® BYRONNIE GARRETT

FIVE REASONS FOR CONSIDERING A PROFESSIONAL
PLANNER FOR SMALLER CORPORATE MEETINGS,
PARTIES AND EVENTS
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Contracts also contain hidden charges
that only an experienced contract reviewer
would know. For instance, the contract may
state it costs $60 to hang banners. The
company shows up with 50 banners to hang
and is told that it's $60 a banner, not $60
for all of them. "Companies can be impeded
by costs that are hidden because of a lack
of interpretation in the contract,” she says.

“Contracts are written in the best interest of
the venue,” she adds. "We're not attorneys
but we've been in the business long enough
to know and interpret the language in these
clauses to infer the risk to our client.”

Finally, get everything in writing. Waldhuetter
recalls how FEC once inherited a contract
where the hotel had agreed to darken
skylights in its atrium and put on a laser
light show for meeting attendees. “This was
negotiated one year, on a handshake, and
then the following year, new management
was in charge,” she recalls. "The new
manager said absolutely no to these things.
Everything that is agreed to at the time of the
first meeting must be in writing.”
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3. VETTED VENDORS.

Planners have contacts with vendors within
the industry and have thoroughly screened
those contacts, says Reader who indicates
that A-Mazing Events reviews every partner
after every event. The vendors they work
with must meet a set level of standards and
if they fall below a certain point on their
scale, they will not work with them again.

"A planner knows the best caterers, best
event venues and entertainers, and has
ongoing relationships with those partners,”
she says.

Solid relationships translate into a give-
take partnership, where the planner may be
able to negotiate on price, services and get
service on the fly. “The favors go back and
forth,” says Reader “If we are on the job and
realize, ‘Oh we need an extra table here’
they will bring it on a moment's notice.”

Waldhuetter points out that oftentimes
the in-house planner Googles their options
but reminds that in today’s society anyone
can have a website and look legitimate. A
planner knows who actually is legitimate
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and works only with reputable vendors. “We
can offer prequalified and excellent choices
for events at different price points,” she says.

4. LEVERAGING NEGOTIATIONS.
Everything in a contract is negotiable.
“Often a professional planner can
negotiate for better rates,” says Craig.
“An in-house planner may not realize
that they can negotiate." She explains
that a planner may have worked with the
venue multiple times and may have more
buying power because they can leverage
that event with the others they've done
at that location to obtain better rates,
concessions, penalty clauses and so on.

Reader adds that it's not that in-house
planners cannot negotiate for a better
deal, but points out they may not know
what they can and cannot negotiate
for. For instance, she says they may not
realize they can get a discount on food
and beverage, audio-visual equipment, or
Internet charges. “I won't sign a contract
without asking what the venue can do in
terms of a discount on food and beverage
or audio visual," she says. “We recently had
a venue charging for Internet, and we were
able to get that cut in half. Another person
may not think to ask for those things.”

5. EXPERIENCE.

“This is what planners do daily,” says
Craig. Planners have their fingers on
the pulse of the industry, they are aware
of industry trends, they know what
works and what doesn't, and they know
what details are important to focus on.
“A planner who works full-time in the
industry, is aware of event trends, has
contacts and connections that can help
the event succeed,” Waldhuetter says.

Consider the following situations from
actual corporate events planned in-house:

* A company picnic in July. The in-house
planning team did get a tent in case of
rain, but no one considered what they
would do if the weather was both rainy
and windy and the tent needed sides.

* An assistant remembered to order a
screen to put up for presentations in
the meeting room, but failed to check
whether or not the screen fit in the
meeting room. It didn't.

* The employee did a wonderful job of
planning the meeting but invoices
were grossly delayed as she got caught
up in the tasks of her daily job.

“Your team can come up with the ideas
and we can execute them," says Craig.
“A planner isn't trying to take away the
fun of planning a meeting or event, just
acting as an extension of the staff. We are

consultants that can say that’s a good
idea, or that idea didn't work elsewhere
and here's what might work better. In the
end they are still making the final choices.
It’s still their meeting!” [0

Ronnie Garrett is a freelance
writer based in Fort Atkinson,
y Wis.

* Do you need a planner? Companies should weigh the value of
hiring and outsourcing the event. How much time will it take? Does
anyone have time to take it on? It’s a viable solution for companies
that have experienced downsizing, notes Denice Waldhuetter, vice
president of Milwaukee-based PEC Meetings.

= Find the right planner. Look for a planner that understands your
needs and the event’s goals and objectives. In fact, Joey Reader,
owner of A-Mazing Events says a planner’s first question should
be what are the event’s goals and objectives? “If a planner doesn’t
know these things, they cannot be effective,” she says. “You need
a planner who understands the company culture.”

» Make sure the planner is legitimate and insured, and comes with

references, adds Waldhuetter.

» Find a planner experienced in planning your type of event. If you're
hosting a golf outing, find a planner who has done one. If planning
a strategy meeting, find one who has done that.

* Cost. Expect to pay around $75 an hour or a percentage of the
total event spend to cover the planner’s services.

* Determine the services you really need. A planner can be hired to do
an entire event, or just to read over a venue contract before you sign.
It’s really up to the company’s wishes. “We can help with everything
from researching the venue to complete event design,” says Reader.
“It’s important to consider what services you really need.”
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