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1.0 Objectives

After studying this chapter you will béle to:
Understand the concept of event management
Discuss the organizational structure for the event
Explain the event marketing

Explain the importance of event management
Discuss the types of event

Understand the evaluation of event

Define the qualitiesf event manager
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Explain the sponsorship
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A Explain the benefits of sponsorship

1.1 Introduction

Event management is the process by which an event is planned, prepared, and produced. As with any
other form of management, it encompasses the assessmentitiodefiacquisition, allocation,

direction, control, and analysis of time, finances, people, products, services, and other resources to
achieve objectives. An event manager 6s job is
including researching, plan i n g, organi zing, i mpl ementing, con

design, activities, and production.

Event management has been described as an fAemer
governmendssued licensing or private occupatibrcertification credentials are required to practice

this complex and responsibiityaden enter pri se. Without such cr
suspect and subject to degradation by the actions of untrained and inexperienced practitioners who ar
simply not aware of the scope of what needs to be learned in order to be qualified to work in this
profession, as well as the scope of the legal and ethical responsibilities associated with such
endeavoursEvent management encompasses a multitude egtgpevents. Although the industry has
delineated itself into various categories, all represent the planning and production of an event that
brings people together at a particular time, in a particular place, for a particular purpose.

Event management isothing but a systematic way to create settings and execute properly festivals,
events and conferences. Event management typically involves identification of target audience,
devising a concept, plan logistics as well as coordinate and execute modaktiesvent. Numerous
companies host and organize events ranging from small private family dos like weddings or birthday
parties to largescale international events like conferences and events like Asian games, film festivals
that virtually represent theniage of a whole country. Event management companies come into picture
when corporate, charitable organizations, and other groups want to hold events to market themselves,
build business relationships, raise money or celebrate an event. As such for emageent

Co mp a n y-évent gnalysis and ensuring a return on investment is a important driver that keeps
the industry afloatSponsorship of events in particular can be especially effective as a marketing tool
because it can be a means of accessingla minge of audiences such as decision makers in business,
government entities, and of course customers. It can be particularly beneficial for companies that take
part in international trade, because sponsorship transcends cultural and language barriers.

A growing number of marketers think that corporate sponsorship is better than other methods as it
provides opportunities to gauge customer response to products immediately. Events allow business
owners or executives relate directly with their customerdigvihiey give customers the opportunity to

try out the products of a company firsthand. In comparison, marketing research methods such as focus
groups are usually costly and may not focus on the right kind of people, while market surveys or
guestionnairessually do not allow prospective customers the opportunity to try out products.

1.2 Concept of Event Management

An event is any organized presentation or activity that is consciously planned and conducted to
achieve specific goals or objectives. Thus arkat to attract more customers to town is staging an
event as is a festival to engender pride in a community. Events have become popular as a means of



entertainment and social interaction. In rural towns, they are a means of generating pride and a sense

of place. Different organizations stage events for a variety of reasons:

1 Main Street and similar organizations may hold events to engender pride in the local community,
attract visitors, generate income, create employment opportunities, brand their apessibly
attract new residents.

1 Community groups stage events to promote their interests, e.g. an art society putting on an

exhibition, or a car club staging a rally

Sporting groups stage competitions to test the sporting prowess of their members

Promotes stage events to make a profit, e.g. rock festivals or concerts

Businesses stage events to increase sales and promote products

Governments stage events to promote special occasions such as Australia Day, or to serve specific

groups and issues such as 8esiWeek and Heritage Week

9 Tourism organizations stage events to attract visitors, extend their length of stay and generate
return visitation

1 Charities stage events to raise funds and profile.
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Figure 1.1: Concept of event management

1.2.1 Developing tie Event Concept

Where the event concept has not been identified, one way of developing ideas is a collective
6brainstormingdéd session. A useful techniqgue is
encouraging people to say whatever firstnes into their minds. With a lively group of people,
coming up with a wide range of ideas will be easy. Once this process has been exhausted, it will be
useful to make a second list, this time prioritizing ideas in terms of their quality and attractiveness
Some ideas may be able to be blended or combined. Through this process, you will end up with a
shortlist from which the group must choose the idea, or combination of ideas, that best serves the
event. This can be developed and refined to create the coresept.

Caution
Once the event concept has been identified this should be developed as a theme and applied to as
many different aspects of the event as possible.
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1.3 Organizational Structure for the Event

First we decide what organizational structigeneeded to produce the event. In some cases the host
organization may have an existing structure that can be adapted to suit the needs of the event. If not a
structure that matches the scale and requirements of the event should be established. A typical
structure is an event committee that oversees an event and is responsible for the day to day
implementation through the event coordinator, staff and volunteers. The event committee should
include a range of people with strong standing in the communityvithda good mix of leadership,
business, entrepreneurial and decisiwaking skills. The key role of the event committee members is

to provide direction to the event through the event coordinator.
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Figure 1.2: Organizational structure representation

1.3.1 Event management Process

Event management is an intricate weaving of the process and the scope of management functions. As
illustrated below, the functional units (grouped by domain) form the warp &birs foundation

threads of the fabric of an event. The processesweft threadd are interwoven through these
foundations for each event, with the evaluation thread from one eventépthd research thread for

the next event. If you eliminate one of the threads, the fabric of the event is weakened, leaving holes or

places where it may unravel.
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Figure 1.3: Schematic of event management process

lqadels eesponsibletfar diffierant axegieof then d
event and ensure that it is working in a unified effort to achieve the vision and goals of the event. The
event coordinator should report regularly to the event committee on progress, implementation and the
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1.4 Event Marketing

Marketing is esseiglly a matching process. This process, in the case of events, involves trying to
create and maintain (if the event is to be an ongoing one) a match between the needs and motivations
of:

A Those you are seeking to attract

A The program of activities (e.g. disgs/performances/shows/parades/exhibits)

A Supporting services (e.g. types of food and beverage outlets).

To successfully O0steer6 this matching process it i
Marketing and promotion provides more detailed rinfation on marketing.
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Figure 1.4: Event marketing schematic

1.4.1 Key steps in event marketing

Clearly identifying the target groups for the event

Establishing and quantifying marketing objectives

Determining what approaches to use to achieve the tivaglabjectives

Deciding on the event 6éingredientsd necessary to
Establishing (if necessary) an appropriate pricing structure for tickets and services

Establishing how to get the message about the event out to targetcasdwithin budgetary
limitations

Determining how (depending on the nature of the event) to make tickets to the event easily
available

Making provisions for assessing the marketing efforts

Putting in place a system to monitor marketing expenditure

Including in the budget an amount for evaluating your marketing efforts

Developing a system for documenting lessons learnt and making use of this information in future
events.

To To Po Po o Do To Do Io Do P>

1.5 Importance of Event Management

Event management companies have grown in nursbiength and popularity. And this phenomenon
has been around since quite a few years now. In earlier times, it used to be surprising that there were
fully operating event management companies for managing events that happened far in between.
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Gradually, tle importance grew and now it has become one of the thriving industries in the economy.
It has generated employment of a very creative and innovative kind. Now, creative people have an
outlet to let their innovative ideas take shape and give them a decemis in return.

As a preliminary step, event management companies have to research about the brand or the initiators
of the event. Keeping in mind, the host s requirements and brand image, the event is conceptualized.
Within the framework of the everdn interesting and possibly interactive medium is thought of. The
event could be any of the following:

Private parties

Trade shows

Seminars

Conferences

Exhibitions

Weddings

Felicitation functions

Product launches and more

Another important factor to beonsidered is time. Although, working in a proper organizational
structure they cannot put up events in a matter of a few hours. They work in a time bound frame but
they still need time to make other arrangements. Having said that, the role in pullimgecttlusive

and customized event cannot be taken for granted. They take away all the worries of the organizers
and let them concentrate on other important things.

To To To To To o To o

More than the uniqueness, the effectiveness of the event is important. It has tthéufiilirpose it has

been set up for. Right from organizing bouquets to be gifted to chief guests to dropping and picking up
celebrities to and from the events is part of the job of event management companies.

For corporate events, right from maintainingtorcol to sending invites and more is taken care of by

the event management companies. The scope of work for event management companies spans from
organizing an Olympic event to a breakfast meeting for business people.

They need to make sure that thegystvithin the budget of the event. For example, if a fund raiser is
being organized, then the efforts should be made in the direction of maximizing participation. Venue,
seating arrangement, accommodation, etc. has to be systematically and accuratgy.afssigning
responsibility and rightfully delegating tasks is the key feature of a good event management company.

The ascent of event management companies began with the global events and shows getting organized
in India. Their place was fortified &ft the success of a few events. The team should be equipped to
handle any kind of crisis during the event to make the function memorable and successful.

Caution
Being organized by an event management company, then gathering all relevant resourcestingeust top
list of priorities.

1.5.1 Type of Events Handled

Event management companies organize corporate events apart from product launch, press conference,
corporate meetings, road shows, grand shop/office openings, music concerts, award ceremony,
investitureceremony, film premiere party or film launch/release party, awareness events/campaign
party, variety of fashion shows, as well as many types of private gigs such as weddings, reunions,
passing out parties, engagement as well as not to mention the bijptrtay.



Event management companies handle all the creative, technical and logistical elements of an event. As
a strategic marketing and communications tool event management also covers press conference for
product launches as a promotional event thdit velp their clients to communicate well with their
prospective clients. These promotional events are also used as a tool to generate media coverage and
reach out to countless people in one go. As such event management has becomeidiomudtollar

industry with fields such as MICE (Meetings, Incentives, Conventions and Exhibitions), conferences
and seminars as well as live music concerts and sporting events.

1.5.2 Who is an Event Manager?

The event manager plans, executes an event with his tearofeégionals who are expert in various
aspect of organizing an event from behihdscenes. Event managers as such are also engaged in not
just planning and executing an event, as well as brand building, communication and creating
marketing pitch with prqgective clients. Event managers hold expertise in the creative, technical and
logistical aspects that help to make an event successful. Also event managers have to negotiate matters
such as event design, audigual production, budgeting, negotiation, igtwriting, logistics and

much more. If an event manager is also given budgeting responsibilities he/she is referred to as an
event or production executive.

Among other things event managers work centers around various aspects of client service ®ich as sit
selection and survey for an event, event site designing, giving briefs/clarifications, drafting budget,
cash management, supply chain management, material procurement and management, event time
scheduling, as well as ensure health & safety aspect avéme. As such an event manager he/she also
has to take care of crowd management, logistics, rigging, sound and light, video, and security.

Today, a number of people are becoming event managers realizing the potential of industry where
demand is huge andigply is less. The biggest asset an event manager can make use of in the industry
is his/her creativity and coordination skills from stage one. Under this event managers right from
pitching for an event to execution prepare a project report with eye @ingeg check on the total
finances involved. Once the event manager submits his/her report, the client deliberates on the
feasibility aspect of the report and if finds the report to be good, assigns the job of event management
to the event manager.

1.6 Types of Event

There are almost countless types of events, some are demanded frequently by customers, others

seldom find indepth information about the most important types of events. Here presents and

describes the diversity of the event planning industry.

1.6.1 Corporate Events

1 Conferences are popular and important business events. Everything about the event management
of academic, medical and business conferences.

1 Meetings are common business events in large companies, perfect to discuss operational and
financial strategies.

1 Trade shows exhibitions where companies can present and demonstrate their latest products. A
professional presentation is crucial.

9 Golf tournaments or retreats events aim to acquire new customers, to increase customer loyalty or
to moivate employees

1 Networking events are personal marketing galas. Such events are great opportunities for contact
establishment and personal marketing

1 Opening ceremonies are held to start conventions, annual meetings and other events that last for
two or moe days. Find everything about opening events

1 Trade fairs are a great opportunity to present your latest products to customers and business
partners.

N



Award ceremonies are great events to honor and motivate key staff or to acquire and retain
customers. Eventlanners are able to organize events to remember.

Board meetings focus on strategic goals and visions. The event venue and the planning process
should reflect the prestigious nature of these meetings.

Incentives events motivate employees or close thedieastomers. Event managers are planning
events that help to enhance customer loyalty

Shareholder meetings are yearly and obligatory events to inform a corporation's shareholders
about company issues and to elect the Board of Directors.

Products launchimare critical for the successful market introduction of some products. A perfect
product presentation might also increase the media coverage

Press conferences perfect business events to promote new products, launch marketing campains or
to inform the shaholders and public about financial issues

Team building events a key to develop and motivate teams in companies and divisions. Everything
about the planning of professional team building events.

1.6.2 Private Events

T

loo

Weddings should be the most importalatys in the life of brides, grooms and their families.
Professional event managers help to plan the events.

Birthdays require seldom a professional event manager, but there are exceptions. Find out how
event managers can help you to make your party assicce

Wedding anniversaries celebrate milestones in a couple's life together. Ideas and hints that help
you to plan those events or find professional even managers

Family events are great opportunities to assemble whole families. We offer hints and jaaas to
perfect family events like birthdays, weddings, etc.
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Exercise: Check your progress 1
Ex1: What is Event Management?
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Ex2: How many types of Event?
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Self Assessment Questions 1

1. éééé.i s nothing but a systematic way to create
and conferences.

(a). Business management (b). Event management

(c). Planning (d). None of these

2An éééis any organized presentation or activity t
achieve specific goals

(a). Event (b). Plan (c). Target (d). None of these

3. éééé.groups stage competitions to test the sport
(a). Event (b). Formal (c). Sporting (d). None of these

4. The event coordinatorés role is to manage and di
the event

(@). True (b). False

1.7 Evaluation of Event

Event evaluation is the processaritically observing, monitoring and measuring the implementation
and outcomes of events to determine if objectives have been achieved.

Evaluation is a critical step in successful event management. It enables us to:

Measure the success of an event

Feed lssons learnt from the event back into the planning process

Continuously improve events

Refine the event and shape its outcomes

Communicate event outcomes to stakeholders.

To To Do o To

1.7.1 How to evaluate an event

The evaluation process takes place throughout tbefithe event and it requires the commitment of
time and resources. It has five key stages:

A Identifying the objectives of the event

A Deciding on the method/s to evaluate the event

A Collecting data

A Analyzing and interpreting the data

o



A Compiling an event reppsummarizing the results of the evaluation

A Distributing the report to all key event stakeholders and media.

The process begins with the setting of event objectives. Decide what is to be achieved and how these
achievements will be measured. For example, @im of the event may be to increase the attendance

by 10% over that of the previous year. Measurement may take the form of counting the number of
tickets sold (if it is a ticketed event) or the police estimates of the crowd. Alternatively use other
indicators such as the number of parked cars or the amount of food purchased from food vendors. All
of these are means of collecting data in order to measure success.

Another objective may be to increase the profit of the event by 5% over that of the predaubhys

time the measure will be the bank balance at the end of the event. However, it may require some
degree of analysis to decide whether the profit arose from an increased number of attendees, a higher
expenditure per attendee or from cost savings.

Yet another objective might be the level of satisfaction of people attending the event. This could be
partly measured by observation of the response to the entertainment or by how long they stayed at the
event. However, the best method of determining feation is to undertake a survey of event
attendees.

1.7.2 Evaluation methods

There are a number of methods that an event manager can use to collect data and measure the
outcomes of events. Commonly used methods include:

Direct observation by the event nager and staff

Staff meetings and reports, where the progress of the event is monitored and controlled
Administrative reports such as ticket sales, food and-tstédler income and event financial
statements

Postcode analysis of ticketing reports

Professbnal reports such as police crowd estimates, incident reports by security staff, and
transport, parking and traffic statistics

Debrief meetings, where key staff and stakeholders are invited to give their feedback on the
processes and outcomes of the event

Photographic documentation of the event

Media coverage and reports

Surveys of event participants, sthllders and sponsors

Surveys of event attendees conducted prior to, during or after the event

Visitor and tourist surveys

Economic impact studies.

Theseand other methods will allow the event manager to collect a great deal of data on the event and
to piece this together in order to analyze the event outcomes and report to stakeholders.

To To To o To Po Po Do To  To Do I

1.8 Quialities of Event Manager

Professional change is like a teclogical change. It is giving new shoots of work in different and

new directions. Event manger profession or work is also in one of them.

Events managers work to plan,-aalinate and publicized a wide range of promotional, educational,
sporting, and sociavents. To work as event manager you have to specialise in particular area of field,
such as exhibitions, conferences, product launches, fundraising events, festivals, parties, or wedding
planning.




Events managers may work for particular organizatioframlance, in the form of group of people.
Alternatively, organizations and businesses may employ their own employee to organize events. Some
people hire specialist suppliers within the events industry (such as venues, and catering/hospitality
services)lt depends on the nature of events they organized.

In multinational companies, their work divided according to department like sales marketing and
operations, which are responsible for monitoring the events from initial stage to the running stage. The
evert managers of the organization may take help from the outside suppliers, but overall they are
responsible for the completion of the project and keep tracking the schedule of the event run
successfully.

1.8.1 Excellent time management
The ability to coordiate not only yourself, but the scheduling of the entire team helping with the
event . It 6s al |-plaaning ant schedlubng.ni ng, and r e

1.8.2 Resourcefulness

In my opinion, this is the most important. With years of experience in events, thernaaigs al
something that requires a creative fix. Whether it be a piece of tapeworkimg a display because

the display across the aisle looks too much like yours. You have to be very resourceful and use what
you have. Ability to pool together the indivials you need.

1.8.3 Communication

Share your ideas and your vision openly with your team. Communicate on a level that is respectful to
everyone. Do not talk down to anyone, regardless of their role. Everyone has their part and it
ultimately leads to youwsuccess, make sure you communicate clearly and respectfully. Accept
criticism and be open to new ideas.

1.8.4 Passion
Without passion you cannot overcome the bumps and triumph when all seems lost. | can train time
management, but | cannot teach passion.

1.8.5 Strong will, but a level head

You have to be able to carry out your vision and sometimes crack the whip to get it done. Resolve
problems and issues quickly. And you must be able to stand calm at zero hour when something does
not go your way. Your tema should look to you for everything, the last thing they need is a shaky
leader that makes rash decisions because they crack under pressure.

1.9 Sponsorship

Sponsorship is a business deal between two parties with benefits to both. Sponsorship te teatral
revenue stream of many new and continuing events. This being the case it is important to identify
sponsors, prepare sponsorship proposals and service sponsors.

1.9.1 Concept

Sponsorship provides a great means of broadening your competitive edgeplmving your
company's image, prestige and credibility by supporting events that your target market finds attractive.
In recent years, corporate sponsorship has become the fastest growing type of marketing in the United
States.

Part of this growth can battributed to the increasing numbers of small and medized businesses
involved. Previously, only large businesses could afford to sponsor cause marketing, for instance, as a



way of boosting profits as well as establishing goodwill. However, now smediepanies are
sponsoring everything from local volleyball and softball teams to fairs, festivals andupleanf

parks as an effective method of boosting their visibility in their community. Most of these
sponsorships help these companies to enhanicepthidic profile relatively cheaply.

Irrespective of the size of the company, however, experts in the field tout a broad spectrum of benefits
that can be gained by sponsorship aside from enhancing visibility and image, such as differentiating
the companyrom competitors, helping to develop closer and better relationships with customers, both
existing and potential ones, showcasing services and products, and even getting rid of outdated
inventory. These experts go on to say that when sponsorships aggisteatd welconceived, they

can boost both shetérm and longerm sales.

1.9.2 Key steps to Event Sponsorship and Revenue Raising

Making realistic judgments as to the potential of the event for sponsorship
Developing a basic sponsorship policy to gusghonsorship efforts

Identifying likely potential sponsors for the event

Developing a clear understanding of the benefits sought by the potential sponsors
Developing a sponsorship proposal

Developing a sponsorship business plan

Identifying all relevant ne-sponsorship revenue sources

Developing a plan to guide your efforts at revenue rising.

To To Do To To o T Do

Did You Know?
Effective Event Management was established in March of 1992.

1.10 Benefits of Sponsorship

There are several benefits of sponsorship for the empleysekhas for the employee.

1.10.1 Benefit to employers:

1 Retain and motivate high performing employdeseduces cost of hiring, training and lost
productivity during the learning phase for new employee

1 Upgrade skills of high performing employees to engbtsater performance in senior roles

T I mprove attraction of new talent since a spon
individual employeeds growth

1 Employees participate in the program while continuing to work and hence they are able to
immediately apply what they have learned in the classroom within their organizations

1 Sponsorship can be used to reward exceptional performance and target employees for career
advancement increasing employee loyalty

1.10.2 Benefits to Employees

1 The program ispecifically designed for senior executives to help them boost their contribution to
the organizationds growth

1 Easily upgrade skills to perform better in the new roles which will help accelerate their growth and
performance in the organization

1 Employeesca si gnal commitment to the current organ
competitive environment

1 Solve the challenge of time away from work and the financial cost of education

1 Employees can revitalize management by applying the strategieimsagldts they learn in the
program



Sponsorships are taken up by organizations on the basis of their assessment of the benefits offered. As
a sponsorship seeker, you need to determine exactly what benefits are likely to be relevant to potential
sponsors. &ch benefits might include:

A Corporate/brand image creation/enhancement

A General awareness of an organization and/or its services/products

A Merchandising opportunities.
While many of these benefits relate directly to private sector firms, keep in minduttiat gector
organizations (e.g. local councils and government departments/authorities/commissions/agencies) also
engage in sponsorship and might beseeking some of these benefits.
Each event will vary in what you can provide the sponsor but common iteluden
Agreement to purchase product from a sponsor, e.g. transport/food
Event naming rights
Networking opportunities
Merchandising rights
Media exposure
Sighage
Advertising space and/or inclusion of sponsor logo in printed material (e.g. program, figkrs a
posters) associated with the event, inclusion of sponsor materials houtgilacknowledgement of
the sponsor on the eventds website and hotlinks to
event or the right to establish such servicegjlgtion space and tickets (free/discounted). The Deni
Play on the Plains case study provides an illustration of a sponsorship arrangement with a major
sponsor.
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Can a sponsorship program be adequately serviced?

Time and effort is required to research,velep and sell sponsorships to potential sponsors.
Additionally, all promises made in the sponsorship agreement need to be fulfilled by both parties.
Sponsors should also be aware of reciprocal advertising opportunities.

Did You Know?
The ASpongoambi padr bt-85 when thg advertising sedti®D#Public Works
and Government Services Canada (PWGSC).

1.11 Approaching Sponsors

1.11.1 Identify Appropriate Sponsors

The key to finding potential sponsors is to identify organizations thait aczess to the same audience

the event attracts. This research can involve keeping abreast of business developments in your region
by reading the local paper, specialist publications and the general financial press. This form of
research will identify aganizations that might, for example, be opening up new outlets in your region

or introducing a new product/service.

Once identified, and depending on the nature of the event, such organizations can become a
sponsorship target. Annual reports and webs#@sprovide insights into potential sponsors, including
strategies the organizations are pursuing, sponsorships they have in place and any specific
requirements for sponsorships. Examining programs/promotional material/websites of similar events
or contactng the relevant event organizer is another way of identifying potential sponsors. Having
identified potential sponsors, further information worth seeking is:

A The types of events the organization is willing to sponsor

A Whether the organization is tied to fieular causes (for example charities)




A When in their planning cycle they allocate their sponsorship budget (a sponsorship proposal would
need to arrive some months before this time).

This is likely to require direct enquiry. Once there is a final list ofeptial sponsors the next

challenge is to meet with the person responsible for sponsorship decisions to discuss further with the

benefits they would be seeking from an association with the event. Insights can then be used to

6cust omi zed vy ooposal te tharmeedst I§ & mgeting cannot be arranged, base the

proposal on the information gained from websites and newspapers etc. Once sent, it is sound practice

to follow up proposals within a reasonable period (§&/veeks) to determine their siat(e.g. yet be

considered, under review, rejected). Avoid ringing too often.

1.11.2 The Sponsorship Proposal

A formal proposal is the common means of seeking sponsorship. This document should state exactly

what the potential sponsor is being requesteprowide; what benefits the organization will receive

from this sponsorship; and how much the sponsorship will cost (caskkardp The following

components should appear in the proposal:

1. An overview of the event including its: mission/goals; histwgation; current and past sponsors;

program/duration; staff; past or anticipated level of media coverage; past or predicted attendance

levels; and actual or predicted attendee profile (e.g. age, income, sex, occupation)

2. The sponsorship package on oféad its associated cost. Options include: creating a number of

identical 6packages6; developing a hierarchical

rights sponsor, major sponsor, minor sponsor, and official supplier; having aspects ef/etie

individually sponsored (e.g. fireworks, entertainment); or opting for a sole sponsor.

Whatever option (or mix of options) chosen, when pricing the sponsorship package(s) remember that

an organization has available to it alternative promotional {goish as advertising) that can achieve

similar outcomes

3. In the case of ongoing events, sponsors often see greater value in relationships that extend over a

number of years as this gives them ti mededso de v

and gives them a greater opportunity to achieve their sponsorship objectives

4. The strategic fit between the proposal and the needs of the organization (e.g. a company might be

expanding its operations into your area and the event may offer theppariumity to make people

aware of their presence in the community and their products/services)

5. Many large corporations, to assist sponsorship seekers, have developed proposal guidelines/criteria.

Establish if such guidelines exist before preparing ywoposal document. Always remember when

you are preparing a sponsorship proposal to stress the benefits of the sponsorship to the sponsor not

the features of the event itself.

1.12 Event Management Services

Event management is the service that accomtasdal of your event details in order to guarantee you

in succeeding your entire event. Now you can have such event management for your corporation.
1.12.1 Corporate event management

Corporate event management is a kind of event management servicepravicles you consultation

in managing your corporate details. With this service, small businesses, nonprofit organization, and
even major businesses can get assistance in dealing with their events management details.

1.12.2 Meeting planning

Meeting plannig is one of the services that they can provide you. Corporation needs to once in a
while conduct corporate meeting in order to solve some issues that the company has to deal with. With
meeting planning that is taken care of by special service; you wélblgeto have the details all done
without you having to be frustrated to deal with these matters. All you need to do is to concentrate to
your business and its management. By no means, you are already pushing your business to move



forward faster. You caalso get business consulting from this service as well. As small and young
business, you might want to get professional consultation service from a business consultant which
already has the experienced of assisting businesses to manage their busingsslddalg setting up
business conceptualization until on site logistics.

1.12.3 Government conference planning

Government conference planning service is also provided by this corporate event management service.
Besides providing service for businesséss service is also available for providing service for any
governmental departments. The service is called Veer consulting. You can find the service online at
veerconsulting.com to find the details about the services that they provide. Business ammsultati
business events planning, conference planning, and other kinds of services are available for you.
Veerconsulting.com is the solution for those who are looking for the short cut to make their business
events management more professional, effectiveakaodrun successfully.

Exercise: Check your progress 2
Ex1: How to evaluate an event?
888888888888888888888888888888888888888888888888888

88.8888888888888888888888888888888888888888888888888
.B8B8BE8B8B88E8B8B888888888BBBBBBB8888888888888888888

Ex2: What is Sponsorship?
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Self Assessment Questions 2

5. ééééar e pimprdantedusineasnedents. Everything about the event management of

academic, medical and business conferences.

(a). Event (b). Conferences (c). Sporting (d). None of these

6 . eéééeéare common business events i mtondlandge compan
financial strategies.

(a). Event (b). Conferences (c). Meetings (d). None of these

7. Networking events are not personal marketing galas.

(@). True (b). False

8. éeééé. .perfect business events to gnescomtwmt e new pr
inform the shareholders and public about financial issues

(a). Press conferencegqb). Sports (c). Festival (d). None of these

9. Without passion you cannot overcome the bumps and triumph when all seems lost.
(@). True (b). False

10. ééeéééé is a business deal between two parties wit
(a). Management (b). Parties (c). Events (d). Sponsorship



Exercise: Check your progress 3

Case StudyWithin -Case Analysis of Pripps

In accordance with Taranto, Beertema, Markos, and KempePr i pps considers ev
ability to penetrate the media noise to be a great advantage. Also in line with the authors, Pripps states
that event marketing is more influential and feels more vital than traditional promotion, and
furthermore, letd he company Aownd the participantsdé foclt
event.

Regarding Behrer and Larssonds statement t hat
Pripps neither agrees nor disagrees, and somewhat contradict©itselie hand, the company does

not perceive event marketing to be advantageous over advertising in terms of credibility. On the other
hand, Pripps states that if an event achieves media coverage, then it is more credible than advertising
since all PR has anore credible effect. The respondent concludes that event marketing must be
combined with other communication tools, and that the total communication must be credible in order

to be successful.

Furthermore, in line with Behrer and Larsson, Pripps statgsetvent marketing has an advantage

over advertising when it comesdatld 6gerddreatte aaware
consumers6 and mediads interest. Pripps al so af
focuses and express all the factors related to image, at the same time, and this is a clear advantage. It

is also, according to Pripps and in line with Behrer and Larsson, an advantage that event marketing
can offer prestige at a lower cost than advertising.

Pripps states hat event marketingds ability to contribu
advantage over advertising, which is in consistency with Behrer and Larsson. Finally, Pripps also
considers the interaction with the target group that event magketfars to be an advantage over
advertising. It gives the company an opportunity for direct feedback, as suggested by Behrer and
Larsson, and also the customero6s total focus.

The greatest disadvantages Pripps sees with event marketing are that ityismsbsthpredictable.

These are not disadvantages brought up by Behrer and Larsson and in fact, Pripps contradicts all the
disadvantages stated by Behrer and Larsson. Although Pripps agrees with Behrer and Larsson that
there are no standardized solutions égent marketing, the company does not consider this to be a
disadvantage. Instead, the company proposes that there should be no standardized solutions in event
marketing as with advertising, even though this means that more planning is required. Buetherm

Pripps does consider the difficulty of evaluating event marketing to be a problem, but not a
disadvantage over advertising. The company claims instead that it is to be seen as a challenge, and that
all promotion is hard to measure in the short ruipdralso contradicts Behrer and Larsson by stating

that although there is no established infrastructure in event marketing at the moment, there are great
opportunities for better competence and infrastructure in the future. The lack of established
infrastucture is therefore not considered by Pripps to be a disadvantage. Finally, inconsistently with
Behrer and Larsson, Pripps finds event marketing to be relatively flexible and does not consider
inflexibility of event marketing to be a disadvantage oveesiiking.

