
UTMBA grad analyzes meeting space needs
GaylordHotels boasts more than 1.5

millionsquarefeetofmeetingspaceacross
three properties. The key toGaylord’s
continuedsuccessisincreasingutilization
of itsmeetingspace.AUniversityofTen-
nesseeProfessionalMBAgraduatehelped
crackthatcode.

Thecompany
GaylordHotels is part ofGaylordEn-

tertainment, aNewYorkStockExchange
hospitality concern based inNashville.
Gaylord’shotels includeGaylordOpryland
inNashville,GaylordPalmsoutsideOrlan-
doandGaylordTexanoutsideDallas.

Conventionhotelsliveordiebythesale
oftheirmeetingspace.Theymakemoney
onguest rooms, but it’s overwhelmingly
the convention attendeeswhobuyguest
rooms.

Theissue
Gaylordwantedtoincreasethedemand

foritsmeetingspace.TonyBodoh,aman-
agerofoperationsanalysisforGaylordwho
completedhisMBAin2002,wasassigned
thischallenge.

Bodoh’s first stepwas to interviewand
shadow60peoplefromthehotelstolearn
how the sales, convention services and
cateringdepartmentsoperated.He doc-
umented information bottlenecks and
identifiedproblemscommontoalldepart-

ments,suchasadisconnectofinformation
betweensalesandconventionservices(the
departmentthatplansandexecutesevents)
andduplicationofdataentryamongthede-
partments.

Withthisdata,Bodohbe-
gan to examine howGay-
lord’s customers (meeting
planners) utilized its facili-
ties. He reviewed years of
meeting space records and
notedapattern.Customers
tendedtouseall threesizes

ofGaylordmeetingspace inapredictable
order—breakfast andakeynote speech
inabanquethall; largepresentations ina
theater-style ballroom; and small group
discussionsinclassrooms.

Bodoh recognized abottleneck in the
process—moredemandexisted for the
classroomsthancouldbeaccommodated.
As a result, customers couldonly buy as
muchmeetingspaceas thebottleneck,or
classrooms,wouldallow;thisresultedina
lossofsales.

“Not being able to accommodate our
customers with meeting space needs
caused us to lose a tremendous amount
of business,” Bodoh said. “Throughmy
in-depthanalysis,Iwashopingtoturnthis
trendaround.”

Thesolution
Bodohcombed the Internet andother

resources,includingoneofhisprofessional
MBAprofessors,Dr.MandyamSrinivasan.
With Srinivasan’s help, Bodoh sought to
adapt the “TheoryofConstraints,” to the
hospitalityandmeetingsindustry.Unable
tofindliteraturethatspecificallyoutlined
howtoapply the theory tohisparticular
problem,Bodohcreatedhisownmethod.

Bodohresearchedscoresofcompetitive
propertiesandfoundconsistencybetween
how their andGaylord’smeeting space
was designed. He built amathematical
modelrepresentingtheindustry’scurrent
allocation and showed the impact that a
correctlydesignedmixwouldhaveonuti-
lizationandprofitability. Hisresults were

reviewedandadjustedby theconvention
servicesteam.Theproductofthiscollabo-
rationwasusedtodetermine theoptimal
mixandsizeofmeetingroomspace.

“Tony’sanalysiswasontargetandvery
timelyforusaswecontinuetoaggressively
growasacompany,”saysGregAshley,vice
presidentoffinanceandoperationsanaly-
sis forGaylord. “Optimallydesigning the
flowandutilizationofourmeetingspace
allowsustomaximizetheyieldonourho-
telrooms,andTony’sworkisenablingboth
oftheseitemstoconvergeinamannerthat
willbeverybeneficialtoourhotelbusiness
goingforward.”

Theoutcome
Gaylord recently announced expan-

sions ofGaylordOpryland andGaylord
Texan resorts andwill incorporate the
proportionatemeetingspaceparameters
thatwereidentifiedinBodoh’swork.

Inaddition,Bodoh’s findingsarebeing
incorporated intonewGaylordhotels in-
cludingtheGaylordNational,expectedto
openinApril2008outsideofWashington
D.C.andfutureacquisitions.

■
Case Study is provided by the University
of Tennessee College of Business
Administration.

GAYLORD HOTELS
One Gaylord Drive
Nashville, TN 37214
■ Web site:www.gaylord
entertainment.com
■ Contact: Tony Bodoh
■ Phone: 615-316-6814
■Email: tbodoh@gaylordentertainment.
com
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