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PREFACE

SO, YOU’VE BEEN CHARGED with organizing the big event to launch a new product, you have to plan a party to wow new clients or you’ve been told to pull off a certain strategy and you think a great event would accomplish that. Now what do you do? Executing an event flawlessly is hard enough, but how do you make sure it accomplishes corporate objectives and strategy and, just as importantly, how do you make sure you don’t screw up?

Most of my books have been aimed at professional event planners, but this book is for you, the business executive who has to plan a (successful) event for the first time, and has been written expressly to address these key issues.

The meeting and special event industry is a $96.4 billion a year industry and it continues to grow in leaps and bounds as more and more businesses, both large and small, tap into the proven success of utilizing events as a sales and marketing tool to produce extraordinary corporate results. Successful execution of corporate events requires mastery of event design, event development and event marketing strategy, all of which will be covered in this book in great detail (don’t forget to review the useful material in the Appendix!).  Understanding the part each of these critical elements plays and most importantly when they come into play—the hows, the whens, the whats, the wheres and the whys to choose and use an event as part of a corporate marketing strategy—is vital to know before you begin to plan your event in order to maximize the personal, professional and business returns to you and your company, as well as your guests’ personal, professional and business returns. And this applies whether or not you are handling your company’s event in-house or working with a professional event and meeting planning company or incentive house. Inside knowledge and understanding and being able to follow another industry’s language is always a powerful asset as you begin to work with venues and suppliers.

Event marketing strategy is very different from conventional marketing. Event marketing strategy embraces psychology and requires the ability to strategically develop events that deliberately create and/or target specific responses and motivate attendees by tapping into people’s personal and professional dreams. There is a world of difference between “party planning” (weddings, birthday parties and other personal celebrations) and professional corporate and social results-driven “event planning,” which can still include seemingly personal celebrations—such as an award ceremony or personal anniversary—but they come wrapped with a business agenda.

This book will enable you to master the intricacies of using an event as part of your business’s marketing strategy, as well as teach you what you need to know about choosing and using an event to its full potential. Corporate events, both business and social, can be used to increase company profits, maximize sales productivity performance, grow brand awareness and recognition, advance employee learning or stimulate sales through motivation. And those are just some of the ways events can be used to promote business growth and meet company objectives.

The range of available events and purposes is vast and it is important to know which style of event to do and when; what event elements are essential to include in order to produce “x” result; and  how to stage them in a way that will bring a positive outcome, meet multiple company objectives and become a solid launch platform to build future events upon. All of these very important areas will be covered in great detail in this book.

The Executive’s Guide to Corporate Events & Business Entertaining  also includes practical advice on the planning and orchestration of an event, and shares expert tips and techniques on how to produce polished and professional business affairs. Red flag areas on what to watch out for on all levels—personally, professionally and company-wise—are covered as well.

The primary focus of The Executive’s Guide to Corporate Events & Business Entertaining is the strategic event marketing thinking, and how to choose and use events to achieve business objectives and to receive a return on your company’s investment of time and money. Should you require in-depth step-by-step event planning “how to” knowledge, for example, if your company is choosing to handle the event from beginning to end in-house or you want a full understanding of what you will be undertaking when overseeing a corporate event, then I recommend you read the Event Planning series of books, which was written for the professional event planning and hospitality industry. They will serve you well as companion books to The Executive’s Guide to Corporate Events & Business Entertaining. I will be referencing them throughout this book to guide you to which book to read should you require additional event planning logistical support information, need to see sample forms and layouts, require help to understand contract terms and conditions and concession options, identify red flag areas to watch out for, and so on—all of which would be of value for you to know regardless of if you are working directly on your own with venues and suppliers or with professional corporate planners. And if your company is using the services of professional event and meeting planners, these references will also be of benefit to you in helping you to evaluate the proposals you are receiving from planning companies in a bid situation, and provide you with insightful information on how to determine their skill sets and choose the supplier that knows how to bring all the essential elements together.

Acquiring the expertise in knowing how to choose the right event and use the right event elements to bring about desired results is a sought-after business marketing skill in today’s competitive marketplace. The Executive’s Guide to Corporate Events & Business Entertaining will provide you with the understanding, tips and techniques that you need to make informed decisions, and will become an invaluable resource guide that you will want to keep close at hand as you grow your company and improve the style and level of sophistication of events that you plan.

For quick event planning logistical support reference, below is a brief overview of each of the companion books in the Event Planning series:• Event Planning: The Ultimate Guide to Successful Meetings, Corporate Events, Fundraising Galas, Conferences, Conventions, Incentives and Other Special Events (Wiley, 2000)Event Planning: The Ultimate Guide introduces the fundamental principles of event planning and gives planners a solid foundation in event planning. This book is a detailed blueprint for planning and executing special events without unexpected surprises and expenses. Event Planning: The Ultimate Guide contains practical advice on every aspect of organizing and managing special events, such as how to choose the best venue; preparing and managing the budget; identifying hidden costs; scheduling; coordinating food and beverages; selecting decor, themes and entertainment; media; and staffing. It includes many forms, checklists and tips for planning and managing events. This book also features examples of events where things went right—and wrong—and provides techniques to maximize savings and avoid being caught unaware.


• The Business of Event Planning: Behind-the-Scenes Secrets of Successful Special Events (Wiley, 2002)The Business of Event Planning takes event planning to the next level. Its comprehensive coverage includes strategic event design; how to prepare winning proposals and how to understand them if  you’re the client; how to determine management fees and negotiate contracts; guest safety and security issues that need to be taken into consideration; how to design events in multicultural settings; new technology that makes event operations more efficient; practical tools such as sample letters of agreement, sample layouts for client proposals, forms, tips and checklists; and a detailed case study that runs throughout the book—one company that is organizing two very different events.


• Event Planning Ethics and Etiquette: A Principled Approach to the Business of Special Event Management (Wiley, 2003). Harvard deemed Ethics & Etiquette a “must-read” for event planning and business professionals.Event Planning Ethics and Etiquette covers the business side of event planning, including ethics, etiquette, entertaining, acceptable codes of conduct and industry standards. The book provides event planners with the information they need to stay out of trouble, keep professional relationships healthy and profitable, avoid the riskier temptations of the lifestyle and win business in a highly competitive market using ethical business practices. Harvard Business School said this book “is a must-read not only for event professionals, but also for small-business people conceiving product introductions and conference appearances.”


• Marketing Your Event Planning Business: A Creative Approach to Gaining the Competitive Edge (Wiley, 2004)Marketing Your Event Planning Business takes readers through marketability, market development and marketing endeavors (business and personal). Topics covered include diversifying the client base, developing niche markets and areas of expertise, establishing a backup plan for use during downturns and innovative ways to solicit new sales.


• Time Management for Event Planners: Expert Techniques and Time-Saving Tips for Organizing Your Workload, Prioritizing Your Day, and Taking Control of Your Schedule (Wiley, 2005) Time Management for Event Planners offers expert insight on time management as it relates specifically to the event planning and hospitality industry. Event planning is a high-pressure, around-the-clock job where planners juggle multiple tasks, multiple time zones and work down to the wire against crushing deadlines and a mountain of obstacles. For smooth event implementation, and for business success, it is essential that planners manage their own time as expertly as they manage an event. This book will show you how to do just that.
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Executing events flawlessly does not mean that corporate goals are being met. The Executive’s Guide to Corporate Events & Business Entertaining shows not only how to plan and execute the perfect event, but also how to closely tie it in to company strategy and objectives for best results. Covered in detail are how to identify and set clear objectives for each event; which type of function is best suited to meeting your objectives; what you need to establish before forging ahead with organizing committees and reviewing or developing proposals; how to develop a realistic budget, and when to question expenses proposed by staff or professional event planners; the importance of sign-offs; how to identify controversial spending and other red flag areas that could seriously damage the company’s reputation, or even put it at financial or legal risk; how to establish spending guidelines and policies on employee conduct at company functions; and how to evaluate the success and results of your business functions.




CHAPTER ONE

 THE EVOLUTION OF BUSINESS FUNCTIONS AND THE WAYS THEY CAN BE USED TO SUCCESSFULLY DRIVE BUSINESS GROWTH

CORPORATE EVENTS AND BUSINESS entertaining are used by corporate North America to foster business development and growth and are a major part of a company’s communication, sales, marketing and public relations strategy. Staged effectively, they can contribute to a company’s success, standing, profitability and expansion and are equally successful with large and small companies that operate locally, nationally and internationally.