Questions:

1. Explain the Analysis of Pripps case.

2. Write the brief summary of the case study.

1.13 Summary

A Event management typically involves identification of target audience, devising a concept, plan
logistics as well as coordinate andeente modalities of an event.



A The event coordinatorés role is to manage and
the event and ensure that it is working in a unified effort to achieve the vision and goals of the
event.

A Event management owanies have grown in number, strength and popularity. And this
phenomenon has been around since quite a few years now.

A Events managers work to plan, -calinate and publicized a wide range of promotional,
educational, sporting, and social events.

A SponsorBip provides a great means of broadening your competitive edge by improving your
company's image, prestige and credibility by supporting events that your target market finds
attractive.

1.14 Keywords

Conferences:Conferences are popular and importantitess events. Everything about the event
management of academic, medical and business conferences.

Corporate event managementt is a kind of event management service which provides you
consultation in managing your corporate details.

Event evaluation:Event evaluation is the process of critically observing, monitoring and measuring
the implementation and outcomes of events to determine if objectives have been achieved.

Event managementEvent management is nothing but a systematic way to create seftthgzexute
properly festivals, events and conferences.

Sponsorship:Sponsorship is a business deal between two parties with benefits to both and it is central
to the revenue stream of many new and continuing events.

1.15 Review Questions

1. What is the ancept of event management?

2. Define the importance of event management.

3. Explain about the organizational structure of an event.
4. What are the roles of event manager?

5. Define the event management process.

6. What is the event marketing? Explain.

7.What is the event and also define its types?

8. Define the evaluation of event and its methods.

9. What is the sponsorship and explain its benefits?

10. Explain the event management process

Answers for Self assessment Question
1. (b) 2. (a) 3.(c) 4.(a) 5. (b)
6. (c) 7. (b) 8. (a) 9.(a) 10 (d)

1.16 Further Studies

1. http://www.embok.org/filemgmt_data/files/Silvers_Global_Domain_Structure.pdf
2. http://lwww.business.nsw.gov.au/__data/assets/pdf_file/0008/5489/module14.pdf
3. http://fepevents.blogspot/piblogpage_12.html
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2.0 Objectives

After studying this Chapter, you will be able to:

1 Describe event planning its concept and purpose
1 Analyse the need of audience

1 Explain the process of event plangiand its tips

1

Understand venue selection and contracting event venue

2.1 Introduction

An event is any activity that requires you to make arrangements before the program can actually take
place. It may be anything from an introductory meeting or shrdgk to a concert, film, conference,

or dramatic performance. But keep in mind that no matter how small or easy an event may seem some
forethought is required.

Event planning is the process of planning a festival, ceremony, competition, party, or @nventi
Event planning includes budgeting, establishing dates and alternate dates, selecting and reserving the
event site, acquiring permits, and coordinating transportation and parking. Event planning also
includes some or all of the following, depending ba event: developing a theme or motif for the
event, arranging for speakers and alternate speakers, coordinating location support (such as electricity



and other utilities), arranging decor, tables, chairs, tents, event support and security, caterig, polic
fire, portable toilets, parking, signage, emergency plans, health care professionals, and cleanup.

2.2 Concept and Design

Events are a workplace for some and a leisure activity for others and range from family days in the
local park to musical evengstivals, firework displays, carnivals, sporting events etc. Negligence on
the part of the owner of the premises and/or the organiser of the event can result in injury to either
workers or patrons.

An event can be described as a public assembly for tippgeiof celebration, education, marketing or
reunion. Events can be classified on the basis of their size, type and context.

An event can be:

1) Social / lifé cycle events

Events like Birthday party, Hen/Stag party, Graduation day, Bachelor's party, Bregag®&/edding,
anniversary, Retirement day, Funeral etc.

2) Education and career events

Events like education fair, job fair, workshop, seminar, debate, contest, competition etc.

3) Sports events

Events like Olympics, World Cup, marathons, Wimbledon, wrestmatches etc.

4) Entertainment events

Events like music concerts, fairs, festivals, fashion shows, award functions, celebrity nights, beauty
peagents, flash mob, jewellery shows, stage shows etc.

5) Political events

Events like political procession, m@nstration, rally, political functions etc.

6) Corporate events

Events like MICE (meetings, incentives, conferences, and exhibitions), product launches, road shows,
and buyerseller meet etc.

7) Religious events

Events like religious festivals / fairs ligious procession, Katha, Pravachan, Diwali fair, Dusherra fair
etc.

8) Fund raising/ cause related events

Any event can be turned into a fund raising or cause related event e.g. auctions.The design of an event
is many things. It is the cross branding #wmt potential attendees, exhibitors and sponsors
immediately recognize your event when they see the logo or branding design on the web, in print, in
electronic mailings, etc. It is the design of the logo, website, print and electronic ads, save the date
postcards, brochures and promotional materials utilized before and during the event. The design of
your event is also the utilization of audio visual, gobos, signage, production, overall theme and décor,
scenic elements, promotional giveaways and othersitensite at the event. Your event design is a
branding roadmap of your event from start to finish.

2.3 Purpose of an Event

Since the dawn of time, in one way or another, events have existed to mark an important occasion that
is to happen. Celebratingelchanging of seasons and phases of the moon are all events because it
gathers people of a common interest to a specified place at a particular place. Although events have
been around for many years, the 1990's saw the events industry emerge. The @usinyssaw the

growth of events related education in colleges and universities. At present times, events have grown in
popularity to such a scale, that it is now a global industry. There are different types of event, which
include social life cycle eventsporting, cultural, business and fundraising. Events can be divided in




terms of size and the impact they make on society economically and socially. These are called
Hallmark, Mega and Major Events. A hallmark must earn its name. An event is consideseddo
significant in the spirit or ethos of a city or region, that it helps form an identity for that city and
region. It also gains widespread recognition. A classic example is the Carnival in Rio. It represents
Latin vitality and the exuberance of theyciSocial Cycle events include birthdays, anniversaries and
funerals. These events occur in accordance to the calendar, for example a person's birthday can only be
an event at a specified time of year. Sporting events are categorised into three tygesyevMega

events, calendar events, ewi¢ events and showcase events. Mega events are events that are so large
that they affect whole economies and obtain media coverage globally. Examples are the Olympics and
FIFA World Cup. It is difficult for many dter events to be labelled a mega event. Getz defines a mega
event: "those that yield extra ordinary high levels of tourism, media coverage and prestige. Their
vol ume should exceed 1 million visits, and thei

Business Comunication is communication used to promote a product, service, or organization; relay
information within the business; or deal with legal and similar issues. Business Communication
encompasses a variety of topics, including Marketing, Branding, Custatagioms, Consumer
behaviour, Advertising, Public relations, Media relations, Corporate communication, Community
engagement, Research & Measurement, Reputation management, Interpersonal communication,
Employee engagement, Online communication, and Evemagement .Advertising is the most
widely known weapon in the marketing armoury. This is a paid medium involving radio, TV,-poster
sites, press, or direct mail. Each medium offers several advantages and disadvantages. Advertising
communication is businesshe way account managers and creative talent work together in an
advertising agency to create commercials and a
audience .On average, advertisements take approximately sixty percent of the printedh space
American newspapers. In the same year, newspapers hauled in about 9 million dollars from
subscription and single use buyers. Advertising Exist to solve two problems

1. Too many goods or materialdf there was not enough of an item, there would beneed to

advertise it.

2. Advertising is also a way of reaching your consumers who would otherwise be unfamiliar with your
product. Many ads work by providing information: what is the product? what are its characteristics,
qualities, functions? Mostof .tsd mi t t hat advertising industry is
guestionable practices, advertising meets the consumer needs for information about the goods and
services which are offered on the market. The essential ethical issues raisedtisirglvedustry are

t hat advertisements should be |l egal, honest and

Did you know?
In 2004, almost 34 billion dollars was spent on newspaper advertising.

2.4 Analysis of Need of Audience

Audience analysis involvasentifying the audience and adapting a speech to their interests, level of
understanding, attitudes, and beliefs. Taking an audiestiered approach is important because a
speakerodos effectiveness wil/l b e ieradpirao aperdpriatef t he
manner. ldentifying the audience through extensive research is often difficult, so audience adaptation
often relies on the healthy use of imagination.

As with many valuable tools, audience analysis can be used to excess. Adapiieecla ® an

audience is not the same thing as simply telling an audience what they want to hear. Audience analysis
does not mean O6grandstandingdé or O6kowtowingbd to



content choices a speaker makes foreggntation. Audience adaptation often involves walking a very
fine line between oveadapting and undexdaptingi a distinction that can be greater appreciated by
understanding the general components of this skill.

2.4.1 Factors in Audience Analysis

Audence expectationdi/hen people become audience members in a speech situation, they bring with
them expectations about the occasion, topic, and speaker. Violating audience expectations can have a
negative impact on the effectiveness of the speech. Im#gahea local politician is asked to speak at

t he memori al service for a beloved former mayor.

praise the life and career of the deceased. If the politician used the opportunity to discuss a piece of
legidation, the audience would probably be offended and the speaker would lose credibility. Of

course, there may be some situations when violatd.i

strategy. Presenters that make political statements at themgallwards do so precisely because the

messagebs incongruity with the occasion increases

Knowledge of topicAudience knowledge of a topic can vary widely on any given occasion; therefore,
communicators should find out whéteir audience already knows about the topic. Never overestimate

Th

ng

t

the audienceds knowledge of a topic. | f a speaker

engineering but the listeners are not familiar with basic genetics, they will be unablewo four

speech and quickly | ose interest. On the other
knowledge may result in a speech that sounds condescending. Try to do some research to find out
what the audience already knows about the topic.n@id brief review of important terms and

concepts is almost always appropriate, and can sometimes be done by acknowledging the

ha

heterogeneous audience and the importance of Oputt

even if the audience members wdaeniliar with basic genetics, a brief review of key term and
concepts at the beginning of a speech refreshes memories without being patronizing.

Attitude toward topiccKnowi ng audi ence membersodé6 attitudes abou

determine the bésway to reach their goals. Imagine that a presenter is trying to convince the
community to build a park. A speaker would probably be inclined to spend the majority of the speech
giving reasons why a park would benefit the community. However, if they foundhead of time

that most neighbours thought the park was a good idea but they were worried about safety issues, then
the speaker could devote their time to showing them that park users would be safer in the park than
they currently are playing in thdreets. The persuasive power of the speech is thus directed at the
most important impediment to the building of a park.

Audience sizéMany elements of speechaking change in accordance with audience size. In general,
the larger the audience the morenfiat the presentation should be. Sitting down and using common
language when speaking to a group of 10 people is often quite appropriate. However, that style of
presentation would probably be inappropriate or ineffective if you were speaking to 1,000 people
Large audiences often require that you use a microphone and speak from an elevated platform.
Demographics: The demographic factors of an audience include age, gender, religion, ethnic
background, class, sexual orientation, occupation, education, graupership, and countless other

categori es. Since these categories often organize

speaker attends to them. Politicians usually pay a great deal of attention to demographic factors when
they are on the campaigrail. If a politician speaks in Day County, Florida (the county with the
largest elderly population) they will likely discuss the issues that are more relevant to people in that
age rangd Medicare and Social Security. Communicators must be careful sberabtyping an



audience based on demographic informatiofndividuals are always more complicated than a
simplistic identity category.

Also, be careful not to pander exclusively to interests based on demographics. For example, the elderly
certainly areconcerned with political issues beyond social security and Medicare. Using demographic
factors to guide speeehaking does not mean changing the goal of the speech for every different
audience; rather, consider what pieces of information (or types areayiwill be most important for
members of different demographic groups.

Setting:The setting of a presentation can influence
ability and desire to listen. Some of these factors are: thepset the roomboth size and how the
audience is arranged), time of day, temperature, external noises (lawn mowers, traffic), internal noises
(babies crying, hacking coughs), and type of space (church, schoolroom, outside). Finding out ahead
of time the different factsr going into the setting will allow a speaker to adapt their speech
appropriately. Will there be a stage? Will there be a podium or lectern? What technology aids will be
available? How are the seats arranged?

What is the order of speakers? While thesadsamay appear minor compared to the content of the
speech and the makg of the audience, this foreknowledge will soothe nerves, assist in developing
eye contact, and ensure that the appropriate technology, if necessary, is available. Take into account
the way that the setting will affect audience attention and participation. People are usually tired after a
meal and late in the day. If scheduled to speak at 1:.00 PM, a speaker may have to make the speech
more entertaining through animation or humor, eixhilore enthusiasm, or otherwise involve the
audience in order to keep their attention.

Voluntariness Audiences are either voluntary, in which case they are genuinely interested in what a
presenter has to say, or involuntary, in which case they arenhetently interested in the
presentation. Knowing the difference will assist in establishing how hard a speaker needs to work to
spark the interest of the audience. Involuntary audiences are notoriously hard to generate and maintain
interest in a topic (hnk about mo st peoplebs attitudes t owe
would prefer to not attend.)

EgocentrismMost audience members are egocentric: they are generally most interested in things that
directly affect them or their community. An effee speaker must be able to show their audience why
the topic they are speaking on should be important to them.

2.4.2 Tips for Analyzing an Audience

Define target audience. In most audiences there will be a mix of opinions about any topic. There are
usud |y some people who agree with a speakerbs cl
who are undecided, and still others that are apathetic. Conventional wisdom maintains that a
communicator does not need to focus on the people who alreadyatireleem and the people who
strongly disagree with them will probably not be persuaded by one speech. Therefore, generally the
target audience is composed of those people who fall between the two extrdragsare the ones

that a speaker should be primhaconcerned with. Composing a speech with them in mind enables a
speaker to have their greatest impact. Of course, the conventional wisdom is fusiotinagntional.

Some speakers are so dynamic (or terrible) that they can transform beliefs of tmeetiké falls
outside the Oundecidedd category.

ResearchAt times, a presenter may be able to learn about their audience by researching in the library
or on the internet. This can be especially helpful when speaking to members of a distinct organization
For example, if asked to speak to the local chapter of the Sierra Club, visiting their web page and



finding out about the goals and beliefs of the organization would reveal publically stated goals.

Obtaining brochures or other literature from the orgation or group will enhance audience analysis.

At the very least, the person(s) who arranged the speaking engagement should be able to give some
information about the audience that wildl be attendi
of the evat, the setting of the speech, and other key questions about the different elements will make

audience analysis more productive.

Survey:Conducting a survey is one way to find out about the values, beliefs, and knowledge of an

audience. Surveys allow aegker to gain specific information from a large number of people. With

access to the audience before a speech, an orator may be able to give brief written surveys to all

audience members. Surveys may include epend ed questi ons (fAHomal do you f
research?enpndaeadadqeéowsieons (ADo you approve of ani mal
constructing a survey: Keep the survey short. Get the information you need in as few questions as

possible. Keep questions short and focused. Choesedfding carefully and make questions concise.

Avoid leading or loaded questions.

Interview: Learning about an audience by conducting interviews is the most helpful but usually most
unrealistic way to understand an audience. Unlike surveys that can aifmimation from many

people in a short amount of time, interviews are much more time consuming. Interviewing all
members of the audience is often impossible or unreasonable. A possible alternative is to converse
with a representative sample of the and& A representative sample is a small subset of the audience
that maintains the demographic proportions of the whole audience. For example, if speaking to a
group that was 90% female, making sure that interviewees were also about 90% female would
establsh a representative sampReminders so nice they need mentioning twice: Avoid stereotyping.
Although thorough audience analysis demands taking demographic factors into account, such analysis
does not legitimate stereotyping. Stereotypes are fixed beliefpinions about people in a particular
group. Stereotyping neglects individual differences and often causes people to make decisions based
on flawed reasoning. The best way to avoid stereotyping is to learn as much as possible about an
audience using thabove techniques instead of relying on preconceived notions of a group.

Do not simply tell the audience what they want to hear. The oldest and most common criticism of

rhetoric, especially persuasive speech, is that it is mere flattery; a way foraratdio pander to an

audience. Politicians are often accused of doing jusd tbienging their stance on an issue to please

different audiences that they address. To prevent this behaviour, begin the planning of every speech

with a clear goalto accompis (i . e. ATo inform my audience about on
my audience that my research project deserves fundi

of the specific audience being addressed. Audience analysis should be used ter dis=dwest

available means to reach that goal. Be true to this purpose, but tailor the speech to the audience.

Continue to analyze the audience. Audience analysis continues even after beginning to speak. As a

speaker, pay attention to the feedback thdiemce members give. If a presenter notices that several

people |l ook confused, then they may have overestim
Take the time to clarify terms and give necessary background information. If an audience looks bored,

then figure out how to spice up the speedither with more audience involvement or more

excitement. The speech will have the greatest opportunity for success if the speaker treats their

audience members as active agents in the speaking process.

Caution
Communicators must be careful about stereotyping an audience based on demographic information



2.5 Process of Event Planning

Whether you are planning to throw an annual dinner and dance, a fundraiser, a company picnic, a
conference, exhibition, celebration convention, event planning is not to be taken lightly. Company

wide events, no matter your industry or sector, can be well worth the effort, but require a great deal of
planning and resources. From thanking employees to improving customer relati@wsingtinew
clients, educating the public, raising an orga
launching a new product or service, events are wide ranging and can be tailored to fit any need. And
because of their broad array, best prastidor effective event planning vary widely, and
recommended timelines for planning can range from dbar to twelve months or more. Luckily,

even if you are a novice at event planning, there are a number of tips and tricks you can use to make
sureyourvent is not only fAnot to be missed, 0 but c
crew sweeps up the last of the confetti.

The first in the process of Event Planning is to define your objective.

8 s aamimndation
O pdatic

Figure 2.1: Sectors of event planning

2.5.1Defining Your Objective
An objective is a goal, and objectives should be SMART: specific, measurable, attainable, realistic,
and timebound. Your objective should match these criteria.
As you plan, think about these questions:
1 What is the objective of thevent?
1  Whom do you want to have participated in the event?
1 How can you plan the event to achieve your objective and appeal to your participants?
What is the objective for this event? What are your goals?
Some possible goals include:
1) The end you wishotachieve, such as:
I Raising awareness
1 Raising money
1 Moving an idea or activity forward



1 Generating energy for further events
2) To reach a specific number of participants
3) To achieve coverage in the media.

Whom do you want to have participated in the event?

Your objective will help you determine whom you want to invite. Think of all the participants you
want to attract to the event. As you think, be sure to Think Outside of the Box! There are many
potential participants who might not spring to mind immealyat Think about other organisations and
groups of people who might be interested in your event, and invite them.

These may be peopl e and or ganiighistisithe cheanceytomegdtv e never
them! You never know what can resultrfrdringing together new people and different organisations.
Once you decide whom you want to participate, think about what you want to do with them! Do you
want them to:

1 Exchange ideas

i Listen

1 Waitch

9 Participate in a physical activity and so on?

How can ya plan the event to achieve your objective and appeal to your participants?

There are many different kinds of events. You must decide what kind you want to have! Some events

are educational and informative, and these include workshops, field tripsngseatid facilitated

meetings, and dodp-door or telephone canvassing. Other events are geared towards raising money,

and these include every type of idea or activity that will generate income for your organisation or goal.

Some ideas include organisiagfestival, a concert, or another type of entertainment; holding a raffle

or an auction; or selling gotwperopld edataedi dloc.usOtmaé n
bringing people together.

Whether the people are professional colleagues wimb wweget to know each other better or whether

they donét know each other at al |, the basics for (
events are simply preparation for other evénlike planning meetings, informational meetings, and

preliminary events.

There are many different types of events, and of course most events fit into more than one category of

event . Once youdve decided what event you want to
all the tasks (ideas for your listare¢c | uded bel ow) and decide how youobre
Youol | need to organise your time accordingly. Dep

want to work with another person or a small group and share responsibility for plannévenhe

Once you know what kind of event you want to have, you can start to identify other elements within

your event, for example:

1 If you are planning a conference, think about what sessions you can plan to fill the conference in
order to attract the pacipants.

9 If you are planning to have speakers, think about who your participants will make an effort to
hear.

1 If you are planning a workshop or a discussion, you will need the right person or people to
facilitate.
Whil e youdre t hi rookarognd a btleeuotganisations. event |,

1 Are there any who can serve as potential partners for you?

9 Are there any upcoming events by other organisations that could add energy to your event?



Al so, as youbre starting t o ahmighbhe relevanttoyduro ul d
event.
T Have events |ike the one youbre planning been
What was their success, and what obstacles did they face?
9 If you can talk to organisers of past events, you can gain good insight and tips into thingd to avoi
and things to emphasize.
As you plan your event, you will utilize several different building blocks that will become the
structure and content of your event. These include:
Building an Organising Team
Creating the Agenda and Setting the Date
Creating éBudget
Covering the Costs
Generating Income
Promoting the Event
Co-ordinating the Media
Logistics
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2.5.2 Building an Organising Team

An Organising Team is a group of individuals that supports the goals of the event and assists with its
planning and exetion. Building a good organising team is one of the most important pieces of
planning your event. Your organising team is so important because they make the event happen.
What is a good organising team?

1 One that can work together.

1 One that gives suppioto the organisers as they do their work.

1 One that completes the tasks that it sets out to complete.

1 One that has fun while doing the work!

Working as a Team: How the Team will operate?

Within the organising team, you will make decisions about thetesmed event planning. Therefore

you need a good decisitna ki ng process and communication pro

effort is valued and considered. In order to function properly:

1 Many organising committees meet regularly and discuss thesissueand, gaining ideas, insight
and energy from members of the team.

1 Many organising committees have aamlinator or cecoordinators who facilitate meetings and
coordinate the work that all the other team members are doing.

Task Allocation

Tasks arall steps needed to accomplish something. In this case, tasks are all the steps needed to plan
the event, like, for example, setting the agenda, finding a suitable venue and so on. These tasks are
outlined in this guide by the chapter headings. The tasks som responsibilities during the planning

of the event and through to the actual event itself.

Depending on the scope of your event and the size of your organising committee, you will probably
have a few people who are more active and taking morensijiity than others. That is totally

natural and happens in every planning pro¢essme people take on more central roles while others
choose to be responsible for specific tasks. Each is a part of the larger whole and necessary for making
the event hppen. Each should be given credit for the role they play.

As tasks are allocated, people will volunteer for or be assigned different roles, such as:

1 Fundraiser: responsible for raising funds



9 Logistics ceordinator: responsible for the logistics of theel For example:

a) Media Contact: responsible for writing the press release and contacting the media

b) Materials ceordinator: responsible for writing or gathering the written materials that will be given
to participants, speakers and the media

Role

Ad-Hoc

Role

Role

Figure 2.2: Schematic of organising team

2.5.3 Taking the lead

Maybe your organization canét or wondét foot the bil
reins yourself. At any rate, itodos time ¢stot?t ake the
First of all, ités important to begin your planning
event to go smoothly. One of the most common mistakes made by novice event organizers is the

failure to allow enough time for effective everlaning. Some experts recommend event planning

begins as much as a year in advance, depending on the size and scope of the event. This may seem like

a long lead time, but keep in mind you must also consider other factors such as:

1 Event competition

1 The schdules of your attendees

1 Availability of venues and suppliers

9 Deadlines set by vendors

1 Lead times required for ordering, printing, reserving and shipping

T Sending of invitations and fAsave the dateodo inf or me
Of course, establishing a simonth or ongyearl ead ti me doesnéd6ét necessarily me
run of event planning the entire time. The level of dedication required of you to the project will ebb

and flow over the timeline of the projTaigwill AThe i ni

be followed by a quieter period, which predominantly involves overseeing things to ensure the project

is running to plan and budget. Activity then increa

2.5.4 Creating the Agenda

Deciding how to Bocate time during your event is one of the most important elements of planning a

good event . As you plan, remind yourself of your e
you can plan your event to appeal to your participants.

Activitieswithin your event
If your event requires audience participation, like a conference or a meeting, think about ways to make
the structure interesting, in addition to the content. For example:



9 If your conference participants are mainly meeting in large raordsbig groups to hear speakers,
you could also plan time in the schedule for participants to gather in small groups, either to discuss
ideas or as another forum for the presenters.

1 If you are holding a panel, you should always leave sufficient time fjwestion and answer
session, and let your audience know that there will be time for their questions at the end.

1 If your program schedule includes time for people to engage with each other and the material in a
more interactive way, they will gain more fnothe experience and your event will reflect their
whole participation.

1 If your event is longer than a day, you might want to include a specifically social or social/cultural
event so that your participants can take a break from the agenda and relaglaXihg process is
notonlyfunit he di stance also assists people in dig
with all day!

Allocating Time

As you allocate time, make sure that you include sufficient time for every stage of the event, and that
you make time for meals and coffee and tea breaks. Also, if your event requires participants to move
from one venue to anothérfrom, say, a sports field to a reception hathake sure that you allocate
sufficient time for transit.

Staffing the Event

To run the event, you need facilitators. Often members of the organising committee will facilitate the
event themselves, and often you will bring in an outsider to facilitate for you. Depending on what
your event is, you will have several different typéagilitation at the event. For example:

1) For a fundraiser, you might put on a talent show or an evening of entertainment. Simply in terms
of facilitation, youo6l/| need:

a) Someone at the door collecting money as people enter

b) Someone to introduce the orgsation and the cause at the beginning of the event

¢) Someone to introduce the entertainers

d Someone to organise the entertainers fAbackst ac
e) Someone to remind all the guests that the event is ar&isel and they should give funds.

Setting the date

Settp t he right date is one of the most | mportan:
day, make sure that:

1 Your event happens on a day without other major events. For example, choose to have your event
on a day other than a religious holidaymajor sports event (like the World Cup or the Super bowl!)

or another event that much of your target audience will attend.

1 Pick a time when your target audience is likely to attend. For example, if you are planning an
event on a university campus, you lpably want to have your event in the middle of the semester and
not during final examinations!

Picking the right time of day for the event is just as important as setting the date. As you choose the
time, remember to keep it mind that: You need to ch@tme that is convenient for people to arrive.

For example, if your participants will primarily be using public transportation to arrive, make sure that
your event will not run later than public transportation.

2.5.5 Making the Event Budget

When ymakbirreg a budget, l ook at the money youodll
bring in (revenue). You should always cover your expenses for your event. If you are planning a fund
raiser, you should aim to make a profit.



Expenses

1

Venue(location). Doyou need to rent a space? How much will it cost? Are there any additional
costs, like insurance or wages for a receptionist? Are any of the costs recoverable, like a security
deposit that is returned if nothing in the space is damaged during the event?

Catering. Will you provide food and drinks during the event? How much will they cost?

Promotion. You want to promote your event. Some options are flyers, posters, stickers, mailed
invitations or announcements. You can also purchase time on the radio Oewside, or
purchase a notice on a billboard or a banner. All of these things cost money, from making
photocopies to hiring a radio ad. (Another great way to promote your ieegpensdree! i is in
interviews and articles on the radio and in the newspa . We 6| | tal k about
detail later.)

Materials. The materials you may use during your event may range from flip charts and markers
for a presentation to printed literature that you hand out to participants to other paraphernalia
includingpins, stickers, and-$hirts. Also, you should use naitags at most of your events.
Presenters. Will you be having presenters at your event? What costs will they incur? Do they
charge a fee, and will you pay for their transportation, accommodatidmeals?

Documenting the event. The cost of documenting the event is generally the cost of camera film
and film development or video tapes. You may want to rent sophisticated video equipment, too,

prom

and youodll need a voluntletouseitt t o hire someone whoc

Subsidising participants. If the cost of your program is prohibitive to some participants, will you
subsidise their attendance?

2.5.6 Covering Your Costs
There are a few different ways you can cover your costs, and most people udgratomof these

methods:

M In-kind contributions

91 Donations, contributions and grants
9 Cut costs!

Cover your costs

Why do businesses give-kind donations, and embassies, foundations, individuals and development
agencies give grants? Many of them suppotir cause, and a contribution is a way for them to help
you and show their support. It is a good way for them to promote themselves as positive actors their
name in the community. You can receive assistance in the formkaidrcontributions, money, dn
technical assistance. All three can be key elements to your event.

In-kind contribution

An in-kind contribution is the contribution of a good or a service to your event or organisation,
including equipment, supplies, or even space or staff time. xAmpgle of an irkind donation is the

copy centre reducing the costs of making copies or giving them for free altogether. Another example
of an inkind contribution is a restaurant giving you free food and drinks you can use to cater your
event. Inkind donations are a good way to cover many of your costs.

Donations, contributions and grants

Donations, contributions and grants are money given by individuals and foundations to support your
organisation or event as part of their social responsibilitydis tommunity and the community of the
world.



Technical Assistance

Technical assistance is the advice, counsel, and direction you and your organisation receive from an
organisation or a business. Technical assistance is not a financial contributiah,idwery
important.

Who contributes?

Foundations, Embassies, Development Agencies; Businesses; Individuals. Below are explanations in
detail.

9 Foundations

A foundation is an organisation that makes grants or donations to support charitable spurpose
including social, educational, religious and ot
independent, private foundations whose funds are derived from members of a single family. Corporate
or companysponsored foundations are private foatahs whose funds are derived from afoofit
business. Other foundations derive their funds from a variety of sources.

1 Embassies

Foreign embassies are often a good source of funding, and they often have a certain amount of funding
put aside for givinggrants and contributions to their local communities. You should approach the
embassy by telephone or post and ask to speak with the person responsible for their local grant
making. Embassies give funds locally as a part of their commitment to buildingdacommunity of

good neighbours and sustainable development.

Attaining a contribution

A foundation, embassy and development agency will give you money in the form of a grant, and
generally you need to write a letter of inquiry and a proposal accotdititeir guidelines. Some
organisations will assist you with matching grants, which are funds they donate to be the same amount
that you raise yourself. For example, if you can raise 9000 pesos yourself (fromraigendfor

example), the foundation iwl | fimat cho your achievement wi t h
Organisations make matching grants because they want to make certain that you and others are
financially committed to your cause.

Recognise your donors

You should always publicly recognise yodobnors! Some organisations that give youkiimd
contributions will ask that you recognise them publicly; others simply expect that you will do so. If
you are printing a program or any other literature for your event, you should include a list of donors
and recognise irkind donations specifically.

