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A Tool You Can Use:

The SMMP Workbook
For several years, meeting professionals have been hearing about strategic meetings management programs (SMMP) and the powerful benefits they can bring—to meetings departments, and to the organizations they serve.

Strategic meetings management can help cut costs and eliminate duplication in meeting and travel programs. Even more important, senior meeting professionals are using SMMP tools, techniques and principles to deliver better value for money, by aligning conferences and events more deliberately with their organizations’ core objectives.

But many planners and suppliers are still at the starting gate, trying to figure out what strategic meetings management is, how it can help their organizations, and—perhaps most difficult of all—how to get started on the job of turning the principles into practice.

This workbook will help. It lays out the eight elements of a strategic meetings management program and provides practical, step-by-step hints to guide you through the process. 

This workbook is brought to you by the Global Corporate Circle of Excellence (GCCOE), a committee of Meeting Professionals International (MPI). The GCCOE published several of the original white papers on strategic meetings management, and they are committed to helping colleagues get the most out of one of the most exciting, innovative, and promising practices in the meetings industry today.

SMMP is a living, changing body of knowledge, and we welcome your comments on this handbook.
And finally, please make this your handbook. The charts are meant to be written in. If you need more space, print out the full-size pages at www.mpiweb.org/CMS/uploadedFiles/Mortar/Full_Size _Handbook _Charts.doc, and if you still need more space, continue on the back of the sheet. While the steps to a strategic meetings management plan are standard, the results are as unique as your organization and as broad as your own resourcefulness and creativity.

Getting Started

Before you begin work on your strategic meetings management program, you should clarify your own goals and objectives. SMMP has the potential to transform your organization and your career. But you’re more likely to appreciate the result if you start out with a clear vision of the future you want.
Answer the following questions in relation to your organization, your current position, and your career:

	Your organization
	Your job today
	Your career

	What do you need to achieve? Where do you want to be in two to five years?

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.



	Now, rewrite those general achievements as SMART (Specific, Measurable, Attainable, Relevant, Timed) objectives
.

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.



	What will success look like? What are the critical success factors for each objective?

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.




STEP 1 – Understand Strategies & Goals
To introduce a successful strategic meetings management program, you must be certain that your plans are consistent with your organization’s broader strategy and goals.
Your research should give you a solid understanding of the operating environment and priorities that shape current business practices, and of the unique in-house culture that serves as a lens for everything your organization or organization does or perceives. The information you gather at this early stage will help you define your SMM process, and will make it easier to fill in the blanks as the plan takes shape.
A general theme throughout this handbook is that SMMP isn’t a spectator sport. At its best, it’s a broadly participatory activity, and you should bring in as many people as possible as research sources, advisors, or opinion leaders. By involving colleagues and other decision-makers at the very beginning, you give them an early signal that something new and exciting is afoot. And you help them buy in to the SMMP process, by showing them that their ideas, issues, and needs are being factored into your plans.

Your research on organizational priorities should focus on cross-cutting strategies, departmental or divisional goals, customer relationships, recent successes and failures, current organizational priorities, emerging obstacles or opportunities, and areas that might lend themselves to creative partnerships. Be careful not to scare people so that they hide information from you; be open and honest about why you want the information.
Depending on your organization, the place of meetings management within the current structure, the focus of your work, the specific questions you’re trying to answer, and the allies or in-house sponsors you’ll need to succeed, your key information sources may include:

· Colleagues in meetings management
· CEO/CFO

· Your supervisor;

· Customers;

· Your in-house sales and marketing team;

· Procurement and finance;

· Human resources and training;

· Customer service;

· Research;

· Other departments, divisions, or business units within your organization;

· Your organization intranet, external website, and the wider Internet;

· Outside vendors.

As you make your way through the different facets of your organization, it will be no more than common sense to frame your questions according to the culture of each department. With procurement, you should emphasize financial data. With sales and marketing, the focus will shift to customer contact. The executive team will be looking for high-end results and a strategic focus. To the extent that you can frame the role of meetings and events in these different contexts, you will be well on your way to developing a strategic meetings management program that maximizes your impact—and your influence—throughout the organization.
Particularly in global organizations, it might be important to know what not to ask when you begin delving into organizational culture. If you are crossing the boundaries of language, nationality, or geography, you must acquaint yourself with any unfamiliar cultures you are likely to encounter before you start. MPI’s CultureActive tool is a great online resource that can help you understand the cultural signals you will encounter in different parts of the world.
	Organizational strategies and goals

	What are your current priorities?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.



	Organizational strategies and goals

	What are your long-term priorities?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.



	What are the issues that keep you up at night? Are you facing a merger or a restructure? New technology? A tough economy or other operating challenges?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.



	What business(es) are you in?

	Who do you ask?
	What did they say?

(eg. an accounting firm)
	What did they mean?

(eg. selling financial services)

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.



	Who are your internal and external customers

	Who do you ask?
	What did they say?

	
	Internal
	External

	1.

2.

3.


	•

•

•

•

•


	•

•

•

•

•




	Organizational Culture

	How do you get things get done in your organization?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.




	How do your people create deliverables?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.



	What are your accepted business practices?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.



	What are the things that work best about your organizational culture? What are your strengths and assets?

	Who do you ask?
	What did they say?

	1.

2.

3.


	1.

2.

3.