Corporate events can be used by businesses of all sizes to solicit new business, create a corporate or brand image, and retain and build loyalty with existing suppliers and customers. They can also be used effectively to elicit peak performance from employees and produce camaraderie and teamwork among coworkers. The corporate event bar has been raised dramatically and the competition to craft something original that will help a business create public awareness as well as industry and media buzz is fierce.

But corporate events and business entertaining not designed with care—without an eye on business ethics and etiquette—can seriously damage a company’s image and put the company and its management in potentially high-risk situations if not handled  carefully, professionally and appropriately. Corporate boards and chief executives are now seeing how company scandals played out in the headlines can estrange customers, sink stock prices and end careers in a matter of minutes. And many of the transgressions that have been made public have been linked to corporate events and business entertaining.

One company’s team-building exercise turned into a case of sexual harassment and sexual battery that ended in a $1.7 million settlement. Their losing sales teams had been asked to eat baby food, wear diapers and be spanked with their competitor’s signs.

In another case, a company CEO was removed from his post and sent home to take a position as an in-house auditor when his company was hit with a $190 million sexual harassment suit. The company CEO was accused of improper behavior with one of his staff members both in the office and on business trips when he invited her into his hotel room and made improper advances.

Off-color jokes, permitted at another company’s conference, made national headlines and left readers—who were both existing and potential customers—with an impression of the corporation having poor business judgment. As did a teaser mailing for a golf event that closed down an office tower in the middle of a business day, when one of the cans of bear spray, which was tied into the promotional campaign, was released and set off a security alert. Traffic ground to a halt in the middle of the financial district, work was disrupted, and people were inconvenienced for more than two hours while the area was sealed off and surrounded by dozens of fire trucks and police cars. Many of the employees headed for home as a safety precaution.

Another company’s promotion ended up with an arson squad blowing up a newspaper box, thinking it held a possible bomb. The box was rigged with a device set to play music, tied into the product launch, when the door was opened, but some of the devices were not securely fastened into place. They dropped on top of the stacks of newspapers and displayed wires sticking out from the recording device, causing great alarm.

As a company grows, so will its business function requirements. The range and style of business functions it puts on and takes part in, and the type of business entertaining that is essential to it as a company will change and grow as the company itself will. Business functions and business entertaining become a part of a company’s signature style and convey as much about it as a company—to its workforce, clients, suppliers, potential customers and prospective top-level employees—as does its carefully chosen letterhead and promotional material and how they conduct, present and position themselves in business. But many companies focus more time and effort on these details than they do on planning a corporate event.

Corporate events, done right, become an integral part of a company’s image and corporate culture. It is important that a company not allow itself to become stagnant and repetitive if it wants to retain both the competitive edge that using business functions has brought it and its reputation of being a cutting-edge leader in its industry. Business functions become more sophisticated and complex as a company develops and expands their reach in order to meet their changing needs and those of their evolving clientele. There may be “usual” business activities you don’t see as “events,” such as board meetings, but if you treat them as special functions, with business objectives and follow-up, they can go to the next level and produce outstanding results.

Executives striving to make a name for themselves within their company and industry want a seat on their company’s strategic planning committee and are actively vying with one another to be an integral part of their company’s decision-making team. It is important for them, personally and professionally, to be viewed as an essential voice within a company’s strategic growth plan, and one way to do this is by demonstrating an understanding of how business functions can be used to corporate advantage. They know that meetings and events, successfully implemented, can be a driving force toward ensuring business success, and if they can bring valuable knowledge and insight into the which, when, where and why of corporate events, they will secure themselves a place at the decision-making table.

Possessing the skills required to select the right business function to meet targeted company objectives will set executives apart from their peers and enable them to get the resources (budget, staffing, etc.) and empowerment they need to plan the most effective meetings and events for their division and for their company. Knowing how to justify the bottom line puts them in a position for senior management support. In order to move ahead with confidence in planning their next company function, it is important that they learn what questions to get answers to before contracting and avoid putting themselves and their company at financial and legal risk.

Executives are now being held personally accountable to high-level management for every dollar they spend. Part of that accountability includes proving the relevancy of the dollars being spent on educating, enlightening and entertaining staff, suppliers, customers and the general public through corporate events and business entertaining. Company boards and chief executives are requiring that personnel involved in business function management provide them with evidence that corporate objectives are being more than met by the investment in events and that these expenditures are earning the expected return on investment. If committee and department heads fail to observe company mandates, their divisions can suffer budget cuts and the elimination of jobs, while they themselves may face the prospect of being fired as an example to other company executives and up-and-coming employees.

At one leading automotive company, it was a well-known fact that the corporate executive placed in charge of the company’s yearly product launch faced the very real possibility of not being with the company to head up the next one (just like his or her predecessors). In seven years, the company’s president had fired seven rising executives who “did not know what they did not know” when they were asked to take on this critical company event. Thrust into a position they were ill prepared to handle, they were unable to achieve the results that head office required.

What they had failed to realize was that flawless event execution does not mean company objectives are being met. They put their  focus and energies into a day of orchestrated perfection instead of ensuring that each event element they selected would bring about the desired objective, which was not necessarily financial.

For example, a perfectly produced car launch in XYZ location—which can run in the millions of dollars—means nothing if the dealers whose business the company is soliciting choose not to attend. Many car dealerships carry more than one line of cars and are wooed by each competing company to attend their car launch. The dealers, many independently wealthy, can afford to be choosy with how they spend their time and their money, and if a specific car launch—as it is positioned—does not entice them, they will not step foot on the plane.

Knowing how to qualify and select the right event and entertaining elements that will draw the dealers and get them clamoring to be part of an exclusive event is essential to a successful product launch. But hand in hand with getting the dealers to attend goes the challenge of giving the dealers a reason to pre-order the new line, and all of that was being overlooked in the product launch planning stages. The main focus year after year was on the dollars and cents of budget management, and not on the dollars being spent making both cents (profit) and good business sense after the event had taken place. The executives found out the hard way that coming in on budget without meeting company objectives means that you have run your event at a loss and all the money, time and labor spent planning and producing the event has been wasted.

 

The Evolution of Business Functions

 

In the past, business functions were used mainly as a medium for communicating internal corporate developments, such as a company’s future plans, prospects, policies and procedures. Businesses used corporate events to foster goodwill between employees and management, encourage company loyalty, raise morale, demonstrate leadership, provide training and show employee and customer appreciation. These traditional business function needs were generally handled in-house. Events were held  in the office or at a local hotel and were produced with the help of an audiovisual company and basic equipment.

Traditional business functions include:• board meetings
• business meetings
• client appreciation events
• conferences
• conventions
• corporate shows
• employee appreciation events
• trade shows



As technology evolved, corporate events developed a more sophisticated style. Companies began holding meetings and events further afield and in a variety of venues. Logistically these functions became much more complex. Corporations seeking new ways to stand out from their competition, take the lead in market share, entice top performers to work with them and retain key personnel started turning to business functions, both corporate and social, to help them achieve their objectives.

Today, business functions are dynamic sales, marketing and public relations tools used by businesses of all sizes. Business entertaining budgets have moved from hundreds to thousands, to hundreds of thousands of dollars, and, in growing numbers, to multi-million-dollar allocations for a single business function.

Advanced business functions include:• custom training seminars involving emotional and physical challenges
• executive retreats
• gala fundraising events
• incentive travel and premium programs
• award presentation shows
• naming rights
• product launches
• product placement
• special events



The Value in Clearly Defining Your Event

 

For several reasons, it is important to be able to properly distinguish the type of business function that you are considering holding. First, it will help you establish company objectives and assess whether or not they can be met holding the type and style of business function that is being proposed. Second, it delivers a clear message to your attendees and suppliers, such as hotels, professional event planners, audiovisual companies and so forth, which will in turn help them work in partnership with you to best meet your objectives.

The name you give your function sets the tone and the company’s intention. For example, a business meeting paints a very different image or event “energy” than a client or employee appreciation function, even though both can conceivably be very similar in delivery. A business meeting and a client or employee appreciation event can be formal or fun and can take place in a hotel or in a unique venue or location inside or outside. But with a business meeting, the focus is generally on the content that will be imparted to attendees and what they will take away with them and retain, while a client appreciation event can feel more intense and an employee appreciation function conveys celebrating individual and company achievement in a more relaxed atmosphere.