2.5.7 Raising Funds for Your Event

Participation Fees

For an event, one of the easiest ways to generate income is to charge an entry or attendance fee for
your patrticipants. When deciding how much to charge,should take into account:

1) How much you think people will realistically pay to attend. If you make the fee too high and few

people attend, you wonét raise much money!

2) The price of attendance at similar events;

3) What the populationyou aretnygp t o attract can afford. I f yol
to the publicdo but your attendance fee is somet

of the price, creating an event that is only open to certain segments of tiatipop

Product Sales
Another way to generate income for your event or organisation is to sell goods at the event. For
example, you could sell food or baked items at the event at a high enough price to cover the cost of



your materials and a low enoughst to encourage people to buy. You could also sell food that is

donated to you in an ikind donation, though you have to make sure that the donor agrees to this idea.

Many people like to buy products that are useful and also commemorative. Forexaouptould

selaFshirt or cap with your groupb6bs name and | ogo an
You could ask an artigt or perhaps one of you is an artisto create a beautiful logo or design to

place on the shirt or cap. You cowtso sell things that you and members of your organisation make

like, for example, jewellery, decorated writing paper, baskets, blankets or other decorative and artistic

items. At some events, it makes sense to invite entrepreneurs or artists to sgtidtigjrand you can

charge them a small fee for sharing your event and space.

2.5.8 Promoting Your Event

Reaching Your Participants

What 6s one thing you absolutely need for a successf
event, you need timvite them! You should create a marketing or outreach plan for bringing attendees

to your event, allocate tasks among the organising committee, and get started. Here are a few ways to
attract participants:

1 Invitations: faceto-face, over the telephonever email, or in regular postal mail.

1 Hand out publicity leaflets everywhere you can!

1 Publicising the event: in local newspapers or newsletters, with posters or flyers, on the radio, in
community centres, schools, on bulletin boards, and anywhergoeiszn think of!

1 Announce your event during other events: at meetings, concerts, lectures, and other public
gatherings, ask to make an announcement and promote your event!

Best Tried & True Method for Bringing People to Your Event:

WORD OF MOUTH!

Talk to potential participants about your event. Talk to themamene, tell them about the event and
answer their questions about it. Ask them if they are coming and encourage them to attend. Follow up
with them before the event to remind them and make they are coming. Talk about your upcoming
event in social settings like parties or meals. Go to classrooms, meetings, and other events to
announce your event and invite participants.

Publicity Materials

Bringing participants to your event is a tasto which you should invest energy and resources. Make
your publicity materials and announcements attractive and creative. Be sure to include this
information:

1 Name of event

1 Location of event

9 Time of event (start and finish time)

9 Cost of event

M Contactinformation:

1 Include a telephone number, email address or postal address so that potential attendees can pursue

more information about the event, confirm their at
want to arrange a teffee phone numberA | s o, if itbébs appropriate, i ncl ude

the organising committee who has the specific responsibility of responding to inquiries

2.5.9 Media
Ways to Use the Media
9 Issue a press release (more details on a press release later).



1 Callinto radio shows and talk about your event.
1 Buy (or have donated) advertisements on the radio, television and in newspapers.

2.5.10 Logistics

Logistics are all the details that make the event happen. They range from: ordering the food from the
caterer to miing sure that cleanp happens after the meal; from finding the right location for the
event to making sure that you have all the props you need, likehflips, markers, and other
materials for participants; from creating a system for participantsdister for the event to placing

the name tags on the registration table. In short, logistics are the details that make the event happen!
Members of the organising committee should be responsible fordaating each of the logistical

tasks.

Logisticscan be divided into these basic categories:

Agenda

Venue

Inviting Speakers and Facilitators

Props

Materials

Meals and Refreshments

Responding to Inquiries & Confirming Attendance

Registration

Lodging

Transportation

Documenting Your Event

XTI T oTQ@ 0 Q0 o

2.5.11 Day befre event
1 Recheck all equipment and supplies to be brought to the event.
1 Have petty cash and vendor checks prepared.

2.5.12 Event day

1 Arrive early.

9 Distribute communications and credentials to staff and crew. Communications should include a
contact sheeg loading schedule, an event timeline, a floor plan and menu.
Unpack equipment, supplies and make sure nothing is missing.

Be sure all VIPs are in place and have scripts.

Reconfirm refreshments/meal schedule for volunteers.

Go over all the final detailsitth caterer and setup staff.

Check with volunteers to make sure all tasks are covered.

Setup registration area.

Check sound/light equipment and staging before rehearsal.

Have all services and setup complete prior to guest arrival.

Hold final rehearsal.
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2.5.13 after the event

At the conclusion of your event, you will likely need to generate a final budget and send out any

|l ingering payments. Wh e w! Youdre done! Oh, wai |
evaluated the results and send out thank yotes. And though you may, by this point, be ready to

close the blueprint on this event, it is best to evaluate your efforts while the details are still fresh in
your mind. If you have developed a questionnaire for participants to fill out, examiresthis.ris the



feedback positive or negative? What sort of informal feedback did the group receive? Discuss with the
planning committee whether the event fulfilled its goals and objectives. Identify what worked and
what could have been improved upon. Arere vendors you would or would not use again? How was
attendance to the event? When you consider all of the work that went into planning the event, as well
as the expense, was it worth doing? You will want to identify areas for improvement. Ask your
commitee to evaluate the many facets of the event. Were the vendors on time? How was the sound
and lighting quality? Was there sufficient security? What would you do differently next time? With

the completion of such a mealpraeryoupsuagsses Evenifiypubs | mpor
walk away from the experience of event planning feeling that you have an opportunity for
i mprovement, and | etb6s face it, every event coul d

one through which you stand kearn and grow. And, remember as your final act to thank others who
contributed to the process, including vendors, and celebrate your own success, as well.

2.6 Event Planning Tips

5 'W's (i.e. Why, What, When, Where, Who) and 1 H' (i.e. How) prindsplesed to create an event
plan.

Why

'Why' means, why you want to organize the event i.e. event objective.

What do you want to get from the event? For eg: do you want to organize the event to enhance your
company's brand image, to increase company's, dalg@gsomote your client's products/services or to
promote a social cause etc.

Defining event objectives at the very start of event planning is very important as it gives you the
direction in which you should proceed to accomplish your objectives. Onggrazi event without

clear objectives is a huge waste of both time and resources.

What

'What' means what you are going to do in the event i.e. what will be the:

Event Name: means what will be the name of the event? For eg: 'Auto Expo 2007".

Food and Beverge Menu: It contains the list of food items and beverages you will serve during the
event to guests and target audience. Always consult a caterer while deciding your food and beverage
menu as he knows the best which wine is served with a particular ¢oerseeal).

Keep event theme, preferences and religion of target audience and guests in mind while deciding the
menu. If majority of your target audience are vegetarian, then it is not a good idea to sereg imon

the event. Similarly if majority of qur guests are very health conscious then there should also be some
low calories food items in your menu. You don't want them to go back with an empty stomach.

Also keep climatic conditions into account. Don't serve out of season food items and bevgkages.
serving ice cream/cold drink in winter, food (like spicy food) that provides warmth during summer or
food that provides coolness during winter.

Event Profile: means what the event is all about? For e.g.: This event is an International exhibition on
new models of Cars and its accessories

Guests Profile: means who will be your chief guest and other guests? Your guest list must include
organizers, sponsors, partners, clients and specially media people. Use your imagination to create good
titles to woo you guests. Like 'Guest of honor', star guest etc. Never give special treatment to one
particular guest or guests' group.

Event Theme: Theme means subject. An event can be based on a particular theme like: Hollywood,
Hawaiian, Egyptian, balloon, clock, rediite etc. Theme based events are generally parties or
wedding. Like we can have party based on flowers theme. Such type of parties is known as theme



parties. In a theme party, everything from dress code, decoration, games, music, gifts, favours to food
and beverages are based on a particular theme.

Service Providers: means who will be your service providers? Any professional providing any type of
service in lieu of money is a service provider. For e.g.: DJ, anchor, florist, videographer, photographer,
makeup artist, performers, decorator, models, technicians, usher etc.

Obligations: These are the compulsions on the guests like dress code or the knowledge of salsa dance.
Type of Entry: Decides how will be the entry. Entry will be by ticket, pass or throwghtion only.

Favours: These are the gifts given to guests. We can give gifts to guests when they enter a party, when
they win a game or when they leave the party.

Entry fees: What will be the entry fees? If you are going to charge entry fees, thapaegrto pay
entertainment tax. Your entry fees should be according to your target audience's status. If you
overcharge you wono6t get any audience.

Event Highlights: These are those activities which you do to catch your target audience and media's
attenton. Like inauguration of your fashion show by Tom Cruise, performance by Latin singer
Shakira or display of the world most expensive car etc.

Promotional Campaign: How you are going to promote your event, organizers, sponsors, partners and
clients preeven, atevent and postvent.

Program Menu: It is the list of various activities that will occur as a part of the event. Sample Program
Menu of a Conference.

Event Budget: To determine your event budget find out what will be the cost for producing and
marketng the event. To determine production cost, create a list of logistics used in the event and then
sum up there hiring/usage cost. You can determine marketing cost on the basis of historical data like
past advertising expenditure for same or similar eviéyisu are a first timer, then take help from an

ad agency. On the basis of production and marketing cost, determine your operating cost (i.e. cost to
run the business). On the basis of operating cost decide your own fees and the staff salary.

If you areorganizing event for a client, then the client will bear the production and marketing cost of
the event. If you are organizing your own event then you will bear the production and marketing cost.
As an event manager, you must be able to recover your pimuumarketing and operating costs plus

you must be able to make considerable profit also. Developing event budget and managing cash flow
pre-event, atevent and post event is quite difficult and requires help from an experienced professional.
Better leae this job to an Accountant if you are organizing

When

When you are going to organize the event (i.e. date and time)? Keep following things in mind while
selecting date and time for the event:

1) Select date and time according to target audience congen@rd availability. For e.g.: don't
organize events during work days, examination days or festival times. The best time to organize events
is during weekends like Saturday or Sunday.

2) Make sure that your event's date and time, don't clash with othatsedate and time specially
bigger event's date and time. For e.g.: it is not a good idea to organize your music concert on a day
when there is Bon Jovi concert.

3) Keep climatic conditions into mind while selecting date and time for your event. It cisebgous

to organize event outdoor on a day when the weather is stormy or heavy rain is expected. Here you can
take help of your own experience if you are familiar with the climatic conditions of the region where
you intend to organize the event or ycan take the help of the meteorological department for the
weather forecast. Find out how the weather will be on the day of your event.

Where
Where you are going to organize the event (i.e. venue)?



Who

Who will be your organizers, sponsors, partnergent$ and target audience? How many target
audience you are expecting to visit the event and why? You must have very good reason to this 'Why'
as you will have to convince your prospective organizers and sponsors that why particular number of
people will aend the event.

How
How exactly are you going to market and produce the event.

2.7 Venue Selection and Contracting Event Venue

Keep following things in mind while selecting a venue for your event:

1) Target Audience/Guest Size

This means the number p&ople you are expecting to attend your event. Make sure that your venue
can easily accommodate your expected target audience. Your venue should not be too small or too
large for your guests. If too small, then your guests will feel discomfort. Ifdbisarge then you will
unnecessarily end up paying more for the venue.

Get firm indications whether guests plan to attend your event by sending R.S.V.P clearly printed on
the invitation.

The term R.S.V.P is a French acronym. Its meaning in English iss&PRaspond'. If R.S.V.P is
printed on the invitation then the invited guest is expected to tell the host whether or not he/she is
attending the event. Since many people don't understand the meaning of this term or don't bother to
reply back, it is advisablto individually call and ask your guests about there plan to attend the event.
In this way you can get quite accurate idea of the guest size which will help you in deciding food and
beverage quantities also.

2) Target Audience Status

If you target audiete are rich people then your venue must be a five star hotel or resort and all the
services provided during the event must be of very high quality.

3) Target Audience Convenience

Select venue according to target audience convenience. Your venue shdogdveoy far from the

place where majority of your target audience live. Your venue should have proper lighting and
ventilation. It should not be in a noisy or polluted area. It should be absolutely neat and clean and free
from any type of infestation.

4) Climatic Conditions

Keep Climatic conditions in mind while selecting a venue. If you are going to organize an event
during rainy season or during peak winter then selecting an-aipssh venue is not a good idea.
Always try to organize indoor events if pdse as there production cost is lesser than the outdoor
events.

5) Venue History

Before hiring a venue check out the history of the venue. Find out how many events have been
organized in the venue so far. In this way you can find out whether or not aeduke staff there is

event friendly. This will help you immensely when you later organize event there as you will have to
do less amount of work in making the venue suitable for the event. If venue has noise ordinance
problems in the past like neighbowailing the cops to shut down the event, then it is not a good idea
to organize event there especially outdoor event.

6) Venue Services

Before hiring a venue check out the number of services provided by the venue like: Parking facility



Make sure venue Baits own parking space. It should be big enough to accommodate your target
audience's vehicles conveniently. If parking space is not adequate then look for other venue. Never
compromise on parking space especially if you are organizing event on a kEege sc

Security Arrangements

Security of guests, service providers and target audience is a very important issue which should never
be neglected or compromised at any cost. Make sure that your venue has adequate number of fire
extinguishers, fire alarms, emgency escape routes, sprinkler system (a system consist of overhead
pipes designed to control or extinguish fires), security personals, handicap ramps, security cameras,
first aid kits and power backup (like generator, inverter, UPS). If your venueaiseaote location

then presence of doctor and ambulance is a must. Also make sure your mobile phone properly works
there. If your mobile phone network area is weak there or doesn't exist then you must have some other
modes of communication like satellifhone. For large scale events presence of fire fighters, fire
engine, police, paramedical team with ambulance is a must.

Venue Staff

Your venue must have adequate number of staff to serve your guests. Find out the ratio of servers to
guests. The venue fttanust be friendly, helpful and courteous. It should be decently dressed. Give
special attention to their personal hygiene. Nobody likes to be served by someone who is stinking and
looks like a pirate of the 13th century. Ask you venue manager whetimet tne staffs is able and

willing to work overtime.

Restrictions

Every venue has some unsaid restrictions like photography and videography restrictions, alcohol
restrictions, music restrictions, dress code, decoration related restrictions (like yoticstatioyour

own structure and lights for decoration or paste/paint anything on the venue's wall), advertising
restrictions (like you cannot put a banner on the main gate of the venue) and other restrictions like
outside caterer is not allowed or outsigecurity service is not allowed etc. Find out all these
restrictions before hiring a venue.

Additional Services

Some venue provides additional services like catering, floral decoration, fireworksyeugibaids;
Staging, Lighting, props, decor for et production; ticketing, reservation, transportation and
sightseeing tours for the guests; DJs, anchors, performers etc for event programs.

7) Venue Fees

Ask following questions from venue manager before hiring a venue:

1. What is the venue fee?

Does tinclude all other taxes? (Negotiate rental fee to ensure the best deal.)

2. What is included in the venue fee?

Is dance floor included in venue fee? Are table, chairs and linens included in the venue fee? Is security
and liability coverage included inglvenue fees?

3. What is not included in the venue fee?

4. Is there any cost for parking?

Generally parking space is provided free of the cost by the venue but some venues may charge
separately for parking facility.

5. What is the price range for a sedbedlet lunch and dinner?

6. What are the Corkage fees?



i.e. fees to server liquor. Make sure that venue has the license to serve alcohol. Check the license for
expiration date.

7. What is the cost of sleeping rooms?

8. What is your cost per person and foed item?

9. What are your bartending and bar set up fees?

10. What are your fees and how do you charge for providing additional services?

Such as floral decoration, fireworks, audisual aids; staging, lighting, props, decor for event
production etc.

11. What modes of payments are available?

12 What are your payment, refund and cancellation policies?

8) Venue Inspection

If you will go as an event manager to a venue for inspection you will be shown the venue as an ideal
venue for organizing your evenfo best way of inspecting a venue is to cHeckhere as an
anonymous guest, stay there feB #lays and deliberately use all the services provided by the venue.
Make sure Air Conditioners, fans, water tabs work properly, elevators are operational.isThere
adequate lighting and ventilation. Check out for sanitation and infestation.

Find out how helpful, courteous and professional is the venue staff. Check out whether or not the
venue has a noise ordinance in the area where it is located? If yes? Aimwehist it enforced? E.g.:
10:00PM, 11:00PM. Check out whether or not security is provided in the parking lot and how is the
law and order situation in the area where the venue is located. Make sure that the venue suits the event
theme.

9) Amount of Work Rquired

On the basis of venue history, services provided by the venue and venue's inspection determine how
much work is needed to be done to make the venue suitable for your event. Select a venue where
lesser amount of work is required to be done. Lessewthk, lesser will be the production cost of the
event.

Caution
Venue must have separate entrance and exit gates and it should not be more than 30 minutes away
from the nearest hospital in case of any miss happening.

2.7.1 Contracting the Event Venue

Contract: It is an agreement that is enforceable by law.

Agreement:Agreement is a promise or set of promises.

Validity of Contract

A Contract is considered to be valid when:

1.) The agreement has been made between two or more parties who are legallyertoanpt
authorized to enter into a contract. For e.g. you can not enter into a contract with a minor.

2.) The agreement has been made on the free will of the parties. Free will means, the agreement has
been made:

1 Without giving threats or use of physical¢e.

1 Without any undue influence i.e. party in the dominating position didn't take advantage of its
position or authority to get consent from the other party.

1 Without fraud. Fraud means deceiving or misleading someone intentionally.

1 Without misrepresentiain of facts.

1 Not by mistake. You can declare a contract as Null and Void if your are able to prove in the court
of law that the agreement has not been made on the free will or the other party is not authorized or
legally competent to enter into a contract



3.) The contract contains consideration (i.e. benefits and detriments). A contract without detriments

(i . e. damages and har ms) i s l egally insignifi
penalty/compensation if a certain clause is violategh it has no significance.

4.) The objects and consideration in the contract are not lawful either wholly or in parts. For e.g. the
following contract is considered to be void:

2.7.2 Important points to remember while contracting Event Venue

1) Whateveryou negotiate, whatever that is offered to/by you or mutually agreed upon (including
venue services, fees, items' cost, rules and restrictions), should be specified in a written format on a
stamp paper duly signed by the parties who are entering intootiteact and who are legally
competent and authorized to enter into a contract.

Never negotiate anything verbally. If the other party refuses to accept your proposal or their own
promises in a written format, then don't do business with them.

2) Decide thecompensation in case your event is forced to shut down or cancelled because of: noise
ordinance, venue staff strike, change in the management staff, change in the ownership of the venue,
buy outs, bankruptcies or other guests housed by the venue whai associated with your event.

3) Make sure that the contract guarantees:

1 The booked dates, time, venue space, return of deposits.

1 Exact, itemized list of all the services promised and the fees associated with those promised
services including maximum co@te. the cost will not go over this amount)

1 Promises and commitments discussed and agreed upon.

4) Never sign a contract immediately after the venue inspection. Take a copy of the contract agreement
home/office. Read it thoroughly several times and disatiwith your team members and attorney.
Compare the contract with contracts of other venues and then accept/reject it.

5) Always consult your personal attorney to review the contract for you and make sure that the
contract protects your interests agaifsceful shutdown of the event, venue staff's strike/shortage,
change in the management staff or ownership of the venue, buy outs, bankruptcies or violation of any
agreement or clause.

2.7.3 During contracting with the venue manager make sure that youcontract contains the
following clauses:

1) There should be no construction/repair work of the venue building or any of its parts without prior
approval on the day of the event. (Decide the compensation with the venue manager if this clause is
violated.)

2) No other event can take place in the venue on the day of my event. (If this is not possible then make
sure that the other event doesné6t affect the se
or parking space. It should not produce anytypaoise, music or announcement that affects your
event's programs. Decide the compensation with the venue manager if this clause is violated.)

3) This contract is all inclusive and no other oral or written contract exists between the two parties
stated m this agreement.

Exercise: Check your progress 1

Ex1: What is the purpose of an Event?
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88.888888888888888888888888888888888888888888888
8888888888 8888888888B8BBB8 888888888 888838888888

Ex2: What is Event Planning Tips?
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Self Assessment Questions 1
1. Events canndbe classified on the basis of their size, type and context
(a) True (b) False

2. Advertising is the most widely known weapon in the marketing armoury.

(@ True (b)False

B refers to various means of communications

(a) Promotiam (b) Media

(c) Advertising (d) None of these

A, e should be SMART: specific, measurable, attainable, realistic, ahduinde
(@) Planning (b) Selection

(c) Objectives (d) None of these

5. Goals include raising awarenesglaaising money
(@ True (b) False

Exercise: Check your progress 2
Case StudyNIH Regional Seminars on Program and Grants Administration

Challenge

The National Institutes of Health (NIH) supports more than 300,000 scientists in universities and
researchrnistitutions across the United States and abroad. The NIH Office of Extramural Research
(OER) provides assistance to scientists applying for research fuldarg essential step to achieving
medical discovery. The process through which funding is attésnmdlt on numerous federal policies

and procedures. Each year, OER hosts two NIH Regional Seminars on Program Funding and Grants
Administration. At each seminar, in the course of three days, more than 30 NIH and HHS staff
members are brought to a centiadation to educate, share and listen to hundreds of administrators,
graduate students, and anyone interested in the grants administration process.

The seminar serves as a venue to demystify the funding application process and clarify federal
regulationsand policies. Since 2008, Ripple Effect has provided project management and coordination
support for five NIH Regional Seminars.

Solution

Ripple Effect utilized our comprehensive event management approach to coordinate all of the moving
pieces of these ewts. The four phased approach involves:

Phase 1 Developmenti Initial concept design; define purpose, objectives, format and overall vision

for the event. Develop event specifications guide.

Phase 2 PreEvent Coordinatiofi Agenda development, budgatation, site research and selection,
website development, speaker management, communication/outreach, and materials design and
printing.

Phase 3 Onsite Coordinatiori Venue seup, vendor/exhibitor seip, registration/information desk,
program exectmn, volunteer coordination and dismantle process.



Phase 4 PostEvent Coordinatiori Budget reconciliation; distribute thank you letters, final report
and evaluation.

We identified OERG6s operational and pcificatgpmsa mmat i

With this information we were able to create an event work plan, including the event time line and
tasks list, to achieve the event objectives. We held regular planning meetings with OER leadership,
and coordinated logistics and communicasiovith speakers, exhibitors, volunteers, and attendees.
Achievements

Negotiated advantageous vendor agreements, saving on avera@éol1®rovided quick, effective
solutions to orsite logistical challenges to consistently ensure the smooth operatiba séminars

with over 98% positive feedback. Drew an average conference attendance exceeding 650 people.
Designed and executed an effective communications and outreach campaign including website
content, flyers, program booklet, and various articles.

Coordnated and managed the activities of 40+ volunteers during -they 3vents.Attracted and
retained togevel exhibitors from the biomedical and grant writing industries.

Questions

1. Discuss the services provided by The National Institutes of Health (NN4Yious sectors

2. Analyze the strategies and achievements faced by NIH

2.8 Summary

1 Event planning is the process of planning a festival, ceremony, competition, party, or convention.

1 An objective is a goal, and objectives should be SMART: specific, médsurattainable,
realistic, and timéound.

1 An Organising Team is a group of individuals that supports the goals of the event and assists with
its planning and execution

9 Tasks are all the steps needed to plan the event, like, for example, setting tlee figdimg) a
suitable venue and so on.

1 Logistics are all the details that make the event happen.

1 5 'W's (i.e. Why, What, When, Where, Who) and 1 H' (i.e. How) principle is used to create an
event plan.

2.9 Keywords

Audience analysis:Audience analysis wolves identifying the audience and adapting a
speech to their interests, level of understanding, attitudes, and beliefs

Event An event is any activity that requires you to make arrangements before the program
can actually take place.

Event Planning Evert planning is the process of planning a festival, ceremony, competition,
party, or convention.

Planning: Planning may be defined as deciding in advance what is to be done in future. It is
the process of thinking before doing.

Venue means the place a caseheard, a place used for concert or musical performance, or a
sporting event

2.10 Review Questions

1. Whatis an Event?



What do you mean by event planning?

Explain the various process involved in event planning.

Describe is the purpose of event planning.

What are the 5 Wés and 1 H of event planning?
Explain the tips which helps in the planning process of an event.

What are the things which we should keep in mind while selecting a venue for an event?

Discuss the various promotional activities which can ireffromoting an event.

Discuss the things which should be noted while hiring a venue.

10 What are the important points an event planner should remember while contracting Event Venue?

©oOoN O~ WDN

Answers for Self Assessment Questions
1 (b) 2 (a) 3 (b) 4 (c) 5 (a)

2.11 Further Studies

1. http://web.mit.edu/eventguide/basicevent/eventplanning.htmi

2. http://lwww.dublincity.ie/RecreationandCulture/Events/Documents/DCCEventOrganiserGuidance.
pdf

http:/mwww.studymode.com/essays/PrincippléfsEventManagemenb8654.html

4. http:/info.4imprint.com/wpcontent/uploads/blupapereffecteventplanning.pdf
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STRUCTURE

3.0 Objectives

3.1 Introduction

3.2 Significant Event Analysis (SEA)
3.3 Seven Steps to Analysing a Significant Event
3.4 MarketResearch

3.5 Market Analysis
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3.13 Further Studies

3.0 Objectives

After studying this Chpter, you will be able to:

Understand the significant event analysis

Discuss the seven steps to analysing a significant event
Explain about market research

Define market analysis

Discuss about competitors' analysis

Explain about SWOT analysis in eventioieng

Understand the event planning

=4 =2 =4 A4 A4 A A -2

Explain about project planning and development

3.1 Introduction




Event Analysis provides analysis of alarm (and process change) events and configuration, as well as
enforcement actions of Alarm Configuration Manageuséd at the customer site. Alarm and Event
Analysis (AEA) supports periodic generation and notification wiaaél of scheduled reports to assure
visibility of the alarm system performance by key plant personnel. When the site needs to find out
more information, AEA provides interactive access to analyses with the ability to select the way that
information is viewed, such as for individual consoles, specific shifts, selected alarm types or
priorities, etc. This supports identification of problem alarmsirggycorrective action.

3.2 Significant Event Analysis (SEA)

Significant event analysis is a relatively new and qualitative method of clinical audit that is concerned
with the structured investigation of individual events, which have been identified rogmber or

member s of the health care team and are considered

It has been proposed as one way to assist individual practitioners and health care teams to improve the
quality and safety of patient care by encouraging reflective legrand, where necessary, the
implementation of change to minimise recurrence of the events in question. To this extent, there are
strong expectations that its application can make an important contribution to improving the
management of health care riskhancing patient safety and facilitating the reporting of patient safety
incidents by health care practitioners.

3.2.1 Common types of Significant Events
Prescribing error

Failure to action an abnormal result
Failure to diagnose

Failure to refer

Failure b deal with an emergency call
Breach in confidentiality

Breakdown in communication

To T Do To Do o Do

3.2.2 Common Causes of Significant Events

Most significant events are multifactorial rather than there being a single cause and it is for this reason
that SEA must reviewhte o6 wi der pictureb.

Information issues

Lack of i mportant information O6to handdé during
missing data:

Co-morbidities e.g. previous bronchospasm when considering beta blockers

Current drugs.

Previous drug sigl effects

Previous drug allergies

Current drugs re potential interactions

To T Do To Do

3.2.3 Patient Factors

The doctor failed to check:

That they understood the reasons for treatment

They understood the dosing, timing, stop and start dates
They understood the safetgtting guidance

The possible side effects

To To Do To To

t

h e



3.2.4 GP factors

A Poor communication skills

A Lack of medical knowledge or skills

A Unable to identify the limit of their competence

A Simple mistakes due to; pressure of time, unnecessary interruptions, poor enatisiekieeping

3.2.5 Systems failure

Lack of education and training

Lack of supervision

Poor identification of roles and responsibilities
Lack of detailed procedures, protocols etc
Lack of audit or SEA

Ethos of the practice

To To To o To o

Caution
One must take caffer open, fair, honest and nahreatening atmosphere while conducting a meeting
to avoid discrepancies in future.

3.3 Seven Steps to Analysing a Significant Event

Step 1.
Recognition

Step 2.

Reflection

Step 7.
Refinement

Core

Step 6. S
earch Step 3.
|dentification

Step 5 Step 4.
Action Definition

Figure 3.1: Seven steps

Step One

Identify and record significant events for analysid highlight these at a suitable forum e.g. dedicated
SEA or team meetings. Enable staff to routinely record significant events using a log book or a special
pro-forma.

Step Two

Collect and collate as much factual information as possible for an everdimciuritten & electronic

records, and the thoughts and opinions of those directly and indirectly involved in

the event. This may include patients or relatives or health care professionals based outside the practice.

Step Three

Convene a meeting to disauand analyse the event(s) with all relevant members of the team. The
meeting should be conducted in an open, fair, honest anthreatening atmosphere. A note of the
meeting should be taken and circulated. Meetings should be held routinely, perhagpoaapnthly



team meetings, when all events of interest can be highlighted, discussed, and analysed with all relevant
people present and with the opportunity for others to offer their thoughts and suggestions. However,
for some practices, the dynamicthis forum may not be conducive to analysing significant events,

and it may be more productive to hold dedicated meetings.

The person you choose to facilitate a significant event meeting or to take responsibility for an event
analysis again depends on giee dynamics and staff confidence. One suggestion is for the individual
with the greatest knowledge of the event to assume this role if they are happy to do this. This may be
straightforward for many experienced medical staff, but daunting for other mewibthe practice.

The practice manager could facilitate the process initially, especially for administrative events, and
then support and encourage other staff to take charge of future analyses. It may also be an idea for
some purely clinical significargvents to be discussed amongst the clinical staff only as these may not
be of direct interest to the rest of the practice team.

Step Four

Undertake a structured analysis of the significant event. The focus of the meeting should be on
establishing exactlyhat happened and why it happened, with the main emphasis being on learning
from the event and changing behaviours, practices, or systems, where appropriate. If this is the case,
the purpose of the analysis is to minimise or prevent the chances of thaantering. One method

we suggest of analysing a significant event in a structured manner is by answealam@hinthe
following four questions:

AWhat happened?

