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Understanding the Strategic Value Threshold 
in Pharma Meeting & Events 

Does your company need its own Strategic Meetings Management 
Program (SMMP)?
This a relevant question for various executives in procurement, commercial capabilities or compliance & strategy. In large 
pharma companies spend on meetings and events is exceeding 100 million EUR annually on strategic communication. 
However, any organization spending 10-20 Million EUR, or more should have its own SMMP. 

What is Strategic Value Point (SVP)?
SVP is defined as that amount at which the spends on meeting, congress and events done by an organization can be 
transformed into a commercial capability if strategized internally. 

All organizations at some point in time pass through a point of Strategic Value where it makes sense to develop SMM as 
a true strategic commercial capability rather than just an indirect spend. At GCO Global we observed that pharma 
companies these days reach this point (100 % outsourced) much faster than it was in the past. 

But to assess whether your organization is at the Strategic Value Point, it is crucial to make the appropriate investigation 
regarding your indirect spends. This can vary a lot between a small biotech, midsize fast-growing pharma or large 
pharma. This exercise will also stimulate the visibility on tail spends in your organization, which poses a compliance risk 
if not managed well. 

When does SMM transform 
to strategic capability?

When spends on the outsourced services are visible and the number of suppliers is less, it's relatively easy to draw your 
Strategic Value Point. However, at GCO we observe that in many small- and midsize biotech and pharma companies, the 
larger part of SMM strategy lies outside the organization, when the spends are dispersed. 

In many instances, the suppliers are often larger in size than the organizations of clients they are working for and 
therefore clients tend to depend on the supplier in the absence of any in-house strategists. An undesirable independency 
which can be avoided with the implementation of a clear SMMP strategy. 

To find more on these approaches please contact us at info@gcoglobal.com  
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Figure 1 
Percentage of outsourcing in meeting, congress 
and events increases with increase in spends 

Figure 2 
Percentage of strategy internalization (SMMP) 
increases with increase in spends on meeting, 
congress and events

Figure 3
Strategic Value Point of an organization
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