 

The Types of Returns Business Functions Can Bring

 

Companies of all sizes and types attend and host business and social functions as a means to:• increase their company profile
• maximize performance
• grow brand awareness and recognition
• develop new business
• nurture employee, supplier and customer loyalty
• advance employee learning
• stimulate sales through motivation
• drive business growth



Too often, companies put events on and throw parties without even considering such objectives. As such, they waste valuable opportunities, time and money. A strategically planned business function, whether it be put on by the company or attended, can bring a multitude of rewards. But it’s key to know which one to do or attend as a company representative; when and why it is better to be the host, sponsor or guest or play a different role; and how to take what you are doing and meet all objectives. It is important that company employees attending business meetings, industry events and so on as company representatives on company time and money be given a clear set of company objectives that need to be met from the outset. It is essential that employees acting as company representatives are not wasting their company’s investment of time, money and energy and are not adversely damaging the company’s reputation or theirs personally and professionally, which could reflect back on the company. No one wants to be perceived as the person who would “go to the opening of an envelope” and yet many people and companies seem that way. Doing so creates industry buzz that they must not have a home or social life or much to do at work, and that is not the business or personal message you want to convey. It is important to be selective and to be function savvy. Play—social and business functions that are more relaxed—can be work, but it is important to go into such functions with an investment strategy in mind, knowing exactly what return they will bring for all involved.

It is always important when staging or attending a business function that will meet company objectives to keep in mind the target audience and to remember that the audience can be far-reaching and that multiple objectives can be realized from one event.




Section 1 


 TRADITIONAL BUSINESS FUNCTIONS: WHAT THEY ARE AND THE RETURNS THEY CAN BRING 


Board Meetings 

Depending on the company, board meetings can take place daily, weekly, monthly, quarterly or annually. They can be held inside or outside of the company boardroom and are generally attended only by senior executives and the board of directors. Board meetings can run from a couple of hours to all-day affairs, and their focus is on business matters.


Sample Board Meeting Returns 

To company heads, a board meeting is a time to come together to discuss company direction and make decisions. The only objective that they may have is to move through the agenda as quickly as possible and get back to business. Whether they hold the meeting at the office or at an outside location does not usually matter and can be thought to be inconsequential, as though the decision of where to hold their meeting will not factor into meeting company objectives, which is not always the case.

Holding a board meeting at the office serves many purposes. It is cost-effective. There is no additional cost incurred for room rental and material, and staff are on hand if they need to be referenced or they can sit in for a portion of the meeting. It is easy to request copies of any pertinent information. The only added expense is for catered breaks and lunches and any special audiovisual equipment that may need to be brought in.

If one of the company’s objectives is personal growth and development of their staff, a hidden benefit to holding the board meeting at the office where all the higher-ups are gathered in a  show of company strength is motivating staff to aspire to someday be where they are. Seeing life at an executive level can create desire to be part of the inner circle and decision-making process. It will be noted who attended, how they interacted with each other and with office employees and even how they dressed. It is a display of office standards at their very best and a show of what it takes to be part of the executive team. It provides employees with direction if succeeding within the company is part of their goals.

It also creates new energy in the office. Desks and offices are usually tidied and ready for an office walk-through. Employee dress is usually elevated on days when it is known that key executives will be in the office. There will be speculation by office employees as to what will be on the day’s agenda and how it could affect the company and them personally. Even what is served for coffee breaks and lunch will not go unnoticed, and it will be discussed should leftovers be put out for the staff to enjoy. They will note any differences between what is offered to company executives and what is offered to them on employee appreciation days.

What can be thought of as a small detail can actually be positioned to work toward or against meeting company objectives. For example, if the message from company executives is the employees are part of the team but the team is served pizza, pop and cake at their get-together while the executives are feted with gourmet fare in front of them—especially if leftovers are put out for them—then their actions are not in sync with what they have been saying. Going out to lunch as a group in a private room so that business can still be discussed may be a better choice for a board meeting in that case. No one would be privy to what the executives ate or how much the meal cost, except those whose job it is to be discreet. On the other hand, if one of the company objectives is to have employees striving to become company executives, serving a “working lunch” of high caliber may fall into giving them a return on their investment for handling it in that manner. Little things like whether or not china cups or foam cups were used will be noted not just by employees but also by senior executives, both of whom companies have invested interest in and are hoping to keep. Many senior executives have been  wooed away by a better office, a title, working conditions, perks or concessions.


Business Meetings

Business meetings can take place daily. They take place inside and outside the office. They can be both business and social. For example, a business meeting can take place over lunch in a restaurant or over a game of golf. Attendance is much wider and can include a mix of staff, suppliers and customers.


Sample Business Meeting Returns 

Business meetings are a part of everyday corporate executive life. Many a time, executives and those they have met with are heard back in their respective offices remarking, “Well, that was a waste of time.” This reaction is too often the case. No meeting, if planned right, should ever be a waste of time, and any that are perceived as such should have their validity questioned and evaluated to see how they could have produced better results for all involved.

Company executives meet with staff, suppliers, existing and potential clients and even the media on a daily basis, but seldom does strategic planning—looking to see how many company objectives can be met by a meeting—come into play when deciding who, when, where and how to meet. Meetings can be arranged by a flurry of e-mails, telephone calls or text messages or by trying to find a clear block of time in invitees’ calendars without time and consideration as to the meeting’s possible returns on the time, energy and money (whether it is hourly wages eaten up in meeting time or taking a client out to lunch) that will be spent.

Business meetings are filled with opportunity to meet company objectives as well as individuals’ personal and professional ones, and receive numerous returns on investment. But each meeting needs to be staged with careful consideration of for whom and why the meeting is being called.

If, for example, one of your company objectives is to always convey to your workforce that they are a valued part of your  company’s success and that the company greatly appreciates their contribution and dedication, then when a staff meeting is called, timing is one factor that should be carefully considered. Calling a meeting at a time of day that shows a lack of respect for either employee workloads, deadlines or personal life will not help to foster this belief. For some executives, holding an early morning meeting may be easiest for them because coming in early may be a part of their regular routine, but that may pose potential problems for staff workers with school-age children and leave them feeling put upon instead. They may arrive at the meeting filled with resentment instead of feeling like a valued member of the team. Employees of one retail chain that regularly holds its staff meetings at 11:00 p.m. after store closing were understandably put off. The timing of their meetings forces those who have worked the day shift to return late at night to attend the mandatory meeting, which often runs into the wee hours of the morning, and still be prepared to be back to reopen the store early the next day.

It is important to always think about what is being asked of others and how what you are asking serves to meet your objectives. One financial company made a major meeting faux pas when they arranged for buses to take their staff off-site for a meeting so that they could bring all departments together to hear a very important celebratory company announcement and to thank them for their contribution to the company’s success. Employees were looking forward to taking part in the day’s outing and hearing what had to be said.

The transportation was scheduled to depart for the meeting before the company’s cafeteria was open for lunch and return after it and most nearby restaurants were closed for lunch service. Due to the nature of the meeting—a thank you—and the timing of the function—over their lunch hours—employees assumed that refreshments would be served. They had all witnessed the food that had been brought in and served at executive meetings and had even sampled leftovers laid out for them after the company executives’ meetings had ended.

Not even coffee and tea had been arranged, let alone a light repast to compensate them for missing lunch and fueling them so they would return back to the office feeling valued, motivated, upbeat and ready to get to work. The company heads had not thought of making that one of their company meeting objectives. Instead, hungry, disgruntled employees were sent back to work and since the company had not even thought to make arrangements to have the company cafeteria remain open later to be available to returning employees, the employees set out to find neighborhood restaurants that were still open or ordered food in at their own expense.

One astute manager did recognize what had just transpired and did make amends with his department by ordering food in for them, but it still did not undo the damage that had been done. For the most part, work came to a halt for the afternoon as employees gathered to discuss what had just taken place. The cost of coffee, tea and light luncheon food was minimal compared to the cost of not meeting the company’s objectives and the hours of productivity lost upon the staff’s return. The company’s investment of time, money and energy had been totally misspent.

The time, money and inconvenience spent transporting everyone to an off-site location also needed to be looked at. If one of the company objectives or desired returns was to have everyone together to show employees or the media, if they had been invited, how large the company had grown and how diverse they were, and/or if they were looking to have the room come alive with congratulatory energy and applause, they needed to consider if there were other ways to achieve the same effect and if the dollars being spent made sense.