Gather all the facts relating to the significant event (including relevant dates, timese@pld or
organisations involved) from those directly and indirectly involved, so you can establish a clear and
full picture of what happened. It is important to also consider what the impact or potential impact was
for the patient, the team and/or otheYou should gather as much of this information as possible
before the event is discussed at the meeting. But time and staff availability are factors here, and it's not
always immediately clear why an event happened, so you may need to tease thiseaueatitiy.

AWwnhy did it happen?

At the meeting, establish all of the main and underlying reasons why the event occurred. Consider, for
instance, the professionalism of the team, the lack of a practice system or a failing in an existing
system, lack of knoweldge or the complexity associated with the event.

AWhat have you learnt?

Highlight any learning issues you and/or the practice experience. You should be able to demonstrate
that reflection and learning have taken place on an individual or team basexaraple, it may be

related to a training need or to personal learning issues concerned with therapeutics, disease
management, or administrative procedures. It could also reflect a learning experience (good or bad) in
dealing with patients, colleagues, ¢her organisations.

AWhat have you changed?

With many significant events, you will need to make a change to improve the provision of care or
minimise the risk that a similar event will occur, or both. Consider, for instance, if an existing protocol
needs @ be updated or a new one developed, or if members of staff require additional training. If so,
you need to ensure that affirmative action is to be taken rather than simply discussing what changes
you would like to see implemented or documenting a wislofiactions that have no real prospect of
being carried out. A member of staff should be designated to lead on the change and report back on
progress at future meetings. On some occasions it may not be possible to implement change. For
example, the likeliood of the event happening again may be very small, or change may be out of your
control. If so, clearly document why you have not taken action.



Step Five

Monitor progress of all actions that are agreed and implemented by the team. For examplead the he
receptionist agrees to design and introduce a new protocol for taking telephone messages then progress
on this new practice development should be reported back as an agenda item at a future meeting.

Step Six

Write-up the event analysis once changes bhaen agreed and implemented. This provides
documentary evidence that the event has been dealt with. It is good practice to attach any additional
evidence (e.g. a copy of a letter or an amended protocol) to the report. The report should bepwritten

by the individual who has the greatest knowledge of the event or who led on the event analysis.

We suggest the following report template based on the aforementioned approach for a structured event
analysis:

A Date of event.

A Date of meeting.

A Lead investigator.

Remember, the report should reflect andapth analysis of each of these areas rather than a
superficial attempt to simply describe the event. It is good practice to keep the report anonymous so
that individuals and other organisations cannot be identified

Step Seven

Seek educational feedback on the standard of the event analysis undertaken once it has been written
up. This is because research has repeatedly shown that around one third of event analyses are
considered to be unsatisfactory, mainly becahedeam has failed to fully understand why the event
happened or failed to take necessary or appropriate action to prevent recurrence. By sharing the event
analysis with others such as a GP Appraiser, a
Clinical Governance Lead this provides an opportunity for them to comment on your event analysis

and also learn from what you done. Alternatively, you or other colleagues may wish to apply a
structured SEA peer review and feedback instrument as a wayfoffrect i ng on t he 0q
written event analysis.

Did You Know?
Market research began to be conceptualized and put into formal practice during the 1920s, as an
offshoot of the advertising boom of the Golden Age of radio in the United States.

3.4 Market Research

Before organizing an event, find out whether there is a market (i.e. audience) for your intended event
or not. For e.g. you want to organize a fashion show in Oman. If people there have little or no interest
in fashion shows, then it it a good idea to organize such event there. The event will fail for sure.

Many interviewees told us that their market research was very informal in nature, consisting of
knowledge gained through years of involvement in the industry. Deborah WilliamQ#igiey, and

David Granger all have years of experience in the event planning or supply industry. Their target
market is the Dallat. Worth area. However, they also operate nationally, producing corporate events

in Florida, Oklahoma, and Ohio. Most tiir clients come to them through organizations they belong

to or because they have been involved in the in
the people, 0 Quigley says. I f you alresaygypu have
may be starting




your own business partly because discussions with colleagues make you aware that a need exists. This
kind of knowledge is valuable, but Goldblatt points out that competition is now global as well as local,
and all event plannershguld do market research. With this idea in mind, we now offer some
suggestions on how to conduct this type of research.

3.5 Market Analysis

If there is a market for your intended event, then do market analysis. Market Analysis means finding
information about your target audience. Find out who are your target audience i.e. there age group,
sex, qualification, profession, knowledge level, income, status, likings, disliking, personality, customs,
traditions, religion, lifestyle etc. Knowing your target amie's customs, traditions and religion is
very important so that we donoét hurt there customs
e.g. if you

organize a Hindu wedding and serve beef there, then u will be in mortal danger as cow is considered
as a sacred animal in Hindu religion. Similarly serving pork in a Muslim function can bring havoc.
Find out where majority of your target audience live so that you can direct your marketing efforts
towards them.

There is no point in advertising across U$gatir target audience belongs only to New Jersey. In this

way you can cut down your advertising and marketing cost tremendously. Find out what are the
desires and expectations of target audience from your intended event. Find out when (i.e. date and
time) and where (i.e. venue) they want the intended event to take place .For this you will have to do
survey. All this information will help you in developing a better event plan.

One of your first tasks is to determine the market limits or trading area obusimess. These limits

will vary depending upon the type of event planning service you offer. For example, if you plan
parties, you may limit your market to your county. If you plan corporate meetings, however, you may
have a national client base.

Studiesshow that a population base of at least 50,000 is needed to support an event planning service.
Keep in mind that the higher the income level of that population, the more potential clients there will
be for your business. If you live in an area with a pafioth base of less than 50,000, consider your
goals. Perhaps you are a mother of young children and are hoping to earn $5,000 a year, keeping your
business small while rearing your children. Then a smaller population base may work for you. Many
event planers put their hats into this business, planning to earn only dimparsalary to supplement

other family income. This is one of the real strengths of this field. You can choose to create a
successful pattime or fulFtime business in event planning.

To conduct a market analysis you need to ask and answer the following questions:

9 Is the population base large enough to support your event planning service?

1 Does the community have a stable economic base that will provide a healthy environment for your
busiress?

T Are the areabs demographic characteristics compat.
Many chambers of commerce have offices that track t
are usually called either Office of Economic Development @anBmic Development Council. Find

an office in your area, and look for the above information. In addition, look at reports and studies
conducted by trade associations. If you will be planning corporate events, you also need to know the
number of corporati®in your service area that hold regular conventions and meetings, the size of
these companies, their budgets for these events, and if they are using outside services.

As you conduct your market research, memberships in indiesated associations cae lvell worth
the investment. Associations usually offer networking opportunities and a wealth of irsjuestrijc
information, such as market statistics, member lists, books, and reference materials. They may also



offer discounts on purchases from cersuppliers. There are several associations specific to the event
planning industry, including the International Special Events Society and Meeting Professionals
International. For information on contacting an industry association, please see the Appéheix a
end of this guide.

The goal of a market analysis is to determine the attractiveness of a market and to understand its
evolving opportunities and threats as they relate to the strengths and weaknesses of the firm.

David A. Aaker outlined the followi dimensions of a market analysis:

Market size (current and future)

Market growth rate

Market profitability

Industry cost structure

Distribution channels

Market trends

Key success factors

=A =4 =4 4 -4 -4

3.5.1 Market Size

The size of the market can be evaluated basqutesent sales and on potential sales if the use of the
product were expanded. The following are some information sources for determining market size:

1 Government data

1 Trade associations

9 Financial data from major players

1 Customer surveys

3.5.2 Market Growth Rate

A simple means of forecasting the market growth rate is to extrapolate historical data into the future.
While this method may provide a firstder estimate, it does not predict important turning points. A
better method is to study growth drivers lsugs demographic information and sales growth in
complementary products. Such drivers serve as leading indicators that are more accurate than simply
extrapolating historical data.

Important inflection points in the market growth rate sometimes can becteadiy constructing a
product diffusion curve. The shape of the curve can be estimated by studying the characteristics of the
adoption rate of a similar product in the past. Ultimately, the maturity and decline stages of the
product life cycle will be rezhed. Some leading indicators of the decline phase include price pressure
caused by competition, a decrease in brand loyalty, the emergence of substitute products, market
saturation, and the lack of growth drivers.

3.5.3 Market Profitability

While different firms in a market will have different levels of profitability, the average profit potential
for a market can be used as a guideline for knowing how difficult it is to make money in the market.
Michael Porter devised a useful framework for evaluatingatiractiveness of an industry or market.
This framework, known as Porter's five forces, identifies five factors that influence the market
profitability:

1 Buyer power

Supplier power

Barriers to entry

Threat of substitute products

Rivalry among firms in thendustry

=A =4 -8 4



3.5.4 Industry Cost Structure

The cost structure is important for identifying key factors for success. To this end, Porter's value chain
model is useful for determining where value is added and for isolating the costs.

The cost structure also elpful for formulating strategies to develop a competitive advantage. For
example, in some environments the experience curve effect can be used to develop a cost advantage
over competitors.

3.5.5 Distribution Channels

The following aspects of the disttition system are useful in a market analysis:

9 Existing distribution channelscan be described by how direct they are to the customer.

1 Trends and emerging channelsew channels can offer the opportunity to develop a competitive
advantage.

1 Channel powestructure- for example, in the case of a product having little brand equity, retailers
have negotiating power over manufacturers and can capture more margin.

3.5.6 Market Trends

Changes in the market are important because they often are the source @bpuwetunities and
threats. The relevant trends are induskependent, but some examples include changes in price
sensitivity, demand for variety, and level of emphasis on service and support. Regional trends also
may be relevant.

3.5.7 Key Success Faate

The key success factors are those elements that are necessary in order for the firm to achieve its
marketing objectives. A few examples of such factors include:

9 Access to essential unique resources

1 Ability to achieve economies of scale

1 Access to distribtion channels

9 Technological progress

It is important to consider that key success factors may change over time, especially as the product
progresses through its life cycle.

Did You Know?

In 1980, Michael Porter published the study Competi8tmtegy: Bchniques for Analyzing
Industries and Competitors which is widely viewed as the foundation of modern competitive
intelligence.

3.6 Competitors' Analysis

It means finding information about your competitors. Find out who are your competitors .i.egéheir a

sex, qualifications, knowledge level, experience in organizing events, turnover, market value, PR
(media and corporate contacts) and market share.

Find out how they promote and execute there events. What they do in there events? Why people come
to thee events? For this you will have to attend each and every event organized by your competitors
and then create an event report. The event report will contain things like

i Seating and light arrangements

1 Promotional materials used

9 Blueprint of the whole venue

i Program and food menu




1 Contact details of sponsors, partners, clients (for whom the event is organized)
9 Service providers like DJs, Anchors, Make up artist, Performers, photographers, videographers,
decorator, florist etc.
For competitordsdéd analysis also fin
Who are your competitors
Where they live?
What are their employee base (i.e. number of employees)
Client base (i.e. number of clients)
Market value (i.e. what is their reputation in the market)
Market share (i.e. how much business they have occupied)
Turnover (i.e. annual sales)?
How many events they organize in a year?
Why people attend their events?
What is so special about their events?
How do they get clients and sponsors for their events?
Il this will help you in developing a better business planyour event management company.
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Did You Know?
The SWOT analysis technique is credited to Albert Humphrey, who led a convention at Stanford
University in the 1960s and 1970s using data from Fortune 500 companies.

3.7 SWOT Analysis in Event Planning

SWOT ANALYSIS
Helpful Harmful
to achieving the objective to achieving the objective
£k
ey
Ef" Strengths Weaknesses
=
£3
)
Opportunities Threats

External ori
{attributes of the envi

Figure 3.2: SWOT analyses

3.7.1 Products/Services Research

If you are organizing a corporate event then it is necessary for you as an event manager to do research
of the products/ services promoted and sold by your corporate client.

1 Find out how the comparmpromotes its products

1 How the company wants to build/enhance the image associated with its product (also known as the
brand image)?

What is the market value and market share of the company and its products?

Who are the customers of the product?

What arethe features of the product?

What are the advantages and disadvantages of the product in comparison to competitors' products?
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All this research will later help you in making an effecting promotional campaign for your corporate
event.

3.7.2 SWOT Analysis

In SWOT Analysis:

9 'S stands for Strengths

1 'W'stands for Weaknesses

9 'O’ stands for Opportunities

9 'T'stands for Threats

It is a strategic planning tool which is used to identify and analyze the strengths, weaknesses,
opportunities and threats involved irouyr project. SWOT analysis can also be done on your
organization.

Strengths

These are the attributes of your project/organization which are helpful in achieving project's
objectives. For e.g.: experienced event team, high motivation level, excellenbd&Rmgrket share

etc.

Weaknesses

These are those attributes of your project/organization which are harmful in achieving project's
objectives. For e.g.: social loafing, lack of funds, inexperienced event team, low energy level, lack of
media and corporateontacts etc.

Opportunities

These are those external factors which are helpful in achieving the project's objectives. For e.g.: little
competition, favourable economic conditions, support from the local authorities, availability of the
state of the art in&structure etc.

Threats

These are those external factors which are harmful in achieving the project's objectives. For e.g.: high
competition, little or no support from local authorities, bad weather, poor infrastructure, high lab our
rate, unavailability braw material etc. It is very important that you conduct SWOT analysis before
developing an event plan to develop a strategy which maximizes the potential of strengths and
opportunities of your project and at the same time, minimizes the impact of tth@essas and
threats.

3.7.3 Analysis Report

After conducting market, competitors, product/service research and SWOT analysis, create a report
which contain details of all the research work done by you. Documentation of your research work is
important, late for event evaluation. Your analysis report will also help you in getting sponsorship for
your event.

Caution

Event Manager should be capable to generate fruitful profit from production, marketing and operating
costs of an event to survive in this conmpet humankind. Until and unless the company will suffer
severe losses.

3.8 Event Planning
3.8.1 Why




'Why' means, why you want to organize the event i.e. event objective. What do you want to get from
the event? For eg: do you want to organize the eweeinhance your company's brand image, to
increase company's sales, to promote your client's products/services or to promote a social cause etc.
Defining event objectives at the very start of event planning is very important as it gives you the
direction n which you should proceed to accomplish your objectives. Organizing an event without
clear objectives is a huge waste of both time and resources.

3.8.2 about Event

What

'What' means what you are going to do in the event i.e. what will be the:

Event Name

What will be the name of the event?

Food and Beverage Menu

It contains the list of food items and beverages you will serve during the event to guests and target
audience. Always consult a caterer while deciding your food and beverage menu as he kbesis the
which wine is served with a particular course (i.e. meal). Keep event theme, preferences and religion
of target audience and guests in mind while deciding the menu. If majority of your target audience are
vegetarian, then it is not a good idea to sargnrveg in the event. Similarly if majority of your guests

are very health conscious then there should also be some low calories food items in your menu. You
don't want them to go back with an empty stomach. Also keep climatic conditions into acconot. Do
serve out of season food items and beverages. Like serving ice cream/cold drink in winter, food (like
spicy food) that provides warmth during summer or food that provides coolness during winter.

Event Profile

What the event is all about? For eg: Téient is an International exhibition on new models of Cars
and its accessories

Guests Profile

Who will be your chief guest and other guests? Your guest list must include organizers, sponsors,
partners, clients and specially media people. Use your imamintticreate good titles to woo your
guests. Like 'Guest of honor', star guest etc. Never give special treatment to one particular guest or
guests' group.

Event Theme

Theme means subject. An event can be based on a particular theme like: Hollywood, hawaaia
Egyptian, balloon, clock, red, white etc. Theme based events are generally parties or wedding. Like we
can have party based on flowers theme. Such type of parties are known as theme parties. In a theme
party, everything from dress code, decoration, gammusic, gifts, favours to food and beverages are
based on a particular theme.

Service Providers

Who will be your service providers? Any professional providing any type of service in lieu of money
is a service provider. For e.g.: DJ, anchor, florist, @gitapher, photographer, make up artist,
performers, decorator, models, technicians, usher etc.

Obligations

These are the compulsions on the guests like dress code or the knowledge of salsa dance.

Type of Entry

Decide how will be the entry. Entry will bey/bicket, pass or through invitation only.

Favours

These are the gifts given to guests. We can give gifts to guests when they enter a party, when they win
a game or when they leave the party.



Entry fees

What will be the entry fees? If you are going to gearentry fees, then be prepared to pay
entertainment tax. Your entry fees should be according to your target audience's status. If you
overcharge you wono6ét get any audience.

Event Highlights

These are those activities which you do to catch your targeeraueiand media's attention. Like
inauguration of your fashion show by Tom Cruise, performance by Latin singer Shakira or display of
the world most expensive car etc.

Promotional Campaign

How you are going to promote your event, organizers, sponsors, rgaaime clients prevent, at

event and postvent.

Programme Menu

It is the list of various activities that will occur as a part of the event. Sample Programme Menu of a
Conference.

Event Budget

To determine your event budget find out what will be the fargbroducing and marketing the event.

To determine production cost, create a list of logistics used in the event and then sum up there
hiring/usage cost. You can determine marketing cost on the basis of historical data like past
advertising expenditureof same or similar events. If you are a first timer, then take help from an ad
agency. On the basis of production and marketing cost, determine your operating cost (i.e. cost to run
the business). On the basis of operating cost decide your own fees atdffttsalary.If you are
organizing event for a client, then the client will bear the production and marketing cost of the event.
If you are organizing your own event then you will bear the production and marketing cost. As an
event manager, you must hble to recover your production, marketing and operating costs plus you
must be able to make considerable profit also. Developing event budget and managing cash flow pre
event, atevent and post event is quite difficult and requires help from an expati@nofessional.

Better leave this job to an accountant if you are organizing.

When

When you are going to organize the event (i.e. date and time)? Keep following things in mind while
selecting date and time for the event:

1) Select date and time accorditmy target audience convenience and availability. For e.g.: don't
organize events during work days, examination days or festival times. The best time to organize events
is during weekends like Saturday or Sunday.

2) Make sure that your event's date and tidmn't clash with other event's date and time specially
bigger event's date and time. For e.g.: it is not a good idea to organize your music concert on a day
when there is Bon Jovi concert.

3) Keep climatic conditions into mind while selecting date ame fior your event. It can be disastrous

to organize event outdoor on a day when the weather is stormy or heavy rain is expected. Here you can
take help of your own experience if you are familiar with the climatic conditions of the region where
you intend ¢ organize the event or you can take the help of the meteorological department for the
weather forecast. Find out how the weather will be on the day of your event.

Where
Where you are going to organize the event (i.e. venue)? Check out the venue gelsction

Who
Who will be your organizers, sponsors, partners, clients and target audience? How many target
audience you are expecting to visit the event and why? You must have very good reason to this 'Why'



as you will have to convince your prospective oigars and sponsors that why particular number of
people will attend the event.

3.9 Project Planning and Development

Project planning involves a series of steps that determine how to achieve a particular community or
organizational goal or set of relatggals. This goal can be identified in a community plan or a
strategic plan. Project plans can also be based on community goals or action strategies developed
through community meetings and gatherings, tribal council or board meetings, or other planning
processes. The planning process occurs before you write your application and submit it for funding.

Execution and Control

Demand
Management

Project Project " Project Project Result
» Planning = Execution > Review > Closure = Evaluation

Service
Request

Allocates / Authorizes Data
Scheduled Tasks Access Collection

Project Managers and
Stakeholders

Figure 3.3: Schematic of project planning

3.9.1 Project planning:

1 Identifies specific community problems that stand in the way of meeting community goals

9 Creates a work plan for addressing those problems and attaining the goals

M1 Describes measur abl e beneficial i mpact s t o
implementation

1 Determines the level of resources or funding necessary to implement the project

3.9.2 Importance of Project Planning

The success and sustainability of a project is very closely tied to its planning process. Projects often
fail due to poor planning, many times because they do not define the problems well or take important
factors ino consideration such as the needs and views of everyone involved in and affected by the
project. Effective planning provides detail and structure to project work plans and establishes a way to
continue the project after the grant funding ends, meanisgitstainable.

Project Planning helps us to:

Think ahead and prepare for the future

Clarify goals and develop a vision

Identify issues that will need to be addressed

Choose between options

Consider whether a project is possible

Make the best use of rescas

Motivate staff and the community

Assign resources and responsibilities

Achieve the best results
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3.9.3 Development of Project Plan

One of the critical factors for project success is having a-adesleloped project plan. This article
provides a 1&tepapproach to creating the project plan, not only showing how it provides a roadmap
for project managers to follow, but also exploring why it is the project manager's premier
communications and control tool throughout the project.

Step 1: Explain the projet plan to key stakeholders and discuss its key components

One of the most misunderstood terms in project management, the project plan is a set of living
documents that can be expected to change over the life of the project. Like a roadmap, it provides the
direction for the project. And like the traveller, the project manager needs to set the course for the
project, which in project management terms means creating the project plan. Just as a driver may
encounter road construction or new routes to the fieatination, the project manager may need to
correct the project course as well.

A common misconception is that the plan equates to the project timeline, which is only one of the
many components of the plan. The project plan is the major work productheentire planning
process, so it contains all the planning documents for the project.

Typically many of the project's key stakeholders, that is those affected by both the project and the
project's end result, do not fully understand the nature of thecprplan. Since one of the most
important and difficult aspects of project management is getting commitment and buying, the first step
is to explain the planning process and the project plan to all key stakeholders. It is essential for them to
understandhe importance of this set of documents and to be familiar with its content, since they will
be asked to review and approve the documents that pertain to them.

Components of the Project Plan Include

1. Baseline:Baselines are sometimes called performameasures, because the performance of the
entire project is measured against them. They are the project's three approved starting points and
include the scope, schedule, and cost baselines. These provide the 'stakes in the ground.' That is, they
are used taletermine whether or not the project is on track, during the execution of the project.

2. Baseline management plaridese plans include documentation on how variances to the baselines
will be handled throughout the project. Each project baseline will teebe reviewed and managed. A

result of this process may include the need to do additional planning, with the possibility that the
baseline(s) will change. Project management plans document what the project team will do when
variances to the baselinescac, including what process will be followed, who will be notified, how

the changes will be funded, etc.

3: Other work products from the planning process. These include a risk management plan, a quality
plan, a procurement plan, a staffing plan, and a cemications plan.

Step 2: Define roles and responsibilities

Not all key stakeholders will review all documents, so it is necessary to determine who on the project
needs to approve which parts of the plan. Some of the key players are:

Project sponsor

Who owns and funds the entire project. Sponsors need to review and approve all aspects of the plan.
Designated business experts

Who will define their requirements for the end product. They need to help develop the scope baseline
and approve the documents relgtto scope. They will be quite interested in the timeline as well.

Project manager

Who creates, executes, and controls the project plan. Since project managers build the plan, they do
not need to approve it.

Project team



Who build the end product. The teamaeds to participate in the development of many aspects of the
plan, such as identifying risks, quality, and design issues, but the team does not usually approve it.

End users

Who use the end product. They too, need to participate in the developmenptHrthand review the

plan, but rarely do they actually need to sign off.

Others

Such as auditors, quality and risk analysts, procurement specialists, and so on may also participate on
the project. They may need to approve the parts that pertain to Sueim,as the Quality or
Procurement plan.

Step 3: Hold a kickoff meeting

The kickoff meeting is an effective way to bring stakeholders together to discuss the project. It is an
effective way to initiate the planning process. It can be used to start burldsigamong the team
members and ensure that everyone's idea are taken into account. Kickoff meetings also demonstrate
commitment from the sponsor for the project. Here are some of the topics that might be included in a
kickoff meeting:

Business vision ahstrategy (from sponsor)

Project vision (from sponsor)

Roles and responsibilities

Team building

Team commitments

How team makes decisions

Ground rules

How large the group should be and whether@dups are necessary
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Step 4: Develop a Scope Statement

The Scope Statement is arguably the most important document in the project plan. It's the foundation
for the rest of the project. It describes the project and is used to get common agreement among the
stakeholders about the scope. The Scope Statement adeadsbes what the outcome of the project

will be. It is the basis for getting the bity and agreement from the sponsor and other stakeholders
and decreases the chances of miscommunication.

This document will most likely grow and change with the lifethed project. The Scope Statement
should include:

Business need and business problem

Project objectives, stating what will occur within the project to solve the business problem

Benefits of completing the project, as well as the project justification

Project scope, stated as which deliverables will be included and excluded from the project.

1 Key milestones, the approach, and other components as dictated by the size and nature of the
project.

It can be treated like a contract between the project managerpandos, one that can only be
changed with sponsor approval.
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Step 5: Develop scope baseline

Once the deliverables are confirmed in the Scope Statement, they need to be developed into a work
breakdown structure (WBS), which is a decomposition of all thvatables in the project. This
deliverable WBS forms the scope baseline and has these elements:

1 Identifies all the deliverables produced on the project, and therefore, identifies all the work to be
done.



9 Takes large deliverables and breaks them into aitiey of smaller deliverables. That is, each
deliverable starts at a high level and is broken into subsequently lower and lower levels of detail.

1 The lowest level is called a "work package" and can be numbered to correspond to activities and
tasks.

The WBSis often thought of as a task breakdown, but activities and tasks are a separate breakdown,
identified in the next step.

Step 6: Develop the schedule and cost baselines

Here are the steps involved in developing the schedule and cost baselines.

1 Identify activities and tasks needed to produce each of the work packages, creating a WBS of
tasks.

9 Identify resources for each task, if known.

9 Estimate how long it will take to complete each task.

9 Estimate cost of each task, using an average hourly rate for sacince

1 Consider resource constraints, or how much time each resource can realistically devoted to this
project.

1 Determine which tasks are dependent on other tasks, and develop critical path.

1 Develop schedule, which is a calendarization of all the tasttsestimates. It shows by chosen

time period (week, month, quarter, or year) which resource is doing which tasks, how much time
they are expected to spend on each task, and when each task is scheduled to begin and end.
91 Develop the cost baseline, which israe-phased budget, or cost by time period.
This process is not a otiene effort. Throughout the project you will most likely be adding to
repeating some or all of these steps.

Step 7: Create baseline management plans

Once the scope, schedule, and castelines have been established, you can create the steps the team
will take to manage variances to these plans. All these management plans usually include a review and
approval process for modifying the baselines. Different approval levels are usuallgdnied

different types of changes. In addition, not all new requests will result in changes to the scope,
schedule, or budget, but a process is needed to study all new requests to determine their impact to the
project.

Step 8: Develop the staffing plan

The staffing plan is a chart that shows the time periods, usually month, quarter, year, that each
resource will come onto and leave the project. It is similar to other project management charts, like a
Gantt chart, but does not show tasks, estimates, badierad dates, or the critical path. It shows only

the time period and resource and the length of time that resource is expected to remain on the project.

Step 9: Analyze project quality and risks

Project Quality

Project quality consists of ensuring thiae tend product not only meets the customer specifications,
but is one that the sponsor and key business experts actually want to use. The emphasis on project
guality is on preventing errors, rather than inspecting the product at the end of the projietnand
eliminating errors. Project quality also recognizes that quality is a management responsibility and
needs to be performed throughout the project.

Creating the Quality

Plan involves setting the standards, acceptance criteria, and metrics that wsddbthitoughout the
project. The plan, then, becomes the foundation for all the quality reviews and inspections performed
during the project and are used throughout project execution.



Project Risks

A risk is an event that may or may not happen, but coutd hasignificant effect on the outcome of a
project, if it were to occur. For example, there may be a 50% chance of a significant change in
sponsorship in the next few months. Analyzing risks includes making a determination of both the
probability that a gecific event may occur and if it does, assessing its impact. The quantification of
both the probability and impact will lead to determining which are the highest risks that need attention.
Risk management includes not just assessing the risk, but demglopk management plans to
understand and communicate how the team will respond to theiskogvents.

Step 10: Communicate

One important aspect of the project plan is the Communications Plan. This document states such
things as:

1 Who on the project was which reports, how often, in what format, and using what media.

9 How issues will be escalated and when.

1 Where project information will be stored and who can access it.

For complex projects, a formal communications matrix is a tool that can help deteomeeof the

above criteria. It helps document the project team's agneadethod for communicating various
aspects of the project, such as routine status, problem resolution, decisions, etc.

Once the project plan is complete, it is important not jusbtomunicate the importance of the project

plan to the sponsor, but also to communicate its contents once it's created. This communication should
include such things as:

1 Review and approval of the project plan.

9 Process for changing the contents of the .plan

1 Next stepd executing and controlling the project plan and key stakeholder roles/responsibilities
in the upcoming phases.

Exercise: Check your progress 1
Ex1: What is SEA?
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Ex2: How many Steps to analysing a signification Event?
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Ex3: What is SWOT?
88888888888888888888888888888888888888888888888
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Self Assessment Questions 1
1. Meetings should be held routinely, perhaps as part of monthly team meetings.
(a). True (b). False



2. The ... should reflect andapth analysis of each of these areas rather than a superficial
attempt tasimply describe the event.

(a). Event (b). Project

(c). Plan (d). Report

3 is a strategic planning tool which is used to identify and analyze the strengths,
weaknesses, opportunities and threats involved in your project.

(a). Exent analysis (b). Project analysis

(c). SWOT analysis (d). None of these

4o i, are the attributes of your project/organization which are helpful in achieving project's
objectives.

(a). Strength (b). Project analysis

(c). Time (d). None of these

B are those attributes of your project/organization which are harmful in achieving
project's objectives.

(a). Power (b). Weaknesses

(c). Time management (d). None of these

Exercise: Check your progress 2

CaseStudy

Meenaghan brings up several corporate related objectives with event marketing. These objectives are
not relevant for Nestlé since the company only works with event marketing for one of its specific
brands, namely Nescafé.

The main objectives Nestléaf with event marketing are to penetrate the market and to change the
brand and product image of Nescafé, in order to stand out as a youthful product.

Penetration is not brought up by Meenaghan. The objective of altering the existing image is in line
with what Meenaghan and Behrer and Larsson (1998) suggest as a common objective. Contradictory
to with what the authors suggest, the objective is not to create awareness about the brand or the
product, since Nescafé already is a vkelbwn brand. In line with Wat Meenagan and Behrer and
Larsson further suggest, Nestlé wants to identify Nescafé with the target market, which today is a
younger group of people.

Meenaghan claims that few companies have stated-tanortsales objectives, which is supported by
NestEé as the company does not have any sales objectives. According to Behrer and Larsson (1998)
sales objectives are often related to events in retail stores.