Based on this research, you should be able to come up with an assessment of the strengths, weaknesses, opportunities and threats (SWOT analysis) that you will encounter when you introduce your SMMP. Assembling the specifics on a single page is a great way to summarize your initial work and weigh the balance among the different factors that will shape the program. Reporting your SWOT findings to in-house stakeholders helps demonstrate that you are serious about strategic meetings management, and that you are prepared to conduct a project assessment that is comparable with other initiatives within your organization.
	SWOT analysis

	Largely internal
	Strengths
•

•

•

•

•


	Weaknesses
•

•

•

•

•



	Largely external
	Opportunities
•

•

•

•

•


	Threats
•

•

•

•

•




Based on this analysis, what are the objectives for your meetings department, and for each major meeting you plan?

	Organization or Meeting:
	

	Objectives
1.

2.

3.

4.




STEP 2 – Identify Department Core Competencies
For the departments and organizations that implement them, strategic meetings management programs are about a process of transformation that creates a bridge between today’s work priorities and tomorrow’s strategic practices. 
The meeting planners who introduced some of the earliest SMMPs found that their departments shifted away from a largely tactical focus, and now pay much more attention to the organizational objectives that drive their meetings. Along the way, many of them found themselves outsourcing their day-to-day logistical duties and carving out a more strategic role—and a degree of respect within their organizations—that some could scarcely have imagined when they got started.
To proceed down this road, you have to ask the tough questions—of yourself, and of your meeting department colleagues and staff. And then, you have to answer honestly. A successful strategic meetings management program depends on knowledge, skills, and experience that may already be second nature to you…but could be brand new. It’s essential to assess and document those abilities, and to decide how well your current inventory of skills will support your shift to strategic meetings management. 

	What are your department’s strengths and weaknesses?

	Today
	Two to three years from now

	1.

2.

3.


	1.

2.

3.



	What added value do you bring to your organization?

	Today
	Two to three years from now

	1.

2.

3.


	1.

2.

3.




	Which tasks consume most of your time?

	Today
	Two to three years from now

	1.

2.

3.


	1.

2.

3.



	What percentage of your time do you spend on:

	Today
	Two to three years from now

	• Meeting logistics ___%
• Meeting strategy ___%

• Managing outside vendors ___%

• Other ___%
	• Meeting logistics ___%

• Meeting strategy ___%

• Managing outside vendors ___%

• Other ___%

	Where can you improve?

	Today
	Two to three years from now

	1.

2.

3.


	1.

2.

3.



	For what key functions do you rely on internal stakeholders or partners?

	Today
	Two to three years from now

	1.

2.

3.


	1.

2.

3.




	What key functions do you outsource?

	Today
	Two to three years from now

	1.

2.

3.


	1.

2.

3.




MPI Member Solutions enables meeting professionals to assess their ability to deliver on an exhaustive list of core competencies. The chart in Addendum A captures the skills that are most pertinent to a successful SMMP. Before you develop your plan, you should evaluate your own abilities in these areas and invite some of your internal partners or stakeholders to do the same.
The five-point scale should help you distinguish the duties where you excel from the areas where you might want to look for support—from within your organization, or from outsourced vendors. Use the last two columns to identify skill sets that you already outsource (o/s), or that are not applicable to your work. Over time, you can use the full Member Solutions assessment tool to evaluate your own skills—and to help other MPI members in your department do the same.
STEP 3 – Draft and Validate Preliminary Plan
Before you develop a full business plan for your strategic meetings management initiative, you should start with a four- to five-page preliminary outline. The draft should be thorough but concise, professional but enthusiastic, with each element presented in a sentence or two. Its purpose is to set out the overview, both to help you clarify and reconcile the various elements of the plan and to begin selling it within your organization.

The preliminary plan should lay out the reasons for a strategic meetings management plan and make a forceful, evidence-based case for action. You must explain why current practices fall short and draw a straight line to the solution you are proposing. Be clear about the objectives you expect to achieve, whether the focus is on saving money, improving meeting results, standardizing business processes, mitigating risk, or meeting regulatory requirements. 

The plan should draw on specific sources of business intelligence to make the case for change, list specific implementation steps and methods, identify the factors that will be critical to your success, and anticipate the financial and other resources you will require, the timeline for introducing the plan, and the steps you will take to measure results.  Make sure you show the preliminary plan to colleagues who have been helping you with information.
	Elements of a Preliminary SMMP Plan
EXECUTIVE SUMMARY
• Value proposition: What will the strategic meetings management program achieve, and why? How does the plan support broader organizational objectives and strategy?

( Save money


( Improve meeting results and impact


( Standardize business processes

( Mitigate risk


( Support regulatory compliance

BUSINESS INTELLIGENCE
• Information from colleagues and peers
• Customer feedback 

• Overview of industry practices (MPI, PCMA, Internet sources on SMMP and corporate consolidation, business schools, GCCOE white papers)

STEPS AND METHODS
• Consolidated spending
• Reduced labor costs
• Greater efficiencies
CRITICAL SUCCESS FACTORS

• In-house cooperation
• Supply chain support and management

• IT support

• Stakeholder/departmental support

• Brand management

• Sensitivity to/management of cultural change

FINANCIAL AND OTHER RESOURCES

TIMELINE FOR IMPLEMENTATION

EVALUATION


STEP 4 – Identify External Partners
Your external supply chain is one of the cornerstones of a strategic meetings management program. It’s essential to identify the vendors that can supplement your core competencies, then work with them to maximize financial and process efficiencies.
Your in-house procurement department may have suitable assessment tools to help you evaluate your external vendors, or you may be able to work with procurement to develop a tailored checklist that meets your needs and their expectations. Procurement may also know about vendors associated with other departments that may be a useful part of your supply mix.
Begin by identifying the vendors that currently account for the majority of your external spending.

