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Beyond the Convention Center
Execute Successful Client Events
in a New or Existing Market

Guest Advice
Shawn Rabideau

iy
y "; .
- l'g\ s companics scarch for new and innovative ways to get the
el 1 o g u > .
fmmy,  most our of their 111c11'kctmg and promotion budgcts, theyare
I : 7
- * revisiting some cried and crue m:u‘kcting forums.

Take the trade show as a case in point.

While there has ;1]\5.-'3}-'s been competition to have a biggti‘&nc{ berrer
show display S0 48 to ateract artendees artention, many companics arc
mm-‘ing the con 1petition off the trade show tloor. These companics
arc creating events that actrace rhe acrencion of their elicnts in venues
outside of the convenrion center. In do[ng SL).E]IC}' are able to sec
themselves apart from every other vendor with a trade show booth b__\-‘
creating an cvent that will I'l'Lll}-' stand our and get the tull artention of

Fh eir F'.l]'g(_‘[' audicncc.
e

Asking the Critical Questions

In order to make these events rl'u]y successtul, event planners need to
ask themselves and their client certain questions and rake spcc[i-ic steps o
ensure that che clienc achieves the maximum benetit from the event.

To bcgin the process, research the client and the client’s business. Sit
down with VOLLD client and find out critical information such as:

o Whart is their rarget audience? Find out about che d t‘[nngl';ll}hjcs of
their customers as well as where thc}_-‘ are located gcogmphim“_\_-’.

« Whois the competition? s your client a leader in the iudum_\* or are
L'h(‘}' just getting, starred? Find our who the major p]a}-‘crs are in the
industr}-‘ and where your client scands in comparison.

o Whardoces your client |mpe to gain from this evenc? While we expect
that t]]cy want to increase sales, are there other gm[s thac thc_y‘ have for
the event that will have an impacton how you stage their event?

o Whar branding_ clements does the cliene want to see ar the evenc?
While an upsrart dot-com may want a fun, hip marL‘cu’ng campaign
thatis {1‘11[}-‘ our of the 01‘n{i|‘1:{|'}-', a [;u'gc Foreune 500 firm will tend o be
MOre conservative, f\gain, you need to know your client to determine

whar fits with its corporate image.

Taking the Lead

Once vou have learned all vou can abour the client, it is time to
create the event.
One :]ﬂng o kccp in mind is that E\rcqucnt]'\'. companies p];:nmng

I'h(.‘..ﬁf_’ cvents \\'Ol'k Ihl:'('rLl}_"l'] a committee, SQ W ]lll(_ YOu may b(‘ i_{l_’-ll[i I]g
= / /

with one point person, there are likely to be five to 10 other peoplein the
company who have input in this event. Remember ro allow excra time
during p]anning. as the dccisjm)-maki11g process w ill likely be lengthier

Iham lml.}]_
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One key to a successful event is taking the lead with your client.

NO\\' Elli.l[ YU []Ll\'(_‘ E_-*}'.l['h(‘]'t“d 'J.” ['!['-[h(: in ['b]'[]'latil)n, _\_"OU arc rt.‘;Ld_\-‘ o
actually plan che event,

]H [']1{_‘ l_]]clnﬂiﬂg pI'O(“("SS. Ell'\\":L"\-'S ]'CIT[CIT[I}L‘I' E]TJE VO arc E]]L' (_‘XI_)L'I'('

and need to rake the lead in g‘utdjn% your client co crearing a successful
event. While it is imporr;mr to listen to clients, t]'lc_\_' arce not event
pl;mning CXPCLTS. The successful p]‘mncr will g‘uit]c the client o findmg
the 1'ig|‘1r venue, the pcri"cut caterer and great entertainment and will

create a dcsign thar will fL('.{.'t)JT!}')[i.‘i]'l the clients objectives.