Since Nestlé very rarely have events that take place in stores, this could be one explanatidhdgo why
company has no sales objectives. According to Meenaghan, all promotion activities should be viewed
in terms of its ability to contribute to long term sales. However,

Nestlé mainly wants to penetrate the market and change consumer perceptions aboamhdhe
Therefore, sales as an objective may come as a second step, once the penetration and the change of
perceptions i s ac hideable producfE hre also wsefy and gadilg sold ia many
circumstances, which further make sales objectiagpropriate. Buckley, as referred to by
Meenaghan, claims that even though event marketing does not lead to direct sales it creates a
background on which to sell. In conflict with this statement, Nestlé states that it can see no connection
between eventsnd sales, unless the event takes place directly in a store with an offer of special prices.
Nestlé claims however that event marketing can be used as an argument when selling to retailers,
which is nothing specifically brought up by these authors.



In conflict with what Meenaghan and Behrer and Larsson suggest, Nestlé has no objectives regarding
media coverage with event marketing. Media coverage is considered a bonus if received, but not of
essential importance, which is somewhat in line with what Wagereterred to by Meenaghan,
suggests, when he discusses media coverage as a usual objective that however not is of crucial
importance.

Questions
1. Discuss the objectives Nestlé with event marketing
2. Explain the promotion activities organizedNgdlé.

3.10 Summary

1 Significant event analysis is a relatively new and qualitative method of clinical audit that is
concerned with the structured investigation of individual events

9 The person you choose to facilitate a significant event meeting or tadsgensibility for an

event analysis again depends on practice dynamics and staff confidence.

T Competitorsé analysis means finding informat.
competitors .i.e. their age, sex, qualifications, knowledge lewglerence in organizing events,
turnover, market value.

1 The SWOT is a strategic planning tool which is used to identify and analyze the strengths,
weaknesses, opportunities and threats involved in your project.

1 Project planning involves a series of stepst tdetermine how to achieve a particular community

or organizational goal or set of related goals.

3.11 Keywords

Baselines:Baselines are sometimes called performance measures, because the performance of the
entire project is measured against them.

Project risk: A risk is an event that may or may not happen, but could have a significant effect on the
outcome of a project, if it were to occur.

Project Team:The team needs to participate in the development of many aspects of the plan, such as
identifying isks, quality, and design issues, but the team does not usually approve it.

Scope Statemenifhe Scope Statement is arguably the most important document in the project plan.
It's the foundation for the rest of the project.

Staffing plan: The staffing plaris a chart that shows the time periods, usually month, quarter, year,
that each resource will come onto and leave the project.

3.12 Review Questions

. Explain about significant event analysis.

. Discuss the seven steps to analysing a significant event.

. Briefly explain about market analysis.

. Discuss the market research.

Di scuss the competitors6é analysis.
. What is the SWOT analysis in event planning?

. Discuss the event planning.

. Define the project planning and development.

. Explain themportance of project planning.
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10. Discuss the development steps of project plan.

Answers of Self Assessment Questions
1. (a) 2. (d) 3.(c) 4. (a) 5. (b)

3.13 Further Studies

1. www.penninegp-trainingco.uk/significanteventanalysisdoc
2. www.eventeduaationconyeventanalysisphp
3. www.scribdconYdod58369831EventManagementtudy-Material
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4.0 Objectives

After studying this chapter,oy will be able to:
Discuss concept of event marketing
Explain steps involved in creating a promotional campaign
Discuss event promotion

1

1

1

1 Understand advertising and public relation

1 Explainformulation of event marketing budget and budget plan
1

Discussdentifying funding resources



1 Understand incentives to attract sponsors
1 Explain tactics and methods of successful event marketing

1 Discussevaluation of marketing efforts

4.1 Introduction

This chapter aims to give a background to the area of research. It Wébiasbrief discussion about
traditional promotion tools, which is followed by a more thorough discussion about event marketing.
At the end of the chapter, the purpose of this study will be stated, as well as our specific research

guestions.

I n t o orll pféoasiness, an increased number of brands are competing in order to gain market
shares. As a resul t, compani esd6 promotion has becon
customers. The design of the promotion has in many lines of budieessne the only factor
separating a companyos of fer from i ts competito
communication, is all those means by which marketers communicate to their target market. In general

terms, the purpose of marketing communicatios t o i nf or m, to persuade, or
promotion mi x, which stands for a companyods tot al
consists of

advertising, personal selling, sales promotion, and public relations.

Advertising is fundamentally ipersonal mass communication. It presents a standard commercial

message to a large dispersed media. Personal selling contrasts sharply with advertising. It is personal,
individualized communication that transmits a tailored and highly adaptive messagentdl,avery

select audience. Personal selling takes place via direct contact between buyer and seller, dither face

face or through some form of telecommunications. Sales promotion is an extremely diverse form of
commercial mass communication, the pugad which is to provide additional motivation for

customers to make buying decisions now. Public Relations (PR) involves building good relations with

the companyés various publics by obtaining favour al
image.

During recent years, the media clutter has heavily increased. It has therefore become harder and more
expensive to reach and influence target groups through traditional media. Every day we encounter

hundreds of messages via advertising, be it on the s&ayiradio or in the press. We see images and

information on television, the web, buses etc. The fact is that we notice very few of them. Since

companies also increasingly are trying to compete through promotion, new ways of doing so are

developed in ordeto differentiate the messages the company wants to communicate. Another way of
stating this is |ike Taranto: fAmarketing overl oad i
Along with the increase of media clutter there is an increase in the irftarestdia that can establish

a personal relation to the customers. This is the main reason to why event marketing now is steadily

growing.

4.2 Concept of Event Marketing

Event marketing is being viewed as an increasingly important element in the mronobtia

companyés product, service, or cause. The definiti
attempt to ceordinate the communication around a created or sponsored event. In event marketing the

event is an activity that gathers the targeugrin time and space; a meeting in which an experience is

created and a message communicatedo No other market
marketing today. In the US for example, the growth of event marketing is three times as fast as of
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advertising. It is also growing in Sweden at a very high rate. Event Marketing agencies are established

all the time and a business organization for event marketing has been started. Event Marketing is
marketing through events, where marketing is seereasat and the event is considered the actual
marketing tool. Event marketing is focusing on a target group and involves high contact intensity. It
turns a message into an event that can be experienced by the audience. Several senses are engaged,
which inaeases the chances to remember the experience and thereby also the message. By using event
marketing the media clutter can be penetrated, and through the meeting a relationship can be
established between the product or brand and its target group. Henoetutin of event marketing is

the personal meeting. During an event the company has exclusive access to the customer for at least a
few hours, with the media clutter (read competitors) eliminated. Event marketing can be used in
business to business as had in consumer marketing. It is within the area of consumer marketing that

it is today most significantly increasing. Volywv
an excellent example of event marketing. Volvo has bought the entire saititegtcivom Whitbread,

which is a British brewer. Next time the sailing will take place, in 2001, the contest will be called The
Volvo Ocean Race. By connecting Volvo to the entire contest, Volvo intends to strengthen its brand
name and create positive aitles to the company among customers and the general public. The event
delivers t he message t hat concentrates on Vol
environmental concern. At each stop the sailing boats make around the world, Volvo will have an
exhibition showing their cars as well as giving the company an opportunity to develop their customer
relations through personal meetings.

The event also contributes with continuous media coverage during the year of the sailing race. Event
marketing carbe seen as a combination of the different parts in the promotion mix. The role of event
marketing in the promotion mix can be seen in figure 4.1

Inform
Advertising
Sales
Promotion Sponsoring
Supply : Image
PPR PR ;
Event
f;!_Jar‘k(lring
Personal Selling
|
Interact

Figure 4.1.The Role of Event Marketing in the Promotion Mix.

In the figure above, the streaked oval, whigimbolises event marketing, is placed throughout the
figure. Behrer and Larsson explain that event marketing is much aboutlioating different ways of
communication within the same activity. 't has
form that is friendly for the receiver, facilitating mass communication. The personal selling aspect of
event marketing provides the ability to directly adapt the message to the needs and wants of the
receiver. Furthermore, event marketing has sales promgissibilities to bring attention to the
product. Lastly, it contributes to create publicity, just like the PR function. Due to this, event
marketing cannot generally be placed beside any of the promotional tools.



The oval is placed more to the rightwards image, in figure 4.1 above. There are two ways to affect

the image through event marketing. One is through the experience and the interaction that takes place
during the event. The other is through the expressed and exposed message. The meskage and t
exposure during the event are usually strengthened with advertising. Hence, from this point of view,
aspects of information given by advertising are also incorporated into event marketing, as seen in the
figure. The oval can also be placed to the tefjards supply, in the model, which implies sales goals.
Event marketing is ideally used in combination with other promotion tools and media . According to
Behrer and Larsson, event marketing should preferably be used to complement and strengthen the
othertools in the promotion mix, not to substitute any of them.

Being very trendy at the present, event marketing is however not a new phenomena. In the US, event
marketing has existed as long as traditional marketing has been conducted. It is a natufahg@art o
marketing mix, and now goes under the name special events. In spite of the phenomena having been
used for a long time, event marketiag a concepis something new within the marketing theory, and
seems to originate from the sponsorship industradifional sponsorship usually means that the
company pays a certain amount of money in exchange
companies could for example show their connection to the Olympic Games in their regular
advertising, or use this cortt®dn in any promotional way and by doing so, associate themselves to
the event to a much greater extent than earlier was allowed. This is where the concept of event
marketing was born.

The usage of the two terms, event marketing and sponsorship, isneft@sistent, and the difference
between the two may at times be somewhat confusing. According to Behrer and Larsson, event
marketing can never be used as a term for other activities than marketing via events, while sponsoring
can occur in many other comts. Sponsoring of an artist, a soccer team etc. is, for example, not event
marketing. To be classified as event marketing it is required that the company uses the event both as
an attempt to communicate and as a medium. Behrer and Larsson furtherastdteréhare different

kinds of event marketing. A company can choose between creating a new event or sponsoring an
already existing activity. Furthermore, a company has to decide whether the event should take place on
its own ar ena o renaoThe cRssifitatiomoé differénskends of egent marketing as

well as of traditional sponsorship is shown in figure 4.2 below. EM is short for event marketing in the
figure.

Existing
event

Traditional .
sponsorship EM (1)

Someone

* Ow
else’s arena n

arena

EM (2) EM (3)

Created
event

Figure 4.2 Traditional Sponsorship and Event Marketing.

Sponsoringanalregd exi sting event at someone el sebs arena i
as can be seen in the left field on top. This could for example be the sponsorship of a sports
competition. According to Harrie Rademaeker, as referred to by Behrer asdr,apg/nership of the

event is required for the sponsorship to have the same effects as event marketing.



Event marketing 1

The right field on top, EM (1), is when a company or organisation is using an existing event to allure
customers to the own arenaelBer and Larsson give the example of arranging the Olympic games in

a city. I't is an existing event which takes pl a
the OS the city can market itself.

Event marketing 2

EM (2), the left field at tb bottom of the figure, is when the company creates its own event on
someone el sedbs arena. The company and event ar
neutral. Koala Press is a company that has gained a lot of attention for its events afdthiEhki

company has arranged release parties with different themes at appropriate places when launching new
books and has invited various stakeholders.

Event marketing 3

EM (3), to the right at the bottom of the figure, implies that the company createsnitsvent on its

own arena. In this kind of events the sender is very evident. Examples of events of this kind are
concerts at a record store or fashion shows at a fashion store.

The many reasons as to why companies increasingly choose to use everihgiasketaccording to

Behrer and Larsson, be summarised in three main arguments. Firstly, the economical incentives to find
new and unconventional ways of communication have increased. Secondly, higher demands on
compani es® mar ket i nts arh awpmorted byi Markas .who Traietaine thet toc
penetrate todayds media clutter, continuous eV
customer, are needed. Lastly, the knowledge and experience of marketing via events have increased
and been sysmatized. This can also be seen in the fact that many event marketing agencies have been
established recently, and by the development of a business organization for event marketing. Along
with the increased usage of event marketing as a promotion tdntraased interest has also awoken

in regards to how to use event marketing successfully, and this will be further discussed in the
following section.

Did You Know?
The first time the concept event marketing made a name was during the Olympic games in Los
Angeles in 1984.

4.3 Steps Involved in Creating a Promotional Campaign

In the past, business that made its decisions on where to advertise based entirely on which publications
and stations actually called up and solicited an ad. While plenty of pidnisaire coletalling
potenti al advertisers in hopes of getting a |i
taking a similar route. Instead, approaching advertising like any other business project can guarantee
that your advertising budgettaally has the affect you want in the letaym. An advertising project
isndét so different from buying a new office or
complete your project efficiently and with great results.

Here are eight steg®u can follow to keep your advertising campaign on track and successful:

1. Market research: Before you even start thinking about where you might want to place an ad or

even what it could Il ook |i ke, it 6s yiomp arrteanrdtt t
a position to bring in an expensive research firm, you can ask your current customers questions
about why they come back to you, as wel |l as

needs and interests.

2. Budgeting: Your business prolidy has a set advertising budget for the y@abut how do you
divvy it up between your various advertising |
to be clear on just how much money youdre wi



exadly how you divide it between costs like copy writing and design, but you can treat the overall
amount as set in stone. Write it down and put it in your project folder.

3. Setting goals:The aims you have in mind for a particular advertising project nebd teritten
down ahead of time. While itbds good to be ambiti ol
a successful advertising campaign for your busine
advertising a particular product, how many umité you need to sell to pay for that campaign?

4. Advertising venue: The website, tv station, newspaper, radio station, magazine or other
advertising venue you place your ad with is a cru
cost of your prefeeed venues but also whether they reach your target demographic. Ad buys can
make up a significant portion of your budget. Deciding on where you will place your ads first tells
you how much money youodl | have | eft over for actue

5 Choosng cred&dniesd8syoudre planning to write, shoot &
youol l probably need to bring in some help. Findi
checking through portfolios and raté@s if you can find a business @reelancer who can handle
all aspects of creating your ad, even if that means subcontracting, it can save you a lot of time.

Youdl | al so want to make sure that vyou find any t
radio, models for photography aad on).

6. Design and wording:While you may not have a lot of actual writing and designing to do for your
ad, during the creation process you will need to review and sign off on different stages of the
project. When starting with a new designer or otheative, make sure that you both know any
expectations for timelines and progress checks.

7. Placing the ad:Once you have a finished ad in hand, itods
preferred advertising venue. You may have a few contracts to sign emeck to hand over.

Youdl | al so want to make sur ed frgnmoainewespapen, dof | y see vy
instance, youoll want to see the tear sheets of peé

8. Evaluation: Depending on your ad, how you evaluate it can vary. ifidtuded a coupon, for
instance, you can simply count how many customers brought in the coupon. For other ads, you
may be simply comparing sales before, during and after your advertising campaign. Spend as
much time on analyzing how your advertising camgpaiorked as you can. That information can
point you to more effective uses of advertising in the future.

While following such a set process may seem like it would stifle the creativity necessary to put

together a new ad, following these steps can agtuadke it easier. You can minimize confusion and

make sure that everyone is meeting the necessary deailisee d you can ensure that y

to measure your adbés actual cost and responses duri

you

4.3.

r ador move it to another publication in the future.

1 Five Steps Can Lead to a Successful Marketing Campaign

When a marketing campaign fails to deliver the desired business results, often the failure can be traced
back to an organization's failure tdianlate a clear business plan to the creative team even before the
design process begins.

One of the main reasons for this failure is that communicating a business plan takes time, patience and

an

appreciation for the communication and collaboration ga®efactors that frequently are

overlooked because of the fgiced and competitive environment in which organizations operate.
Nonetheless, the time spent upfront initiating a dialogue between a company's marketing executives
and its creative professials is time welinvested: A company will see a return on its investment
through a marketing campaign that has achieved the desired results.

Equally important, a company will be making a future investment by building a good working
relationship with a @ative team that can be called upon for other creative projects. The following



steps will help facilitate productive meetings between marketing executives and creative professionals
that will enable the design team to develop a successful marketing
campadgn.
1. Begin with the end in mind. This is the most critical step and should be given adequate time for both
parties to come to a mutual understanding of the purpose of the campaign and the business objectives
that are to be achieved. Only after your netirkg executive clearly defines and communicates what
results are expected should the creative team embark on the campaign. Below is a list of questions that
need to be answered:

What are your company's overall business goals?

What are the desired resthat the marketing campaign is expected to achieve?

How does senior management value the campaign?

What are your budgetary and time constraints?

What criteria will be used to measure the success of the campaign?

Who is your company's target audience?

What are your company's products and service features?

What distinguishes your products and services from the competition?

What marketing campaigns have worked and failed and why?
. Focus on the main marketing message and stick to it. When devedapigseting campaign, there
is a tendency to want to communicate too many messages. Message overload dilutes the impact of
your marketing efforts, and even more importantly, can confuse your target audience. To prevent this
from happening, your companysisiness goals should be narrowly focused to communicate one
dominant message to your target audience. A good way to stay focused on the main message of your
campaign is to have your marketing executive work with the creative team to draw up a hierarchy of
messages. The task is to list all possible or desirable messages, then distill the list to one dominant
message.
3. Put the concerns of your audience first. Both your marketing executive and the creative team must
resist the temptation to please themeslor one another. What is most critical is how your target
audience will respond to the messages expressed in the campaign. For example, if you're leaning
toward a clever solution, make sure that your message is still clear. While being clever mayunake yo
marketing executive and the creative team feel smart, it's important to ask whether your cleverness
obscures your main message and confuses your audience. Simply put, beware of your personal
preferences; remain true to your audience.
4. Respect the fumional expertise of the professionals involved. Creating a marketing campaign
involves the expertise of crefisnctional professionals, such as copywriters, art directors, graphic
designers and marketing executives. Allow enough time for each indivaeaptain his or her role
in the creative process. This step serves a dual purpose: Not only will everyone gain a greater
understanding of each person's function, but the group as a whole will stand to gain a greater
appreciation for the collaborative pess.
5. Establish communication procedures for monitoring progress and expectations. Good
communication is the foundation of a successful marketing campaign. To this end, the designated
project leader of the creative team should schedule status updaiegsegith your company's
marketing executive. The purpose of these meetings is twofold: Ongoing dialogue helps to maintain a
good working relationship between your company's management and the design firm's creative team;
and regularly scheduled meetingsl guard against sudden turn of events, such as change costs
or deadline upsets, discrepancies in expectations, or a breakdown in communication.
A marketing campaign is a complex orchestration that is an investment in time, money and talent.
Thesesteps will help ensure that the creative team has the business understanding and practical tools
needed to develop a successful marketing campaign.
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4.4 Event Promotion

For a promotion of any major event there will be many pieces of media that proeeteent. This
promotion activity gives ample range of opportunities to develop their own promotional media piece.
Below are the steps for event promotion:

1

10.

11

12.

13.

14.
15.

We need at least two weeks to advertigse different color flyers with different ads for the same
event. Use original artwork and be creative. Be brief: Too much information is bad information in
modern advertising.

Contact local stations, websites, and newspapers see i f theyodére willing to p
exchange for promoting themon flyersand her announcement s. This is kno
sponsorshipo. Always phrase your pitch in terms of
We shouldalways include college media in your advertising camphignc ause i n most cases
free.

Do not solely use MySpace other social networki promote your event. MySpace is dead, and

there is too much clutter to fight through on other networks.

Make sure thadvertise where the audiencernist just where the event is. Never violate local
posting policy and town/stategulations. Call the town/village/city before you post.

Tell people about the show in pers®eople are increasingly shut in and need convincing to come

out . Tel | your friends, have them tell their frier
someme wants to | earn more. | f they dondét, thank th
Band and performer selectioniscruclli nce youdre not | ikely to have a
at a small venue, for example, you need quality be
thegdéreg to bring people. The performerés fASuck F:

have to keep people at your event, not send them away screaming.

Having an ego is the worst thing this busin€dseck your ego at the door pay for it later. Be

polite. Always.

Ramming your head into a concrete wall because of frustration is not recommended.

Make sure you tell people when the event st®g®ple want to enjoy themselves and get on with

their life.

Events should not be more than three hdBesmindful d setup and tear down times, it will

always take longer than you think.

Make sure you and the venue know who is doing what, when, why, and\teimple, one page

agreement should detail who does what and for how long. Do not ever work with a venuer band,
promoter without something signed by both parties explaining responsibilities.

I f youbdre hosting a buaglptulkbe potites and get outtofthetvay own cr ew,
Somethingwillgowrong. f youbre prepared, youdl |l be fine.
With large conceds,d o n 6t as s ume pNewpdvar asasume peaple ar¢ goigg to

come out to anything. You do the best with what you have and plan for the worst.

4.5 Advertising and Public Relation

Advertisement is one of the most popular media for markedingroducts all over the world.
Companies allocate and spend huge amount of money on advertisement to inform and attract
customers. But advertising is losing its effectiveness because of growing advertising clutter, the
increasing number of channels, theaidability of zapping mechanisms, and reduced watching of
television by certain groups. In promoting the products or services as well as companies concerned,
the major challenge today is getting people's attention. As a result, market experts areimgnsider
other methods of getting consumer attentions. Now consumers are pressed for time, and many work
hard to avoid advertising messages.



Companies are facing challenges to find new w
relations can play a growgrrole within the marketing promotional mix to build and maintain brands.
Consumers are now learning about products and brands through means other than advertising and in
this context public relations are gaining momentum. Even public relations cansbstadalimaintain a

positive image of the company among its various stakeholdéis reality is consistent with our
perception that public relation is an important part of the Integrated Marketing Communication (IMC)
process, contributing in its own way tbalso in a way consistent with marketing godlkis study
attempts to find out comparative position of public relations on marketing promotion activities through
descriptive research. The results show tBamprehensive Public Relation (CPR) program @rem

cost effective to reach the target audience with-efisttive way than advertising.

Therefore, it is concluded that companies should pay attention to practice public relations and reduce
as well as shift their budget from advertising to public retest for creating and enhancing their image

and reputation.

Like advertising, Public Relatidéroften referred to as PR is a way of reaching people with a message.
The evidence of growth in advertising is all around us, in the mail, in newspaper, in reagann
television, on the radio, at the movies, on buses and trains, on matchbox covers, on billboards, even on
parking meters. According to Group M, in 2007, total spending for advertising was 8.4 Billion Taka.
But the question i$Vould advertising creatmore satisfied clients than if company spent the same
money on making a better product, improving company service, or creating stronger brand
experimentsdohn Wanamaker of department store fafmétr a | f the money spend

wa s t fehio Zynan, ExVice President of Coe@ola, said recenthiif Ad v e r t i skinawdt,, as y
i s d Bakdting consultant Regis McKenna observedVe ar e wi obsolescenceroffy t he
advertising.

The new marketing requires a feedbémbp; it is this element thas missing from the monologus
adver tWhsiilreg.addverti sing space or time must be bec
working with the news media, opinion leaders, or others. PR gains an organization or individual
exposure to their audierseising topics of public interest and news items that do not require direct
payment. Because public relations places exposure in crediblgénigdoutlets, it offers a thirgarty
legitimacy that advertising does not have.

The public knows that advesing exaggerates and is biased. At its best, advertising is playful and
entertaining; at its worst, it is intrusive and dishonest. Advertising has been overdone in the past,
especially mass advertising with its "hit or miss" quality. PR has been underdone.

But interest in PR is increasing .When a customer sees an advertisement; they know it is an
advertisement, and an increasing number of customers are tuning advertisement out. In that case, PR
has a better chance of getting a message through. Furtheth@reessage can be fresher and more
believable. Even PR is better equipped to create "buzz" about a new product or service.

4.5.1 Historical Development of Public Relations

Edward Louis Bernays who is considered as the founding father of modern platianeealong with

Ivy Lee, in the early 1900s defined public relations as a management function which evaluates public
attitudes, identifies the policies and procedures of an organization with the public interest, and
executes a program of action (and coumication) to earn public understanding and acceptance. The
Foundation for Public Relations Research and Et
management function which helps establish and maintain mutual lines of communications,
understading, acceptance, and cooperation between an organization and its publics; involves the
management of problems or issues; helps management keep informed on and responsive to public
opinion; defines and emphasizes the responsibility of management talseqeblic interest; helps
management keep abreast of and effectively utilize change, serves as an early warning system to help



anticipate trends; and uses research and sound and ethical communication techniques as its principle

tool so.

The maturity of pretice in PR is determined by the maturity of the definition accepted. The available

definitions reflect a range of sophistication in the duty owed by the function to the society at large.
APublic relations are the managreimeatti oonf acnodnmmutnd c @ |
Their definition captures several key components of effective PR. First, it establishes that PR is

managed or planned communication. It is not haphazard or random. Second, PR represents an
organization, or client, and it showddl ways be used to address the client
And third, PR needs to be targeted to specific Apub
PR has developed through history.

These models also reflect the different ways in wifiEhis still practiced today. The first two models

portray public relations as a omay flow of communication between an organisation and its publics.

The third and fourth models portray PR as a-tvay flow of communication between an organisation

and itspublics, and highlight the importance of research.

The Public Relations Society of America (PRSA) claimed: "Public relations helps an organization and

its publics adapt mutually to each other." According to the PRSA, the essential functions of public

relaions include research, planning, communications dialogue and evaluation. Today, "Public

Relations is a set of management, supervisory, and technical functions that foster an organization's

ability to strategically listen to, appreciate, and respond teetlp@rsons whose mutually beneficial

relationships with the organization are necessary if it is to achieve its missions and values".

Did You Know?

Ivy Lee, in the early 1900s defined public relations as a management function which evaluates public
attitudes, identifies the policies and procedures of an organization with the public interest, and
executes a program of action (and communication) to earn public understanding and acceptance.

4.5.2 Public Relations Tools

A company planning to build a new brandeds to create a buzz, and the buzz is created through PR

tools. The PR campaign will cost much less and hopefully create a more lasting story. Building a new

brand through PR takes much more time arghtivity, but it ultimately can do a better job tifam i ¢

bango adRReonsists®fiamwlgple bag of tools for grablangt ent i on and creating
The tools and techniques of PR are equally diverse. In the kit of the practitioners are such elements as
community activities, company publicatis, films, display and exhibits, special events, publicity and

institutional advertising.

PR professional may use the following tools:

1. Publications: Companies rely extensively on published materials to reach and influence target
markets, including anmal reports, brochures, articles, printed andio® newsletters and magazines,
and audiovisual materials.

2. Events Companies can draw attention to new products or other company activities by arranging
special events like news conferencesline chas, seminars, exhibits, contests and competitions, and
sport and cultural sponsorships that will reach the target publics.

3. News:One of the major tasks of PR professionals is to find or create favorable news about the
company, its products, and its p&mpThe next step getting the media to accept press releases and
attend press conferenéesalls for marketing and interpersonal skills.

4. SpeechesSpeeches are another tool for creating product and company publicity and building the
companyds i mage.

5. Public-Service ActivitiesCompanies can build goodwill by contributing money and time to good
causes.



6. Identity Media:To attract attention and spark recognit

its logos, stationery, brochures, signs, busirfesms, business cards, Web site, buildings, uniforms,
and dress codes.

7. Lobbying: dealing with legislators and government officials to promote or defeat legislation and
regulation; and

8. Counseling: Advising management about public issues and cognpasitions and imageand
advising in the event of a mishap.

Even the other things that can help organization become -katien and more effective by using
consumer educationresearch & developmeninternet web sitédsnovative web designjssue
sponsoship, media relations/media training/media monitoring message development. relationship
building, employee/member relations, community relations, financial relations, industry relations,
multicultural relations public affairs/Government affairs.

4.5.3 Functions of Public Relations

The business world of today is extremely competitive. Companies need to have an edge that makes
them stand out from the crowd, something that makes them more appealing and interesting to both the
public and the media. The publare the buyers of the product and the media are responsible for
selling it. PR is used tcevaluates public attitudesdentifies issues of public concern executes
programs to gain public acceptan&R provides a service for the company by helping to tiiee

public and the media a better understanding of how the company works. Within a company, PR can
also come under the title qfublic informationor customer relationsThese departments assist
customers if they have any problems with the company. Thieyuaually the most helpful
departments, as they exist to show the company at theiffestiso helps the company to achieve its

full potential. They provide feedback to the company from the public. As the book by Rieses clearly
indicates for many compane s, t he PR function is moving more
much closer to a marketing function than a traditional one. The new role of PR envisions both strong
marketing and strong PR departments. Rather than each department operatinglentpeahe two

work closely together, blending their talents to provide the best overall image of the firm and its
product or service offerings.

Writing in advertising Age, William N. Curry says losing sight of the objective and functions of PR in

an atempt to achieve marketing goals may detrimental in the long run. In fact, marketing and public
relations are complementary functiofgith each making unigue but complementary contributions to
building and maintaining the many relationships essentiabriganizational survival and growth. To
ignore one is to risk failure in the other. o
This usually takes the form of research regarding what areas the public is most happy and unhappy
with PR departments. PR departments typically perform five functions:

i) Press relationgpresenting news and information about the organization in the most positive
light);

i)  Product publicity(publicizing specific products);

iii) Corporate communicatiofpromoting understanding of the organization through internal and
external communications);

iv)  Lobbying(dealing with legislators and government officials to promote or defeat legislation and
regulation); and

v)  Counseling(advising management about public issues and company positions ané iarate
advising in the eent of a mishap).

As the power of mass advertising weakens, marketing managers can more function at PR to cost
effectively build awareness and brand knowledge and to reach local communities and specific
audiences. The company does not pay for the spaimemobtained in the media; it pays only for a

staff to develop and circulate the stories and manage certain events. A story picked up by the news



media could be worth millions of dollars in equivalent advert&iagd would be more credible than

advertisng.

I n general, PR compl ements companyds counter adver
your target audience withd-he pt h messages that el aborate on the ke
helping to create positive views of the campaign arel dhganization among the news media,

stakeholders, policy makers, and opinion leaders, helping to influence policy change through long

term relationships, partnership and coalition building, and consistent efforts to expand the support base

An integrateccountermarketing program will use PR to serve all of these functions.

PR takes on a much broader (and more markétomgnted) perspective, designed to promote the

organization as well as its products and/or services.