Business meetings can be carefully engineered to work toward producing long-term results that will meet future company goals that may have no actual bearing on the meeting that is taking place. They are building blocks and should be used as such.

Executives of one automotive company weighed their options when looking at scheduling a press conference to talk about their  upcoming product to see how they could maximize their return. They wanted to tie it into their business meeting and invite the press to sit in on their afternoon session, turning their business meeting into a building block for a pre-event to release the company’s future plans and start to build professional press relationships for an impending product launch. They could do something fairly standard—hold their meeting at their facility and give reporters a tour of their plant with refreshments to follow—or hold a private luncheon at a hotel or restaurant and in both cases hope that they had media turnout, which was never a guarantee, especially when the scheduled event had no real hook to draw them in.1

Company executives looked at their long-term objective, which was for increased press coverage for an upcoming new product launch that would take place at a time when all their competing car manufacturers would be clamoring for the same, and tried to find a way to promote media loyalty by holding this preemptive business function to woo and win the media’s support for when they would need it most. They knew what they did today could work toward, at best, limiting the amount of coverage their competition received and at the very least ensure that the media did come out to cover their own unveiling. They decided they would have to do something more innovative that would allow them to spend maximum time with the reporters and get to know them on a more personal level.

They decided to do a press road rally using their higher end product, which was very alluring to car lovers, to give the media a chance to experience firsthand how their existing top-of-the-line product handled on the open road and get them primed for next year’s model. Initially the cost was higher than holding the meeting at their facility or a nearby hotel, but the company’s gain for when they would need it the most was potentially much greater. And, if no one from the press was enticed to come to a fairly standard meeting at their plant or luncheon at a hotel, that would be money, time and energy ill spent, with no return today or in the conceivable future.

The business function was extended from a lunch to an overnight getaway north of the city, timed to when the changing of the leaves would be at its peak. Each member of the media was partnered with a company executive for the ride up. A relaxing “check-in” dinner was arranged and more key members of the company’s staff were at each table in order to spend quality time with their guests and have the opportunity to tell them about the new product and build excitement. Following a relaxing morning at the resort, where new designs were unveiled, a luxury motor coach was arranged to transfer everyone back to the city but also to give all the company executives one last opportunity to mingle and mix with the media on a more intimate level.

Bonds were formed and not only did the company receive great press coverage when their new product came out, but when the road rally received a full-page write-up from many of the attendees, the company also received wonderful reviews for their existing line, which helped to spur sales.

Taking the time to weigh their options against how they would best meet their company’s present and future objectives brought rich rewards, and not just to the automotive company. The media was also appreciative of having a new story angle—heralding not only the cars but the joys spent enjoying nature, exploring the ins and outs of small towns and the value of getaway jaunts—to present to their paper and their public.


Client Appreciation Events

Client appreciation events can be quite diverse and go from simple and inexpensive to elaborate and more costly. They can vary in tone from elegant to playful, and range in size from a handful of chosen guests to several thousand attendees. For a bank, a client appreciation event could take the form of coffee and cake as a thank-you to all of their customers, a VIP reception and tickets to the theater for a select group or the exclusive use of an outdoor family entertainment complex that has been reserved for the day  just for the enjoyment of special guests. Client appreciation events are typically social in nature but packed with clever marketing.


Sample Client Appreciation Event Returns 

Client appreciation events provide the opportunity to increase brand awareness, nurture company loyalty, receive press coverage, promote sales and introduce new clients to your products and services. Client appreciation events can be fun, festive or formal and they can be held on-site, at your place of business or at a venue that has been blocked exclusively for your company. They can range in price from inexpensive to over the top and include premium special offers or product giveaways with your company logo (tastefully applied) that will help clients to remember the event.

They can also become part of your signature style, as is what happened for one company when its executives positioned themselves as being the best of the best. They decided that dinner theater evenings would be their signature customer appreciation event. They wanted their clients to feel like VIPs, so dinners were booked in private rooms at only the best restaurants and only the very best theater seats to opening night shows would do. Transfers between dinner and the theater were by limousines so their guests would not be inconvenienced by having to drive between elements. Guests were whisked into the theater. Gift bags with all the show’s amenities, including programs and personalized, signed CDs by the cast, were waiting in the guests’ chairs. Private VIP intermission receptions gave their customers a chance to mix and mingle and gave their staff an opportunity to meet with them. A decadent post-theater coffee and dessert buffet awaited them when they arrived back at the restaurant after the show and parking passes were given out so that the guests had not one expense to look after.

Their customers came away feeling valued, pampered and spoiled, and anxious to remain on the invitee list. The company also knew that its customers would go home and talk to family, friends and colleagues about their special evening and their wonderful host. The company executives knew that they would get their guests talking about their client appreciation event if they selected shows  that gave their guests a certain status among their peers, by making them among the first to see it.

Using this type of business function, which was tailored to meet their customers’ desires, was so successful they expanded this to top entertainment and sought-after sporting events and took over private boxes at top facilities in which to fete their customers. They controlled their budget by the number of guests they had attending. Some of their client appreciation events were very small and intimate and they invited only their top customers, while others were considerably larger.

Serving coffee and cake or doing an on-site client appreciation barbecue would not have produced the same returns on investments for them; they may have reached a larger audience but the gains would not have been the same, and the customers they wanted to thank most would never have come out to attend that type of function. They carefully analyzed who their best customers were and looked at their demographics to see what event would hold the most appeal to their clients and how they could stage it to meet company objectives.

They still did the other types of functions to say thank you to their mass-market customers, but remembered to say a special thank you to those who were driving their company’s growth. And by doing an event that allowed their guests to bring someone, they also opened the door to meeting potential new customers that shared common interests with their top producers. These individuals would in turn spread the news about their evening and in the process help to spread brand awareness to their circle of family, friends and peers.


Conferences

Conferences are built around educational content and discussion that serves to enlighten and inform participants. They are often viewed as a good place to network and share ideas. There can also be an entertainment element brought into conferences by either the host company or suppliers.

Companies can both attend or hold conferences. Objectives for company representatives attending industry conferences or for a company sponsoring a conference are very different than the objectives a company would have for their own in-house conference where only their own employees were attending.

Conferences can be limited to employees brought in from around the country (or world) to attend the company conference or be industry related, centered around a main topic of discussion and open to colleagues, suppliers and clients. They generally take place annually and can run anywhere from a couple of days to a longer getaway stay. They are not necessarily held locally.


Sample Conference Returns 

Company conference objectives need to be reviewed each year so that the conference content and theme can be carefully designed to strategically meet all of them,2 and so that your participants do not become bored with the format, tune out or worse, decide to sign in and skip out, which is easy to do if care isn’t given to selecting the right location to hold your conference in.

The representatives of one company failed to meet some of their conference objectives, such as creating a strong bond between employees, providing a setting for their staff to share ideas and come up with creative solutions for handling common problems more effectively, and so on. They selected as the site for their meeting a Caribbean resort located directly on a busy beach that had great duty-free shopping in town and a multitude of hot nightspots to frequent. Instead of being used as a tool to bring their workers together, the location had the opposite effect. Participants headed out in all directions at night on their own and worse, through the day. Company heads ended up posting key company members on beach patrol and in town to make sure that no one slipped out of the daily meetings.

The destination, type of venue, the layout of the room, seating (tables, no tables), room temperature, the style of meeting, break  formats and even what is served during the day and how it is served can all help to meet conference objectives. Had this company selected a golf or spa resort located away from town with little or no enticements, it would have been better served. The very nature of that kind of location would give the company the setting it needed to have its participants interacting with one another during the conference and after hours. An afternoon golf tournament with the teams specially selected would have also let the company ensure that the people they wanted to spend quality time together did. Its return on investment would have been considerably greater had the event’s planners considered the costs and benefits of their choice of resort.

For another company, this one involved in the manufacture of chocolate, the choice of a Caribbean resort was perfect. The company’s event planners wanted to have their employees spend time at a cocoa plantation to see cocoa in its natural form and understand what is involved in the process of growing, harvesting and converting the cocoa into the chocolates their company produced.

The company gained additional benefits from holding a meeting in a location that was tied directly to its manufacturing business. The employees got to know some of their counterparts that were working hard to help them produce a quality product—an added bonus objective that was met. The location also helped to strengthen working relationships. The hands-on learning provided employees not only with greater understanding but gave them valuable knowledge to add to their reputation in the industry as “chocolate connoisseurs,” which they could use to help sell their product back home.

