  

Output:Output:Output:Output: 
Qualitativ
e analysis 
(thematic)

Output:Output:Output:Output: 
Indicators 
for the 
on-line 
survey 

Output:Output:Output:Output:  
Ideal 

relation 
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Output:Output:Output:Output:  
Online 
question
naire 
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• Current State: Who are the buyers, how are they organized, how do they work? 
 

• Best Practices per maturity level 
�  Buyer’s expectations / How do agencies have to adapt?  Recommendations 

 

Source of informaSource of informaSource of informaSource of information:tion:tion:tion:  
Panel of buyers, 

suppliers & corporate 
meeting planners 

 

Output:Output:Output:Output: 
Documentary 

Database on Event 
Industry 
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QUALITATIVE STUDY 

SUMMARY OF SIGNIFICANT FINDINGS  
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

1 THE DIFFICULTY TO UNDERSTAND 

THEMSELVES 
 

“Each actor (agency, buyers) “Each actor (agency, buyers) “Each actor (agency, buyers) “Each actor (agency, buyers) areareareare ignoran ignoran ignoran ignorantttt    
of the other’s job”of the other’s job”of the other’s job”of the other’s job”    

    
“The “The “The “The grand grand grand grand majority of purchasing majority of purchasing majority of purchasing majority of purchasing 

departments doesn’t understand the role departments doesn’t understand the role departments doesn’t understand the role departments doesn’t understand the role 
of agencies in designing meetings or of agencies in designing meetings or of agencies in designing meetings or of agencies in designing meetings or 

events”events”events”events”    

 

���� First First First First, meetings and events agencies do not understand the internal meetings and events agencies do not understand the internal meetings and events agencies do not understand the internal meetings and events agencies do not understand the internal 
organization of firms corganization of firms corganization of firms corganization of firms concerning the buying processoncerning the buying processoncerning the buying processoncerning the buying process. Several agencies 
argued that they do not know who is in charge of the process in the firm. 
They face multiple customers or entities with different needs and 
opinions.  

  

���� Second Second Second Second, purchasing departments do not understand agencipurchasing departments do not understand agencipurchasing departments do not understand agencipurchasing departments do not understand agencies’ jobes’ jobes’ jobes’ job, 
and above all their working practicestheir working practicestheir working practicestheir working practices. The main problem is related to the 
cost model of agenciescost model of agenciescost model of agenciescost model of agencies which appears to be undetermined or at least 
unclear. Buyers do not understand price propositions price propositions price propositions price propositions made by agencies 
and they would like more precise and clear data. Interviews reveal that 
agencies are unable to provide clear and precise price propositions, 
following a method of cost breakdown. Moreover, when agencies are 
obliged to realize a cost breakdown in order to answer to a RFP (Request 
For Proposal), they spend a lot of time to this activity, time that is not 
dedicated to improve the quality of the overall proposal.  

  

2 THE LACK OF TRANSPARENCY IN 

AGENCIES’ PROPOSALS 

 
“Buyers needs to be sure that agencies “Buyers needs to be sure that agencies “Buyers needs to be sure that agencies “Buyers needs to be sure that agencies 
negotiate the best prices for them with negotiate the best prices for them with negotiate the best prices for them with negotiate the best prices for them with 

providers”providers”providers”providers”    
 

The grand majority of buyers highlight the lack of transparency of 
agencies’ propositions. This is due partly to their difficulty to realize a 
cost breakdown. 
 
But it also appears that buyers are not sure that agencies negotiate the 
best prices for them with providers. 
 
Some buyers said that they had already obtained better prices when 
getting in touch directly with some providers instead of letting agencies 
taking care of this step. 
    
This lack of transparencyThis lack of transparencyThis lack of transparencyThis lack of transparency that is perceived in agencies’ priagencies’ priagencies’ priagencies’ pricececece proposals proposals proposals proposals 
(but also in their overall strategyoverall strategyoverall strategyoverall strategy) is really harmful for the quality of the 
relations.  
In this perspective, buyers develop several expectationsbuyers develop several expectationsbuyers develop several expectationsbuyers develop several expectations towards 
agencies in order to clarify these elements: 
 
– Agencies should develop two different straAgencies should develop two different straAgencies should develop two different straAgencies should develop two different strategies ategies ategies ategies according to the ccording to the ccording to the ccording to the 

size of projectsize of projectsize of projectsize of project    (small projects vs(small projects vs(small projects vs(small projects vs.... big projects) big projects) big projects) big projects)    
– Agencies should explain their job to buyersAgencies should explain their job to buyersAgencies should explain their job to buyersAgencies should explain their job to buyers    
– Agencies should focus on theAgencies should focus on theAgencies should focus on theAgencies should focus on the added added added added----value they bring to the value they bring to the value they bring to the value they bring to the 

project.project.project.project.    
 

