
Abstract

Convention service managers (CSM) may play an integral role in ensuring that meeting planners select 

their venue for future meetings and conventions. This study will assess how meeting planners form their 

repurchase intentions in a business-to-business (BTB) exchange with the hotel CSM, via their perceptions of 

relationship quality and CSM competency performance. Another primary goal of this study is to establish 

a core set of functional competencies for CSMs in the literature. The results of this study will yield 

implications for future research, and managerial implications for CSM training. 

Research Questions:

1. What are the functional competencies of hotel CSMs?

1. Do meeting planners’ perceptions of hotel CSM functional competencies predict their perceptions of 
relationship quality with the hotel CSM?

1. Do meeting planners’ perceptions of hotel CSM emotional competencies predict their perceptions of 
relationship quality with the hotel CSM?

1. Is likability an indicator of a meeting planner’s perceived relationship quality with the hotel CSM?

1. Is trust an indicator of a meeting planner’s perceived relationship quality with the hotel CSM?

1. Is commitment an indicator of a meeting planner’s perceived relationship quality with the hotel CSM?

1. Do meeting planners’ perceptions of relationship quality predict their intention to repurchase/rebook 
at the same property where the hotel CSM is employed at the time of the exchange?

1. If the hotel CSM is employed at a different property, do meting planners’ perceptions of relationship 
quality predict their intention to follow the hotel CSM to another property?

Purpose of Study

 Investigate how hotel CSM competency performance 

(functional and emotional) influences a meeting planner’s 

perception of relationship quality with the CSM, and 

ultimately their decision to repurchase.

 Loyalty to person will also be considered to determine if 

the aforementioned antecedents contribute 

incrementally to a meeting planner’s intention to follow 

the hotel CSM to another property. 

Significance of Study

 First study to firmly establish functional competencies of 

hotel CSMs in the literature.

 Among the first to test emotional competence as an 

antecedent to relationship quality in the BTB exchange in 

convention literature. 

 Likability will be added as a new dimension of relationship 

quality in a BTB exchange.

 This study will evaluate loyalty to person, in addition to 

loyalty to firm. If a meeting planner chooses to follow a 

hotel CSM after they have moved to a different property, 

the hotel at which the CSM was previously employed 

could stand to lose revenue in future years as a result.

Literature Review

 There is minimal literature regarding competencies for 

CSMs. Some literature exists with regard to standard 

meeting professional competencies (Cecil et al, 2013), but 

this study puts forward that each meeting professional 

performs in a different capacity to manage and service a 

meeting depending on the nature of their specific job 

responsibilities. 

 The service literature has established that emotional 

competence can help to build rapport and generate 

loyalty (Delcourt et al, 2010) in a BTC encounter, yet little is 

known as to whether or not the same remains true in a BTB 

encounter.

 Perceptions of relationship quality are formed out of a 

series of successful relational exchanges (Gutek et al, 

1999). It is through the exchange that parties cooperate 

and plan (Lambe e tal, 2001), where key mediating 

variables like trust, commitment (Morgan & Hunt, 1994), 

and likability (Goodwin & Gremler, 1996), may help to 

preserve the relationship and protect the long term 

interests of both parties in a BTB exchange (Morgan & 

Hunt, 1994).

 Loyalty is a multi-dimensional construct composed of 

attitudinal, behavioral, and/or cognitive dimensions; or 

some combination of all three (Barduskaite, 2014).
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Methodology

Design

 Mixed-Mode

 Qualitative – to identify competencies and develop items 
for functional competence section of the instrument.

 Quantitative – to investigate the relationship between 
constructs in the proposed model.

Sample & Data Collection

 Measurement

 Semi-structured interviews with executives who are 
responsible for the convention services department of 
hotel chains that run several convention hotels within their 
brand.

 Focus groups with clients of CSMs (i.e. meeting planners) to 
validate the functional competency themes that emerged 
from interview data of convention services executives.

 Functional competency items developed from qualitative 
component.

 Trust & commitment items from KVM instrument (Morgan & 
Hunt, 1994), and likability items from Liden and Maslyn
(1998).

 Emotional competence items from multi-rater trait 
emotional intelligence questionnaire (TEIQue) short form 
(Petrides, 2009).

 Loyalty items from Gecti and Zengin (2013).

 Sample for Questionnaire

 Meeting Planner members of meeting professionals 
international (MPI).
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