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HBAA

From the Executive Director

When we decided to start publishing white papers we thought we should go in to the deep end and start
with a major topic - “The Future of Booking Venues”. The timing seemed right - with unprecedented focus on
“MICE” as a part of Travel procurement and developments in both transaction and communication technology
beginning to have a major impact on the landscape.

The challenge in writing a paper like this is to make sure it is comprehensive and insightful, with enough
“bite” to reward the reader for time spent whilst keeping it concise and focussed. Richard and Andrew from
Inkerman Associates have done a superb job in delivering this brief on such a broad and wide ranging subject
without running to a tome the size of “The Encyclopaedia Britannica”

As you can imagine the articles that follow demonstrate the various opinions but technology always returns as
the area that will deliver the greatest impact that all of us will operate and manage MICE long into the future.
One interesting quote (left margin from Robbert-Jan) regarding the future of WEB 2.0 technologies in travel
marketing highlighted a view that | feel we should ignore at our peril !

Ourthanks and appreciation goes to the various respected industry commentators for their wise and constructive
comments. Many provided us a valuable insight into what they thought the future might hold, unfortunately
some, due to company policy, are unable to attach their identity against a comment.
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“It will be
important in
future to have a
digital site visit
but the problem
is you only see
the facilities,
you cannot
feel, touch or
fully experience
them! As yet
you can’t
download
personality
from the
internet.”

Robbert-Jan
Mienardi -
Grand Hotel
Huis ter Duin
(Netherlands)

From the Chairman

Welcome to our first White Paper.

It is always great to be part of a new project
especially when it is crucial to the industry to
ensure Members, Partners and Corporates have
a reference regarding methodology and working
practice.

The future of the conference industry has been
discussed and researched in great depth through
the 3 corners of our booking triangle.

Sue Burgess

Unlike the Bermuda Triangle we will not Chairman HBAA

disappear but grow through our knowledge and

understanding!! September 2008
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o Embrace future Technology and the next generation who
understand it.

o Technology will be a major influence in MICE but not the total
solution.

» Agents need to adapt where possible to a Management Fee
structure and demonstrate their value in the chain.

o Corporates must recognise and be prepared to pay for the
service and values provided.

o Associations and the industry must communicate and work
together for successful results.

I | B A A *( a list of contributors can be viewed on the back cover)
Visit www.hbaa.org.uk for further information on the HBAA.
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"Over the past
10 years the
single most
obvious change
has been the
focus this sector
has received
from travel
management

in general

- whilst there
are differences
between MICE
and business
travel there’s too
many obvious
connections to

consider - both as

separately, as the
market has."

Paul Tilstone
Executive
Director

[
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Overview from the Editor

The future of booking venues within the MICE market is moving towards achieving
a balance between human logistics and business strategy. The complexity,
commercialism and demands of industry nowadays have created a procurement
environment where many questions have to be answered and justified before the
solution can be delivered.

“Why do we need a meeting”? “What are our objectives”? “What is the budget™?
“Who should attend”? Was that a good meeting? And so on.

The question from the agent, hotel and venue side of the industry is - “How are we
going to manage these ever increasing demands with a consistently decreasing
margin equation”?

Isinvestmentin, and adoption of, technology the solution? - I think itis one of several
answers, but definitely not the total solution. Away from the basic booking process,
technology will assistin reducing cost, resource and time in areas such as document
sharing (room lists, dietary, delegate profiles, invitations / diary management,
registrations, questionnaires, management information and evaluation).

It has been interesting interviewing the industry and listening to differing and
mixed opinions. For example, on the subject of Online Meeting Booking solutions,
everyone is currently talking about it, no one is denying it is not going to happen
and influence the future, but even though there are technology led companies
stating they have the solution, no-one can demonstrate the total solution for many
reasons. There just is not one system that the whole industry can plug into and start
processing the booking enquiries. The cost of building your own solution at any
point of the chain is prohibitive and unless you can access full live market inventory
you're kidding yourself and your clients.

Throughout the chain the reasons are apparent, starting with Corporate Buyer
/ Procurement function. Whilst there is thought and demand, each organisation
requires a different functionality, operates a different Preferred Programme and
until there is a system that can deliver live availability and price structure across the
entire market inventory; there will remain the “l want to speak to someone” scenario.
In fact in 2007 only 10% of the UK’s meeting stock was available online - and some
of this was via a request platform. Until this is overcome and the MICE sector can
electronically enter the Portal environment with all the other Travel components -
the chain will struggle to effectively control and mange spend and policy.