“21 interviews were carried out at the European level: 9 agencies, 7 buyers 

and 5 Corporate Meeting Planners” 
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CONCLUSION 
 
In the buyers’ point of view, it is important to note that they consider that agencies 
lack in professionalism.  
Agencies have to develop or adopt more structured tAgencies have to develop or adopt more structured tAgencies have to develop or adopt more structured tAgencies have to develop or adopt more structured tools and working methodsools and working methodsools and working methodsools and working methods. 
Cost breakdown appears to be the first buyers’ expectationCost breakdown appears to be the first buyers’ expectationCost breakdown appears to be the first buyers’ expectationCost breakdown appears to be the first buyers’ expectation in order to clarify all the 
financial aspects of the relation. It is also interesting to stress that buyers’ expect 
more anticipationmore anticipationmore anticipationmore anticipation of agencies concerning current tendencies, working practices 
and tools used in the meeting and event industry. 
 
In agencies’ point of view, buyers have no idea of their job and more globally very 
little knowledge concerning the meeting and event industry. This aspect seems to 
be the cause of many conflicts and misunderstandings. Agencies also highlight the 
opposingopposingopposingopposing goals and needs of the internal customer and the purchasing department goals and needs of the internal customer and the purchasing department goals and needs of the internal customer and the purchasing department goals and needs of the internal customer and the purchasing department 
that strongly complicate their situation.  
 
The presence of a meeting planner in the buying firm seems to be aThe presence of a meeting planner in the buying firm seems to be aThe presence of a meeting planner in the buying firm seems to be aThe presence of a meeting planner in the buying firm seems to be a good solution  good solution  good solution  good solution 
to bring closer to bring closer to bring closer to bring closer ties between the ties between the ties between the ties between the agencies and buyers. agencies and buyers. agencies and buyers. agencies and buyers. 

Sample 
    

9 Agencies9 Agencies9 Agencies9 Agencies::::    
2 regional agencies 
3 national agencies 

4 international agencies 
 

7 Buyers: 7 Buyers: 7 Buyers: 7 Buyers:     
2 in financial and insurance 

3 in pharmaceutical 
1 in food industry 

1 in luxury industry 
 

5 Corporate Meetings Planners:5 Corporate Meetings Planners:5 Corporate Meetings Planners:5 Corporate Meetings Planners:    
2 in IT&T company 

2 in pharmaceutical companies 
1 in financial and insurance 

 

THE TWO MAIN FRUSTRATION OF 

AGENCIES 

 
“Agencies feel some frustration “Agencies feel some frustration “Agencies feel some frustration “Agencies feel some frustration 

regarding the regarding the regarding the regarding the perceived valueperceived valueperceived valueperceived value of their  of their  of their  of their 
workworkworkwork by buyers” by buyers” by buyers” by buyers”    

 

����    FirstFirstFirstFirst, a general consideration of agencies that come from the 
interviews has to be highlighted. Agencies feel that buyers do not Agencies feel that buyers do not Agencies feel that buyers do not Agencies feel that buyers do not 
respect their job because they consider them as unable to supply a respect their job because they consider them as unable to supply a respect their job because they consider them as unable to supply a respect their job because they consider them as unable to supply a 
clear and precise RFP (Request For Proposal or Request For clear and precise RFP (Request For Proposal or Request For clear and precise RFP (Request For Proposal or Request For clear and precise RFP (Request For Proposal or Request For 
Quotation)Quotation)Quotation)Quotation). In their view, buyers do not consider agencies as 
“professionals” because they are not able to take into consideration 
economic aspects of an event but only “artistic” ones. 
 
����    SecondSecondSecondSecond, agencies’ interviews highlight the fact that buyers do not 
really respect their work. Agencies argue that buyers collect the wAgencies argue that buyers collect the wAgencies argue that buyers collect the wAgencies argue that buyers collect the work of ork of ork of ork of 
several agencies in order to take advantage of each agency’s ideas several agencies in order to take advantage of each agency’s ideas several agencies in order to take advantage of each agency’s ideas several agencies in order to take advantage of each agency’s ideas 
and opinions, without paying them for this workand opinions, without paying them for this workand opinions, without paying them for this workand opinions, without paying them for this work. Firms only collect 
ideas from agencies and some of the respondents told us that, thanks 
to these contributions, companies develop their projects by themselves 
dealing with the work of agencies. A general feeling of agencies is that 
they have the impression to work for “nothing” in giving all their know-
how without anything in return. 
 