	Vendor

Category
	Vendors
	Level of Spend

	
	
	Global/ National
	Regional/ Local

	Hotel
	
	
	

	
	
	
	

	
	
	
	

	AV
	
	
	

	
	
	
	

	Production
	
	
	

	
	
	
	

	Air
	
	
	

	
	
	
	

	Specialty
	
	
	

	Ground
	
	
	

	
	
	
	

	Food & beverage
	
	
	

	
	
	
	

	
	
	
	

	Entertainment
	
	
	

	
	
	
	

	DMCs
	
	
	

	
	
	
	

	
	
	
	

	Meeting management
	
	
	

	
	
	
	

	
	
	
	

	Alliances/Supporters

Sponsors
	
	
	

	Other
	
	
	


Next, add up your spend with each supplier and rate their effectiveness. Key measures of effectiveness include:
· Quality of work
· Price

· Availability
· Flexibility
· Consistency
· Value-added service
· History and relationship
· Compliance with regulatory requirements (internal standards, Sarbanes-Oxley, Safe Harbour, pharmaceutical codes)
· Overall satisfaction
	External Partners
	Vendors
	Cost and Value

	
	
	Total Spend
	1-5 scale

	
	
	
	Cost
	Value
	Cost x

Value

	Hotel
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	AV
	
	
	
	
	

	
	
	
	
	
	

	Production
	
	
	
	
	

	
	
	
	
	
	

	Air
	
	
	
	
	

	
	
	
	
	
	

	Specialty
	
	
	
	
	

	Ground
	
	
	
	
	

	
	
	
	
	
	

	Food & beverage
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Entertainment
	
	
	
	
	

	
	
	
	
	
	

	DMCs
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Meeting 
management
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Other
	
	
	
	
	


Vendor assessment takes time and research, but the result is a thorough inventory that documents your existing supply chain and helps you identify any gaps that should be addressed through a strategic meetings management program. 

STEP 5 – Identify Technology Tools

Every meeting professional understands the importance of using the right technology tools for the right purpose: to increase productivity, streamline meeting processes, and gather data for evaluation and future planning. 

Keeping track of available technology is half the challenge. It’s also very important to assess the options against your current and emerging requirements—once again, the emphasis must be on the right technology for the job.
First, assess your current technology. You’ll want to look at specific functions, as well as the ability of a particular software package to provide real-time access or integrate with other systems.
	Purpose
	Current Solution
	Gaps
	Rating

	Online RFP
	
	
	

	Budgeting/cost tracking
	
	
	

	Database/project management
	
	
	

	Registration/attendee management
	
	
	

	Meeting planning software
	
	
	

	Surveys
	
	
	

	Attendee evaluations
	
	
	

	Event reporting
	
	
	

	CRM
	
	
	

	Booking Airfare
	
	
	

	Competitor Benchmarking
	
	
	

	Calendaring/scheduling systems
	
	
	

	(Other)

	
	
	
	

	
	
	
	

	
	
	
	


With this basic assessment in hand, you can turn to a variety of sources to research the technologies and conduct the cost-benefit analysis that will fill any gaps in your current operation.
	TECHNOLOGY ASSESSMENT SOURCES

• Technology evaluation tools (MPI)
• Meetings technology specialists (corbinball.com)

• Magazine articles/web searches

• Trade shows

• Peers and colleagues


STEP 6 – Define Your Success Metrics

Before you launch your strategic meetings management program, you must have a clear idea of what success will look like—for individual meetings, and for the overall SMMP. 

Measurement is at the heart of a strategic meetings management program. It is the only way to validate your approach, quantify your success, and lay the foundation for future improvement. Clear metrics will help you make the tough decisions that may be needed about the value of a particular meeting or event, while demonstrating the overall return on your organization’s investment in its meetings department.

In Step 1 of this guide, you established the objectives for your meetings department, and for each major meeting you plan. Now, using your earlier work as a reference point, you must identify the measurement tools you are already using and any additional questions you’ll have to ask to determine the success of your SMMP.

	Objective #1:
	

	What are you measuring?
	What else do you need to know?
	How will you measure it?

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.



	Objective #2:
	

	What are you measuring?
	What else do you need to know?
	How will you measure it?

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.




	Objective #3:
	

	What are you measuring?
	What else do you need to know?
	How will you measure it?

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.



	Objective #4:
	

	What are you measuring?
	What else do you need to know?
	How will you measure it?

	1.

2.

3.


	1.

2.

3.


	1.

2.

3.