4.5.4 Advertising

Many scholars har defined advertising in different ways. Lwin and Atkinson define advertising in

t heir books, 6Clue |l ess advertisingo: AAdvertising
using paid media space to convey a message, while clients and advertismgagetitioners view it

simply as a means to communicate to consumers. o0 Kot
is any paid form of non personal presentation of promotion of ideas, goods and services by an
identified sponsor. o

The productiiy and contribution of advertising during the past forty years is impressive. It has

revealed much about human behaviour and the influence of communication. Wells, Burnett and

Moriarty have suggested that all types of advertising demand the creativealongissages that are

strategically sound and well carry out. In the future, measures of advertising effects and effectiveness

will need to explicitly recognize the more active role of the consumer in the communications process.

Grossman & Shapiro were thigst to identify the role of advertising in matching consumers with

products. In their setting, advertising conveys full and accurate information about product
characteristics. Heterogeneous consumers, who have no source of information other thamggdverti

seek to purchase the product that best matches their tastes. The past decade has witnessed the
development of information and communication technologies that enable easy and rapid interaction

between customer and advertiser. As a result, adveréisziacreasingly relying on various modes of
interactive technology to advertise and promote tF
perspective, an advertisement may not motivate further action if it is not perceived to be relevant to his

or her curent needs, but unique qualities of the advertisement might make it effective and result in

brand building.

Advertising is bringing a product (or service) to the attention of potential and current customers. It is

focused on one particular product or $ev e . Advertising is an investment
Dr. Steuart Henderson Britt passionately believed in advertiBiiyoi ng busi ness without e
is like winking a t a girl in the dark. You know Thehat you ar
advertising agencyo6s mantra i s: AEarly to bed, ear]l

The advertising is used iaform, persuade, reminay reinforcea purchase decision. With a new
product, company wants to inform and/or persuade. With an oldigirocbmpany wants to remind.

With some products just bought, company wants to reassure the purchaser and reinforce the decision.
Advertisement is needed for various reasons. They may cover

To draw the attention of the ultimate customers.

To attract the cstomers from the competitors.

To inform, persuade and remind them about the companies offering.

To increase the sales as well as to increase the company share.

To enhance the company profit.

To obtain sustainability in the competitive business arena.

= =4 =4 =4 =4 =4



Advertising is almost everywhere in our daily life. Its form and roles are both contested and admired.
Many advertisers and agencies believe that adve
the advertisers not just once want to create magic imtr&etplace by reaching you where you live,

and play, but many times they convince you to buy their products. The evidence of growth in
advertising is all around us, in the mail, in newspaper, in magazines, on television, on the radio, at the
movies, on bses and trains, on matchbook covers, on billboards, even on parking meters.

4.5.5 Comparative Analysis

The comparative analysis and evaluation is a systematic, methodological, sequential process of
collecting required information, organizing and sortingssifying information assessing, scanning,
comparing and evaluating the desired phenomena of two or more subject or Dirgedbllowing

table shows the comparative Analysis and Evaluation of Public Relations and Advertising have been
discussed with & impact on Marketing Promotion Activities.

Table 4.1: The impact of PR on advertising & comparison between them.

Subject Public Relations(PR) Advertising Impact
Nature PR sells the organizatio] Advertsingsell onlyan |PR hasa
itself organi zat i orcomprehensive impact
& assists to sell the produg and on marketing
or services. service. communication.
Costs PR is not paid for by the Companies always pay for| PR is less expensive
organization. The media will the space and time of an | than any other
pick up and publish the story advertisement (or promational tools.
because they consider it commercial, which is an
newsworthy, noas a paid insert appearing on radio,
advertisement. television, or the Internet).
Credibility | A newproduct or company | The biggest problem is tha] PR campaign is more
needs credibility fast. advertising lacks believable than
Customers still trust what a | credibility. The public advertising.
journalist says about a knows that advertising
company more than what th| exagyerates, biased and
company says about itself. | dishonest.
Creative Company will not have Since companies are payin PR is not paid form, so
Control control over the message | for the space, companies | it has less control over
how the media presents the| have creative control on | message.
information, becaus| what goes into the
company are not paying fg advertising.
They're not obligated to cev
company event or publig
press release just becal
company sent something
them.
Content Most PR contains a telepho| Most advertising do nd PR provides  mor
number or email address t( contain a telephone numb messages and gets m(
enable the customer |or email address tenablel learning from customer.




respond. So it is a great
opportunity for the compan
to learn something from
customer.

the customer to respond.

Image R personnel p | Advertising promote PR plays vital role fo

Building product or services affcompanyo6s pbuil ding
business as well as for imal services and business not | image.
building. PR ongoing image building but fol
activities to ensure the ovdri increasing sales volume.
companyods st
image.

Activities PR is activities include The advertisement | PR has impact on insiq
helping the pult to used toinform, persuadg and outside theampany
understand the company an| remind, or reinforce a| but advertising has on
its products & provide purchase decision. outside.
counselling management at
all levels in an organization.

Shelf Life |The PR exposure is on| Since company pay for th Advertising is losing
circulated once. An editq space, it can run advertisif some of its effectiveneg
won't publish the same pre overand over for as long ¢ for clutter.
release three or four times | company budget allows. A
their magazine. advertising generally has

longer shelf life than on
press release.

Influence PR helps to influence polig Advertising help a littlie bi{f PR has more influencin

policy change through long-term|to influence policy chang power to create lon
relationships, partnership al through shorterm| term relationship.
coalition building, and relationships,  partnersh
consistent efforts to expar and coalition building, an
the support base. consistent #orts to expand

the support base.

Wise When someone reads a thil Consumers know whe PR campaign creates t

Consumer | party article written about th they're reading a| faith that consumer
organization and its produ| advertisement they're tryirl never be manipulated.
or views coverage of event (to be sold a product (

TV, target audience tak it| service. They knov
positively. companies are trying to s¢
them.
If company sponsors 4gIf company sponsors & For a special event PR
Special event, company can send ¢ event, company wouldn more effective to hel
Events a press release and the mg want to take out al media coverage.

might pick it up. They ma)
publish the information o
cover the event.

advertising giving compan
itself a pat onthe back for
being such a great compar




Scope

PR is broader in scope al
cover internal externg
specializedaudiences.

Advertising is a
communications  functiol
with limited scope by
addressing extern
audiences.

PRO s
pervasive
advertising.

scope
that

Launching
New
Product

Launching a new product, it
better to start with publi
relations.

Launching a new product,
is less b#er to start with
advertising.

For launchin
PR is

advertising support.

g a produg
fast  thet

Fitting
Small
Budgets

For a small company who h;
a small amount of budget f
a target audience PR is
better method for direct ar
personal communation.

For larger companies with
sufficient budget
advertising will be
comparatively bette
method.

PR is appro

types of organization.

priate for g

Focus

PR is concerned wit
relationships  building. |
focuses on organization al
its products.

Advertising is concerne
with sale of the products (
services. It focuses on ol
particular product 0
service.

PR focuses on bof

organization
products.

and it

Audience

PR can address in particul
the interests and attitudes
small and spealized
customers.

On the other han
advertising addresses ma
audience with high medi
and high production costs.

PR is more
result orie
advertising.

specific an
nted tha

Method

PR relies on
dialogue to
building.

twavay
relationshi

Advertising is oe way
dialogue on persuasion.

PR is more interactive.

Scoring
Free Press

A successful PR campaig
can generate thousands
even millions of dollars
worth of press coverage. F
costs less than a sing
advertisement

A successful Advertising i
more costly A single
advertisement needs mc
money than a single pre
release.

PR is easily

target customer with leg

costs

reachable

Critical
Attack

If a company comes und
critical attack, PR departme
take control of the situatiol
They effectively answethe
criticism and turn it around i
order to  protect th
companyb6s r ef

If a company comes undj
critical attack, advertisini
can help a little bit
Advertising can not givi
effectively answer  thi
criticism fail to protect the
companyb6s re

In critical situation, PR

defend the
give answer

effectively and enhang

t he
reputation.

company
the criticisr

COI

From the above discussion in the table it is clear comparing to the impact of public relations is more
pervasive, dynamic and obje@® oriented as well as effective. The specific findings of the present

study are



1 PR can be regarded as a comprehensive activity comparing to advertising because it relates to all
the communications of the total organization, whereas advertising islymiainited to the
marketing/sales function. So, it is wise for business people to work with PR, rather than relying solely
on advertising to interven into a new market or to introduce a new and unknown product or service.

1 Many smalmedium business peopdad some in larger corporations mostly rely advertising for
marketing of their products. But dependence on advertising makes a business more vulnerable to
changes in volatile consumer taste and thus more likely to fail. Even a number of new products may
fail to be sold simply, because of not having market education or builgirige market, hence the
advertising expenses can be a waste of money and marginal financial returns may be fallacious. In that
case, PR can be more effective and cost saving as well

1 Advertising may not be used by all types of (Small or Large, Profitable or non profitable)
organization but every organization may involve in public relations at some level. PR embraces
everyone and everything, whereas advertising is limited to sellidgouying tasks such as promoting
goods and services, buying supplies and recruiting staff. PR can make the total communications of an
organization more extensive and comprehensive than advertising.

1 There are some products and services for which adwertisay be prohibited because the act of
advertisement must comply with some rules and regulations. Even Networks or publications often
reject advertisement and laws also limit what company can say or show. In that case, PR is more
acceptable, appropriated easily reachable to target customers.

1 A significant number of advertising is deceptive; advertisers are increasingly considered by the
public as dishonest and manipulative. Businesses that advertise heavily are often suspected of offering
poor qualitygoods and services. The viewers got an impression that advertising always exaggerates
and is biased. But PR campaign is free from all such objections and more trustworthy than advertising.
9 Fewer people are watching TV, many are zapping commercials, astdcommercials are too

brief to be effective. If a country had only a few TV stations, radio stations, and newspapers, mass
marketing would have been effective. When a country, such as Bangladesh at present, has many of TV
Channels and radio stations, reimg mass audience is very expensive. So, it is advisable for the
entrepreneurs to reduce their TV advertising budgets, especially mass advertising and shift their
budget fromadvertising to PR activities.

Caution

William N. Curry notes that organizatiomsust use caution in establishing this relationship because

PR and marketing are not the same thing, and when one become dominant, the balance required to
operate at maximum efficiency is lost.

4.6 Formulation of Event Marketing Budget and Budget Plan

There is no set formula when setting a budget to market an event. You have to look at several
variables prior to generating a budget:

1 What is the potential of your event?

1 Who is your audience?

1 Whatis the gross of similar events held in the past?

1 You will also need to find out how many markets should be included in the release of your event.
(Markets here means cities)

The other approach to budgeting is targeting your audience and determining how best to reach out to
them. This can be very tricky, sinceaking a mistake by targetting the wrong market can destroy an
event.




The way to ensure a strong opening is to create awareness frenzy as the premieres. Depending on the
genres, you need to generate a lot of publicity, press releases and a breakthroaggmncangolate

your product amidst in the clutter. The most essential and effective tool is in building awareness for
any event in a campaign.

4.6.1 The Event Budget

The event budget is a projection (forecast) of the income and expenditure that thevigkvaotr

based on plans made and information gathered.

The preparation of a budget is an essential part of event management. It is fundamentally important
that Event Directors are able to predict with reasonable accuracy whether the event will rasult in
profit, a loss or will brealeven. This is achieved by identifying and costing all probable expenditures
and by totaling all expected revenues (income). By comparing expenditures and revenues, it then
becomes possible to forecast the financial outcoibeoevent. The construction of an event budget
allows the Event Director to exercise financial control. Many organisations have run into severe
financial difficulty and even bankruptcy as a result of staging events. The budget therefore enables the
Event Director to make sound financial decisions about the choice of venue, and expenditure on
promotion and equipment. The process of budgeting also enables the Event Director to calculate how
much revenue is needed to stage the event in accordance widmall pl

The preparation of an event budget is one of the earliest tasks to be undertaken in the event
management process. However, it should be expected that there will be numerous adjustments and
refinements to the budget throughout the whole projectlifée. It is not possible to know every cost

from the start, nor is it possible to know whether efforts to secure sponsorship and government
funding will be successful. Event budgets by the event management team as better information comes
to hand.

Althoughthe budget takes time to develop, there are some rules that should be observed throughout:

1 Budget to avoid making a loss

1 Be realistic about event incomes

f Have a financial contingency plan i.e what happens if the sponsorship is not forthcoming?

Once constreted, the budget assists the Event Team to determine whether a proposed course of action
fits within plannedinancial strategies, or not. If the answer is in the affirmative, i.e. the item is said to

be 'within budget". If the answer is in the negativéaen there is an understanding that continuing to
pursue that strategy has a higher degree of risk, and the event profit will be reduced. This does not
mean, however, that any departure from the set budget is inadvisable. It may be that the "unbudgeted"
cog item has obvious financial benefits.

Typical event expenditure
Events costs will depend on the scale and type of event. Not all the categories stated in the table below
will apply to every event.

Travel and|Costs associated with officiateeeded to run the event may have to be bori
Accommodation [the event organisers. Event participants are generally responsible for th
travel and accommodation costs. In minor or local events trave
accommodation costs are unlikely.

Trophies, Awards |The cos of medals, trophies and other awards requires detailed knowledgg
the number of competitors, the categories of divisions of the competition g
format of the competition.

Salaries Applies only events are organised by professional staff.

Postage andEvents usually require considerable communications with participants &
telephone event management team.




Stationery andSpecial event stationery may be printed but otherwise there is always &
Photocopying photocopying and usage of orgsation letterheads to write correspondence.

Medical Fees Events require persons with at least First Aid training to be in attendance.
events may also warrant the employment of a doctor and physiotherapists.

Venue Hire A critically important aspeatf the budget. Information about the probable co
the venue needs to be obtained as early as possible. Beware that the
hidden costs such as security and supervision costs, and heating and
costs.

Insurance Additional insurance can baken out to cover risks of injury and/or finan
losses associated with events.

Printing Event programmes, posters, fliers and other promotional documents may
be printed especially where quality and colour is required.

Promotion Expenditure orpromotion may be considerable where a significant proporti
the event revenue is likely to be earned through spectators. Promotion
items such as advertising, giagvays, costs associated with promotional e
and sponsors' signage.

Equipment Hire |Includes equipment directly used by participants in the event and als
equipment used by the event management staff including sound s
computers, mobile phones, two way radios, etc.

Transport Includes costs of transporting equipment and birbuses.

When youbre making a budget, |l ook at the money vyou
bring in (revenue). You should always cover your expenses for your event. If you are planning a fund
raiser, you should aim to make a profit.

Expenses

A Venue (location)Do you need to rent a space? How much will it cost? Are there any additional
costs, like insurance or wages for a receptionist? Are any of the costs recoverable, like a security
deposit that is returned if nothing in the space is dachagring the event?

A Catering.Will you provide food and drinks during the event? How much will they cost?

A Promotion.You want to promote your event. Some options are flyers, posters, stickers, mailed
invitations or announcements. You can also purchase timthe radio or on television, or
purchase a notice on a billboard or a banner. All of these things cost money, from making
photocopies to hiring a radio ad. (Another great way to promote your ieexpensdree! i is in
interviews and articlesontreadi o and in the newspaper. We 6| | t a
detail later.)

A Materials. The materials you may use during your event may range from flip charts and markers
for a presentation to printed literature that you hand out to participants topattaghernalia
including pins, stickers, and-ghirts. Also, you should use naftags at most of your events.

A PresentersWill you be having presenters at your event? What costs will they incur? Do they
charge a fee, and will you pay for their transportgtescommodation, and meals?

A Documenting the everithe cost of documenting the event is generally the cost of camera film
and film development or video tapes. You may want to rent sophisticated video equipment, too,
and youoll n e e d someoneowhaknawsehowto oseit!t o hi r e

A Subsidising participantdf the cost of your program is prohibitive to some participants, will you
subsidise their attendance?



Exercise: Check your progress 1
Ex1: What is the concept of Event Marketing?
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Ex2: What is Event Promotion?
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Ex3: What is advertising?
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Self Assessment Questions 1
1. Advertising is losing its effectiveness because of growing advertising clutter.
(@). True (b). False

2. According to the PRSA, the essential functions of public relations iackgkarch, planning,
communications dialogue and evaluation.

(@ True (b). False

3 The ééeééeée. will cost much |l ess and hopefully c
(a). Event campaign (b). PR campaign

(c). Marketing campgn (d). None of these

4. Crosspromotional opportunities allow sponsors to work together to market to niche or lifestyle
markets.

(). True (b). False

5 éééé. . compete for |l oyalty amongcadydhepreducssofand di
direct competitors.

(a). Corporate meetings. (b). Official meeting

(c). Event meetings (d). Sponsors meetings

4.7 Identifying Funding Resources

Fundraising requires an understanding of the different types of donations @masviainding sources
available. There are essentially two different types of donations:

Cash donation: The award of funds to an organization or individual to undertake charitable-or tax
exempt activities.

In-kind donation: The contribution of goods or séces rather than cash (An example of aikiimd
donation is a restaurant agreeing to provide free or reduced cost catering services for yaisiignd
dinner).



It is highly recommended that you join and enlist the help of a regional youth groupognized
organization in your fundaising efforts. By associating yourself with an established organization,
donors view you with more credence. In addition, an organization may be able to issue a tax receipt to
a donor on your behalf, increasing yourattiveness to donors.

The following list details several main categories of funding sources and suggests ways that you can
research and access these sources. In addition, Appendix B lists examples of donors that you may
contact.

Personal Network

You needo find people who can help you to think about who you can ask for money. For me it was a
guidance counsellor who suggested that approach the school board and the dental office, and he
provided me with specific contact names. The value of networks amehmeendations is HUGE.

Your circle of friends, family, neighbours, and colleagues is a great place to start for your fundraising
initiatives. People are more willing to donate money to someone with whom they have a personal or
professional connection.

A Membes of your personal network may also belong to one of the various types of organizations
listed below and be willing to introduce you personally to people who have the power to donate
money;

A Willing friends and family members can be enlisted to help yseareh potential donors, and

draft and distribute correspondence. This additional help can save you valuable administration time
and allow you to reach a greater number of donors.

Government Agencies

These are state run institutions established to repgresehdeliver services to the population of a
given region. Many different levels of government fund initiatives that fall under the categories of
youth, environment, development, gender equality, education, and health.

The Private Sector and Corporate Fadations

Many corporations donate funds to support community development initiatives. You are encouraged
to approach small local businesses in your region, or local franchises of larger, recognized global
corporations. Large private corporations often ldish separate institutions to distribute profits
designated for charity. These are known as corporate foundations. Usually these foundations have
particular projects that they sponsor and list specific requirements for funding proposals. Chapter eight
of this handbook gives instructions on how to write a basic funding proposal. Examples of foundations
include The Ford Foundation and The Rockefeller Foundation.

Bilateral and Multilateral Agencies

These are governmesponsored and run agencies that digtgbaid to developing regions. While
bilateral agencies involve a specific nattornation relationship, multilateral agencies involve
agreements between several different governments. Bilateral and multilateral agencies often focus on
addressing specifitiemes or issues. The United Nations agencies, which receive government support
from over 180 countries, are included in this category. One example is UNIFEM, the United Nations
organization responsible for funding activities concerned with the advancem&omen and gender
development.

International Development Agencies

These are organizations that receive government funding, they operate somewhat independently from
governments but report to government. Like the bilateral and multilateral agenciearetassigned

to distribute aid to developing regions and to encourage sustainable development projects. An example



is The Canadian International Development Agency (CIDA). They can generally be contacted through
the embassies of national governments rymuntry.

Non-governmental Organizations (NGOs)

These are organizations that operate on apmofit basis and are often focused around a specific
theme or discipline. They may receive funding from governments, trade unions, and the private sector,
but they act independently of these institutions. In the field of development, NGOs range from large,
international charities to smaller communiigsed initiatives. They may also include research
institutes, churches, professional associations and lobby gr&xpsnples include: Earth Charter,
Quaker United Nations Office, The Institute of World Affairs, and Education International.

4.8 Incentives to Attract Sponsors

Besides the return on investment, event sponsors look for other incentives that will inbedase
exposure at events and help with their overall marketing strategy. Some very effective incentives
include:

A Media buys

A Crosspromotions

A Hospitality events

A Product samples

A Consumer research

Media buys allow sponsors to buy advertising to promote #figliation with the event and any sales
promotions that are running in conjunction with the event. An even greater incentive to the sponsor
would be for the organization to buy a block of time and resell it to the sponsor at a discounted price.
Crosspromotional opportunities allow sponsors to work together to market to niche or lifestyle
markets. An example of this type of promotion would be a sporting goods company and a sports drink
company combining their efforts; with proof of purchase from the isgpigoods company, the
consumer would receive a coupon for a free sports dftgséarch Noterfhis is an excellent example

of why research is so important. The creative marketer will look for these types of opportunities while
doing research to increakis or her sponsorship potential.)

Hospitality opportunities are probably the largest incentive for potential sponsors. The opportunity to
entertain either clients or staff allows the sponsor the chance to increase market share in existing
markets, build aw relationships, or thank employees and distributors. These types of activities can
run the entire range, including a private hospitality tent, cocktail party, VIP seating, parking passes, or
special valet parking. Any activity that is special to the sposmand makes the event more enjoyable

for them and their guests is an added incentive.

The ability of a corporation to utilize your event for passing out product samples, whether an existing
product or a new product rollout, is a valdded incentive. lkng with consumer research, it allows

the corporation a direct contact with the consumer. It can also help establish a new consumer database
through information gathered as a result okda surveys.

The more incentives that you can offer a potentiahspr, the better the chances that you will seal the
deal. As with all business arrangements, each party is looking for the best possible advantage. Through
the use of incentives, you can offer value added to that which the sponsor receives.

4.8.1 Nonfinaacial Resources

An area of event sponsorship that is sometimes grossly overlooked is that of nonfinancial sponsors, or
in-kind sponsors. This type of sponsorship is particularly appealing to new or small busiitiessasn

it allows them an inroad to niaets that otherwise might be unattainable for them. A new business
might not have the capital to invest in a sponsorship but could supply its product; the same is true of



an existing but small business that has cash flow committed to other activitiestypéisof
sponsorship is particularly effective when working with cae$ated nonprofit organizations.

4.9 Tactics and Methods of Successful Event Marketing

As a direct result of the influencers, event marketers must begin to employ new technigaeh to re
event attendees in a cadfective, highimpact way. To generate the greatest return on event
marketing (ROEM), event marketers and their stakeholders must use different methods to reach
individual event markets. Therefore, whether you are marketsogial event or the Olympic Games,

your paradigm is about to change. This change will occur as you carefully research your target market
and then carefully and thoughtfully, as well as skilly, develop and implement your marketing
strategy. While its possible to borrow marketing methods from one type of event and use them within
the context of another, each type of event generally requires a precise marketing strategy that enables
you to rapidly capture the attentioh your target market, quickly drthoroughly provide them with

enough information to make a positive decision, and then effortlessly influence them to invest in your
event. It is essential that you become an expert in the type of event that you are about to market just as
an auto mechaaispecializes in specific vehicles and a doctor specializes in specific maladies. As a
professional event marketer in the 21st century, you must not only be a generalist, but also a
knowledgeable specialist in your event field.

4.9.1 How to Determine theBest Future Practices in Reaching Your Target Market

As you contemplate your future marketing plans, you must ask three important questions: (1) how can
we reduce the length of time from event development to market success? (2) How can we cut through
the marketing clutter to differentiate my event product? (3) How can we reduce the cost of making
each sale? The reason you must ask these questions is because your employer, stakeholders,
supervisors, and others are asking these questions before you evetercovrging the event
marketing plan. They want to know how you will market this event faster, better, and more profitably.
Whether you are a feprofit or a notfor-profit organization, the demands remain the same.

Faste,
Better, More
Profitable
Challenge Potential Solution
Faster Use the World Wide Web to condud continuots

virtual focus groups to build deman and targd
your message.

Better Utilize nontraditional marketing partners to improve
your market ing messagedelivery and reach new
segments.
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Figure 4.3Faster, Better, More Prodible

Marketing is a major, if nothe major, expense item for many events. It is incumbent upon the
marketer to determine the most cost and {affective methods of reaching the target audiences.
Figure 4.3 provides some examples of how to do this fastéer, and with greater profit.



Successful event marketers in the 21st century understand how to quickly, effectively, and profitably
respond to or create demand for their event. It is essential that you continually keep your ear and eye
close to yourdrget and emerging target markets to learn how to quickly influence them to attend your
event. If you are late, or provide poor quality, or do not achieve a satisfactory profit margin, your
event competitors are waiting in the wings to capture the maokehgve left behind.

4.9.2 How to Develop Scenarios for Future Event Marketing Programs

Event risk managers often use scenario planning to forecast potential hazards or hazardous situations.
Event marketers must also use scenarios to determine howdipabatiand, therefore, be prepared for
challenges and opportunities that may disrupt or enhance their event marketing plan. Figure 4.4
provides five sample.

Scenarios and Action Steps

Scenarios Action Steps
Economic downturn occurs in community § Work with the office of economic developme
months before festival opens. to provide services at the festival to stimul

employment, foster businessbusiness
development, and pmote the economic impa
of the festival. Offer family passes at reduc
rates to decrease singleket cost and rais
overall per capita spending from food, drir
and souvenir purchases

Offer discounts for military personnel, vetera
Major military action is announced before eve and their famikes to promote patriotic spirit ¢
your organization

Major competitor announces that it will hold | Differentiate your event from the other throu
exposition one week after yours is held. testimonials from previous attendees ¢
endorsements from leading experts. Offer d
discounts for early registration.

Energy costs rise and reduce auto travel| Promote in conjunction with trapertation
those who would otherwise attenduy@vent. companies alternative transit to your eve
including bus tours, rail travel, and air packag
Demonstrate savings to ticket buyers in
advertising. Offer discounts to guests who
public and other alternative forms
transportation.

Negative media stories circulate about y( Anticipate and promote positive statistics ab
event 6s safety r ecor |youreventthrough spokespersons, testimon
industry experts, and others. Develop
speakerds bureau to
spread the good news about your event.

Figure 4.4 Scenarios and Action Stps

At any time, the marketing strategy may be changed by outside influences that impact negatively on
the potential attendance. Anticipating such problems and devising response plans will provide for fast,
effective action steps.

Scenarios and example$ how you can use these scenarios to increase sales for your event.



Obviously, you cannot anticipate every potential problem; however, you can generally outline the

most likely conditions that will positively or negatively impact your ability to marketr yevent

product. Therefore, it is essential that you have at all times a plan ready to seize potential opportunities

and mitigate threats, ensuring that your marketing plan remains stable and successful despite changes

brought about by new and emergingsta r i o s . I n the past, event mar ket er
control over the company going on strike or three
marketers must constantly devise these scenarios and be ready to embrace them with &irategies

produce successful outcomes.

4.9.3 How to Improve Your Event Marketing Segmentation Skills

The term Amar ket segmentationo can be defined si mp
groups that may be avail abl el sefvices. Thebeesegments may mar ket e
already be included within the current targets of the marketing plan in effect, but many may not be.

Those that are not often provide the fertile fields of growth and revitalization of the event itself.

Throughout this textyou have been alerted to the self defeating tendency of repetition, whether it

involves program design, promotional tools, speakers, event features, or marketing lists. The clear

trend in event marketing is toward a shining of the light into new arded ¥Vilith innovative design

opportunities and, even more important, consumers who are currently not being recruited. Those
consumers may be off of your Aradar screen, o0 but th
you think.

Markets continually chage, as do their tastes, interests, fads, and priorities. For example, many

companies have faced flagging sales because they did not see the trends in their markets evolving. In

every economic downturn, observers will see the sad cycle of those corpoitai@drbecame too

comfortable in the sanctity of their profitability and failed to stay ahead of the consumer curve and the

incessant changes in desire and demand of their markets. When that happens, inventories rise as
customer demand shifts to new andrenattractive product offerings by competitors, discounts are

offered to move products, and per unit profits fall. The message that the corporate event marketer

conveys must reflect the challenges of overcoming this regréssiot righting the ship and the

strategic plans of management for accomplishing this.

This is no less true for the association event marketer. Association memberships should reflect the

industries and professions that they represent. Be alerted that there is no guarantee that they do,

without an effective marketing plan to continually analyze changes in market segments and the direct

influence they have on event participation. A striking example of this is the growth of mega stores in

the retail industry, dramatically (and often woefllthanging the landscape of the memberships that

support the associations representing them. In the hardware industry, thousands of smadixfiaedly

stores have disappeared as huge retail outlets have opened either in malls ora@srsetardailers

throughout the United States. The same can be seen in the drug retail industry, the printing industry,

the office supply industry, among many others.

Bear in mind that, as years go by, certain types of consumers and their values fade as new ones

emerge. Thes Apsychographicdo profiles, used to identify
influence the decision whether or not to buy, attend, and participate.

For example, the World War Il and Baby Boomer generatiave been identified by their value of

long-lasting relationships, institutional and personal loyalty, permanent relationships, and patience. A

chat over the nuts and bolts in the hardware store may not have been efficient or time effective, but

was long a valued and venerable phenomenon of timencaity psyche throughout the nation and its

towns. Now emerging in the marketplace are the maturing Generation Xers and evolving Generation

Next markets. They present characteristics that are markedly different. Raised in theespiamse

environmentof faxes, emails, and online messaging, they expect instant results. They, in large

measur e, donét want to fAwai't in | ine. otaskelsey scof f
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eager to accomplish several objectives at once, not given to gophb @kils, and in relationships

with casual acquaintances. And they tend to be highly impatient and somewhat skeptical. They exhibit

a desire to make each minute count at work and play. The marketer must be aware that they do not
trust a newspaper articer pr omot i onal piece simply because t
be true. o The challenge to convince this market
Thus, the onatop shopping syndrome permeates our marketplaces to a growing degree. Whether it is
shopping at a megastor attending an educational or social event, the time must be well spent and
beneficial. Event marketers have the same issues with which to deal. Are attendance trends at the
annual Veterandés Day parade up, dadeclininggWhicht agna
community precincts are conspicuous by their representation? Which are not? The marketing
executive responsible for the annual community awards and recognition gala must be equally
investigative.