This feeling of frustration of agencies is definitely harmful in the 
development of good and honest relationships between agencies and 
buyers.  

 

THE ROLE OF INTERFACE OF THE 

CORPORATE MEETING PLANNER 

 
“The presence of a meeti“The presence of a meeti“The presence of a meeti“The presence of a meeting planner in ng planner in ng planner in ng planner in 

a firm changes significantly the a firm changes significantly the a firm changes significantly the a firm changes significantly the 
relationship between buying firms and relationship between buying firms and relationship between buying firms and relationship between buying firms and 
agencies, and more precisely the three agencies, and more precisely the three agencies, and more precisely the three agencies, and more precisely the three 

preceding points.”preceding points.”preceding points.”preceding points.”    
    
 

A meeting planner act as a coordinaact as a coordinaact as a coordinaact as a coordinatortortortor for both internal and external 
actors of the firm.  
 
����    InsideInsideInsideInside the firm the meeting planner constitutes as a kind of link 
between the user department (human resources department for 
instance) and the purchasing one.  
 
����    OutsideOutsideOutsideOutside the firm the CMP is also a link between the two above-cited 
departments for instance (HR and purchasing one) and the agency. His His His His 
role is to help both parties in understanding their respective workrole is to help both parties in understanding their respective workrole is to help both parties in understanding their respective workrole is to help both parties in understanding their respective work. 
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QUANTITATIVE STUDY 

SUMMARY OF SIGNIFICANT FINDINGS     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sample 
 

276 Respondents276 Respondents276 Respondents276 Respondents....    
The 3 most important activity 
sectors are:  
- Healthcare / Pharmaceutical Healthcare / Pharmaceutical Healthcare / Pharmaceutical Healthcare / Pharmaceutical 

/ Chemical / Chemical / Chemical / Chemical (27%)    
- IT&T IT&T IT&T IT&T (15%)    
- Financial, Insurance Financial, Insurance Financial, Insurance Financial, Insurance (15%)        

 
 

The Head Office of respondents is 
located in: France (14%), Italy France (14%), Italy France (14%), Italy France (14%), Italy 
(11(11(11(11%), %), %), %), GermanyGermanyGermanyGermany (10 (10 (10 (10%)%)%)%), , , , 
Switzerland (9%), NSwitzerland (9%), NSwitzerland (9%), NSwitzerland (9%), North America orth America orth America orth America 
(9%), UK (8%)(9%), UK (8%)(9%), UK (8%)(9%), UK (8%)    for the 6 most 
important countries. 

  
  

Profiles 

Buyers

40%

Agencies

43%

Corporate 

Meetings 

Planner

17%

BUYERS 

 

 
    

- Responsibility at    
Corporate LevelCorporate LevelCorporate LevelCorporate Level    

    
- From Healthcare  Healthcare  Healthcare  Healthcare 
companycompanycompanycompany    

    
- Master’s degreeMaster’s degreeMaster’s degreeMaster’s degree    
    
    
- 5 years 5 years 5 years 5 years 
experience    

    
- Original 
specialisation:    
Marketing & Marketing & Marketing & Marketing & 
SalesSalesSalesSales    

    

Corporate 

Meeting 

Planner 
    

- Responsibility at    
Corporate LevelCorporate LevelCorporate LevelCorporate Level    

    
- Non specific 
industry sector 

    
- Bachelor’s Bachelor’s Bachelor’s Bachelor’s 
degree or lessdegree or lessdegree or lessdegree or less    

    
- 7 years 7 years 7 years 7 years 
experienceexperienceexperienceexperience    

    
- Original 
specialisation:    
Marketing & Marketing & Marketing & Marketing & 
SalesSalesSalesSales    

    

AGENCIES 

 

 
    

- Responsibility at    
Corporate LevelCorporate LevelCorporate LevelCorporate Level    

    
- From Healthcare From Healthcare From Healthcare From Healthcare 
companycompanycompanycompany    

    
- Master’s degreeMaster’s degreeMaster’s degreeMaster’s degree    
    
    
- 5 years 5 years 5 years 5 years 
experienceexperienceexperienceexperience    

    
- Original 
specialisation:    
Marketing & Marketing & Marketing & Marketing & 
SalesSalesSalesSales    