In setting success measures for an event, you should build in contingencies for inflation, cancellations, extreme weather, or other unpredictable factors that may affect financial return or business impact. Over time, the data you gather through a SMMP will give you a more precise reference point for contingency costs.
The assessment tools in this section are just a first step. In partnership with MPI, the Nashville, TN-based ROI Institute has developed a five-level process for evaluating return on investment in meetings and events. Visit <MPI URL> for further information and a list of upcoming training sessions.
Step 7 – Final Proposal/Business Plan
The final step in developing a strategic meetings management program is to assemble your objectives, priorities, and research into a full business plan. 
The design and development of winning business plans is a topic in itself, but you’ll find resources, advice and templates through MPI Member Solutions <URL>, as well as external resources like www.score.org/downloads/businessplan.  MPI’s Global Certification in Meetings Management (CMM) provides an in-depth view of the business planning process and addresses current and emerging business issues of concern to the meetings industry.
	Business Plan Template
EXECUTIVE SUMMARY
• Written last, to fully reflect the final plan

• Adapted from executive summary in preliminary plan (Step 3)

• Succinct statement of value proposition

• Tie-in to organizational objectives and strategy

• Overview of finances, resource requirements, financial milestones

PURPOSE
• Statement of the “burning need,” in the context of organizational goals and objectives

• Overview/critique of current approaches

• Benefits of proposed solution

• Succinct statement of value proposition

• Inventory of target audiences/markets and how the proposed solution will help them/reach them

ENVIRONMENTAL SCAN
• External

( SWOT analysis


( Statement of competitive advantages/potential areas of weakness

• Internal


( Current business processes


( Current one-year spend (global budget, meeting budgets, salaries, room rates)


( Projected spend over three to five years (factor in inflation)


( Data snapshots (percent spend by category and department, potential savings)

STRATEGY AND PLANS
• Proposed strategy

• Operations plan

• Communications plan
• Organizational chart (current and proposed)

FINANCIALS
• Budget

• Break-even analysis

• Cost-benefit analysis

• Operating costs (people)

• Capital costs (technology)

RISK ANALYSIS
• Overview

• Process SWOT analysis

• Success factors

• Potential limiting factors

• Alternative scenarios

TIMELINE/IMPLEMENTATION PLAN
• Milestones (financial, organizational)

• Check points (quarterly, and/or tied to specific milestones)
CONCLUSION


STEP 8 – Refine Plan for Implementation

The full business plan is the basis for one more round of consultation and feedback before implementation begins.

You know your business plan better than anyone, but that’s the point of seeking outside advice. Your supervisor, colleagues, and key stakeholders are one step removed from the plan. They may see gaps or opportunities that you’ve overlooked, and now is the time to find out about them.  Have other planners who have implemented a SSMP within their own organizations take a look, too.
Allow enough time for reviewers to read the plan, prepare their comments, and buy in to your vision. Then, allow yourself the flexibility to absorb their input and revise the plan as you see fit.

At the end of Step 8, you’re ready to launch the plan.
ADDENDUM A
Meetings Management

	SKILL NAME AND DEFINITION
	EXCELLENT....POOR

	
	1
	2
	3
	4
	5
	o/s
	n/a

	Audio Visual Management
The ability to accurately determine the audio-visual requirements for an event or meeting and contract vendors and ensure that the audio-visual needs are met. 
	
	
	
	
	
	
	

	Business Ethics
Demonstrates ethical behavior by clearly communicating all issues of relevance to the discussion or negotiation without exaggeration, misrepresentation, or concealment. Is able to set and follow clear and specific guidelines for professional conduct. Honors written and oral contracts, striving for clarity and mutual understanding through complete, accurate, and timely communications, while respecting legal and contractual rights of others. Ensures rights to privacy and protects confidentiality of privileged information received verbally, in writing, or electronically. Follows the pharma code or other codes of conduct.  Refrains from misusing solicited information, proposals, or concepts. Commits to the protection of the environment by responsible use of resources in the production of meetings. Understands the Sarbanes Oxley legislative act regarding business ethics.
	
	
	
	
	
	
	

	Exhibit Management
Directs all the details of the exhibits portion of a convention or meeting. Including, but not limited to, layout and booth assignments, placement, lead retrieval systems, expo companies contracts, and post show evaluations.
	
	
	
	
	
	
	

	Facility Logistics
All the activities of the hotel, convention center or other venue with roles supporting and executing meetings, including catering, audio visual, and housing, etc. 
	
	
	
	
	
	
	

	Food and Beverage Management
The planning, preparation and coordination required to provide meeting or event participants with food and beverage services. 
	
	
	
	
	
	
	

	Meeting Contracts
Knowledge of contracts in general, and the specific terms and conditions that apply to the meetings industry, such as attrition clauses, terms for room blocks, etc.
	
	
	
	
	
	
	

	Meeting Needs Assessment
The activity of engaging a meeting client or 'owner' regarding the objectives and expectations for a meeting. Addresses the organizational, technical, or social needs of a group and use the results of that research to guide decisions about every aspect of the meeting.
	
	
	
	
	
	
	

	Meeting/Event Promotion
The development and implementation of event promotion plans, with the goal of raising event awareness and meeting attendance and revenue goals. Requires skill in developing compelling messages and using various media (Internet, e-mail, print advertising, etc.) to reach a target audience.
	
	
	
	
	
	
	

	On-site Materials Management
Management of shipping and receiving, and the movement of material resources to, from and within a meeting or event.
	
	
	
	
	
	
	

	Post-Event Reporting
The evaluation and documentation of a meeting's effectiveness, focusing on identifying improvements for future meetings.
	
	
	
	
	
	
	

	Program Evaluation
The systematic and comprehensive review of a program or meeting, with the goal of measuring success against goals and making improvements to future programs.
	
