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Abstract 

 The primary purpose of this study is to identify non-financial success metrics for planners 

of meetings and events, based on documented experiences.  The secondary purpose is to 

determine if experiences offered by the meetings and events industry are, as alleged by Pine 

and Gilmore (1998, 1999, 2001, 2011), multidimensional and focused on entertainment, 

education, escapism, and esthetics.  This study will analyze the measurement of non-financial 

meetings and events success by building on current theory and evaluation models. 

 This study comes at a critical time.  As the industry continues to grow and mature, and 

meetings and events become strategic solutions for clients, meeting planners are required to 

show business value in the events that they plan. Clients need constant reassurance that their 

event will have a positive or a successful outcome.  In some cases, this measure of success can 

be a financial one:  where the meeting or event benefits outweigh the costs.  However, with a 

wide variety of meeting and event types, it is not always possible to quantify benefits with a 

dollar value.  Meetings and events can have intangible benefits, but with current evaluation 

models, these intangible benefits are not measured well and are somewhat ignored.   

 Another gap in current meeting and event evaluation models is the focus.  Models such as 

the Phillips’ Return on Investment (ROI) Methodology measure return on investment for the 

client, but much of the data is not relevant or collectible for the meeting planner. Little 

information exists on how planners can measure the success of their meetings and events.  The 

need to demonstrate business value and limited success metrics are the key reasons to conduct 

this study. 

From an evaluation standpoint, industry professionals are faced with two primary 

issues.  First is the definition of a successful meeting or event, and the second is how to 

appropriately measure intangible, non-financial success.  What constitutes success may vary by 

industry segments or meeting type, but these nuances aren’t addressed in current evaluation 

models, such as ROI.  ROI is only an appropriate measure in five percent of meetings and events 



(Myhill & Phillips, 2006).  This suggests that additional success metrics can be developed and 

tested, and perhaps debunk the “one size fits all” nature of the ROI model.  Additionally, I look 

to determine if the industry can be segmented with respect to event type, and see if there is a 

connection between event type and appropriate evaluation metrics.   

 

 