    

���� The 3 main perceived 

evolutions 
    
… … … … ForForForFor buyers:  buyers:  buyers:  buyers:     

1) The professionalization of buyers in term 
of M&E industry (21 (21 (21 (21 %)%)%)%) 
2) A growing importance of the power of 
purchasing department (16 (16 (16 (16 %)%)%)%) 
3) A growing professionalism of agencies in 
purchasing and sales (16 (16 (16 (16 %)%)%)%) 
 

 
… … … … ForForForFor agencies: agencies: agencies: agencies:    

1) The professionnalization of buyers in term 
of M&E industry (17 (17 (17 (17 %)%)%)%) 
2) A growing importance of “Events 
Marketing” (17 (17 (17 (17 %)%)%)%) 
3) A growing professionalism of agencies in 
purchasing and sales (16 (16 (16 (16 %)%)%)%) 

 
 

���� The Relations 
Globally, respondents have a quite similar point 
of view on the commercial relationships. 
Buyers and agencies’ assessment is positive on 
the majority of variables. 
    
The 3 ethics virtues of the relationThe 3 ethics virtues of the relationThe 3 ethics virtues of the relationThe 3 ethics virtues of the relation::::    
    

���� The Expectations 
Buyers, Agencies and Corporate Meeting Planners have the two first expectations in common. 

 
BuyersBuyersBuyersBuyers / C / C / C / Corporate orporate orporate orporate MMMMeeting eeting eeting eeting PPPPlannerslannerslannerslanners    

“Agencies should have a good knowledge and 
understanding the sector of activity of their clients” 

“Agencies should understand their clients’ needs better 
and be precise in their answer to RFP” 

“Agencies should make original and creative proposals” 

 

Agencies:Agencies:Agencies:Agencies:    
“Buyers should develop a better knowledge of meetings and 

events industry” 
“Buyers should understand that consulting and management 

activities constitute the added-value of agencies” 
“Buyers should pre-select on more precise terms the agency to 

be sure that the agencies will not work for nothing” 

 

JusticeJusticeJusticeJustice    
« Respect of formal agreements » 

« Assume Responsibility » 
« Respect of confidentiality » 

 
EquityEquityEquityEquity    

« Priority to partner interest » 

« Respect of interest in financial negotiation » 

TrustTrustTrustTrust    
« Develop strong relationships » 

« Work in a long term relationships » 
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���� The 9 steps of the process with the 3 different 

possible practices. 
    
For each of the 9 steps of the process, For each of the 9 steps of the process, For each of the 9 steps of the process, For each of the 9 steps of the process, 3 different practices have been identified3 different practices have been identified3 different practices have been identified3 different practices have been identified (issued from the  (issued from the  (issued from the  (issued from the 
qualitative analysisqualitative analysisqualitative analysisqualitative analysis. . . .     
 

Practice 1Practice 1Practice 1Practice 1    Practice 2Practice 2Practice 2Practice 2    Practice 3Practice 3Practice 3Practice 3    
 
 

Step 1 Step 1 Step 1 Step 1 –––– Needs  Needs  Needs  Needs 
definition and definition and definition and definition and 
specificationspecificationspecificationspecification 

There is only a general 
and oral brief. 

There is a simple written 
definition of the 

technical specification. 

There is clear, precise and well-defined 
objectives identification of all constraints 
to take into consideration. There is a 

functional specification. 
 
 

Step 2 Step 2 Step 2 Step 2 –––– Request For  Request For  Request For  Request For 
ProposalProposalProposalProposal 

There is no RFP 
(Request for Proposal). 

A bid is sent to agencies 
via emails or post. 

A bid is available for agencies via e-
procurement methods and tools. 

 
 

Step 3 Step 3 Step 3 Step 3 –––– Drafting  Drafting  Drafting  Drafting 
proposals by agenciesproposals by agenciesproposals by agenciesproposals by agencies 

Budget assessment is 
based on a flat fee. 

A partial cost breakdown 
is realized. 

A clear and formal cost breakdown is 
proposed: the fees for the agencies are 
clearly separated from their suppliers' 

costs. 
 
 

Step 4 Step 4 Step 4 Step 4 –––– Assessment  Assessment  Assessment  Assessment 
of agencies’ proposals of agencies’ proposals of agencies’ proposals of agencies’ proposals 
and drafting the shortand drafting the shortand drafting the shortand drafting the short----

listlistlistlist    

The assessment is 
based on a general 

feeling. 

The assessment is 
based on a global 

comparative analysis of 
the offers. 