() f-l.' cn '\_-'Ol.ll' L'.‘[iL‘ nt \Vl” h.’l'\'C iL']L‘L'l.‘;' T.'[];lt may have wo l'LL‘d ina

}'H'C'\'iﬂl.]ﬁ J'ﬂ;‘a]'ki_‘[ |_‘ILII I]'l'.'{[ ‘\'ilTl}')]\_" d(‘l ot 'J.l_)l,)]_\" in i_hC ma I'|-\'E:‘[' in

et the ultimate goal of getting your client’'s message across
to attendeas guide your event design.



Beyond the Convention Center

which you are working. For example,a
successtul event that your client may have
previously held in Dallas could probably
not be replicated in New York City due to
ditferences in the budget and logistics of
planning in a suburban serring as opposed to

midrown Manhattan.

The Right Spot
To make the event successful, firse find che
rig_llt vente.

[n selecring a venue for chis type of event,

it is important to find a space that is casily

The main goal with entertainment s to

be creative.

accessible to your client’s cuscomers. I the
eventis immed iarc|}-' fbllm\f}'ng the close ofan
exhibition, selecta venue that potential guests
can walk to. [f the event is lacer in the evening,
you want to be where the action is. This means
you Want a venue that is near nigl‘ltclubs or
restaurants thar arc a draw for porential guests.
After you have the venue, i’s time to

work on catering, You want to ensure that not
onlyis the food excellent, but also thar che
presentation is outstanding, | he last thing you
want to hear from vour clienc is char gueses
were complaining about bad food or thar there

Was nor C]'lDLIgE].

At the same time, be ereative with the
presentation. Think r}f_oppnrtu.rlitics o use
the food as a tool for branding, Simple items

SLlC]'l as custom pli‘lTl’.t‘.]'S '\\"iitl'l E]IL‘ L'][C]'lL"S Eﬂf__]‘t)
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Picking the right wenue means looking at how your event fits
into attendees” overall schedule.

that can be used as passing trays and a signature
cockrail in che color of the clients ]ogo that can
be served as guests enter goa long way toward
setting che stage tor a grear event.

Another creative
but fun idea is to have
anice lugc creared
in the shapc of the
client’s logo. While
thisisntexacely
new, it s still a grear
centerpicce that

cuests will cerrainly remember.

Creativity — the Most Important
Design Element

The next big seep is getting enterrainment
that will wow the guests. Given the number
of events that these guests have attended, chey
have seen most everyching, The successtul
event p|:mncr will dcv:‘fop ideas that [1clp the
client stand our.

Toward chis end, start with a theme. You

want to develop an overall coneepr tor the
encertainment that is in line wich your client’s

image. Always keeping the theme in mind,

artist, drag

Trapeze
creative entertainment will grab the attention
of jaded attendees

magician,

queen —

bri nging in elemencs that
will grab guests atcention
and hold it fora pr:riud of
cime. Think abour elements
thar can be seen thoughout
the venue and take place a
intervals during the event.
While a simple DJ can
provide the background
music, add elements such

as a trapeze artist, cabaret
act, magician, drag queen
or ather actention-getting,
enterrainment. The main gml
is to be crearive.

The final step is the
overall design of the event
and incorporating elements that will properly
display your client’s brand.

The ultimate gcaa] is tor your client’s
C :

66 Always remember that you are
the expert and need to take the lead
in guiding your client.?

message to get across to attendees. In
discussing the catering and entertainment, we
have already noted the need to develop a theme
and create an atmosphere that fies your client’s
corporate image. This all ties into the dc‘sigﬂ of
the event, which should truly convey to guests
what your client is all abour. From creative use
of the client’s logo, to attractive displays that
highhghr your client’s products. the dcsign is
crueial to creating a wow factor for all guests.

Your cliene may also appreciate creating
elements that can be reused in future events
due to the always-present budget concerns.

It may have all been done before, but che
successtul p]:m ner will find a way to make an
old idca appear new and unique.

While planning a corporate event can be
c]‘m]]cng[ng, it canalso bea great opportunity
for planm‘:rs to use their creativity inaway
thar will win over a corporate client who can

pl‘(‘l\"idt_‘ ]'CCL[L’I’EHg [‘illSi ness tor VCALS TO comce.
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