	
	
	
	
	
	

	Registration / Reservations Management
Management of the registration and/or reservation process for meetings and housing. Includes the management of pre-registrations and on-site registrations, and often includes the distribution of materials to participants.
	
	
	
	
	
	
	

	Room Set
The physical arrangement of a room including the layout of tables, chairs, other furniture, and equipment. 
	
	
	
	
	
	
	

	Security and Emergency Response Planning
Planning for and response to security problems and emergency situations. Knowledge of the procedures and methods used to ensure the safety and security of staff and attendees at meetings and events.
	
	
	
	
	
	
	


	Site Selection
Knowledge of tools and resources available in identifying meeting sites. Using information about the meeting objectives and site characteristics (location, accessibility, environment, amenities, facility conditions, service, meeting and exhibit space, services provided, cost) to select the most appropriate site for a meeting or event. 
	
	
	
	
	
	
	

	Sponsor Solicitation / Relations
Solicitation and management of sponsors for events, materials or services. 
	
	
	
	
	
	
	

	Transportation
Knowledge of transportation options and providers, the selection and management of transportation vendors, and communication to participants regarding transportation schedules and options.
	
	
	
	
	
	
	


Education and Content Development 

	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Adult Learning Theory
Knowledge of the principles and practices of providing instruction to the adult learner. 
	
	
	
	
	
	
	

	Curriculum Design
The design of an educational program to meet specific learning goals.
	
	
	
	
	
	
	

	Educational Content Management for Meetings
Managing all aspects of the educational content for a meeting or conference. 
	
	
	
	
	
	
	

	Learning Objectives and Outcomes
The identification of desired learning outcomes that result from a learning experience, to serve as the basis for developing the educational program, for setting appropriate expectations, and for assessing the extent of learning attained. 
	
	
	
	
	
	
	

	Speaker Management
Working with speakers to ensure that organizational, audience and speaker needs are met; includes setting and maintaining the standards that speakers must contractually agree to meet. 
	
	
	
	
	
	
	

	Speaker/Presentation Evaluation
Evaluation of a speaker or presentation to assess delivery of content and alignment with presentation objectives. 
	
	
	
	
	
	
	


Business Management
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Budget Process Compliance
Knowledge of the organization's budget policies and procedures. Skill in developing an accurate budget for planning purposes and staying within that budget. 
	
	
	
	
	
	
	

	Change Management
Adaptation to changes in the environment on a personal and workload basis; remaining professionally focused on assignments and goals without emotional reaction and task disruption. 
	
	
	
	
	
	
	

	Commercial Law
Understanding the laws and regulations that apply to one's business, including industry-specific regulations and laws that apply across industries (employment law, liability, criminal fraud, etc.).
	
	
	
	
	
	
	

	Competitive Analysis
Identification of competitors and the evaluation of their respective strengths and weaknesses in terms of products, services, marketing and other areas. 
	
	
	
	
	
	
	

	Contract Management
The preparation, monitoring and management of the contracting process as well as individual contracts. 
	
	
	
	
	
	
	

	Diversity Initiatives (*American HR)
The design, training, and implementation of initiatives focused on defined or diverse populations. Includes assessment of current situation and implementation of initiatives within recruiting, selection, promotion, and development systems.
	
	
	
	
	
	
	

	Economics
Understanding of the way in which goods and services, including capital, move more freely within and among nations. Understanding of how the global economy impacts one's own industry and organization.
	
	
	
	
	
	
	

	Functional/Operational Management
Administration of work processes, budgets, people, resources, deliverables, general administration and other components of day-to-day management of a functional unit. 
	
	
	
	
	
	
	


	Health and Safety
Attentiveness to factors that impact safety, communication regarding ways to improve safety, and compliance with relevant rules and regulations. 
	
	
	
	
	
	
	

	Human Resource Management
Ensuring and providing the availability of qualified workers; employee recruitment, training and development, and administration of employee benefit programs.
	
	
	
	
	
	
	

	Innovation
The conception, adoption and implementation or production of a new product, service, process or idea.
	
	
	
	
	
	
	

	Inventory Management
The process or system of maintaining a desired stock level of specific products or items, balancing customer needs and the cost of maintaining an inventory. 
	
	
	
	
	
	
	

	Material Resource Management
The centralized, coordinated management of material resources to achieve an organization's or event's objectives.
	
	
	
	
	
	
	

	Organizational Awareness
Knowledge of the organization's mission and functions, how its social, political, and technological systems work, and how to operate effectively within them. Includes knowledge of the programs, policies, procedures, rules, and regulations of the organization.
	
	
	
	
	
	
	

	Procurement Procedure Compliance
Knowledge of the procurement or purchasing policies and procedures, and the ability to comply with those procedures. May include use of a formal RFI (request for information) and RFP (request for proposals) process. 
	
	
	
	
	
	
	

	Return on Investment (ROI)
Ability to determine financial and non-financial benefits of programs or initiatives. Capable of determining the impact on the organization's budget and finances, such as cost reductions or revenue increases, as well as influence on operations or achievement of organizational goals and results such as improved customer satisfaction, better information and shorter cycle-time.
	
	
	
	
	
	
	


	Risk Management
Analysis, identification, planning and control of those procedures and practices that can adversely impact the business. Outputs include prevention, contingency planning and preparation of alternatives. 
	
