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What is the Site International Foundation?

The Mission;
To enhance the awareness and
- .
Srte ‘ Internatlonal effectiveness of motivational
Foundation | | |
experiences and incentive travel

thereby increasing usage globally.

A registered non-profit 501(c)(3) organization, the Foundation facilitates research, trend

analysis and educational program support for the incentive and travel professional.




Who Is the Site International Foundation?

Fay Beauchine, CITE
President Engagement &
Events - Carlson Marketing

Roger Tondeur
Immediate Past President -
MCI Group Holding S.A.

Steve O’Malley
Vice President, General
Manager - Maxvantage

Stephen Powell

Senior Vice President
Worldwide Sales -
InterContinental Hotels Group

Ray Bloom
Chairman - IMEX

Oliver Bonke
Senior Vice President, Sales
and Marketing - Starwood

Sean Mahoney

Vice President of Worldwide
Charter and Incentive Sales -
Silverseas Cruises, Ltd.

Madelyn Marusa, DMCP
Vice President Industry
Relations - PRA Destination
Management

Penny Wing
Incentive Travel, LLC.

Brian Walsh
COO & CFO
Wyndham Jade

Brenda Anderson
CEO - Site

Allison Summers
Executive Director — Site
International Foundation



This it Index survey
1he motwatonal sverts industry. Th e
aminonty cieer 2 tts

woro

ciogy
i ey b
rmsa.c/vszum P
sty A4%. of Fvoz
R ekl gt roct domir om ot (1) o b
5 e o oy L4k yiho
riec sconarmic 1 g tact, and coa
o s 1 n.«,w o rezpony

e

e e sokona
ecmoogy fot e s peelwerk

o erg g wmm; 3
ey ot et B gt oo
1 ey tao s 1 s oG Vo
ucaton & Dt

may Ev..;:

artr

s
- . o e, e
protc: 4 shoukd o e,

Vit masting 159 28aTE 10 b WA

oy

Whon asked sbout 1 kmportancs of 3
etk vy vm sty

= g 34 aaamro
P thirges 1 o U of lrckogy 1 aach

Executive Summary
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http://www.siteglobal.com/Portals/0/Library/Site_Index_FocusOnTheEconomy-S1.pdf

Objectives of This Session

- We will explore key indicators -the use of
technology and measurement- the SITE INDEX

- Panellists will translate how the topics affect their
business strategies

- We will invite points of view from the audience



Our Panelists

Luca Favetta
Senior Director Global Events EMEA + India
SAP SA

Carole Poillerat

Global Category Leader- Conferences

ISMO (International Sales & Marketing Organization)
AstraZeneca

Stephen D. Powell

Senior Vice President Worldwide Sales
InterContinental Hotels Group



Tell us about yourself...
what do you really do in your job?




Let’s talk technology...




Use of Technology, January 2010 Slte

Investment

Which statement comes
closest to describing
your organization’s
approach to investing

in new technologies?

Approximately 44% of
Investment i1s made in
response to the market -
-- either direct demand
C) We have an organized multi-year plan 12.5% from Cllents (19%) or

Qv'\’r- are currently satisfied with our ?f>'.'r>!> based on new prOdUCt
of technology 7.8% deVEIOpment (25%).

. We invest in upgrades as we have
funds available 28.1%

Only 7.8% indicated
. Wedinves.t as \;Vf&offer new products they were SatISerd W|th
. We experiment with lots of new ideas cu rrent Ievel Of
and hope that clients will be attracted teCh nOIOgy

to them 4.7%

@ otherziu




How are you currently using technology
In the planning and execution of
events...and are you satisfied with the
level of technology?




What is the role of virtual meetings
today and in the future?




Site Index: Focus on Measurement

Release April 2010

Executive Summary

This Site Index survey of Return on
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Respondents represented views
from ten countries on the topic of
ROI & ROO. Findings revealed:

« Qver 80% believe the focus on
ROI and ROO is increasing

* 75% believe that the percentage
of programs that require ROI
and ROO measurement will
Increase
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Measurement and
Motivational Events

How likely is it that corporate users who fall
to measure ROl and ROO will cease using
motivational events at some point in the future?

- Majority of respondents are
measuring less than 50%
of programs

« 45% believe that is likely
that firms who do not track
results will cease using

Very Unlikely

Unlikely

No Opinion/ motivational events
Answer
Likely There Is a clear opportunity
for providers to add value to
Very Likely

clients in helping measure
ROI and ROO of events.




Program Objectives

For the following questions, please check off

e orne o ceares o moessn 1 NE 0P Objectives being satisfied

What are the objectives you attempt to satisfy

through running incentive by program
category were:

1|‘| 1'

Sales Distributor
Increase profits Build loyalty

To increase
commitment to the
organization

To build
relationships

To improve
networking

Non-Sales Consumer

Increase Increase market
commitment to share
organization

To build
loyalty

To instill corporate
values/ objectives/
vision

To increase company
competitive advantage

To build
trust

s * Itis evident is the priority for objectives
IS distinct and unique to each program

type and measurement methodology
should take this into consideration.

. Consumer Programs - Sales Program
- Non-Sales Programs

TR




What’s being measured?

What factors are important in determining
return on investment?




What is important that isn’t being measured?

Post conference results (what is the behavior
of the attendee after the event) are ranked

Important but are not extensively tracked.
Why is this the case?



Open Q&A




Lend Your Perspectives to the
Site Index Surveys

Visit www.siteglobal.com to enroll in the data panel,
participate in this survey and receive results.

Research is to see
what everybody else has seen,
and to think what

nobody else has thought.
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