We use the results of the "Role of Executive Briefings" multi-client study for:


Business planning - highlights strengths and improvement areas in the context of importance and relative to our peers.  As results are translated into Return-On-Investment terms, allows conscious business decisions in terms of how we resource briefings.





A great motivator for the team (our discussion leaders/presenters and the briefing center staff) based on outstanding financial and customer relationship/loyalty business results.





- 	Sara Lautenbach of Hewlett-Packard











We use the survey to benchmark ourselves against other briefing programs. The results help us focus on areas where we need to improve our program as well as continue what we are doing well. The revenue attributed to the briefing program provides a baseline for measuring our contributions to our business.





Linda Stevens of Microsoft











We used the Multi-Client data to "recharge" our program.  It gave us data to help us raise the level of our events in addition to capturing the interest of our senior management.





Rebecca Bucher of Xerox








Sprint has been participating in the ABPM Multi Client study for about five years.  The data we receive regarding our external customers is valuable to us as an internal marketing tool.  We use the data to prove that our external customers and prospects feel that our centers do directly impact sales.  This is illustrated by showing the percentage of prospects that close business with Sprint due to the briefings and the percentage of prospects that purchased more products and services as a direct result of the briefing.  This information carries a punch because it is provided to us from a third party vendor.  If we collected this information ourselves our internal sales team would not be as impressed.  Although there is an expense to do the multi-client study, the benefits of having the results greatly outweighs the cost.





-      Dana Conyers of Sprint