Entering into the agency world, let's take the small to medium sized market, there is
a clear apprehension to investment (no clear Return on Investment -ROI) but most
worrying, there is a lack of understanding as to what actually the present and future
possibilities are. In addition it is sometimes lack of understanding what the client is
wanting. In reverse - some agents clearly appear to be disinterested in researching
and advising their clients how and what they should be doing. This could eventually
result in a model where a client uses an agent for larger more complex bookings,
and then either connects direct to hotels / venues or via an alternative technology
(GDS, Starcite, Arcaneo, etc) platform, missing the agent out all together.

THE FUTURE OF BOOKING VENUES
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Finally, the Hotel/VVenue suppliers - they will continue to look at solutions (with
larger Global Groups leading the way) but apart from the costs, it is evident that
they will never let go of their inventory and will only drip feed an electronic meeting
distribution system.

Additionally, for the technology to be successful, the rules of engagement would
have to change, bookers using an online system would not be able to hold space
indefinitely, (reducing the current issue of holding 1st, 2nd & 3rd options across
the market), they would have to be prepared to confirm instantly, and adhere to
cancellation terms! - | expect any PA /Booker, reading this, is already baulking at the
idea, with the thought of the constant amendments, date changes and cancellations
they experience.

But to me - what's the issue? This is what you accept everyday when buying in
an online environment, i.e. a flight, e-bay, Amazon or tickets to a West End show.
Some of you might state - that this is commaoditising the Meetings Industry - it is not!
Not every booking will be able to be made via online technology, but for the one’s
that can it is a matter of advancement, commercialism and efficiency.

Once the utopia of a system that can access “live” inventory has been delivered
the issue of cultural changes and a combined education process through the chain,
needs to be understood. Until this is accepted, no online solution will ever be
successful or adopted.

"Increased use
of the internet
for online
reservations
which is
trackable

for clients,
available 24/7,
can be very
cost effective,
kept up to date
and is a world-
wide showcase
for potential
clients who are
‘browsing’."

Tony Troy
CEO
Principal
Hayley Hotels
& Conference
Venues

"There are more and
more sites offering
an online ‘live
availability’ service
for meetings, but

| have yet to find
one with sufficient
accurate information
and availability for a
large enough choice
of venues for it to be
taken seriously."

Angie Mason
Managing Director
Absolute
Corporate Events

Over the past few years, the issue of a combined management of internal
meeting space and external solutions has been evident. Hotels and Venues
actually predicted in some locations, a decrease in their business due to
stronger management of utilising internal meeting rooms - but this actually
hasn’t happened.

Some Corporates have not been able to introduce a “stiffer” policy due to
a multiple of reasons - one being that Senior Management do not lead by
example and either monopolise all the space or just book outside policy to suit
their diary and movements. Other Corporates have been successful and now
have some extremely useful management information that demonstrates the
buy-in and exceptions for Cost Centre managers to utilise effectively.

Richard Eades (Editor)
Inkerman Associates
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The infamous “credit-crunch” is currently having
major influences not just on current business but on
future forecasting, price structuring, decisions and
strategy. However, within our industry over the past
twenty years, we have experienced many periods
of downturn and market uncertainty.

The first Gulf War is a good example to use as a starting point of the various
knee jerk reactions - where we entered the unknown, hotels were dropping
the rates and having an uncontrolled price war. Agents were panicking as
overnight they were managing more cancellations and amendments than
new enquiries. The corporates, whilst being steered by the “old school”
experienced internal travel managers, were demanding more and more
management information from along the chain to control the belt tightening.

This was before the connectivity and distribution channels we experience
today. For those that recall, confirmations were via telex machines. It was clear
that accurate data, communication (human and technical), yield and central
controls throughout the chain to stabilise and manage market downturn or
world event influences, would be required in future.

Fortunately the industry learnt fairly quickly and started to communicate (talk
and listen) across all channels and discuss issues and solutions together.
9/11 and the second Gulf War demonstrated the progress that had been
made. The industry, whilst not prepared for the events, was able to activate
contingency plans and the market was able to work together.

Hotels looked at controlling their inventory and reacted with added value in
the bedroom rates, quality service and packaging their meeting room rates.

Several of the panel interviewed estimated the current period of downturn is
likely to last for the next 12 to 18 months. Whilst margins move towards rock
bottom, for agents and hotels, their general housekeeping policies exercises
in controlling fixed and varied costs will be evident to take them through this
point and beyond.

THE FUTURE OF BOOKING VENUES
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Panel Question

What significant changes have you witnessed influence
the MICE market over the past 10 years?

Changes that have influenced MICE Industry over past 10 years

50% Procurement Methods
10% Mergers & Acquisitions
20% Technology

5% Lead Times

5% World Events

10% CSR Policy
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From a MICE property market position over the past few years, we have experienced the financial restructuring
of a large part of the branded hotel sector through:

o sale and lease back
o sale and manage back
Sometimes investors have chosen to operate, other times they have separated assets from ownership. The

positive is that many properties that were in need of refurbishment or a new lease of life in their management
have been regenerated.

