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What type of Meeting Packages are Offered

120.0%

100.0%

80.0%

60.0% -

40.0% ~

20.0% -

0.0% -
Complete Meeting Modified Meeting Day Meeting Package Other (please specify)
Package (CMP) Package (MMP) (DMP)

Other Comments:
e Evening Packages
e 90% of business is DMP
e We have aflexible package for those that require only space and A/V for 4 hours or less.
Upscale CMP packages for more inclusions for higher level executive meetings
Wedding packages
Social
e Half Day and what we refer to as "Simplified Meeting Packages" which is a stripped down
package to offer a more competitive per person price for price sensitive buyers.
e State will hot honor a meeting package rate.
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What percentage of your Total Meeting Packages sold

are CMP?
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
0.0% ] ] . . .
1-10% 11-25% 26-40% 41-60% 61-75% 76-90% 91-100%
‘ O Seriesl 47.8% 4.3% 4.3% 21.7% 8.7% 8.7% 4.3%
Change in CMP package volumes over

the past 3 years?
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60.0%

50.0%

40.0%
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10.0%

-

Increased
13.0%

0.0%

Remained the same
60.9%

Decreased

26.1%

‘lSeriesl
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To what do you attribute the trend in your CMP
sales over the past 3 years?

Customers finda Customers finda Customers find the Customers find Other (please
greater value ina greater value ina meeting packages meeting packages specify)

Modified Meeting conference center are easier to work difficult to present
Package than environment than with to their companies
Complete Meeting a hotel meeting
Package environment

Other Comments:
govt business finds it easier to get what they want without scrutiny. Others are looking for a

more customized solution.

Many of our clients are local, therefore not needing rooms in the CMP.

Clients want a restaurant-style experience for dinner, because they perceive their
enough buffet-style for breakfast and lunch.

more al a carte / banquet dinners are being requested

Seasoned sales team is better able to "train" new customers in realizing the value
CMP

guests get

of the
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What percentage of your Total Meeting Packages sold
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How has MMP volume changed over the past 3 years?

Increased

Decreased

Remained the same

O Seriesl

41.7%

16.7%

41.7%
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To what do you attribute the trend in your MMP sales
over the past 3 years?

70.0%

60.0%

50.0%

40.0% ~

30.0% -~

20.0% ~

10.0%

0.0% -
Customers finda Customersfinda Customers want
greater value ina greatervalueina flexibility when
Modified Meeting Day Meeting choosing dinner

Package than Package with a options
Complete Meeting separate
Package guestroom rate

Customers are
looking for ways to

Other (please
specify)

Other Comments:
e | haven't had to be as flexible recently.

business.
e The overall outlook appears much stronger lately.

e We noted that MMP's have decreased.
e Our overall market for meetings has shrunk.

It's not something we offer

e Over the past few years, demand was so low that | needed to modify in order to close

We are pushing CMP more and offering modest meal credits for dinner when they go offsite

e More meetings are going in-house (in their offices) or a la Carte with little F&B and A/V.
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What percentage of your Total Meeting Packages sold
are DMP?

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

L]

1-10% 11-25% 26-40% 41-60% 61-75% 76-90% 91-100%
O Seriesl 12.5% 33.3% 20.8% 4.2% 12.5% 4.2% 12.5%
How has DMP volume changed
over the past 3 years?

60.0%
50.0%
40.0% I
30.0% E—
20.0% I
10.0% E—

0.0%

Increased Decreased Remained the same
O Seriesl 33.3% 16.7% 50.0%
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To what do you attribute to the trend in your DMP
sales over the past 3 years?

80.0%
70.0%
60.0%
50.0%
40.0%
30.0% ~
20.0% -
10‘0% 7 .
0.0% - ‘
Customers find a Customers are  Customers find a Customers are Other (please
greatervalueina  shorteningthe  greater value in a looking for ways to specify)
Day Meeting lenth of their ~ conference center save costs
Package with a meetings environment than
separate a hotel meeting
guestroom rate environment

Other Comments:
e Customers using local hotels more for DMP.
e Groups like to charge the guest the room rate and they cover the DMP portion.
e want other dinner options offsite
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What elements are included in your CMP