	
	
	
	
	
	

	Sourcing
The process of identifying providers of required products or services and the selection of vendors/suppliers that best meet the needs of the business.
	
	
	
	
	
	
	

	Standards and Procedures
The development of and adherence to defined and documented practices for achieving a result. 
	
	
	
	
	
	
	

	Vendor Management
The communication and oversight of product and service vendors to ensure quality, timeliness and adherence to the contract, and to maintain the vendor relationship.
	
	
	
	
	
	
	


Communication
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Written Communication
The ability to communicate in business through effective and efficient writing. Communication medium can include personal communications, reports, evaluations, etc.
	
	
	
	
	
	
	


Interpersonal Relations/Relationships
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Customer Service
A continuing focus on the needs and requirements of customers and clients; anticipating their needs; remaining sensitive to customers while performing services for them; responsive to customer needs. 
	
	
	
	
	
	
	

	Leadership
Leadership is a process of stating objectives in a way that is precisely understood, ensuring the commitment of individuals to those objectives, defining the methods of measurement, and then providing the incentive to get things done. A leader formulates vision and objectives, and secures commitment. 
	
	
	
	
	
	
	


	Negotiating
The act of discussing an issue between two or more parties with competing interests with an aim of coming to an agreement.
	
	
	
	
	
	
	

	Networking Through People
The continuous prospecting method of making and utilizing contacts.
	
	
	
	
	
	
	

	Relationship Management
The development and perpetuation of successful and mutually-beneficial relationships where customers and others become business partners with common goals, positive attitudes, cooperative work styles, open communications and team spirit. 
	
	
	
	
	
	
	

	Selling and/or Salesmanship
Knowledge of the sales process and the ability to generate and close sales, including customer relationships.
	
	
	
	
	
	
	

	Strategic Relationships
The development and management of agreements between two or more enterprises to conduct specified business processes in a joint manner.
	
	
	
	
	
	
	


Project Management/Work Planning
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Coordination
A process of facilitating timing, communication, and feedback among work tasks. The harmonious function of parts for the most effective results.
	
	
	
	
	
	
	

	Monitoring
To observe, track, and consistently review performance (of yourself, others, an organization, or project); to identify problems or opportunities and make improvements or take corrective action.
	
	
	
	
	
	
	

	Needs Assessment
Identification and understanding of issues, needs, problems, and opportunities; comparing data from different sources to draw conclusions; taking action that is consistent with available facts, constraints, and probable consequences. 
	
	
	
	
	
	
	


	Plan Writing
Formulation of a comprehensive and thoughtful written (project, program or business) plan, which precisely defines all parameters such as, goals, objectives, process, income projections and outcomes. 
	
	
	
	
	
	
	

	Planning
Ability to anticipate resource needs and then arrange, prioritize and shape activities to meet objectives. 
	
	
	
	
	
	
	

	Prioritization
Assessing the degree of importance and urgency of various tasks and activities, and determining which should be addressed, and in what order.
	
	
	
	
	
	
	

	Process Mapping
The ability to identify the components of a process and describe or document that process using a visual representation to show how inputs, outputs and tasks are linked
	
	
	
	
	
	
	

	Project Management
The process of planning, organizing, and managing tasks and resources to accomplish a well defined objective, usually within constraints of time, resources, and cost. 
	
	
	
	
	
	
	

	Proposal Writing/Development
Clearly identifying the elements of a project or idea and presenting a plan for accomplishing the project. This will often include specifications for deadlines, resources requirements, costs, deliverables, etc.
	
	
	
	
	
	
	


People Management
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Building and Managing a Team
Ability to organize, gain the involvement of, and manage diverse work groups and/or task forces to accomplish specific projects or goals. 
	
	
	
	
	
	
	

	Coaching
The essence of coaching is communication - frequent discussions between supervisor and associate centered around a person's performance and potential. There interactions provide a means for a person to correct an approach, refine an objective or adjust an action plan. 
	
	
	
	
	
	
	

	Delegation
Delegation involves passing responsibility for completion of work to other people. Effective delegation involves achieving the correct balance between operational control of work and giving people the space to achieve success in their own way. 
	
	
	
	
	
	
	

	Diversity - Leading a Team of Diverse People
Managing a team of people who are from different countries or who have varied backgrounds with diverse perspectives. 
	
	
	
	
	
	
	

	People Management
Motivating, developing, and directing people as they work, identifying the best people for the job.
	
	
	
	
	
	
	

	Performance Evaluation/Management
The management and administration of the performance of employees. It is the ability to set goals, observe the functioning of people, and constructively supply the communication necessary to improve individual and group performance. 
	
	
	
	
	
	
	

	Staff Communication
The ability to communicate clearly, diplomatically and effectively to staff verbally and through announcements, newsletters, memos, status reports and other media. 
	
	
	
	
	
	
	

	Staff Development/Training
Provide training and direction for staff to effectively complete assigned tasks and improve job skills. 
	
	
	
	
	
	
	

	Team Building
An effort to increase the effectiveness of work teams by improving interpersonal skills, processes, goal clarification, and role clarification.
	
	
	
	
	
	
	

	Team Management
The skillful handling of a group of people charged with working together to meet their objectives.
	
	
	
	
	
	
	


Strategy
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Organization-wide Perspective
Ability to critically evaluate information and to anticipate and understand the implications of decisions and actions on organizational components and people. 
	
