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Planning a retreat is a demanding process: agreeing upon the retreat objectives, choosing
a venue, customizing the content for your company, coordinating logistics and travel. More
and more often, these responsibilities are being handled by ad hoc committees and busy
administrators. While we aren’t a meeting planner service, we do have vast experience
and contacts from which our clients benefit.

corporateRetreats - How to get the most out of them




the rightPeople... teamBuilding

If you don't have the right people, then the whole thing will fall apart either during
the retreat or, even worse, when you get back to the office. Typically you will want
to have an intact management team present at your retreat. If there are other key
staff members within the organization with an in-depth knowledge of the issues at
hand, or who will be responsible for executing the strategy, consider adding them
as well. You may wish to add them for only part of the agenda, or you may wish
to get their input either before or after the retreat. Never use a corporate retreat to
"reward" someone; this is a time for serious business and should only include the
people needed to get the work done.

the rightAgenda...

Agendas that are unfocused, overloaded, and don't have specific outcomes stated
are an invitation to failure. These agendas try to cover too much in too little time,
with the end result being that nothing gets done properly. The lack of focus makes
it all too easy for discussions to get "offrack." Before designing a corporate retreat
agenda, be very clear about the following:

"What has to happen for us to consider this session a success?"
"What specific issues do we want to deal with?"

"What tangible things do we want in our hands at the end of each
discussion?"

"What is not on the table?"

"If we don't have enough time to cover everything, which things on our list can wait
for a future sessione"

Here at mww, we recently worked with a client who had a very focused agenda
with a specific set of outcomes. He wanted to figure out how his company could
profitabf) row, and he wanted fo leave the session with two or three specitic actions
that could be implemented immediately upon return to the office. As experienced
retreat facilitators, we were able to work within this framework to build an agenda
for the retreat that explored different avenues to profitable growth, including doin
a better job of customer retention, winning orders in head-to-head competition, cng
elntering new markets. The end result was a powerful meeting and a very satisfied
client.

the rightProcess...

Sometimes it isn't what you do, but rather how you do it.

For example, man %roups will choose to do a SWOT (Strengths, Weaknesses,
Opportunities, and Threats) analysis as part of a strategic planning process. In our
experience, if you ask an organization to describe their strengths you will get a
predictable list of "generic" strengths with no particular evidence to support them.
If, on the other hand, you ask people one at a time to relate a "success story" about
a significant accomplishment over the past two to three years and then engage the
entire group in identifying the strengths that contributed to this success, you will get
a list of specific strengths that can be directly related to the organization.

Perhaps the change is not earth shattering, but the cumulative effect of many similar
changes on a corporate retreat can be significant.







