Multi-Client Study on the Role of Executive Briefings Deliverables and Benefits





Deliverables





Two copies of the final report, content of which will vary, depending on the client’s participation level.





	The findings section of the final report is provided in two parts:


The results of the External Customer Survey, conducted for and unique to the individual sponsor, compared to the aggregate data — and to previous years’ data for that sponsor when applicable.


The results of the Internal Customer Survey compared to the aggregate data — and to previous years’ data for the sponsor when applicable.


An incremental revenue contribution calculation will be provided to each sponsor who participates in the external study — and will be based on that sponsors’ external customer findings.  Sponsors participating in the internal study only will receive an incremental revenue calculation based on the aggregate external study data. 





The appendices, in addition to recapping the results of each question in the form of frequency tables, will include any open-ended comments specific to each sponsor’s customer surveys.


One soft copy of the reports depicting both the sponsor-unique and aggregate data will be provided to each participating sponsor for use in developing internal presentations.





A discounted attendance fee to the October ABPM Fall Workshop Series where the meeting to review the aggregate results of the study will be held at the opening general session.


A powerpoint presentation of key aggregate findings for the sponsor.  Slides may be culled to form the core of a presentation to Program Management and other interested individuals or groups.


Special requests, other than the deliverables described above, will be accommodated for a modest charge.





B.	Benefits





Benefits to the sponsors of the annual Multi-Client Study include, but are not limited to:





An understanding of the strategic impact of an Executive Briefing on the customers' perception of the sponsor's company, products and services.


Better understanding of customers' requirements for, and expectations of, Executive Briefings in support of knowledge gain and the purchase process.


Knowledge of the level of internal and external customer satisfaction achieved at Executive Briefing events.


Comparison of results for the sponsor's company to the aggregate of all customer responses.


Research efforts result in lower costs per sponsor, due to the multi-client framework.


Better understanding of the Executive Briefing's role in relationship building and in enhancing customers' perceptions of the sponsor's company, products and services.


Better understanding of internal customers' requirements for Executive Briefings in support of the sales process.


Comparison of the internal and external customers' responses to common questions.


Internal and external customers' identification of areas for improvement in Executive Briefing Programs and facilities.  These could form the basis of an action program for sponsors to improve their Executive Briefing Programs.


The opportunity to discuss common issues, concerns and ideas with other Briefing Program Managers at the optional review meeting.