	
	
	
	
	
	


	Strategic Planning
A disciplined effort to shape an organization according to the vision of its leaders by clarifying fundamental decisions and actions. The objective of strategic planning is to create a map by which to manage the organization, define what it does, why it does it and how to do it.
	
	
	
	
	
	
	

	Strategic Thinking
Using thought and judgment in terms of forming or actualizing a long-term plan for a specific purpose. 
	
	
	
	
	
	
	

	Succession Planning
Making provisions for the replacement of management or staff members of an organization. It is a proactive process to keep the management constantly aligned with the strategic framework of the organization. 
	
	
	
	
	
	
	

	Visioning
A process by which an organization envisions the future it wants, and plans how to achieve it. Ability to identify the organization's purpose, core values and vision of the future, which are then transformed into a manageable and feasible set of goals and an action plan. 
	
	
	
	
	
	
	


Marketing
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Brand Development
Ability to conduct a process that begins with customer/market research and strategic analysis, the results of which culminate in positioning and brand messaging that is communicated across the organization and the marketplace via marketing tactics that are attractive, unique and informative.
	
	
	
	
	
	
	

	Collateral Design
Ability to develop direct sales tactics including but not limited to signage, point-of-purchase and brochures that promote actual products and service and communicate the brand.
	
	
	
	
	
	
	

	Customer Relationship Marketing
Knowledge of a one-to-one marketing model in which all the information about a customer, gathered throughout the history of that customer's relationship with the organization, is used to market to that customer in a way that promotes trust, loyalty, and therefore, increased sales. 
	
	
	
	
	
	
	

	Integrated Marketing and Messaging
Marketing activities with a common focus on the marketplace or a customer segment. The execution of each individual piece of the integrated marketing plan is consistent with, and supportive of, each of the other pieces of the plan. 
	
	
	
	
	
	
	

	Market Analysis
Ability to extrapolate actionable outcomes from an aggregate data derived from a systematic investigation of an existing or potential market, including demographic, psychographic, competitive and past and future trends.
	
	
	
	
	
	
	

	Marketing
Identifying unmet needs; producing products and performing services to meet those needs; pricing, distributing, and promoting those products and services. 
	
	
	
	
	
	
	

	Marketing Planning
Ability to anticipate marketing needs and then arrange, prioritize and shape activities to meet objectives. 
	
	
	
	
	
	
	

	Positioning
The ability to identify optimum product positioning opportunities and implement successful positioning strategies to sustain the products' market advantage by identifying competing products, the attributes that define the product 'space', collecting information from a sample of customers about their perceptions of each product on the relevant attributes and determining the target market's preferred combination of attributes.
	
	
	
	
	
	
	

	Pricing
Choosing the appropriate price for a product to meet an organization's profit objectives and buyer's purchasing objectives. Factors considered may include one or more of the following: cost to produce, the value added to the customer by the product or service, competitive expectations and the elasticity of the market.
	
	
	
	
	
	
	

	Strategic Marketing Plan Development
Development of a plan that links marketing objectives, strategies and tactics together with measurements, monitoring, and controls to ensure thorough implementation. In includes a full evaluation of client and competitor analysis, product and pricing strategies, market segmentation and positioning strategies, as well as clearly targeted promotional, exhibition and PR activity.
	
	
	
	
	
	
	

	Targeted Marketing
The use of database research (data mining) to create profiles of users who will be most receptive to sales messages. 
	
	
	
	
	
	
	

	Public Relations
Expertise in developing relationships with the media and shaping the messages that an organization wants to communicate to the public, other organizations or the media, and expertise in distributing that information via the Internet, print, press releases and speeches.
	
	
	
	
	
	
	


International Relations
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Foreign Markets and Cultures
Working overseas or in an area which requires an understanding of foreign governments, international marketing, or foreign cultures. 
	
	
	
	
	
	
	

	International Currency
Knowledge of the official units of monetary exchange for other countries and the implications for accepting foreign currencies. 
	
	
	
	
	
	
	

	Protocol and Practices
Knowledge of and sensitivity to the business customs, etiquette, and communication styles of other nationalities.
	
	
	
	
	
	
	


Technology
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Computer Skills (Personal Computer Literacy)
The use of personal computers utilizing software such as word processors, spreadsheets, text editors, and graphics to accomplish work tasks. Takes into consideration current computer software programs.
	
	
	
	
	
	
	

	Hardware/Software Evaluation and Selection
The feasibility, assessment, and testing of new hardware and software, typically advanced or emerging, and the subsequent recommendation for use within the organization. 
	
	
	
	
	
	
	

	Internet/E-Commerce - Business Applications
Use of the Internet to market one's business. May include E-commerce, which refers to online ordering and purchase functions.
	
	
	
	
	
	
	

	Knowledge Management
A concept in which an enterprise consciously and comprehensively gathers, organizes, shares, and analyzes its knowledge in terms of resources, documents, and people skills. 
	
	
	
	
	
	
	

	Information System Maintenance
The monitoring and maintaining of an information system to ensure performance and reliability of the system.
	
	
	
	
	
	
	

	Systems Analysis and Evaluation
Determining how a system should work and how changes in conditions, operations, and the environment will affect outcomes. Identifying measures or indicators of system performance and the actions needed to improve or correct performance, relative to the goals of the system.
	
	
	
	
	
	
	

	Technology Application
Integrating hardware, software and other system options to meet the needs of an organization or solve a specific problem.
	