The assessment is based on a precise 
and adapted multifactor grid. 

 
 

Step 5 Step 5 Step 5 Step 5 –––– Project  Project  Project  Project 
presentation by the presentation by the presentation by the presentation by the 
shortshortshortshort----listed agencieslisted agencieslisted agencieslisted agencies    

A standardized and 
general presentation is 

realized. 

A meticulous well done 
presentation is realized. 

A clear personalized presentation of the 
proposals with different hypotheses and 
examples from past projects is proposed. 

 
 

Step 6 Step 6 Step 6 Step 6 –––– Negotiation Negotiation Negotiation Negotiation    

Negotiation is always 
focused on price 

reduction, independently 
from the content and 
quality of the project. 

Negotiation is based 
both on price reduction 
and overall quality of the 

meeting or event. 

Negotiation is based on value creation 
and customer satisfaction. Cost reduction 
is not a priority. The buyers have to take 
this optimization into consideration. 

 
 

Step 7 Step 7 Step 7 Step 7 –––– Establishing  Establishing  Establishing  Establishing 
contractcontractcontractcontract    

The order is confirmed 
verbally (discussion or 

phone call). 

The order is confirmed 
through a written 

document (accepted 
quotation or email). 

The order is confirmed by a contract 
jointly established by the agency and the 

project group. 

 
 

Step 8 Step 8 Step 8 Step 8 –––– Execution of  Execution of  Execution of  Execution of 
the contractthe contractthe contractthe contract    

The contract execution is 
only validated at the end 

of the project. 

Regular follow up 
meetings are realized to 
evaluate the completion 

of the project. 

A precise agreement specifies the 
different steps and tools for the follow up 

and for the validation of the project 
implementation and its realization. 

 
 

Step 9 Step 9 Step 9 Step 9 –––– Assessment Assessment Assessment Assessment    

There is no quantitative 
measure to assess the 
success of the event or 

meeting. 

A customer satisfaction 
survey is realized on the 
event or meeting with 

participants. 

The assessment of the project is based 
on well-known tools and indicators, as the 
ROO (Return On Objectives) and ROI (RO 

Investment). 



MPI 

 

MMMMEETINGS AND EETINGS AND EETINGS AND EETINGS AND EEEEVENTS VENTS VENTS VENTS PPPPURCHASINGURCHASINGURCHASINGURCHASING    

AAAAN N N N AAAANALYSIS OF NALYSIS OF NALYSIS OF NALYSIS OF BBBBUSINESSUSINESSUSINESSUSINESS    RRRRELATIONSHIPSELATIONSHIPSELATIONSHIPSELATIONSHIPS IN  IN  IN  IN EEEEUROPEUROPEUROPEUROPE 
 
 
 

���� The 9 purchasing Best Practices for each step 
    

    
The Best Practice is The Best Practice is The Best Practice is The Best Practice is based on the simultaneous improvement of :based on the simultaneous improvement of :based on the simultaneous improvement of :based on the simultaneous improvement of :    
  

- The quality of the relationshipThe quality of the relationshipThe quality of the relationshipThe quality of the relationship    
- The financial management of the projectThe financial management of the projectThe financial management of the projectThe financial management of the project    
- The success of the corporate meeting or eventThe success of the corporate meeting or eventThe success of the corporate meeting or eventThe success of the corporate meeting or event    

    
    
Respondents validate validate validate validate (at 85% – 90%) the following practices as being the Best PracticesBest PracticesBest PracticesBest Practices. 
All practices were confirmed by buyers andAll practices were confirmed by buyers andAll practices were confirmed by buyers andAll practices were confirmed by buyers and agencies except the practice at agencies except the practice at agencies except the practice at agencies except the practice at step 2 step 2 step 2 step 2.... 
 
 

Step Step Step Step 
1111    

Needs definitionNeeds definitionNeeds definitionNeeds definition    
and specificationsand specificationsand specificationsand specifications    

There is a clear, precise and well-defined objectives identification of all 
constraints to take into consideration. 

Step Step Step Step 
2222    

Request ForRequest ForRequest ForRequest For    
ProposalsProposalsProposalsProposals 

A bid is available for agencies via e-procurement methods and tools. 

Step Step Step Step 
3333    

DraftingDraftingDraftingDrafting    
proposals by agenciesproposals by agenciesproposals by agenciesproposals by agencies    

A clear and formal cost breakdown is proposed: the fees for the agencies 
are clear and separated from their supplier’s costs. 