The company owners still took care to select exactly the right hotel property to help them meet their other objectives. They chose a smaller resort property where they were able to take over the majority of the rooms and have a greater presence in the hotel. Their employees could not help but keep running into one another. The resort was also very self-contained and off-property draws were minimal, and the destination, location, conference style and  content helped them meet and exceed their conference meeting expectations.

One financial conference had suppliers vying for attendees’ presence at their private events, which were scheduled to take place after conference hours. Each supplier was anxious to woo and wow participants and have exclusive attendance at their festivities. Their after-hours events were carefully crafted to hold a captive audience and limit the number of other functions attendees could take part in.

One company took over a state-of-the-art entertainment complex that had just opened and created the venue’s first virtual Olympics, with participants divided into teams. The event was staged to start with hot and cold canapés with an open bar and then moved into the competition. A celebration dinner and fun awards were scheduled to take place just after check-in, and guests were then given unlimited-play cards for the interactive arcade games and stimulators and, after the virtual Olympic games ended, they could have fun on their own or with teammates or conference friends. The bar was kept open, a lavish dessert display and coffee bar were set up and shuttle transportation back to their hotel was provided.

The guests came, they stayed and they played, and other competing events going on that night sat empty. And the competitive games appealed to the competitive sales force, as did a chance to do something few people had had the opportunity to take part in. A company sending a representative to this event could end up finding out important industry news, learn what the competition has been up to, create a new networking opportunity, find out who to target and solicit to come work for them, and so forth.


Conventions

A convention is not limited to just employees. It has an educational focus as well as a social aspect. They are typically attended by those with shared interests or business concerns and can attract guests from around the world. They are generally held annually and in  many cases put on by the industry, for example, trade publications or industry associations.


Sample Convention Returns 

Before signing off on employees attending conventions, company executives need to look at the reasons that they are considering sending company representatives to attend. Along with the cost to attend the convention, which can run in the thousands of dollars, there is often also:• the expense of transportation, hotel rooms, meals, and hosting potential clients or even prospective employees
• the dollars spent on time out of the office
• business not being done while they are out of office
• catch-up time once they return



When all is added up the dollars can be considerable. Companies need to make sure that the convention meets their objective standards, which could mean considering the level of educational content and the caliber of who is attending. They also need to make sure that the person being sent to attend is the right person to help them to maximize their return. Several company representatives attending a convention as a group actually cost their company future business from existing and possible new clients, who were also attending, as a direct result of their unprofessional behavior from their dress to their demeanor. Their company had sent junior employees to the event, which had otherwise attracted high-level company decision-makers. No one looked at the list of those who had already registered to first see if the other attendees would be a match for them and could help the company by creating networking opportunities with key players, nor had they taken the time to discuss what would be expected from their representatives in terms of proper displays of company codes of conduct at both meeting and social events held during the convention. Unaccustomed to open bar functions during lunch and in the evening, they too freely enjoyed themselves and forgot that they were in a professional  setting. The cost to the corporation was high and had the industry buzzing about the quality of people they hired.

TIP

Remember that the most exciting, memorable, well-planned event means nothing if the wrong people are attending. Pay attention to your attendees.


In addition to gaining new industry knowledge, attending conventions can also be a vehicle to showcase both your company and your talent, which in turn can help develop more business and attract new customers, suppliers and high achievers to look at your company as one that they want to do business with and work with. You can attend as a delegate or take a higher profile approach and become a part of the committee, which could gain you access to top personnel that you might not normally get to spend time with, or become one of the convention’s “expert” speakers and use the convention as a platform for both yourself and your company. There are times when it is more beneficial to be a delegate and have total freedom to mix and mingle and meet with potential clients privately, for example, take them for coffee or lunch, and then there are times when it is more advantageous to take center stage and be able to benefit from the different opportunities that are presented to help you meet your personal and professional business objectives. There can be an additional pull to anniversary-year conventions.


Corporate Shows

Corporate shows are a means to showcase a company’s product or a message they want to convey, and come under the corporate banner—the company’s name is visibly attached to the event. They target audiences that can include both existing and potential customers, and can be private events or open to the public. They can range in size from small, very upscale events to multi-million-dollar staged extravaganzas designed specifically to dazzle and delight  guests and attract media attention. Education content is often carefully packaged around entertainment and social elements.


Sample Corporate Show Returns 

A corporate show is where companies need to shine, as they are out to impress staff, suppliers, existing and new customers, and the press. When setting company objectives and looking at the return on investment that holding a corporate show can bring, it is important—as it is with every business function—to consider not just the immediate return but what long-lasting ones the company can create as well.

For one company, one of its event objectives was to stage a show and give its audience a compelling reason to buy on-site and to make placing an order for their product as fast and convenient as possible for their customers. The company’s event planners then looked at their other company objectives, and while they wanted to use the function to drive immediate sales, they also wanted to devise a means to increase future sales. By simply adding an auto-ship component to their order forms and giving buyers an incentive to sign on for it, each sale went from thousands of dollars to several hundreds of thousands, and their show was an outstanding success. They hired a professional event planning company to handle their event from beginning to end and made sure that their in-house employees were free to do what they most needed them to do, which was sell the company and sell their product.

TIP

Make it easy to do business with you at your business functions.



Employee Appreciation Events

Employee appreciation events can take place both inside and outside the office. They can be as simple as providing a catered on-site lunch as a means to say thank you for getting through a tough week or to celebrate a company milestone, or a full-blown,  out-of-the-office celebration. It is a time for employees to relax and recharge their energies. Educational elements can be subtle and worked in, but employee appreciation functions are primarily social and motivational in structure.


Sample Employee Appreciation Event Returns 

Employee appreciation events now include exciting new business entertaining twists to help companies meet their goals around showing staff their appreciation. Traditional and themed offerings from the past are being replaced by events that are engaging, enlightening and educational as well as entertaining, and that will elevate the company to the next level.

Stylish and sophisticated are starting to replace casual employee appreciation functions for the entire workforce. Companies are finding that, sometimes, smaller and more intimate get-togethers with each department—or several departments that work closely with one another—holding its own “community” celebration as opposed to companies holding one large function for all to attend are producing better results. All are comparable in terms of dollars spent and what employees experience, but each is designed to meet specific needs within each division and a number of them are taking place out of the office to limit distractions.

One company’s owners held their employee appreciation event in a cooking studio with a renowned celebrity chef brought in for the occasion. While they wanted to say thank you for a great quarter, they also wanted to bring together two departments that had been experiencing a little friction to see if spending time outside an office setting would work toward building good energy between them. They wanted their employees to experience a new dimension of working together and designed the event so that their guests would become actively engaged in preparing their own meal and interacting with one another. Their staff was given a hands-on cooking demonstration by the celebrity chef, and employees from both divisions were divided into different groups and were involved in preparing everything from appetizers to desserts. Everyone came together to enjoy what had been prepared and company employees  moved from station to station to ensure constant interaction among one another from beginning to end.

The employees came away having been educated as well as entertained. Recipes and shopping lists for the items they prepared, along with custom cooking aprons, became a part of their take-home gift, and gave staff a chance to show off their new cooking talents at home. The long-lasting group dynamics this style of event created within the workplace would not have come about had the company simply held a catered lunch at work. The cost may have been more but the rewards received were far greater and boosted company morale, enhanced working relationships and increased productivity.


Trade Shows

Trade shows contain both educational and social elements. Many times, educational seminars with a top industry speaker are part of the draw. Companies can be exhibitors, attendees, sponsors and guest speakers at trade shows, and there is a time and place for companies to step into each role in order to meet different company and individual objectives.


Sample Trade Show Returns 

It can be challenging to create a trade show that is designed to encourage maximum attendance by quality exhibitors and attendees. Organizers—as well as companies spending time, money and energy on attending trade shows, whether as an exhibitor or attendee—face the major hurdles of ensuring that the right elements are in place to entice attendees to register early, have them show up and stay for the duration, leave exhibitors and participants feeling that their time and money was well spent and create industry buzz and anticipation. If you’re attending, will this trade show deliver what you need? Would you be better served being an exhibitor locked to your booth, an attendee with the freedom to roam, a host of a private after-show event for select guests or a lead sponsor of one of the top speakers or meal functions?