Audio Visual
Continuous Refreshment Breaks
Dinner

Lunch

Breakfast

Guestroom

Fitness Center
Gratuity

Parking

HSIA

Other (please specify)
Local Transportation
Taxes

Airport Transportation

90.9%

90.9%

90.9%

90.9%

90.9%

90.9%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0% 100.0%

Other Comments:
e Wedon't sell the DMP
e Conference Services Fee
e Conference & Breakout Space
e CMP was denied by the state - not allowed.
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How do you define a Modified Meeting Package ?
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
oot I
Any package that
A CMP without = A CMP without A CMP without 'S speually Other (please
. Breakfast or designed to .
Breakfast Dinner . . specify)
Dinner meet a specific
group need
O Seriesl 4.8% 28.6% 9.5% 52.4% 4.8%

Other Comments:
e We try to avoid the MMP terminology.
o We prefer DMP with a la carte dinner pricing and Bed and Breakfast rates where applicable
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Audio Visual
Continuous Refreshment Breaks
Lunch

Parking

Gratuity

HSIA

Guestroom

Fitness Center
Breakfast

Local Transportation
Taxes

Other (please specify)
Airport Transportation

Dinner

What elements are always included in your MMP?
(Please check all that apply)

89.5%

89.5%

0.0%

10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0% 100.0%

Other Comments:
e varies

e We try to avoid MMP terminology. See answer to question 16
e Conference and Breakout Space
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Audio Visual

Continuous Refreshment Breaks

Lunch

Gratuity

Parking

HSIA

Breakfast

Fitness Center

Taxes

Other (please specify)

Local Transportation

Airport Transportation

Dinner

What elements are typically included in your DMP?
(Please check all that apply)

100.0%

100.0%

100.0%

0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 120.0%

Other Comments:

e Experienced staff to handle all details
e Conference Services Fee
e Conference & Breakout Space
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What Audio Visual equipment is standard inclusion in
your Meeting Packages? (Please check all that apply)

Screen

LCD Projector in Main Meeting Room
Flipchart

Podium/Lectern

Wired Microphone

Easel

HSIA

DVD Player

Lavaliere Microphone

LCD Projector in Breakout Rooms

Other (please specify)

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%  120.0%

Other Comments:
e Computers
e Hardwired internet for presenters in all rooms
o Two walls of whiteboards in breakout rooms
e Room rental rate
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50.0%

How many Flipcharts do you include in the Main
Meeting Room in your package?

45.0%
40.0%

35.0%
30.0%
25.0%
20.0%
15.0%
10.0%

5.0%

0.0%

Other (please specify)

O Seriesl

37.5%

45.8%

16.7%

Other Comments:

e Upto 3 complimentary
e Currently 10 flipcharts may be lowering to 4 + 2 Easels

e Not defined

e Depends
How many Flipcharts do you include in the Breakout
Rooms?
70.0%
60.0%
50.0%
40.0%
30.0%
20.0% —
10.0% —
0.0% 2 Other (please specify)
O Seriesl 64.0% 8.0% 28.0%
PHG Research, All rights Reserved Page 16 of 19



Other Comments:
e Included in the first breakout room/ other cost
e Included in meeting room max
e Builtinin 9 breakouts, complimentary
e Not defined
e Depends

How many Breakout Rooms do you include in your
Meeting Packages?
30.0%
25.0%
20.0%
15.0%
10.0%
5.0%
0.0%
None 1 per 20 1 per 30 1 per 40 1 per 50 Unlimited Other (please
attendees attendees attendees attendees specify)

Other Comments:
e One breakout is complimentary for every meeting. Additional breakout rooms can be rented
daily.
e We customize based upon the client's program, instead of just automatically offering a
specific number of breakout rooms.

e 1perl0

e Point of negotiation when settling DMP rates
o 1:25

e Depends
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80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

Do you have any competing, traditional, non-
conference center hotels in your market selling a

Meeting Package of any kind?

B

Yes

No

O Seriesl

76.0%

24.0%
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What do competitive hotels include
in their Meeting Package?

Lunch

Breakfast

Parking

Continuous Refreshment Breaks
Audio Visual

HSIA

Gratuity

Guestroom

Dinner

Fitness Center

Other (please specify)
Taxes

Local Transportation

Airport Transportation

90.0%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0% 100.0%

Other Comments:
e AM 7 PM break only
e varies by property
e Breaks are not continuous, but included in the package
AM and PM breaks
meeting room
They offer an AM and PM break, not a continuous break.
Their lunch typically does not include much choice. Usually one entree for all.
e State does not allow.

PHG Research, All rights Reserved

Page 19 of 19