Step Step Step Step 
4444    

Assessment ofAssessment ofAssessment ofAssessment of    
agencies’ proposalsagencies’ proposalsagencies’ proposalsagencies’ proposals 

The assessment is based on a precise and adapted multifactor grid. 

Step Step Step Step 
5555    

Project presentation Project presentation Project presentation Project presentation 
by shortby shortby shortby short----listed listed listed listed 

agenciesagenciesagenciesagencies 

A clear personalized presentation of the proposals with different 
hypotheses and examples from past projects is proposed. 

Step Step Step Step 
6666    

NegotiationNegotiationNegotiationNegotiation 
Negotiation is based on value creation and customer satisfaction. 

Cost reduction is not a priority. The buyers have to take this optimization 
into consideration. 

Step Step Step Step 
7777    

Establishing  Establishing  Establishing  Establishing  
conconconcontractstractstractstracts 

The order is confirmed by a contract jointly established by the agency and 
the project group. 

Step Step Step Step 
8888    

Execution of the Execution of the Execution of the Execution of the 
contractcontractcontractcontract 

A precise agreement specifies the different steps and tools for the follow 
up and for the validation of the project implementation and its realization. 

Step Step Step Step 
9999    

AssessmentAssessmentAssessmentAssessment 
The assessment of the project is based on well-known tools and 
indicators, as ROO (Return On Objectives) and ROI (Return On 

Investment). 

 
 
 

���� Which steps have the most impact based on 3 

success criterias? 
 
 

Impact on… BUYERS / CBUYERS / CBUYERS / CBUYERS / Corporate orporate orporate orporate MMMMeeting eeting eeting eeting PPPPlannerslannerslannerslanners    

…Quality of …Quality of …Quality of …Quality of 
the the the the relrelrelrelationationationation    

3.3.3.3. Drafting proposals by agencies 

…Financial …Financial …Financial …Financial 
managementmanagementmanagementmanagement    

1.1.1.1. Needs definition & specifications 
3.3.3.3. Drafting proposals by agencies 

8.8.8.8. Execution of the contract 

…Success of …Success of …Success of …Success of 
the projectthe projectthe projectthe project    

1.1.1.1. Needs definition & specifications 

 

Impact on… AGENCIESAGENCIESAGENCIESAGENCIES    

…Quality of …Quality of …Quality of …Quality of 
the the the the relationrelationrelationrelation    

No specific step 

…Financial …Financial …Financial …Financial 
managementmanagementmanagementmanagement    

1.1.1.1. Needs definition & specifications 
3.3.3.3. Drafting proposals by agencies 

…Success of …Success of …Success of …Success of 
tttthe projecthe projecthe projecthe project    

1.1.1.1. Needs definition & specifications 
6.6.6.6. Negotiation 
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����  STATE OF THE ART OF THE CURRENT PRACTICES 

 
STANDARD PROFILE (practices) FOR EACH MATURITY LEVEL 
This table presents the level of maturity of each firm taking into consideration the percentage of use of 
each practice we identify.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Maturity Level 1 (M1)Maturity Level 1 (M1)Maturity Level 1 (M1)Maturity Level 1 (M1)         Maturity Level Maturity Level Maturity Level Maturity Level 2 (M22 (M22 (M22 (M2))))         Maturity Level 3 Maturity Level 3 Maturity Level 3 Maturity Level 3 (M(M(M(M3333)))) 
 
 

 
 

 

Analysis of the 3 levels of maturity 
 
 

Firms displaying a level of maturity of 1 use mainly practices 1 and 2 in each step. These firms 
are the ones with the less developed methods and tools concerning meetings and events 
purchasing. In some steps, firms use practices from the level of maturity 2 (3, 5, 6 and 7) 
which show different levels of development of the purchasing process within firms. 

 
 

 
This profile is the most “balanced” of the three we have identified. Indeed, firms with a level of 
maturity 2 use in all steps but one (3) the corresponding practice.  

 
 

At last, firms displaying a level of maturity 3 use the practice 3 in 6 steps of the purchasing 
process. In other words, only 3 steps are concerned with the main use of practice 2: 2, 6 and 
9. It is interesting to note that two of these three steps (2 & 6) are characterized by the use of 
the same practice (2) by all the different actors in terms of level of maturity (M1, M2 & M3).  