Companies need to ask whether or not the show is relevant to the audience and decide whether or not that audience is their target audience. It is also important to ascertain whether or not the show—and who it is being put on by—is capable of delivering the product, the inspiration, the education and the networking opportunities that are part of the returns on the investment of attending.

If you are attending as an exhibitor, as part of your objectives you would be looking to see if this trade show will attract your prime target audience, if the content and style will drive attendance to this show in record numbers and if it will set the stage for your company to join future trade show endeavors with them. Getting the right people out to the trade show means delivering top industry exhibitors and stimulating educational content with sought-after speakers, and ensuring the organizers have selected the right date, location and time. If any of those vital components are missing or questionable and it is an industry event that it is important to be at and be seen at, it may be better to send out a team of delegates to work the trade floor or look at other viable options that will give you a presence but deliver better results on your company’s investment.

In order to get commitment from exhibitors, organizers must be in a position to define the opportunity that the exhibitor will be able to experience. This includes number of attendees, demographic profiles, and networking and branding opportunities. You need the facts before you can decide how and where to spend your money.

Layout can also play a part in meeting tradeshow objectives. If a trade show and conference are both being held, the trade show should not be set apart from the conference program. It should be held where the attendees need to pass through it in order to get to the plenary sessions, receptions and so on.

If your company is taking part as an exhibitor in a trade show, one of the objectives that needs to be addressed in order to get a good return on your investment is how to design your booth so that attendees are drawn to it. For example, do you have a new product that will capture attendees’ attention, which is one of the primary reasons delegates attend trade shows, and how will you lay it out so that potential clients don’t feel intimidated engaging your sales staff  in conversation? Fail to do that and you position yourself for missed sales opportunities.

Ensuring that your company has the means to allocate the appropriate time, energy and resources for pre- and post-show marketing and follow-up also has to be factored into exhibitor trade show objectives in order to achieve maximum results. For example, for pre-show marketing, whenever possible try and set up appointments to meet with customers and prospects at the show.

If you decide to attend as a delegate and not an exhibitor but still want to get your product in front of attendees to increase brand awareness, it is advisable to inquire if it would be beneficial to explain your product/service to the show manager and offer it free of charge. One computer company set up their newest models in an Internet lounge and attendees were able to stop, relax and pick up their e-mail messages as well as sample the new computers. The lounge was set up in a way that the company providing the computers was able to learn about their potential clients.




Section 2 


 ADVANCED BUSINESS FUNCTIONS: WHAT THEY ARE AND THE RETURNS THEY CAN BRING 


Custom Training Seminars Involving Emotional and Physical Challenges 

Team building and motivational elements can be stand-alone events or be built into business meetings, conferences and employee appreciation celebrations as a morning, afternoon or evening activity or even a break. They are carefully designed to evoke a specific reaction from participants. The ultimate goal is to bring the company closer together, open minds to innovative new ways of doing business, motivate and challenge workers to become and do their best, and produce an energy high that will be carried forward in the workplace. Participants can find themselves being challenged mentally or physically or a combination of both. These activities can be built around fun and pleasure or be more serious in nature. It is important when planning this type of business function to ensure that employees look forward to what is being planned with anticipation, not apprehension of failing before their peers, otherwise the purpose of holding this type of business function easily can be undone.


Sample Returns from Custom Training Seminars Involving Emotional and Physical Challenges 

Corporations seeking new ways to produce out-of-the-ordinary sales results and become number one in their industry are embracing the new meeting trend of holding their next company function at a venue that offers their employees much more than a ballroom setting.

Savvy business executives know that if they want their workforce to return from company meetings enlightened, energized and enthusiastic, they must move away from old-fashioned meeting setups using conventional function space. Staging a meeting where attendees sit for hours, row after row, sometimes for days on end, in nondescript rooms with little air, has a proven history of being mind-numbing, unproductive and often leaving employees feeling unconnected to the activities taking place. This traditional style of business meeting is the perfect setup for your attendees’ minds to wander, their energy to dissipate—especially if a late night of intense socializing has preceded the meeting—leaving them unresponsive to the information being conveyed at great expense.

Companies that are looking to bring cutting-edge performance back to their workplace are moving away from packaged productions and investing their meeting dollars in unique meeting venues that offer their employees the opportunity to take part in personalized interactive experiences, such as spas that specialize in well-being (learning about stress reduction, yoga, etc.), horse ranches, fishing lodges, racecar academies and so forth. These educational experiences are customized and targeted to company objectives and teach participants to look differently at the opportunities available to them at work and in their personal lives.

Companies employing these new training techniques are finding that the skills their employees take back to the office are allowing them to lead their business affairs with more insight, energy and creativity. Glitzy and glamorous audiovisual presentations are making way for specialized instruction that is designed to teach employees how to become proficient in decision-making, efficiently manage their workday challenges, improve communications, build strong teams and identify ways they can effectively move the company and themselves forward. Companies find that their return on investment from this new meeting style extends past their actual event and well into the future.

The key to having your employees responsive to this new meeting format—one that will take them out of a ballroom and out of their comfort zone—is to make sure that all participants have been fully  informed as to what to expect without giving away the actual meeting content. To lessen anxiety and heighten anticipation, they need to know up front that they will not be attending a “corporate boot camp.” Such events can strike fear in an employee’s heart, as they are known for their high-pressure, little-sleep atmosphere, where colleagues are pitted against their peers, judged harshly for failing at their “mission” and told they will be broken down to be built back up.

Participants need to know, so that they arrive relaxed and in a receptive state of mind, that while they will be working hard and playing hard at their meeting, it will be done in a structured and well-supervised format that will be educational, entertaining and engaging. They need to be reassured that they will not be asked to take part in any activities that will put them at physical risk, be embarrassing (such as the example of the having to eat baby food, wear diapers and be spanked) or be against their moral principles.

TIP

Lessen anxiety by letting your participants know what to wear, bring and expect.


Attendees should also be made aware that the tools they will be acquiring will be of great value to them at home as well as at work. What participants will learn from taking part in interactive experiential learning leads to camaraderie, better communication, personal growth and self-mastery. These skills cannot be taught successfully by simply sitting theater-style in a meeting room, eyes straight ahead, with no interaction with the speaker in front of you; they must be experienced firsthand.

One company achieved this by taking its employees to a working ranch set in the great outdoors, where they were asked to play cowboy for a day. And while attendees were enjoying being out of an office setting, roundin’ up and movin’ out cattle, lessons in teamwork, quick decision-making and organization skills were being imparted—all part of the company’s objective. And for those who were wary of horseback riding, there were plenty of tie-in activities  that non-riders were able to take part in that taught them the same set of skills.

If companies want to achieve different results back in the office, different means must be used to bring them about. They can create long-lasting change in their corporate culture by moving from mediocre training meetings to meetings that will stir the senses. Unique meeting venues and teaching techniques will deliver extended results and help companies grow in new ways so that they can get roundin’ up new clients and focus on movin’ out the competition.


Executive Retreats

An executive retreat is a board meeting taken out of the office to a small getaway resort or hotel out of town that offers minimal distractions and an intimate setting. Often the company holding the executive retreat can be the only guests at the facility. The purpose of holding this type of business function is to have quality time one on one without the interruptions that can occur if the senior management, divisional management or some other select group is scheduled to attend or if the meeting is held in the office or locally. A formal agenda is set, but interaction and discussion is not limited to inside a hotel or resort’s boardroom or conference space and can take place over golf or dinner. An executive retreat can cover the span of a couple of days or be extended for up to a week. Sometimes an executive retreat can be held before or after a conference.


Sample Executive Retreat Returns 

One of the returns from an executive retreat is the opportunity for focused time together to plan future company strategies without other demands getting in the way. It can also be a time for a company’s executive force to relax, recharge and rejuvenate; come away with a new perspective on where the company is headed; and get to know one another better.

Many times, golfing is one of the recreational ways this is achieved. One company head looking to do something a bit  different and bring his executives back to experiencing what their sales force faced daily opted to have his key decision-makers flown from their retreat resort by sea plane to an uncharted lake. A guide was provided to teach them fishing techniques—patience; how to work together to land that big catch (sales); taking in and processing what is being said; looking for new ways to do something easier, more efficiently and effectively; and working together (cooking their catch using survival tactics)—that are also company objectives that they wanted to recognize in their workforce. Doing something different that took the executives out of their element delivered the messages the company was hoping to convey and gave the executives transferable skills to use back in the office. The company executives also found out firsthand that incorporating innovative new ways to help your company reach its business objectives can pay back many unexpected dividends.