The downside, in some cases, is that this has affected previously strong relationships, commercial agreements
and service delivery through a totally financial strategy - positioning with an exit strategy from the investors
and Main Boards.

THE FUTURE OF BOOKING VENUES
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Another noticeable change has been the massive increase of non-residential
venues entering the market - Sports Stadiums, Historic Houses, Museums,
Serviced Office space, Boats etc. The difficulty these particular venues now
face in securing confirmed business, against the large amount of inventory
available to corporate buyers and their agencies, is not just in demonstrating
sustainability and delivering the high standard of service expected, but to
operate with the required infrastructural support - such as finance, account
management, joint marketing and IT initiatives.

"The past 10 years as a period of time has seen most notably the massive
increase in supply. It does seem now that every type of location is hoping
to tap into the meetings and conferences as a secondary revenue stream
- competition can now be found in the form of stadia, museums, tourist
attractions and in one village close to one of our properties the village
shops promoting “meeting rooms."

"Our emphasis has
been on a more
efficient and sales
focused Events
Department, to turn
round enquiries in
minutes not days." Tim Chudley
Managing Director
David Taylor Sundial Group
Sales Director

QHotels o _ )
Several of the Hoteliers interviewed explained how over the past few years

they have had to strengthen and train their Sales Team to focus on MICE
market with more emphasis on Account Management, product knowledge
and relationship building.
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Procurement

No one has a crystal ball or all the answers. However, you might as well
stick your head in the sand if you believe that future technology will not play
an important factor within the Meetings & Conference Industry. Another hot

"Pressure to reduce
costs and the
improvement in
conference call and

video conference
technology (not to
mention company
CSR objectives)
will mean that

the smaller more
informal meeting
may be replaced by
technical solutions."

Rajesh Vohra
Sarova Hotels
Sales & Marketing
Director

topic, and on many corporate meeting agendas, is carbon footprint and
CSR (corporate social responsibility).

Security is also making its way up the list and could increase further as a
deciding factor being influenced by the stability of the world. Corporates
continue to look at ways to remove all risk. Therefore if a location or activity
is deemed to have any hint of a risk at an early stage, the option will be
removed from the list.

THE FUTURE OF BOOKING VENUES



The business landscape is constantly changing because of the increasing requirement for more corporate
governance - procurement just doesn’t have the resource or time to manage this!

The last few years in Travel procurement has seen a stronger focus and measured controls in

o Corporate and Social Responsibility
o Security / Terrorism Threat

o Data Protection / Freedom of information

o Health & Safety - Corporate Manslaughter

Many finance departments are creaking at the edges. There is far too much Red Tape to manage all of
this with the same amount of resource as previously budgeted.

The result being that responsibility and management is being passed down the chain to the agents and
eventually to the hotel / venue suppliers - in the majority of cases there is the expectation that the cost of
process and management is being passed down, resulting in taking operating costs to the extreme.

In some cases, either through lack of knowledge on the full Profit & Loss of an account or through pride
of having the contract, agents are actually operating at such low margins they are not making any profit.
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Whilst the last ten years has seen the a shift in "The procurement of MICE services has
emphasis from the Corporate Travel Manager to become more professional, gone are the
an increase of procurement controlled travel, it days of decisions solely being made on
is evident that the status and position within the referrals or relationships."
corporate of procurement has been elevated as
they continue to demonstrate cost controls and Douglas O’Neill
prudent purchasing methods. Managing Director
Inntel
\~ ________________________________________________ _’I
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Involved in planning
outsource decisions

Involved in New Product
Development

Reports to the board

Seen as strategic and
sponsored by the board

Seen as an admin.
function

Source:
Efficio survey
November 2006
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"Very clearly it

is not just about
booking a meeting
room anymore

- as anyone can
do that!"

Leigh Jagger
CEO Banks
Sadler

At the end of 2006 a survey of Procurement department within fifty large international organisations
demonstrated the internal change in perception over the previous six years.

| 2006

2007

Future Challenges

Experience is something that can be bought and the agency market has seen a lot
of movement recently amongst companies. If this is healthy, it waits to be seen.

In the future our panel expressed that we were more than likely to see a continued
growth in the acquisitions, management buy-outs or merger of agents. The
consolidation of the agencies will leave a very difficult market, for the medium
sized agencies. The future, our panel felt, would be dominated by large agencies
capturing the multiples of meeting bookings and smaller agencies operating in
niche markets as specialist.

The panel were clear that there will always be a need for both and whilst the
debate on TMC v HBA will no doubt continue until both are extinct and robots and
computers have taken over all functionality, It is important that each focus on what
their strengths and not waste time on this debate.

"TMC v HBA - we should stick to what we do best - just make sure you can
prove beyond doubt that you are doing the best possible job for your client.”

Chris Peacock
Director
Conference Care
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