Personalized presentation Personalized presentation Personalized presentation Personalized presentation     Meticulous presentation Meticulous presentation Meticulous presentation Meticulous presentation     Standardized presentation Standardized presentation Standardized presentation Standardized presentation     StepStepStepStep 5555 

Value creation and customer Value creation and customer Value creation and customer Value creation and customer 
satisatisatisatisfaction sfaction sfaction sfaction     

Price reduction and overall Price reduction and overall Price reduction and overall Price reduction and overall 
quality quality quality quality     

Focus on price reduction Focus on price reduction Focus on price reduction Focus on price reduction     StepStepStepStep 6666 

Contract between agency and Contract between agency and Contract between agency and Contract between agency and 
projectprojectprojectproject    

Written confirmation Written confirmation Written confirmation Written confirmation     Oral confirmation Oral confirmation Oral confirmation Oral confirmation     StepStepStepStep 7777 

Clear and formal cost breakdownClear and formal cost breakdownClear and formal cost breakdownClear and formal cost breakdown    PPPPartial cost breakdownartial cost breakdownartial cost breakdownartial cost breakdown    FlatFlatFlatFlat feefeefeefee Step 3Step 3Step 3Step 3    

Adapted multiAdapted multiAdapted multiAdapted multi---- factor grid  factor grid  factor grid  factor grid     Global comparative analysis of Global comparative analysis of Global comparative analysis of Global comparative analysis of 
offers offers offers offers     

Assessment on general Assessment on general Assessment on general Assessment on general 
feelings feelings feelings feelings     

Step 4Step 4Step 4Step 4 

Agreement on steps and tools for Agreement on steps and tools for Agreement on steps and tools for Agreement on steps and tools for 
the follow up the follow up the follow up the follow up     

Regular follow up Regular follow up Regular follow up Regular follow up     Validation of contract at theValidation of contract at theValidation of contract at theValidation of contract at the    
end of the project end of the project end of the project end of the project     

SSSSteptepteptep 8888 

WellWellWellWell----known tools and indicators known tools and indicators known tools and indicators known tools and indicators     Customer satisfaction survey Customer satisfaction survey Customer satisfaction survey Customer satisfaction survey     No quantitative No quantitative No quantitative No quantitative measuremeasuremeasuremeasure        StepStepStepStep 9999    

Bid via eBid via eBid via eBid via e----solutions solutions solutions solutions     Bid via emails Bid via emails Bid via emails Bid via emails     NoNoNoNo RFPRFPRFPRFP  Step 2Step 2Step 2Step 2    

WellWellWellWell----defined objectives and defined objectives and defined objectives and defined objectives and 
constraints constraints constraints constraints     

Technical specifications Technical specifications Technical specifications Technical specifications     Oral brief Oral brief Oral brief Oral brief     StepStepStepStep    1111    

PrPrPrPracticeacticeacticeactice 3333 PracticePracticePracticePractice 2222    Practice 1Practice 1Practice 1Practice 1     

Maturity Maturity Maturity Maturity     
level 1level 1level 1level 1    

Maturity Maturity Maturity Maturity     
level 2level 2level 2level 2    

Maturity Maturity Maturity Maturity     
level 3level 3level 3level 3    
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Analysis of the steps of the purchasing process 
 
 
Some steps are really 
discriminating in the way that 
firms with a level of maturity 1 
use the corresponding 
practice. This is clearly the 
case for step 1, 4 and 8step 1, 4 and 8step 1, 4 and 8step 1, 4 and 8 
where each kind of 
respondent (M1, M2, and M3) 
use the corresponding 
practice.  
 
On contrary, some steps 
reveal that there is only one 
practice used in the grand 
majority of firms and 

agencies. It means that some 
practices are not used in the 
industry, either due to ease in 
communications and 
understanding or due to a 
slow development and 
integration of the best 
practice. This is the case for 
step 2 and 6step 2 and 6step 2 and 6step 2 and 6 where all the 
respondents use mainly the 
practice 2. 
 
Others steps (3, 5, 7, 9)steps (3, 5, 7, 9)steps (3, 5, 7, 9)steps (3, 5, 7, 9) 
present different profiles of 
firms and respondents 

according to their level of 
maturity. In steps 3, 5 and 7 
practices corresponding to 
the level of maturity 2 are 
mainly used, with a growing 
tendency to implement 
practice 3. 
In the last step, practices are 
not well-developed for the 
moment and the tendency is 
towards the use of practice 1 
and 2. 