	
	
	
	
	
	

	Technology Industry Knowledge
The continuous acquisition of information about trends, direction, new products and changes in the technology industry, as well as specific knowledge about hardware, software and services. 
	
	
	
	
	
	
	


Analysis/Process/Decisions
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Benchmarking Analysis
Identification of performance variables, and the application of an ongoing measurement program to compare one's personal or organizational performance against past performance, specific standards, desired levels of performance or the performance of a comparable program or another organization.
	
	
	
	
	
	
	

	Critical Thinking
Use of logic and reasoning in one's approach to problems. To identify the strengths and weaknesses of alternative solutions or conclusions.
	
	
	
	
	
	
	

	Data Collection and Analysis
Systematic gathering of data for a particular purpose from various resources, including questionnaires, interviews, observation, existing records, and electronic devices. It can include planning, statistics and measurement. 
	
	
	
	
	
	
	

	Decision Making
Consideration of the relative costs and benefits of potential actions and selection of the most appropriate course of action.
	
	
	
	
	
	
	

	Design
Creative process of conceiving and planning something for a specific role, purpose or effect. 
	
	
	
	
	
	
	

	Mathematics
Use of formulas, numbers, and equations in business applications such as purchasing, inventory and resource management, planning, financial applications, measurement, etc.
	
	
	
	
	
	
	

	Methodologies
Standardized practices that are followed or procedures adhered to while participating in a task or activity. 
	
	
	
	
	
	
	

	Observation
To carefully watch, especially with attention to details or behavior.
	
	
	
	
	
	
	

	Problem Solving
Step-by-step process of identifying and defining a problem, searching for information and testing a series of solutions until the problem is solved. It involves critical thinking, analysis and persistence. 
	
	
	
	
	
	
	

	Process Improvement
The methodology followed for increasing the effectiveness and/or efficiency of a business process. 
	
	
	
	
	
	
	

	Process Knowledge
Identification, understanding and documentation of the people, equipment, materials, methods, and environment that produce output--a given product or service. 
	
	
	
	
	
	
	

	Projection/Forecasting
To calculate or predict some future event or condition as a result of analysis of relevant data. 
	
	
	
	
	
	
	


	Research
Systematic approach to collect and analyze information with the result of greater understanding or the development of a solution to a problem. This involves the use of sound and unbiased primary and secondary research methods and appropriate analytic techniques.
	
	
	
	
	
	
	

	Surveys
The use of questionnaires to collect information from a group of interest. Includes survey development, data collection and analysis of the information in a way that will allow one to make informed business decisions.
	
	
	
	
	
	
	

	Trend Analysis
The identification and interpretation of data patterns over time. 
	
	
	
	
	
	
	


Financial Management
	SKILL NAME AND DEFINITION
	1
	2
	3
	4
	5
	o/s
	n/a

	Accounting Principles
Knowing the general financial framework of the organization, including principles of statutory accounting and GAAP, the organization management accounting conceptual framework, and tax accounting. 
	
	
	
	
	
	
	

	Accounting Rules and Guidelines
Understanding the rules, regulations, sanctions and other statutory requirements, guidelines and instructions relating to governing bodies and organizations, both internally and externally. 
	
	
	
	
	
	
	

	Auditing
Auditing is conducting an independent review and examination of records and activities in order to test the adequacy and effectiveness of procedures, policies and standards to ensure compliance with established policy and operational procedures, and to recommend any necessary changes. 
	
	
	
	
	
	
	

	Break Even Analysis (pricing)
The calculation of the approximate sales volume required to just cover costs, below which production would be unprofitable and above which it would be profitable. Break Even Analysis focuses on the relationship among fixed costs, variable costs, and profit (the excess of revenues over outlays in a given period of time). 
	
	
	
	
	
	
	

	Budgeting
The process of forecasting revenue and expense contrasted against actuals to determine a net profit or loss. 
	
	
	
	
	
	
	

	Cost Accounting/Cost Controls
Accounting activity designed to help managers identify, measure, and control operating costs. 
	
	
	
	
	
	
	

	Cost/Benefit Analysis
A technique designed to determine the feasibility of a project or plan by quantifying its costs and benefits. 
	
	
	
	
	
	
	

	Finance/Capital
Understanding when capital is needed and being able to choose the right form of capital for sustaining or growing one's business.
	
	
	
	
	
	
	

	Financial Management
Activities that enable an organization to obtain capital for growth, allocate resources efficiently, maximize the income potential of the business activity and monitor results through accounting documents. Include financial analysis, and financial risk management.
	
	
	
	
	
	
	

	Forecasting
Make projections about future financial performance on the basis of historical and current data.
	
	
	
	
	
	
	

	Procurement Management
Establishment and management of the processes involved in requesting, ordering, auditing, and paying for goods and services. 
	
	
	
	
	
	
	

	Sales Planning
Ability to anticipate sales goals and then arrange, prioritize and shape activities to meet them. 
	
	
	
	
	
	
	

	Stakeholder Management
Being fiscally responsible to all individuals who are invested in a project or event such as the sponsors, attendees, suppliers, media and others. Will involve defining and articulating the expectations of the stakeholder and reporting against predetermined measures.
	
	
	
	
	
	
	

	Tax Accounting
Plan business strategies based on tax consequences and reports finances to the tax authorities.
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