Gala Fundraising Events

Supporting a charity or being perceived as champions of a specific cause can be beneficial to a company in terms of good will, media exposure and generating new business. There are many ways that a company can participate in gala fundraising events, and each will meet different company objectives. Companies can be actively involved as lead sponsors, attendees, silent auction contributors and committee members. There is a time and a place to do each, so it is important for companies to carefully weigh their options and decide how they wish to be involved or be perceived before they tie their name publicly to an event.

It is important for a company to have a clear policy in place regarding involvement types, goals and requirements for involvement, so that no ethical corporate boundaries are crossed. For example, accepting an invitation to attend a fundraising event as a guest of a supplier could be considered as crossing a boundary, while having the company purchase a ticket on its own would avoid the appearance of being “bought” and accepting social outings in exchange for business.

As a company, you need to determine your objectives for becoming involved with a charitable organization, for example, public image, access to a new client base, community good will, increased brand awareness, company beliefs and so on, and which style of gala fundraising event will help you meet them. You also must determine your positioning—committee chair, sponsor, patron or other, as each will help you meet a different set of objectives—and decide how you will be handling your event if you decide to take on the role of hosting the fundraising endeavor, and your level of involvement.

First, you must decide what philanthropic cause will be the best fit for you as a company and your corporate image. Do you want to be known for supporting the environment, education, sports or the arts, be a champion of something tied to children in need, or support research or a specific cause? Once you choose the type of philanthropic cause you wish to underwrite, it will help you to design a business function event that is the perfect fit for your company and the cause you are supporting, and one that will help you meet all your event objectives as well as help the nonprofit sector.

It is important to identify everything—being very honest—that you hope to achieve from this venture (e.g., are you looking simply to tie a company event into something that gives back, or are you also looking at the event as a means to link your company name to a specific cause, promote your brand to potential new customers in addition to helping others, etc.). What you and your colleagues will be undertaking, both personally and professionally, is an investment of time, money and energy, and you will need to be able to enlist everyone’s full support.

You also have to decide if you will be handling the event on your own or doing it in partnership with a nonprofit organization. If you are working in partnership with a nonprofit organization, they may need to play a major part in the event decision-making process as well. Both you and the nonprofit have company images, rules and regulations, legal issues, and terms and conditions to meet and uphold. For example, it may or may not be a requirement that their board of directors is actively involved with your committee members  and that all promotional material featuring their organization’s name or logo is approved by them before you can produce it.


Sample Gala Fundraising Event Returns 

There are many types of corporate fundraising activities that you can undertake, from supporting and sponsoring a local community event to helping a family in need or raising funds for someone’s medical emergency, to sponsoring national or worldwide fundraising efforts. Some can be gala productions, while others can cross over and be tied to other company objectives, such as team building.

One company that wanted to do something for children in need held a team-building event where they turned the backyard of a safe house for children into a wonderful playground haven. The looks on the children’s faces when their new backyard was unveiled brought tears to everyone involved in the project.

Teams were not competitive; instead, they all had to work together on timing and logistics. One team was in charge of providing food all day long; another team installed protective fencing; one poured concrete and put in a basketball court; others worked on setting up the swing sets and so forth. Corporate sponsors were solicited to help contribute money for supplies and food for the volunteers.

The following year, this same company decided to make a summer camp for underprivileged children handicapped-accessible. It meant widening pathways so that wheelchairs could be accommodated, redesigning washrooms, putting in ramps and more. They also enlisted the support of local suppliers to help them with expert guidance and direction and provide corporate sponsorship. One of the added benefits to the company was that employees had to move outside of their comfort zones—cold calling, learning to negotiate and so on. In each case, they first checked with the nonprofit organization to see what type of team-building activity would most benefit them. Some organizations, such as Habitat for Humanity, may already have corporate team-building options in place.

Another company wanted to undertake a community project that everyone in their offices across the country could partake in,  representing their area. Each region pulled together to put on their own fundraising golf tournament on the same day to support the local branch of the nonprofit organization they had selected to support. It was an overwhelming success, and the bonus was that the employees got to spend quality time with potential new customers while also raising money for a good cause and working together as a team.

One company that had an abundance of outstanding musical talent decided that, as a team-building event to raise money, they would work together and stage a live concert. Their effort was so successful it has become an annual event and each year they choose a different charity to support.

But you have to be careful—business event theme faux pas tied to fundraising events are starting to make national headlines and are costing companies their good images. A company’s marketing efforts and reputation can be undone in a matter of minutes by theme events that have not been well designed and thought out as to all possible ramifications. For example, a major beauty manufacturer sparked an international protest among Hindus who felt that a Bollywood gala fundraiser the company had sponsored had appropriated their culture and was disrespectful to their religion. “Fashion Careless,” as opposed to “Fashion Cares,” was the headline flashed around the world, with details of the dishonorable use of religious imagery at the event.

TIP

Fundraising events draw media coverage, so your success or failure can circle the globe before you realize it. Plan carefully to avoid any unnecessary risk.



Incentive Travel and Premium Programs

Incentive trips (travel) and premium (gifts/merchandise) programs are implemented to increase sales and motivate staff. “Winners” of incentive rewards can be taken for a day of pampering at a local spa or even be whisked away with their partner and fellow winners  to an exotic locale for up to two weeks to celebrate sales success. For tax purposes, meeting components are often a part of incentive programs. Incentive trips and premium programs, when staged right, have the ability to meet a number of company objectives.


Sample Incentive Travel and Premium Program Returns 

Premium programs have been successfully used by both large and small companies. For smaller companies, premium programs are a good way to introduce motivational programs to employees and to customers. They can be as simple as a summer sales blitz, with the premium prize being a top-of-the-line barbecue combined with boxes of quality beef to enjoy. Or, they can be a promotional program involving your own company product, for example, customers coming in to sample new ice cream flavors, and having the opportunity to win enough ice cream and all the supplies to host a neighborhood ice cream social, which in turn introduces the product to even more potential customers—meeting an additional company objective. To enter the contest, customers may have to drop by the store and deposit an entry form in a drum; for customers not having seen the newspaper ad, entry forms would be on hand at the store. Finding a way to draw customers into a new store location may be another company objective met.

Incentive travel programs can be held locally, for example, a full day of pampering at one of the best spas in town, with VIP touches such as being picked up in a limousine, having a private lunch for two, having a luxury robe to wear, or even two-week getaways at some of the world’s top resorts and taking part in one-of-a-kind life experiences, such as a custom African safari. Incentive travel programs can be for couples on their own, or a group of in-house company employees or outside sales staff. Incentive programs can be designed around the employee and a guest or even be expanded to include children. Some incentive programs are designed for the family, such as trips to Disney World.

For years, companies have been using premiums and incentive gifts as a marketing tool to meet their company objectives.  While trends and hot gift items may change, their value has not diminished and is stronger than ever. Premiums can be used as a theme incentive teaser to launch a program; as a marketing mailing piece to customers to stimulate sales and increase brand awareness; as a handout at a trade show booth where one of the objectives may be to attract new clientele and build a mailing list; as a room gift (welcome, nightly or farewell) for a conference; as an appreciation gift to staff or customers and more.

One company’s dynamic teaser campaign using premiums combined with a great incentive destination had their employees lining up sales in record numbers, so much so that they outgrew the hotel they were booked at and had to move the program to another equally sought-after—but much larger—hotel in the same location. They ended up putting a two-tier incentive in place, with the top winners flying out in advance and staying at the original property. This successful business function set the tone for the next year, with everyone clamoring to achieve sales, resulting in back-to-back incentives being run. The incentive destination, which hit all of their company and sales staff’s objectives, plus the carefully chosen premiums in the company’s strategically planned teaser campaign and the targeted incentive gifts on site, helped to create this demand and enabled the company to receive outstanding returns back from its investment.


Award Presentation Shows 

Award presentation shows take employee, supplier and industry appreciation events to the next level. While they are created to honor the best and give recognition, they are also a very successful marketing tool. Companies hold in-house award presentation shows and can also get involved in industry award presentation shows as sponsors, attendees and nominees. All serve specific purposes and help to grow business.