 
 
 
 

���� HOW TO BE MORE EFFICIENT ON THE 9 STEPS?  
* These results are provided through linear* These results are provided through linear* These results are provided through linear* These results are provided through linear    regression analysesregression analysesregression analysesregression analyses    
    

STESTESTESTEPPPP    Implement the Best PracticeImplement the Best PracticeImplement the Best PracticeImplement the Best Practice    RelationsRelationsRelationsRelations    

1. Needs definition1. Needs definition1. Needs definition1. Needs definition    
and specificationsand specificationsand specificationsand specifications 

There is a clear, precise and well-defined objectives 
identification of all constraints to take into consideration. 

----    

2. 2. 2. 2. Request ForRequest ForRequest ForRequest For    
ProposalsProposalsProposalsProposals    

A bid is sent to agencies via emails or post. - 

3. 3. 3. 3. DraftingDraftingDraftingDrafting    
proposals by proposals by proposals by proposals by 
agenciesagenciesagenciesagencies    

A clear and formal cost breakdown is proposed: the fees 
for the agencies are clear and separated from their 

supplier’s costs. 

+ Develop relations based on the 3 
ethical virtues 

4. 4. 4. 4. Assessment ofAssessment ofAssessment ofAssessment of    
agencies’ agencies’ agencies’ agencies’ proposalsproposalsproposalsproposals    

The assessment is based on a precise and adapted 
multifactor grid. 

- 

5. 5. 5. 5. Project Project Project Project 
presentation by presentation by presentation by presentation by 

shortshortshortshort----listed agencieslisted agencieslisted agencieslisted agencies    

A clear personalized presentation of the proposals with 
different hypotheses and examples from past projects is 

proposed. 
- 

6.6.6.6.    NegotiationNegotiationNegotiationNegotiation    

Negotiation is based on value creation and customer 
satisfaction. 

Cost reduction is not a priority. The buyers have to take 
this optimization into consideration. 

+ It’s more important to develop 
relations based on the 3 « ethics » 
virtues rather than implement the 

Best Practice 

7. 7. 7. 7. Establishing  Establishing  Establishing  Establishing  
contractscontractscontractscontracts    

The order is confirmed by a contract jointly established 
by the agency and the project group. 

- 

8. 8. 8. 8. Execution of the Execution of the Execution of the Execution of the 
contractcontractcontractcontract    

A precise agreement specifies the different steps and 
tools for the follow up and for the validation of the 

project implementation and its realization. 

+ Develop relations based on the 3 
« ethics » virtues 

9. 9. 9. 9. AssessmentAssessmentAssessmentAssessment    
The assessment of the project is based on well-known 
tools and indicators, as ROO (Return On Objectives) and 

ROI (Return On Investment). 

+ It’s more important to develop 
relations based on the 3 « ethics » 
virtues rather than implement the 

Best Practice 
    

To be the best in class, it’s compulsory to implement the Best Practice and the 3 ethical virtues of To be the best in class, it’s compulsory to implement the Best Practice and the 3 ethical virtues of To be the best in class, it’s compulsory to implement the Best Practice and the 3 ethical virtues of To be the best in class, it’s compulsory to implement the Best Practice and the 3 ethical virtues of the relations.the relations.the relations.the relations. 
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About MPIAbout MPIAbout MPIAbout MPI    
 

Meeting Professionals International, 
the leading association for the global  
meetings industry, is committed to  
delivering success for its more than  

21,000 worldwide members by  
providing innovative professional 

development programmes, building  
industry awareness and creating  

business development opportunities. 
Founded in 1972, the Dallas-based 

 organisation elevates the role of  
meetings through its 68 chapters  

and clubs in 20 countries around the  
world. For more information, visit 

www.mpiweb.orgwww.mpiweb.orgwww.mpiweb.orgwww.mpiweb.org. 
    

    
    
    
    
    
    

    
    
    
    
    
    
    
    
HeadquartersHeadquartersHeadquartersHeadquarters    
3030 Lyndon B. Johnson Freeway, 
Suite 1700 
Dallas, Texas 75234-2759 
USA 
Phone: +1 972 702 3000 
Fax: +1 972 702 3070 
    
European OfficeEuropean OfficeEuropean OfficeEuropean Office    
15 Route de Grundhof, 
Beaufort, L-6315, 
Grand Duchy of Luxembourg 
Phone: +352 26 87 61 41 
Fax: +352 26 87 63 43 
    
Canadian OffiCanadian OffiCanadian OffiCanadian Officececece    
6519-B Mississauga Road 
Mississauga, Ontario L5N 1A6 
Canada 
Phone: +1 905 286 4807 
Fax: +1 905 567 7191 

 
 
 
 
 
 
 
 
 
 
 
 
 

 