Is attendance growing? Are essentiaty tsame people coming each year? If so, are they growing
older, retiring, and becoming less influential than in years before? Are our newer markets being
overlooked, both as attendees and as honourees?

Many marketers have found, too late and to their dysitieat by catering to old standbys and ignoring
emerging markets they were fAringing the treeodo (
the base of a treeds bar k, nutrients wil./ be bl
die). Many events have faded away because new markets were not segmented, identified, and
embraced to supply continuing nutrition and support.

As a marketer, you should not pursue new markets until you have identified and analyzed the markets
you currently #ract and the trends that create the ebb and flow of the buyers and attendees you seek.
Using the qualitative and quantitative research techniques already described in this text, market
segmentation begins with identifying, qualifying, and prioritizing tonsumers you serve. In others
words, Awho is coming to your party?ao

In addition to the standard demographics such as age, gender, annual income, years of event
attendance, and many others more definitive and probing questions are being used as marketers
improve their segmentation skills. Figure 4.5 represents questions used in a research instrument
searching for greater audience definition. The instrument can be both qualitative and quantitative in
design.

Samples of Qualitative and Quantitative SurveyQuestions
Attendee Information
1 Name, Address, Contact Numbers (Optional)
What is your profession?
What is your professional title?
How long have you been in the business?
Which of the past 10 years have you attended? (Provide-cifielidt)
Why have you @iended in those years? Rate on a scald b0 &ll that apply. Add any other reasor,
important to you.
. Social Events
. Education/Professional Development
. Peer Networking/Interaction
Travel
. Combine with Vacation
. See New Products at the Exgition
. Find New Markets for My Product
. Pursue My Leadership Role in Organization
. Pre and Postevent Tours
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10. Attraction of the Event Venue/Location

11. Celebrity Attractions/Entertainment

12.Test the Pulse of the Industry, Study Trends
13. Gathe Information About New Competitors
14.Find a Better Job/Become Upwardly Mobile
15.Review New Professional Literature/Research

Figure 4.5Questions used in a research instrument

This example of a survey instrument includes both quantitative andatwaliitems. Key to this

approach is to make the questionnaire long enough to gain the information most important to the

marketing effort, and short enough that the target will take the time to respond.

The | i st i's | imited onloyw and s dar hes imagmatie ecteaivith s need t
Obviously, the length of the questionnaire will impact the time the respondent is willing to spend on

the exercise. Thereforeeed to knovis a critical ingredient. As a marketer, you must first define what

informational goals are most important to the research and construct the instrument with those goals in

mind. Many such surveys are tabulated, recorded, reviewed with passive interest, and then ignored.

The scrupulous investigator, however, matches the quenes ar esponses through fAco

analysisd to gain insight into emerging mar ket s. Fo
in the business?0 is key to identifying an emer gi nc
years should be compat with subentry 14 to determine a relationship between this demographic

group and the desire to Iimprove oneds job status. [

message to promote to this potential constituency is clear.

On the other handlet us assume that the vast majority of the respondents represeitimeng

attendees and veterans and alarmingly few are newcomers to the playing field. This may well mean

that the event has reached an ageguwmaerxdi,so twiatth proo t reea
markets being attracted to replenish the event and the organization itself.

This is a classic marketing challenge. Itnist a nightmare for the marketer. Rather, it is a great

opportunity.As the marketer, you will want to work withrgggram planners to design events that will

attract new participants, and then craft promotional messages and methods that will enlist the
participation of a whole new market. And, as the marketer, you may have saved not only the long term

future oftheorgni zati onds event s, but al so perhaps the fut.

Personal/Busines$rofile Questions

1 How many purchaseglid you makelast year (in dollar volume)as a result of
contactsmadeat our exhibit?

1 Whendo you makeyour buying plans?

What do you buy? What may you buy in the future?

1 Wha dollar volume of purchase are you personal responsiblgor in a fiscd

year?

What do you seeasthe greatestthallengeto your success?

What do you seeasyour greatesteducationaheed?

1 If you had your choice, where would you most like assistance?Time
management, office systems, administrative assistance, distributbor
communicationsidentifying customemeeds.)

1 Whatindustry publicationsdo you readregularly?

What otherpublicationsdo you readregularly?

1 Whattelevisionoroaramsdo vou watchreaularlv?

Figure 4.6 Personal/Business Profile Questiopzries
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Figure 4.6 presents still more questions the marketing executive needs to answer in studying trends in
new marlet segments. They probe more behavioural profiles and values. These issues typically require
gualitative approaches and may be applied to smaller groups that can be urged to assure adequate
response (such as corporate managers, franchise owners, or t@ssagliected leaders). Still,
questions still may be asked of the more casual constituent, depending on need.

A qualitative survey instrument may be used for general information about target markets not
necessarily related to a specific event. In manggasew events can be designed as a result of better
understanding of new market segmernitdgimate and in depth than the previous, but may reveal
significant insights into new marketing approaches.

Why ask questions such as these? Who needs to know?itBsehiwill want to know the buying

power of your audience. Advertisers will want to know who makes buying decisions, and what
publications your attendees read, in order to strategize advertising design and placement. Key speakers
and sponsors will want tknow the experience level of their audiences and the positions they hold in
their companies. As the marketer, you need to know your markets as intimately as possible in order to
persuade your program participants, as well as attendees, to gather.

Always bar in mind that a market segment need not be a question of sheer numbers to be vital. Even
more important in certain instances is thiguencethat this market segment brings to the table. As we

have said earlier, asking personal questions and soligtipg ni ons of the HfAmovers
industry or association instills a sense of proprietary interest among them. When those leaders feel that
interest in the mission, the task of the marketer in approaching their followers will be greatly
facilitated.

4.9.4 Refining Your Event Marketing Evaluation Methods

The trends in effective marketing evaluation point directly at efficient record keeping (archiving),
documentation, and evaluation of virtually every element of the event. Overall attendance s goo
know and easy to track. Attendanceeachevent function isbetterto know and more difficult to

track. The answers lead to clear indications of attendee preferences and needs and will result in
modifications (sometimes subtle, sometimes dramatic)th@ marketing message and event
programming. How are performance records documented?

4.9.5 Documentation

In establishing a system of event performance archives, remember this basic principle: Keep records of
virtually everything, from the beginning oféh mar ket i ng process t hrou:i
evaluations. Sophisticated computer programs may help you retain and recoup the records in an
organized fashiah in perpetuity) for examination and comparison at critical junctures of the
planning process. But ogputers can only provide the information that is gathered for input, and only

to the degree of accuracy with which the data are measured. The marketer should keep copies of
absolutely everything connected with the campaign, together with mailing or tssimmdates as

well as response levels for each medium. Dates of the responses are also important. Translating the
history of the event is critical. For event planners, it is vital to know if the sponsoring organization
enjoys immediate and positive respes to promotion. Planning is much easier when the early
acceptance of the invitation (and the number of registrations) is known early on. But an organization
whose target audience is historically late in registering for an event will be presented with oth
planning and marketing challenges. For example, planning is possible (if not more stressful) when the
respondents typically register during the last few weeks prior to the opening of the event.

There will be dramatic effects on purchasing decisionsekample, negotiating accurate hotel room

block cutoffs, obtaining food and beverage guarantees, ordering supplies, and working out logistical
details are virtually impossible without a concrete and demonstrable prior history of performance and



patterns ekibited by your attendees. That information can come only through collection, archiving,

and clear interpretation of those patterns to the s
Consider these methods of documenting patterns of participation

1. Ticket Collection.Many groups use tickets for admission to major events. Tickets may be collected

at doors or at tables. They should be color coded by event (for easier categorizing later), counted, and

kept.A great failing of many marketers is tollect tickets, bind them together, place them on a shelf

in the office for use later in the next marketing campaign, and then forget they are there as they gather

dust. They are the ofidshioned, buttriedndt r ue fAhard copyo of attendance p
2. Hand Counters. Head counts may be taken by attendants at the entrances to events with the use of

hand counters or #dAclickers.o While not as accurate
ticket collection will create delays in event access ol s&@&ice.

3. Observation.Especially for smaller sessions and breaks, simple observation of the room during

a program will allow a close estimation of the level of attendance, as well as the level of interest by the

audience in specific event featum@ssubject areas.

4. Patterns of Arrival. For purposes of airline or transit arrivals and adequate preparation of the host

facility for manning reservation and registration desks, patterns of arrival must be tracked. This will be

impacted by the geograghspread of attendees and the venue location (West Coast/East Coast, for

example), days of week, time of day, even down to hours. For corporate meetings, this is rather routine
information because travel arrangements are usually preordained by the coRudayrs, festivals,

awards dinners, and association events, the issues become more problematical. Remember that the
attendees are not under the control of the sponsoring organization and will make their own travel

arrangements. Hotels typically maintaino mput er records on all aspects of
arrival times, types of rooms requested;shows, orsite purchases, and departure times (including
early departures). The event organi zer itcaln request

this information, even on a daily basis, for analysis on site.

5. Patterns of Departure. Reversing the data needed for arrival patterns, departure patterns are
equally important. If half of the audience is historically gone from the facility bélfierelosingnight

banquet, the marketing executive faces a challenge. The solutions may be many: Beefing up the
closing night event, adding post convention tours and features, or holding a major prize drawing or
silent auction are examples of effectivspenses to the problem. This is a challenge for proactive
marketers who can influence program planners for the event.

Regardless of the data to be accumulated and the methods used, these patterns of performance must be
archived, maintained, and used to dicé future patterns, as well as to improve the marketing
strategies and effect more acceptable negotiations with event sudpitasshould be organized into

charts immediately, in order to analyze results quickly and continually. For example, riegistrat
received should be | ogged weekly (if not daily) and
of years. This will influence promotional timetables and techniques. Attendance at workshops should

be charted by topic, time of day, and daywafek to establish patterns. Certain topics may not be
popular with the audience attracted. On the other hand, they may be popular with authebessy

attracted, which raises even more compelling marketing possibilities. Events at resorts often draw
paticipants in healthy numbers in the morning, while attendance falls off in the afternoon due to the
lure of golf and tennis. No details are too minute to ignore in gathering and evaluating data on patterns

of participation.

4.9.6 Developing New MarketingStrategies to Beat the Competition

Casual observers feel that there is no real threat of outside competition for corporate meetings (people

are told to go, and they go!), association convent
county fairs,awards banquets, and community parades. This may be true in some cases, but in many

instances it is not.



Corporate meetings compete for loyalty among dealers and distributors who may also carry the
products of direct competitors. Association events coenpgéainst related associations for the loyalty,
time, and investment of their members. A county or city fair may compete against summertime family
vacations that draw many potential attendees away from the community or region.

The key to competing for argvent is to analyze the competition, which may be direct or subtle, and
to respond with marketing strategies to overcome the competition. Obviously, the approaches will
vary greatly, depending on the challenges presented by the competition. The follemiegc g
examples of analyzing your competition will be helpful.

Rate the competitionds event in comparison t
Cost/price
Timing
Program features
Quantifiable benefits
Influential players/demographics of audience
Demand (perceived oeal)
Quality
Marketing strategies employed
Attendance trends
9 Geographic distribution of venues
These and any other pertinent comparisons should be charted on a grid, comparing your event and that
of the competition. The rating system used on each compaceo be any that makes sense to you
and your analysts (e.g., a scale of 1 to 10, ré
AinF, o and AP0 for excell ent, good, fair, and poc
and weakneses and areas to i mprove the marketing str
only those elements that are important to you. Use a weighting system that others can understand.
Most i mportant, once t he an anbrgwssérgiendlysitisjtme gredtea c e
the chance that it will become a living document during the marketing effort, easy to respond to and
relevant to changing market conditions. Maintaining the tool on a computer is most conducive to
retrieval and modifiation, but not essential to the effort. Hand charts will suffice for those who, for
whatever reason, find the computer a barrier to easy access and manipulation of comparisons. Then
archive the charts for ye&w-year reference.
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. Question your own prodict and markets through your market research and analysis:
What aspects of direct mail, advertising, and public relations have been most successful? Least
successful?
What event elements are most important for your attendees?
What event elements attractlptight response? Why?
What target markets generate the least business? Why?
What new features, unigue to the competition, can be added to rejuvenate interest in your areas of
weak participation? What old features can be eliminated?
1 What additional promainal tools can be used to gain a breakthrough at your next event?
Again, the questions you ask of yourself and your marketing team are open ended and infinite. But ask
only those that are meaningful. Resist the urge to overcomplicate and thus conftmestat your
analysts.

=
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3. Apply the SWOT analysis to all comparisons of competitorCo mpar i ng Astrengt hs
opportunities, and threatso wild/ add flesh to



meaningful your responses to theathise mechanical profiles they display. Marketers often find that
pursuing certain audiences is an unprofitable exercise, perhaps maintained only by habit or tradition.
ADondt throw good product after bad rketingfeldect so i s

Before giving up on a market, however, ask another
mar ket conditions | ast?0 Remember that every organi
continuous ebbs and flows aftrengths and wédaesses.These fluid conditions will drive the

opportunities and threatsour mar ket i ng efforts wil.l encounter in

The day of the snakeil salesman is over. There are no more medicines being sold to crowds over the
backs of wagonsybtransients with no lasting ties to the buying community. Marketing has become as
much a science as it has an art. It blends human understanding with scientific analysis-texhhigh
implementation. It requires marketing practitioners who understand ntemces of these
characteristics and are able to integrate them into an effective game plan that identifies, reaches, and
satisfiesc onsumer and audience valwues, desires, and need:
the critical component ofrgy marketing effort. Without customer satisfaction, that is, the delivery of

the product as promised, future marketing efforts may prove dauftirgg fruitless. It is for this

reason that marketing must be considered not as an adjunct but as anpate@fgbroduct and event

design and the strategic management of the organization itself. Enlightened organizations do this.
Those that do not will find in their competitive analyses many more weaknesses than strengths and
many more threats than opportiies.

4.9.7You Are the Future of Event Marketing

According to Barbara Moses, in order to recesgimof your career, you must employ 12 strategies

for bad times and good. Moses suggests that individuals must take charge of their careers, ensure their
enployability, create a fallback position, know their key skills, prepare for areas of competence,
market effectively, act type A but be type B, build emotional resilience, stay culturally current, be a
compelling communicator, fortify their finances, adtelian insider and think like an outsider, and,
finally, reward themselves.

These same principles can easily be applied to marl
products. The event is a living, breathing, albeit temporary business that requimelifaceted
approach to ensure a successful mar keting outcome.

full-time jobs or are contingent, contract, or freelance workers, we are all living and wiorkineg
TempWorld. In TempWorld everything shifbs.

As a professional event marketer, you are living in a temporary world every moment. The events of 9
11 remind us of how fragile the temporary world has become. Therefore, your ability to use the
principles in this book to effectively research, desigmnplcoordinate, and evaluate your event
marketing strategies will ultimately not only determine your success, but will, in fact, affect the
success of many other events as well. You are not only marketing a single event or several events, but
are ultimatey responsible for helping market the entire event industry. By applying the principles in
this book, you are well positioned for the success you deserve. Who knows, the next event you attend
could very well be the celebration event held in your honor tbgmize your outstanding
achievements as a professional event marketer. Not only will you receive the accolades you deserve,
but you will continue to market this event by attracting others who wish to learn your secrets of
modern event marketing successayM/ou use these marketing secrets to help all of us raise the level
and impact of global event marketing throughout the new millennium and beyond.

4.10 Evaluation of Marketing Efforts

Marketing is not a controlled process in an insulated lab. It isepimmishaps, last minute changes,
conceptual shifts, political upheavals, the volatility of markets, and, in short, to the vagaries of human



nature and natural disasters. Some marketing efforts are known to have backfired. Others have yielded
lukewarm reslts. Marketing requires constant fine tuning and adjustments to reflect and respond to
the kaleidoscopic environment of our times. But maximum benefits under the circumstances are
guaranteed if the client the country, for instance implements a rigorotketing Implementation,
Evaluation, and Control MIEV plan. The first task is to set realistic quantitative and qualitative interim
and final targets for the marketing program and then to constantly measure its actual performance and
compare it to the hopefibr outcomes. Even nation branding and place marketing require detailed
projections of expenditures vs. income budget and Performa financial statements for monitoring
purpose.

4.10.1 The five modules of MIEV are:

1. Annual plan control: This document incldes all the governments managerial objectives and
numerical goals. It is actually a breakdown of the aforementioned Performa financial statements into
mont hly and quarterly figures of Asalesd in ter
trade figures, etc. and profitability.

It comprises at least five performance gauging tools:

I. Sales analysis comparing sales targets to actual sales and accounting for discrepancies.

1. Mar ket share anal ysi s ¢ omp acompetigrs.{Theeourdrp unt r y
should also compare its own sales to the total
segment 0 neighboring countries, countries which
lll. Expense to saleanalysis demonstrates the range of costs both explicit and hidden implicit of
achieving the countrys sales goals.

IV. Financial analysis calculates various performance ratios such as profits to sales profit margin, sales

to assets asset turnover, profits assets return on assets, assets to worth financial leverage, and,
finally, profits to worth return on net worth of infrastructure.

V. Customer satisfaction is the ultimate indicator of tracking goal achievement. The country should
actively seek, facilate, and encourage feedback, both positive and negative by creating friendly and
ubiquitous complaint and suggestion systems. Frequent satisfaction and customer loyalty surveys
should form an integral part of any marketing drive. Regrettably, most acleegyabems of national

accounts sorely lack the ability to cope with place marketing and nation branding campaigns.

Intangibles such as enhanced reputation or investor satisfaction are excluded. There is no clear
definition as to what constitutetheassets a count r vy, its fNAsal eso, or i

2. Profitability control: There is no point in squandering scarce resources on marketing efforts that
guarantee nothing except name recognition. Sales, profits, and expenditures should count prominently
in anyevaluation and revaluation of ongoing campaigns. The country needs to get rid of prejudices,
biases, and misconceptions and clearly identify what products and consumer groups yield the most
profits have the highest relative earnings capacity. Money, &ingemanpower should be allocated to

cater to the needs and desires of these top earners.

3. Efficiency control The global picture is important. An overview of the marketing and sales efforts
and their relative success or failure is crucial. But a mi@rel analysis is indispensable. What are the
sales force doing, where, and how well? What are the localized reactions to the advertising, sales
promotion, and distribution drives? Are there appreciable differences between the reactions of various
marketniches and consumer types?

4. Strategic control The complement of efficiency control is strategic control. It weighs the overall
and | ongterm marketing plan in view of the <co
strengths, weaknesses, and mk e t opportunities. |t i s recomme |



assessment marketing effectiveness rating review with an analysis prepared by an objective third
party.

The marketing effectiveness rating review incorporates privileged information asuéhput and

feedback from the countryés fAcustomerso investors,
reports regarding the adequacy and efficiency of t
strengths, strategies, and integrationarious marketing, branding, and sales tactics.

5. Marketing audit The marketing audit is, in some respects, the raw material for the strategic control.
I'ts role is to periodically make sure thays the mark
that are compatible with shifting market sentiments, current events, fashions, preferences, needs, and
priorities of relevant market players. This helps to identify marketing opportunities and new or
potential markets.

An evaluation essay presents guinion or viewpoints on someone or something. Evaluation is a
common process in the field of academia, in human resource circles (referred to as employees
appraisal) and in project management. In academic, an objective reader evaluates the work in question
and delivers a balanced judgment. Human resource personnel, mostly on annual basis appraise their
employees to assess their strength and weakness and recommend necessary action. Similarly, projects
are evaluated to ascertain their usefulness and progwesdsfronts, the person evaluating studies the
subject, evaluating all the facts and later gives his point of view. On the face of it, an evaluation essay
is subjective in nature.

An evaluation essay begins by a summary of the article or the backgnfamdation of the subject.

This is meant to inform the reader on the topic under evaluation and helping the reader understand the
facts that will guide the process of evaluation. Background information may entails previously held
views on the subjechow other previous writers have deliberated on the subject and expose the borne
of contention. The writer may choose to emphasize on background information that will be used to
legitimize anticipated judgment. Writer point of view is known through a thesisnsént like the

subject is good or bad; the article is wanting or credible. The writer then moves to support the
judgment. In the first place, the writer develops a framework or the tools that will be used as
benchmark to test supporting facts. An evalgaessay is dominated by the objective principles of the
writer. The facts are presented in a systematic convincing argument that is meant to persuade the
reader to buy into the idea of the writer. A standard convincing argument is won by constantly
drawing evidence from the subject. In articles or book review, direct quoting is one way of presenting
assuring evidence.

4.10.2 Evaluation Framework

The evaluation framework developed by the committee is structured around eight sets of questions
based on hypbeses about the way a program for certifying accomplished event manager:

1. Specification of the Content Standards and Development of the Assessments: To what extent does
the certification program for accomplished teachers clearly and accurately spleinced teaching
practices and the characteristics of teachers (the knowledge, skills, dispositions, and judgments) that
enable them to carry out advanced practice? Does it do so in a manner that supports the development
of a test that is well aligned withe content standards?

2. Technical Characteristics of the Assessments: To what extent do the assessments associated with
the certification program for accomplished event manager reliably measure the specified knowledge,
skills, dispositions, and judgmenbf candidates and support valid interpretations of the results? To
what extent are the performance Standards for the assessments and the process for setting them
justified and reasonable?



3. Participation: To what extent the participation of particigant

4. Impact on Outcomes: To what extent does the advdegel certification program identify
managers who are effective at producing positive outcomes, such as learning, motivation, school
engagement, breadth of achievement, educational attainmentaite, and grade promotion?

5. Impact on Participating Mangers' Professional Growth: To what extent do managers improve their
practices and the outcomes of their students by virtue of going through the adlemetedrtification
process?

6. ImpactonrManager 6s Career paths: To what extent an
successful and unsuccessful candidates affected by their participation in the program?

7. Impact on the Event System: Beyond its effects on candidates, to what egtentvliat ways does
the certification program have an impact on the field of teaching and the event system?

8. Costeffectiveness: To what extent does the advaieesl certification program accomplish its
objectives in a costffective manner, relativéo other. The NBPTS has been the topic of much
discourse in the measurement, and event policy; nearly 200 articles discuss the board's work.
However, the majority of these documents do not report on empirical research, and only a handful
yield valid findings related to the questions in our charge. Thus, we relied on an evidence base that
was neither broad nor deep, which we supplemented with additional investigations. With these
investigations and some concrete efforts of practice, we can do the evalatiobetter and better

and serve ourselves in the future as well.

Exercise: Check your progress 2
Ex1: What tactics and methods use for a successful Event Marketing?
88888888888888888888888888888888888888888888888

88.8888888888888888888B8BB8BB88888888888888888888:
.888B8BE8B8B8B888888888888BBBBBB88888888888888888888838

Ex2: What is the 5 module of MIEV?
88888888888888888888888888888888888888888888888

88.888888888888888888888888888888888888888888888
888888888888 BBB38888388888888888888888888888888838

Self Assessment Questions 2

6. SWOT analysis often find that pursuing certain audiences is an unprofitable exercise, perhaps
maintained only by habit or tradition.

(@). True (b). False

7. Sophisticated computerprognd may hel p you éééé.. and recoup
organized fashion in perpetuity for examination and comparison at critical junctures of the planning
process.

(a). Retain (b).Sales (c). Marketing (d). None of these.



8. Tickets should be color codeg bvent (for easier categorizing later), counted, keaqt.
(@ True (b). False

9. éééééémay be taken by attendants at the entrances
or fAclickers.

(a). Counter head (b). Head counts

(c). Sales counts (d). None dthese

10. Event meetings compete for loyalty among dealers and distributors who may also carry the
products of direct competitors.
(@). True (b). False

4.11 Leadership Resources of the Group

Resources include all those things necessary to do a ggnuRes also include people, because

people have knowledge and skills. Knowledge is what a person learns through familiarity or

experiencd what you know. Skill is the ability to use what you know. Attitude includes the desire to

do something motivatiord and the belief that you can d@itconfidence.

When the leader uses the knowledge and skills of group patrticipants to get a job done, the participants

gain experience and improve skills. They also devel

thepst 6s progr am c aqdaeandusetitin planningent ory up

A Understand the purpose and resources of your part

A Survey the participantsé parents; include them in

A Find outi giopantpo&ts kialrits, interests, and resour ce:

COMMUNICATING

To improve your skills in getting information:

A Pay attention and |listen carefully.

A Make notes and sketches.

A Ask questions and repeat your understanding of wh

To improve your skik in giving information:

A Be sure others are |listening before you speak.

A Speak slowly and clearly.

A Draw diagrams, if needed. Ask those receiving inf
A Have the Ilisteners repeat ¢t heiestona.nderstanding of
PLANNING

Planning is an important part of everything we do in Exploring. The following is a simple process for

planning:

A Consider the task and objectives. What do you wan
A Considerd dguipenent, lkenewdedge, slalls, dmttitudes.

A Consider the alternatives. Brainstorm.

A Reach a decision, evaluating each option.

A Write the plan down and review it with the post.
A Execute the plan.

A Evaluate the plan.



CONTROLLING GROUP PERFORMANCE

A leader influences the performanoé the group and individual participants through his or her
actions. Why is control needed?

A group needs control as an engine needs a thotitekeep it from running itself into the ground. A
group works together best when everybody is headed in e diaection. If a plan is to be properly
carried out, someone must lead the effort. Control is a function that the group assigns to the leader to
get the job done.

Control happens as a result of recognizing the difference between where the group ie@nthevh

group is going. The leader is responsible for developing a plan to help the group get to its goal. Setting
the example is the most effective way of controlling the group. When working with post participants,
do the following:

A Cont i nu thé group. Knbwswhat ig leappening and the attitude of the group.

A Make your instructions clear and pertinent.
A Pitch in and help when necessary.

A Quickly deal with di scedisgptne.on. Gui de the post
EVALUATING

Evaluating helps measurket performance of a group in getting a job done and working together. It
suggests ways in which the group can improve its performance. There are two basic categories of
evaluation questions. After any event or activity, ask these questions:

Getting the joldoned

A was the job done?

A was the job done right?

A WwWas the job done on time?

Keeping the group togethier

A Were relationships between group participants
A WwWas participation equally distributed among g
A Di d t moythgactviyp e

A Did the group handle conflicts well?

SETTING THE EXAMPLE

Setting the example is probably the most important leadership skill. It is the most effective way to
show others the proper way to conduct themselves, and is even more eftbetivererbal
communication. Without this skill, all the other skills will be useless. One way to think about setting
the example is to imagine yourself as part of a group and think about how you would like your leader
to act.

SHARING LEADERSHIP

While thee are various ways to exercise leadership, the goal of Exploring leadership is exemplified in

a quote from the ancient Chinese philosopher,-Taou : fiBut of a good | eade
done, his aim fulfilled, t hTéeyExploring leader avants to givée d i d
post participants the skills he or she possesses, not to use those skills in ways that keep the post weak
or dependent. He or she offers leadership opportunities to post participants and teaches them the skills
they need

COUNSELING

Counseling is important

A To help people solve probl ems
A To encourage or reassure



A To help an Explorer reach his or her potenti al Co
A Undébéeded she candt make a deci sion

A Comfheershdl oesndt have enough information or has too
A Lockhel drn she doesndt know any alternatives

How do you counsel?

A First, try to understand the situation. Listen ca
Summarize. Check the facts. Paraphrase to make sure you umdlersta

A Second, help list as many options as possible.

A Third, help list the disadvantages of the options
A Fourth, help |I'ist the advantages of the options.
A Finally, | et the person decide on a solution. Tl

information, not advice.

REPRESENTING THE GROUP

Where do you represent the post? Post leaders represent the post at post committee meetings,
Advisor so meetings, of ficersé meetings, and pl anr
organization. The leadeepresents the post in two situations:

A Without dwbesulhtatiironshe doesnot have the opportun
about a decision

A Wi t h cd®whenhe dr she ¢ao meet with post officers about the issue.

Insome casesthelead must represent the postéds decision exac
i ndependent judgment . You wil/l need to solicit an
represent those views within the guidelines of your post, your participatirgnibagon, and

Exploring.

EFFECTIVE TEACHING

Effective teaching is a process to increase the knowledge, skills, and attitudes of the group and its
participants. The focus is on learning, not teaching. For teaching to be effective, learning must take

place The steps of effective teaching include

A Choosing the Il earning objectives

A Providing a discovery experience that helps the |
A Demonstrating or explaining the skil

A Allowing the learner to practice the skildl

AEvaluating the process

4.12 First Things First

But before that, some definitions are useful. What is management, exactly? And how does it differ
from leadership?

A good starting point is the Warren G Bennis quote that "Leaders are people who dotttienggh
managers are people who do things right." Leadership involves creating a compelling vision of the
future, communicating that vision, and helping people understand and commit to it. Managers, on the
other hand, are responsible for ensuring thatvibion is implemented efficiently and successfully.Of
course, these two roles overlajand, to be fully effective, you need to fulfill both roles. However, the
focus of this article is on the specific skills and responsibilities of managers, andtoalshavailable

to them. After all, there's no point energizing people to work towards a fabulous vision of the future,
only to fall flat on your face when it comes to implementation.




The Importance of Delegation

The top priority for team managers is dgléon. No matter how skilled you are, there's only so much

that you can achieve working on your own. With a team behind you, you can achieve so much more:
that's why it's so important that you delegate effectively!

Successful delegation starts with manchpeople and tasks, so you first need to explain what your
team's role and goals are. A good way of doing this is to put together a team charter , which sets out
the purpose of the team and how it will work. Not only does this help you get your tetmaajfeat

start, it can also be useful for bringing the team back on track if it's veering off course.

Only then will you be in a position to think about the skills, experience and competencies within your
team, and start matching people to tasks. Readicle on task allocation for more on how to do
this, and to find out how to deal with reabrld challenges, such as managing the gaps between team
members' skill sets.

Motivating Your Team

Another key duty you have as a manager is to motivate nesmbers.

Our article on Theory X and Theory Y explains two very different approaches to motivation, which
depend on the fundamental assumptions that you make about the people who work for you. If you
believe that they're intrinsically lazy, you believe Theory X, while if you believe that most are
happy and willing to work, you'll tend towards Theory Y. Make sure that you fully understand these
theoriesi they will fundamentally affect your success in motivating people.

You can find out much more abaubtivation with our quiz How Good Are Your Motivation Skills?