Sample Award Presentation Show Returns 

Award ceremonies crafted with creative ingenuity and delivered with timely precision have the ability to boost company and supplier images, promote brand loyalty, create public awareness, increase sales, provide award-winning recipients a platform on which to shine as they bask in their 15 minutes of fame and give the audience something to aspire to as they picture themselves walking across the stage next year. But if care is not given to how these events are presented and structured, they can easily create the opposite effect and leave winners feeling as though the efforts they were being rewarded for were minimized.

It is important to remember when designing an award presentation that the presentation needs to meet the expectations of not only the award winner but the company’s suppliers, customers, employees and their family members, and the award recipient’s family members, which could all conceivably make up the audience. Each of them will be coming to the event with their own set of expectations and personal agendas, so building in ways to help each of them meet theirs over the course of the event will also help corporations meet their own. For example, although the guests are there to congratulate the winners, most people are there to network with the judges, entrants, winners and invited guests. It is important to structure your function to make sure there is networking time before and after the official award presentation.


Naming Rights

The arts, strapped for cash, opened the door to naming rights. Theaters, opera houses and the like are now found bearing corporate names for a specific period of time, such as 10 years, in exchange for potentially millions of dollars. In addition to having the building, room or facility named after their company, corporations are usually able to use the venue as a means to showcase their product. For example, if an automotive company bought the naming rights  for a specific property, one of the concessions that they may have included is the right to have their product on display. Another concession could include exclusivity in that no other automotive company would be able to hold private events at their venue or display their company name, logo or product in any way.


Sample Naming Right Returns 

One computer company rocketed to national public attention by purchasing the naming rights to a very established government-owned facility that staged some of the country’s top entertainment shows. To the general consumer they seemingly came out of nowhere since their name was not a household one. With all the press they generated, though, they soon became well known, as the public became engaged in discussing the merits of naming rights and the human interest reasons why the company president decided to take this route as opposed to spending the same dollars advertising in more traditional ways that could soon be forgotten.

As one of the concessions, they also received exclusivity of all seats to sought-after shows for private pre-opening shows for their select customers, with post-show parties staged at the venue attended by their guests and performers for 10 years. They felt that they had more than met their company objectives to increase brand awareness and gained a high-image profile for their company by making this very public move. And in some cases, purchasing naming rights can also provide tax benefits to companies, which is an added bonus.


Product Launches

When bringing out a new product, a company may look at doing a number of different product launches, each designed to meet the needs of different target audiences and each with their own set of objectives. Separate product launches may be held for employees, those selling their product, consumers buying their product and the media. Some can be orchestrated to hit all at once.


Sample Product Launch Returns 

One department store looking at launching a new product line staged an industry first by doing their fashion show down the side of a building. They received advance buzz and great press coverage on the day of their launch. Because of all the news being generated, both employees and consumers were very aware of the new line that would now be available in their stores. And doing something that had never been done before—and doing it well—gave the department store extra cachet.

A global electronics company that distributes consumer and broadcast products worldwide found that choosing an unexpected venue, such as a warehouse, club or gallery, in an easy access, convenient location open over the lunch hour, worked well to pull in their attendees and helped them receive a return on their investment. They found that the new art gallery they took over for their product launch was an interesting backdrop for their high-end television launch. In the evening they opened it up to their dealers to invite their VIP customers (end users). It was a unique touch that proved to be very successful. Their customers found it refreshing to get out of a hotel and be among the first to see the art gallery—and the product—on an exclusive basis. The location and their event delivery appealed to the company’s high-end market target audience, helped them meet their sales objectives and worked to enhance their brand image.


Product Placement

Traditional ways of marketing a product or service to consumers are no longer working as well as they did in the past. Consumers have limited time and they are not spending it reading or listening to advertising. They are, for instance, taping shows and fast-forwarding through commercials.


Sample Product Placement Returns 

One fast-food company looking for new ways to tempt consumers to watch their commercials and meet their marketing objectives  created an ad that allows television audiences to view a hidden message—how to get a free sandwich—in their commercial that they can only see if they play the commercial back in slow motion on a VCR or digital video recorder. Viewed normally, the commercial looks just like any other television ad.

To circumvent this trend, other companies are now looking for fresh ways to place their products in front of or in the hands of their consumers. They don’t want to take the chance that viewers will suddenly want to become interactive with their television set, or spend precious time—time more valuable than the cost of a sandwich to most—and create more work for their consumer by having them tape and play back their commercials to find their hidden messages, which may or may not ever be seen. Instead, these companies are arranging to have blatant product placement appear on television and even whole shows built around a specific product or service. They are planning themed business events, such as big screen viewing parties for selected guests. Celebrating their company’s product placement gives them a reason to get together and talk about product but as a “seemingly” very soft sell. Companies are paying millions of dollars to be able to do so. They want their product imbedded into the show and into the minds of their consumers.

Virtual product placement ads are now becoming common as well. Products that were not in an original scene are being added digitally and targeting a specific network audience. For example, the backlit ad on top of a New York taxi was digitally changed to advertise a specific casino to a viewing television audience that was located in that state. The cost to do virtual product placement in this manner was in the area of $10,000 and considerably less than a traditional 30-second spot on the same show that could be fast-forwarded or played on mute.

Companies are taking innovative product placement concepts a step further and are now actively looking for ways to incorporate product placement into the business functions they do and partnering with others, such as one music company that had CD lids made to fit beverages that were being given out free to guests attending another company sponsor’s theme party. The CD featured  one song from a new singer whose new album they were about to launch.

For smaller companies, product placement could be sponsoring a local children’s sports team, having their name on team shirts and hosting the celebration party for the parents (potential clients) and team members, which may or may not include samples of their product.

And sometimes product placement can bring together interesting corporate partnerships. One television network is promoting their upcoming season by introducing their shows on more than 35 million eggs being sold in grocery stores. Eggs will bear messages such as “Crack the Case” for a detective show or “A Grade ‘A’ Comedy” applied by the newest technology, enabling them to reach viewers in their homes. If they wanted, they could host egg-themed parties, such as brunches, or host tie-in events in local grocery stores.

Product placement is not limited to taking place on television, in the movies, on stage and in magazines and books. The objective is placing your product in front of your targeted audience, and in order to meet your objectives it must be done well.

One beverage manufacturer created a business buzz, but not the kind they were looking for, with a combination public product placement and product launch themed event that went terribly wrong. Working with their ad agency, a 20-ton, 2½-story flavored ice pop was unveiled at Union Square in New York at the start of summer to advertise the company’s new frozen treats. The huge blocks of ice melted and the street was flooded with a gooey mess that sent pedestrians and cyclists slipping and sliding—and to the hospital. Not only did the company have a failed promotional event on their hands but they also could have been liable for city cleanup costs and lawsuits from those who were injured. They did receive major media coverage—just not the kind they were looking for to bring a return on their investment.

Product placements must enhance and help build—not tarnish—a company image through well-thought-out event designs,  and corporate executives must be able to spot red flag areas in events proposed by their company’s advertising agencies and public relations firms. Companies can never forget that along with their product, their company image is being placed in front of their customers. One of their objectives should be to deliver successful execution as well as produce great consumer goods and services.


Special Events

A special event can be a company milestone celebration. Or, it can be an event that has been created especially to meet a specific company objective and will be hosted by the corporation, such as one honoring someone who has made a great contribution to their industry. A special event can be a small, intimate affair, a private event for thousands or televised to millions around the world. They are often one-time events.


Sample Special Event Returns 

A special event is a stand-alone event created around a specific occasion such as a company’s 50th anniversary, not a company’s yearly holiday party. It is designed to take place for a reason, be it a person or purpose, and can be used as a creative way to meet many company objectives. For example, a number of companies are now hosting private celebrity or sporting special events that only their customers whose purchase contained a specialty item can take part in. The special event is being used to meet company objectives of brand awareness, being thought of as cutting edge, nurturing customer loyalty, developing new business, increasing sales of a particular product and receiving media attention, and was created for the sole purpose of doing all of the above.

Conclusion

In conclusion, business functions and business entertaining provide the means to meet many company objectives and bring about a return on investment but it is important to know why you are holding them, which one will give you the best results—since many styles may meet the same needs but not to the same extent—and where, when and how to use them effectively for maximum results. It is important to know how to clearly define and set company objectives so that you are in a position to choose the best style of event to deliver them. Understanding each style of event and its potential returns is the first step in being able to successfully choose and use the right business functions in order to bring about a return on your company’s investment.





End of sample
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