This helps you learn a number of core approaches to motivatlderzberg's MotivatiorHygiene

Theory , McClelland's Human Motivation Theory and Sirota's Three Factor Theory are adyticul
useful.

Whatever approach you prefer to adopt, you also need to bear in mind that different people have
different needs when it comes to motivation. Some individuals are highlynséiifated, while others

will under-perform without managerial inputlse our article on Pygmalion Motivation to understand
how to manage these different groups of people.

Developing Your Team

Teams are made up of individuals who have different outlooks and abilities, and are at different stages
of their careers. Some méynd that the tasks you've allocated to them are challenging, and they may
need support. Others may be "old hands" at what they're doing, and may be looking for opportunities
to stretch their skills. Either way, it's your responsibility to develop ajbaf people.

Your skills in this aspect of management will define your lemgn success as a manager. If you can
help team members to become better at what they do, you'll be a manager who people aspire to work
for, and you'll make a great contributionylmur organization, too.

The most effective way of developing your people is to ensure that you give regular feedback to
members of your team. Many of us are nervous of giving feedback, especially when it has to be
negative. However, if you give and reeefeedback regularly, everyone's performance will improve.
Beyond this, our article on Understanding Developmental Needs will help you develop individual
team members, so that they can perform at their best.

Tip:

If you have to bring a substantial nber of new people into your team, read our article on forming,
storming, norming and performing to learn about the stages you can expect your team to go through.
You can do a lot to help your people through this process!



Communicating and Working With Y our Teami and With Others

Communication skills are essential for success in almost any role, but there are particular skills and
techniques that you'll use more as a manager than you did as a regular worker. These fall under two
headings: communicating thi team members, and communicating with people outside your team.
We'll look at each in turn.

Communicating With People in Your Team

As a team manager, you're likely to be chairing regular sessions as wellai$ meetings. Meeting

of all kinds, and rgular ones in particular, are notorious for wasting people's time, so it's well worth
mastering the skill of running effective meetings .

Many meetings include brainstorming sessions. As a team manager, you'll often have to facilitate
these, so you'lheed to be comfortable with doing this. There's more to this than simply coming up
with creative ideas, as you do when you're just a regular participant in such a session: read our article
to find out how to run brainstorming sessions. Make sure thatuymlerstand where they can go
wrong, and what you can do to avoid this.

Active listening is another important skill for manageérand otherd to master. When you're in
charge, it can be easy to think that you know what others are going to say, lstéhatg is less
important, because you've thought of a solution anyway.

Don't fall into this trap. Most good managers are active listeners: it helps them detect problems early
(while they're still easy to deal with), avoid costly misunderstandingsbaitd trust within their

teams.

Communicating With People outside Your Team

Your boss is probably the most important person you need to communicate with. Take time to
understand fully what your boss wants from you and your fednjou know exactly whattee likes,

and how she prefers this to be delivered, you'll be better able to meet with her approval.

Don't be afraid to ask your boss to coach or mentor you: you can usually learn a lot from him, but he
may not be proactive about offering this. If you'pp@aching your boss for advice, make sure you've
thought things through as far as you can. Introduce the subject with a summary of your thinking, and
then say where you need help.

Also, as a manager, part of your job is to look after your team and pibfeoin unreasonable
pressure. Learn skills like assertiveness andwifnnegotiation , so that you can either turn work
away, or negotiate additional resources.

Another part of your job is to manage the way that your team interacts with other gusaps.
stakeholder analysis to identify the groups that you need to deal with. Then talk to these people to
find out what they want from you, and what they can do to help you.

Managing Discipline

However much you hope that you won't have to do it, thenees a time in most managers' careers
when they have to discipline an employee. Discipline may be subtly different from basic feedback,
because it doesn't always relate specifically to the employee's work. You can give feedback on their
phone manner, forxample, but handling problems with timekeeping or personal grooming can need a
different approach.

Obvious breaches of the law or of company policy are easy to identify and deal with. But what of
other situations? On one hand you don't want to seem Qettihe other hand, you can't let things go
that should be dealt with.

Use these rulesf-thumb to decide whether you need to take action. If the answer to any is yes, then
you need to arrange a time to speak to the employee in private.

1. Does the issue affethe quality of the employee's deliverable to the client (internal or external)?
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A graphic designer regularly gets in to work late, although he stays late to make up for this.
Customers are sometimes frustrated by not being able to get through to héstrt of the day,
particularly when he's working on rush jobs.

2. Does the issue adversely impact the cohesiveness of the team?
Individual designers tend to work on their own projects, with few meetings between design team
members, so cohesiveness is mopacted. However people are noticing his lack of punctuality,
and other people's timekeeping is beginning to slip.

3. Does the issue unnecessarily undermine the interests of other individuals in the team?

The designer sitting next to the latecomer is unhdbalyshe has to field calls from clients before he
reaches the office, and is unable to give a firm answer to the question "When will he be in?"

In this situation, the design team manager decides to speak to the latecomer because of the impact on
his coworker. They agree that coming in to work late is not a problem (he has a long commute, with
heavy traffic en route) but that he will commit to being in by 9.30 a.m. every day to reduce the number
of calls his ceworker has to field, and also give her a tixame to give clients. He will work late to

make up time, and will take on a task she doesn't like to make up for her extra phone handling.

When you are faced with a potential discipline issue, take time to gather information about the
situation, decide hat you're going to do, and act. Discipline issues rarely go away of their own
accord, and they usually get worse, often causing considerable resentment amongst other team
members.

Traps to Avoid

There are a number of common mistakes that new managén®terake. Take care to avoid them!

These are: Thinking that you can rely on your existing job knowledge and technical skills to succeed
as a manager. It is essential that you take the time to develop good management and people skills as
well 7 these can é& more important than your technical skills! Failing to consult regularly with your
boss, in a misguided attempt to show that you can cope on your own.

Approaching your boss without having thought a problem through, and without having considered
how the poblem could be solved.

Embarrassing your boss, or letting her get a nasty surprise. Follow the "no surprises” rule.

Doing anything that requires your boss to defend you to others. This can cause your boss to "lose face"
with his peers and superiors, anchikes it look as if his team is out of control.

Failing to talk to your customers (whether internal or external) about what they want from yourself
and your team.

Using your authority inappropriately make sure that everything you ask people to do ithén
interests of the organization.

Many of these points sound obvious, however it's incredibly easy to make these mistakes in the rush of
everyday managerial life.

Key Points

When you move from being a worker to a line manager, you need to develop atreglslls, and

make use of new tools and techniques. These will help you with the key management activities of
organizing, motivating, developing and communicating with your team.

Above all, learn how to delegate effectively. However, also learn howotovate people, develop

team members, communicate effectively with people inside and outside your team, and manage
discipline effectively.



4.13 Group development

The goal of most research on group development is to learn why and how small groupsogkange
time. To do this, researchers examine patterns of change and continuity in groups over time. Aspects
of a group that might be studied include the quality of the output produced by a group, the type and
frequency of its activities, its cohesiveness] Hre existence of group conflict.

Stages of group development

Bruce Tuckman (1965) developed &tdge model of group development. He labelled the stages, Dr
Suessstyle:

1. Forming: The group comes together and gets to initially know one other andsfargroup.

2. Storming: A chaotic vying for leadership and trialling of group processes

3. Norming: Eventually agreement is reached on how the group operates (horming)

4. Performing: The group practices its craft and becomes effective in meeting dtsvebje

Tuckman added a 5th stage 10 years later:

5. Adjourning: The process of "unforming" the group, that is, letting go of the group structure and
moving on.

4.14 Meeting Management

Formal or informal deliberative assembly of individuals called tatiebertain issues and problems,

and to take decisions. Formal meetings are held at definite times, at a definite place, and usually for a
definite duration to follow an agreed upon agenda. In a corporate setting, they are divided into two
main groups (1)Organizational meeting: normally a regular meeting involving stockholders
(shareholders) and management, such as a board meeting and annual general meeting (AGM). (2)
Operational meeting: regular or ad hoc meeting involving management and employeess auch a
committee meeting, planning meeting, and sales meeting. A meeting is typically headed by a
chairperson, and its deliberations are recorded in a written form called minutes. Under corporate
legislation, two main types of meetings are general meetingspecial or extraordinary meetings.

Such meetings must have a minimum number of members (called quorum) present to make the legally
operative. Decisions (called resolutions) are made on the basis of number of votes the assenting and
dissenting parties camuster. Under the doctrine of collective responsibility, decisions taken at these
meetings bind all members whether present or not. However, a dissenting minority may apply to a
court to have an already adopted resolution set aside if it is deemed itigdtous, or ultra vires.

Meetings can be very productive. They can also be a waste of time. Here are some ways to improve
your meeting management skill.

Meeting Management Key- Stand PAT

| use a "PAT" approach to meetings. A meeting has to haRer@ose, an Agenda, and a Timeframe

or I don't do it.

You should be able to define the purpose of the meeting in 1 or 2 sentences at most. "This meeting is
to plan the new marketing campaign” or "this meeting is to review shipping's new policy for handling
returns.” That way everyone knows why they are there, what needs to be done, and how to know if
they are successful.

Set an agenda. List the items you are going to review/discuss/inspect. | like to assign a time limit to
each agenda item (see below) agehitify the person responsible to speak or moderate the discussion.
Set a timeframe; at the very least set a start and end time. | also recommend setting a duration for each
item in the agenda. These should total to the overall meeting timeframe.

=
=
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Don't Wait

Meetings need to start on time. Don't wait for stragglers to show up. When someone arrives late, don't
go back and review what has already been covered. That just wastes the time of the people who
showed up on time for the meeting.

If the meeting organ&/sponsor doesn't show up on time, consider the meeting cancelled and go back
to work. How long to wait for the organizer to show up varies among companies, but | wouldn't wait
any longer than 5 minutes.

Keep and send minutes

Someone, other than the maeetiorganizer, should keep minutes of the meeting. How detailed these
are depends on the nature of what is being discussed and the skill of the available note taker. If you set
an agenda in the first place, as you should have, the note taker can usathatitise. The minutes

should record who attended, what was discussed, any agreements that were reached, and any action
items that were assigned.

Soon after the meeting, usually within 24 hours, the minutes of the meeting should be distributed to all
who attended, any invitees who did not attend, and anyone else effected by the discussion. Email is a
great vehicle for distributing them. Distributing the minutes informs those not at the meeting of the
progress that was made and reminds everyone of thigin dems.

Stay Focused

Every meeting should have a "topic keeper". | like to ask for a volunteer at the beginning of the
meeting. The topic keeper's job is to interrupt whenever the discussion strays from the topic under
discussion. These new topics @itiher be tabled until later or scheduled for their own meeting. There

is a fine line between what are amplifying remarks about the topic under discussion and what is a
tangential topic. The meeting organizer can decide. It never hurts to say "letisatake offline".

Exercise: Check your progress 4

Case StudyCase Analysis of Volvo

With support from Taranto (1998), Beertema (1999), Markos (1997), and Kempe (1999). Volvo finds
an advantage of event marketing to be its ability to penetrate the meéska Alzo in line with the

authors, Volvo explains this by the real experience that an event provides, which increases the memo
ability. However, Volvo adds that this is an advantage only in regards to reaching the target group
present at the event.

Suppoting Behrer and Larsson (1998), Volvo considers the credibility of event marketing to be
advantageous over advertising, as it is somet hi
line with the authors, Volvo sees event marketing to havadiantage over advertising in terms of

giving the company exposure, and thereby increase awareness among the target audience that is
reached through the event.

Contradictory to Behrer and Larsson (1998), Volvo does not find event marketing to be aduantage

over advertising in terms of better affecting the image. Even though Volvo agrees with the authors that
event marketing better reflects the factors comprised in image in a concentrated and focused form,
Volvo states that advertising and event markethguld complement each other and not be looked

upon as isolated tools. Volvo also contradicts Behrer and Larsson by stating that event marketing does
not achieve prestige better than advertising.

Volvo states that event marketing has the advantage overtisthg in contributing with internal
motivation and morale, which is supported by Behrer and Larsson (1998). Volvo agrees with the
authors by saying that events can actively involve the employees, whichleads to increased motivation.
Volvo also adds thahe employees become more psychologically involved as the event creates a topic
for conversation. Finally, regarding event ma r k
Larsson when claiming that the opportunity for interaction in the fornmefpersonal meeting that

takes place is a great advantage over advertising. It is however the opportunity to personalize and



strengthen relationships Volvo mentions, and not the opportunity for market research, direct feedback
and to give out samples agygested by Behrer and Larsson.

The only disadvantage Volvo states with event marketing concerns the lack of good evaluation
methods, which is supported by Behrer and Larsson (1998). Also in line with the two authors, Volvo
refers this to the soft valuesathevent marketing involves. Furthermore, Behrer and Larsson state the
lack of standardized solutions, established infrastructure and the inflexibility of event marketing as
disadvantages, which is not agreed upon by Volvo. Instead, Volvo points at régseat number of

event agencies that have been established during recent years. Furthermore, Volvo states that even
though event marketing is somewhat inflexible, as everything must be perfect at the occasion of the
event, this is not considered a disadvang e . Since Vol voo6termengagemends, most |l y a
the company can improve the event to the next time, and therefore, inflexibility is not considered a
disadvantage.

Questions:
1. Briefly explain the experience shared by Volvo during his teure.
2. Givethe various advantages and disadvantages shared by Volvo

4.15 Summary

1 Advertising is fundamentally impersonal mass communication. It presents a standard commercial
message to a large dispersed media.

1 Event marketing is an attempt to-omlinate the commnication around a created or sponsored
event. In event marketing the event is an activity that gathers the target group in time and space; a
meeting in which an experience is created and a message communicated.

1 Promotion of any major event there will beamy pieces of media that promote the event. This
promotion activity gives ample range of opportunities to develop their own promotional media
piece.

1 Advertisement is one of the most popular media for marketing of products all over the world.
Companies allcate and spend huge amount of money on advertisement to inform and attract
customers.

1 Crosspromotional opportunities allow sponsors to work together to market to niche or lifestyle
markets.

4.16 Keywords

Advertising Advertising as a key ingredient ofgmotional management using paid media space to
convey a message, while clients and advertising agency practitioners view it simply as a means to
communicate to consumers.

Annual plan controt Annual plan controi: This document includes all the governnsentanagerial
objectives and numerical goals.

Efficiency controt Efficiency control The global picture is important. An overview of the marketing

and sales efforts and their relative success or failure is crucial.

Event budgetEvent budget is a projectiqforecast) of the income and expenditure that the event will
incur based on plans made and information gathered.

Marketing audit The marketing audit is, in some respects, the raw material for the strategic control.
Market research Before you even stathinking about where you might want to place an ad or even
what it could |l ook I|i ke, itds i mportant to do at | e
Profitability control: Profitability control: There is no point in squandering scarce resources on
marketing efforts thaguarantee nothing except name recognition.
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Strategic control The complement of efficiency control is strategic control. It weighs the overall and
| ongterm marketing plan in view of the countryo

4.17 Review Questions

1. Define event managememarketing.

2. Briefly explain the Behrer and Larsson, ownership of the event marketing
3. What are the 3 M of event marketing?

4. Give theeight steps you follow to keep advertising campaign.

5. Explain Five Steps Can Lead to a Successful Marketing Campaign.
6. Write thesteps for event promotion.

7. Define Market segmentation.

8. Write down the various marketing efforts evaluation

9. Briefly explain fivemodules of MIEV

10. Give detailed description about teealuation essay marketing.

11 Briefly explain the evaluation framework.

Answers for Self Assessment Questions
1. (a) 2. (a) 3. (b) 4. (a) 5. (@)
6. (b) 7. (@) 8. () 9. (b) 10. (b)

4.18 Further Studies

1) http://www.businessdictionary.com/definition/meeting.html#ixzz2qMNbX9Yu
2) epubl.ltu.se/14046508/2000/051/LTLEHU-EX-00052SE pdf?...

3) http://www.smallfuel.com/blog/entry/th@ stepsof-anadvertisingcampaign
4) ierb-bd.org.../A%20Comparativéo20Study-%20Anwar%20Mahbuhbdo...

5) books.google.co.in/books?isbn=1118110714

6) books.google.co.in/books?isbn=0471226580

7) www.learnindorlife.org/exploringresource®9-720x10.pdf

8) books.google.co.in/books?isbn=1467273082
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5.0 Objectives

After studying ths Chapter, you will be able to:
Discuss trade shows and exhibitions meetings
Explaintrade shows

Understanaexhibitions

Discussprincipal purpose

Explaintypes of shows

Understand thearticipants

Defineorganisation and membership

Explainattendees
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Undersandconventions and their benefits
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5.1 Introduction

In this vast module on exhibitions you are going to learn t# 0% organising an exhibition. From
mailing lists to stall space, from advertising and publicity promotion to the event foflpyiou nane

it and its there for you.

A company must have good reasons to exhibit, otherwise it cannot plan a strategy that will benefit
itself or the exhibition. Therefore the first question it must consider is whether or not it really does
want to exhibit. It ismeither easy nor cheap to stage a worthwhile and successful exhibition stand. As a
project, it can be a frustrating experience. Yet exhibitions can be very rewarding when the planning
and time spent prove to be successful and trade buyers demonstratppineval by the enquiries

they place with stand staff. At a public show, orders are usually made directly on the exhibition stand,
and more immediate reaction will be seen. Trade fair stand enquiries generally require more time for
processing and the s are not so immediate.

Trade shows and exhibitions are designed to bring together individuals associated with a common
business or activity for the purpose of reviewing, demonstrating, marketing and selling materials and
products related to their commadnterest. In this Unit we will discuss what trade fairs and exhibitions
are all about. We will examine the various players and their roles in trade shows. The Unit also
addresses the management and marketing aspects of the trade fairs. Finally, tiscUsses the
economic implications of these and mentions how globalisation will affect the trade fair industry.

Caution
To get the benefit itself or the exhibition, company must have good reasons to exhibit, otherwise it
cannot plan a fruitful strategy.

5.2 Trade Shows and Exhibitions Meetings

An act or process of coming together as an assembly for a common purpose. A meeting is a gathering
of two or more people that has been convened for the purpose of achieving a common goal through
verbal interactionsuch as sharing information or reaching agreement. Meetings may occur face to
face or virtually, as mediated by communications technology, such as conference call, Skype or Video
conferencing.

A conference callis a telephone call in which the callingrigawishes to have more than one called

party listen in to the sound portion of the call. The conference calls may be designed to allow the
called party to participate during the call, or the call may be set up so that the called party merely
listens intathe call and cannot speak. It is often referred to asTah (Audio TeleConference).

Conference calls can be designed so that the calling party calls the other participants and adds them to
the call; however, participants are usually able to call intactimference call themselves by dialing

into a special telephone number that connects to a "conference bridge" (a specialized type of
equipment that links telephone lines).

Companies commonly use a specialized service provider who maintains the confadgeseobwho
provides the phone numbers and PIN codes that participants dial to access the meeting or conference
call.

Three-way calling is available (usually at an extra charge) for many customers on their home or
office phone line. To threway call, tte first person, who is the one who someone wishes to talk to is
dialed. Then thé&look flashbutton is pressed and the other person's phone number is dialed. While it

is ringing, flash/recall is pressed again to connect the three people together. Thisalhptis callers

to add a second outgoing call to an already connected call.

BusinessBusinesses use conference calls daily to meet with remote parties, both internally and
outside of their company. Common applications are client meetings or sales pisenpoject



meetings and updates, regular team meetings, training classes and communication to employees who
work in different locations. Conference calling is viewed as a primary means of cutting travel costs
and allowing workers to be more productiwenot having to go owf-office for meetings.

Conference calls are used by nearly all Public corporation to report their quarterly results. These calls
usually allow for questions from Financial Analyst and are called Earning call. A standard conference
call begins with a disclaimer stating that anything said in the duration of the call may be a forward
looking statement, and that results may vary significantly. The CEO, CFO, or Investor Relations
officer then will read the company's quarterly report.tlyaghe call is opened for questions from
analysts.

Conference calls are increasingly used in conjunction with web conferences, where presentations or
documents are shared via the internet. This allows people on the call to view content such as corporate
reports, sales figures and company data presented by one of the participants. The main benefit is that
the presenter of the document can give clear explanations about details within the document, while
others simultaneously view the presentation.

Businesconference calls are usually hosted or operassisted, with a variety of features. Billing is

done through a variety of billing options.

Conference calls are also beginning to cross over into the world of podcasting and social networking,
which in turnfosters new kinds of interaction patterns. Live streaming or broadcasting of conference
calls allows a larger audience access to the call without dialing in to a bridge. In addition, organizers
of conference calls can publish a dimlnumber alongside thaudio stream, creating potential for
audience members to dial in if and when they wish to interact.

Party line Conference calls can also be used for entertainment or social purposes, such as the Party
Line or a Group call. Such entertainméaised conferece calls are used to provide a break from
boredom as well as a way to socialize with others. People call in to a specified telephone number and
are connected to conversations with other callers. This serves as a way to talk to and perhaps,
subsequently, et new people.

Everyone was connected to the same line and all you had to do was pick up the handset and you would
be connected. In some areas, the local operator could connect you by simply plugging in the lead to
your house and you could join in the gensation. Interestingly the operator was able to listen to all
calls, they would cut in and tell a caller if they were approaching their allocated time for a call. The
operator was often a good source of information about the community.

Flat Rate Conferercing Flat rate conferencing services are now being offered which enable
conference call users to have unlimited access to a conference bridge at a fixed monthly cost. Because
telecommunication carriers offer free long distance bundled with local serkisealternative is

gaining widespread popularity for budget conscious businesses aipiafibs

Prepaid Conference CallsPrepaid conference call services allow businesses and individuals to
purchase conferencing services online, and conduct confereliseonaa Payasyou go basis.
Typically, a conference call Personal Identification Number and its associated calling instructions are
displayed immediately online after being purchased and/or sent via email. Generally, prepaid
conference call services arsed with a landline telephone, mobile phone, or computer, and there is no
need to buy additional expensive telecommunications hardware or add/switch long distance service.
Some services allow you to start or join a conference call from virtually anyrgoumtidwided with
appropriate telephone access.

Large telecommunications providers such as AT&T, Embarq (formerly Sprint), Verizon and other
large to medium conferencing service providers maintain a dominant position in the conferencing
niche; servicing may of the World's biggest brands. However, the Internet and improved global VolP
networks have helped to significantly reduce the barrier of entry into this niche.

Free Conference CallingFree conferencing is different from traditional conference callindhat it

has no organizer fees and allows for multiple people to meet for the price of their long distance
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connections. Companies that provide free conference call services are usually compensated through a
tax scheme arrangement with the local phone emypleveraging a government imposed fee for all
incoming calls to rural areas. Some background on the tax: On every long distance call in the United
States including toll conference calls, the consumer is paying for origination (dial tone), transport, and
termination (connecting the call). Each of these phone companies share a piece of the cost of the call.
If it is the same phone company performing all three tasks (most likely the two largest phone
companies- AT&T and Verizon), they keep all of the chatgThis is known as Intercarrier
Compensation and is intended to keep the telecommunications system functioning by having every
phone company receive compensation for using their network.

In the case of free conference calling, the conferencing compakegssén agreement with the local
phone company to receive a share of the tax received for connecting the call. Though not illegal at this
time, this fee was intended to help pay for phone service to rural customers and was not intended to
drive conferencig revenues. It is "free" to the host and participants of the conference call, but the
connecting carriers such as AT&T, Qwest, and Verizon are paying the Government imposed fees to
the "free" conferencing companies. These carriers have begun back biicgrinected conference
participants on their invoices to recover the fees lost to the "free" conference companies.

Did you Know?
In the "early" days (up to 19501970's in some parts of Australia) a "party line" was the only way a
community could makeatls.

Premium conferencingHere participants dial in on a premiuaite number such as a toll free number

in the US. The conference is typically hosted by the party that perceives value in the call in order to
justify the cost: this could be a business ewra norprofit board member, an educator, lawyer, or
expert in any given field. That person then usually pays for the cost of the call. Premium conferencing
can also be used for charitable fundraisers.

Premium Conferencing Feature Sets

A Reservation lessr operator assisted conferencing

Host pin's

Name announce

Roll-call (unique and superior)

Moderator/participant codes

Live webbased call management with mute/unmute, drop one/all, and dial out
Recording with .wav file access through your online account
High-quality ondemand transcriptions (withour turnaround on request)
Customizable, "branded" greetings(unique)

Broadcast mode

Q&A facilitation

Polling and polling reports

Subconferencing

Dial-out with or without requested response

> > > > > > D> D> D> D> D> D> >

Common causes of par conference calls

There are several common causes of poor quality conference calls:
A People simply not showing up.

A Lack of familiarity with behaviour and protocol.

A Lack of familiarity with equipment and technology.

A Background noise and disturbances.



A Poorcoordination by callnitiator.
A Lack of moderator

Each of these causes requires a different kind of corrective action. However, there is usually one
primary root cause; for example, people may not be showing up because the technology does not
work, or thetechnology may not work because people are not familiar with it.

Technology problems tend to fall into two kinds: lack of bandwidth and poor equipment. Again, it is
worth checking which of these apply in the case of technology problems.

Videoconferencingis the conduct of @ideoconference(also known as &ideo conferenceor video
teleconferencé by a set of Telecommunication or Technology which allow two or more locations to
communicate by simultaneous tw@y video and audio transmissions. It has alsnlmlled 'visual
collaboration' and is a type of Groupware. Videoconferencing differs from Videophone in that it's
designed to serve a conference or multiple locations rather than individuals. It is an intermediate form
of Video telephony, first deployezbmmercially in the United States by AT&T during the early 1970s

as part of their development of Videophone technology.

With the introduction of relatively low cost, high capacity broadband Telecommunication services in
the late 1990s, coupled with powdrfeomputing processors and Video Codec techniques,
videoconferencing usage has made significant inroads in business, education, medicine and media.
Like all long distance communications technologies (such as phone and Internet), by reducing the
need to trael to bring people together the technology also contributes to reductions in Greenhouse
Gas, thereby helping to reduce Global warming.

Videoconferencing uses audio and video telecommunications to bring people at different sites
together. This can besaimple as a conversation between people in private offices-{pgintnt) or

involve several (multipoint) sites in large rooms at multiple locations. Besides the audio and visual
transmission of meeting activities, allied videoconferencing technolampes be used to share
documents and display information on whiteboards. Simple analog Videophone communication could
be established as early as the invention of the Television. Such a videoconferencing antecedent usually
consisted of two Closed circuit &lision systems connected via Coaxial cable or Radio. During the
first manned Space flight, NASA used two radiofrequency UHF or video links, one in each direction.
TV channels routinely use this kind of video telephony when reporting from distant locatlmns
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news media were to become regular users of mobile links to Satellite using specially equipped trucks,
and much later via special satellite videophones in a briefcase.

This technique was very expensive, though, and could not be used for applicatitnsass
Telemedicine, Distance education, and business meetings. Attempts at using normal Telephony
networks to transmit slowscan video, such as the first systems developed by AT & T, first researched

in the 1950s, failed mostly due to the poor picturdityuand the lack of efficient video Compression
techniques. The greater 1IMHz Bandwidth and 6 Mbit/s Bit rate of the AT&T Picture phone in the
1970s also did not achieve commercial success, mostly due to its high cost, but also due to a lack of
Network efect with only a few hundred Picture phones in the world, users had extremely few
contacts they could actually video call to, and Interoperability with other videophone systems did not
exist. It was only in the 1980s that Digital telephony transmissionankéwbecame possible, such as

with Integrated Services Digital Network, networks, assuring a minimum Bit rate (usually 128
kilobits/s) for compressed video and audio transmission. During this time, there was also research into
other forms of digital videand audio communication. Many of these technologies, such as the Media
space, are not as widely used today as videoconferencing but were still an important area of research.
The first dedicated systems started to appear in the market as ISDN networkexpaneing
throughout the world.

Videoconferencing systems throughout the 1990s rapidly evolved from very expensive proprietary
equipment, software and network requirements to a standards based technology that is readily
available to the general publicateasonable cost.

While videoconferencing technology was initially used primarily within internal corporate
communication networks, one of the first community service usages of the technology started in 1992
through a unique partnership with PictureTed #8M Corporations which at the time were promoting

a jointly developed desktop based videoconferencing product known as the PCS/1. To utilize a variety
of videoconferencing platforms to create a multistate cooperative public service and distance
educationnetwork consisting of several hundred schools, neighbourhood centres, libraries, science
museums, zoos and parks, public assistance centres, and other community oriented organizations.

In the 2000s, video telephony was popularized via free Internet egisich as Skype and IChat, web
plugging and odine telecommunication programs which promoted low cost, albeitgiaaiity,
videoconferencing to virtually every location with an Internet connection.

In 2005, the first High definition video conferencings®ms, produced by Lifesize communications,

were displayed at the Interop, Trade shows, in Las Vegas and Nevada, able to provide 30 Frames per
second at a 1280 by 720 Display resolution. Currently, high definition resolution has now become a
standard feate, with most major suppliers in the videoconferencing market offering it.

Recent technological developments by Librestream have extended the capabilities of video
conferencing systems beyond the boardroom for use with Mobile device that combine the use of
video, audio and omcreen drawing capabilities broadcasting in -tisa¢ over secure networks,
independent of location. Mobile collaboration systems allow multiple people in previously
unreachable locations, such as workers on astaife oil rig, the laility to view and discuss issues

with colleagues thousands of miles away. Traditional video conferencing system manufacturers have
begun providing mobile applications as well, s u
for live and still image s&aming.

Did you know?
Polycom introduced its first high definition video conferencing system to the market in 2006.



Technology

POLYCOM'

Dual display An older Polycom VSX 7000 system and camera used for videoconferencing, with two
displays for simultaneous dmdcast from separate locations (2008).

Various components and the camera of a-kif® communications Room 220 high definition
multipoint system (2010).

The core technology used in a videoconferencing system is digital compression of audio and video
streams in real time. The Hardware or Software that performs compression is called a Codec
(coder/decoder). Compression rates of up to 1:500 can be achieved. The resulting digital stream of 1s
and Os is subdivided into labelled Packet (information teclygplavhich are then transmitted through

a Digital network of some kind (usually ISDN or Internet Protocol. The use of audio Modem in the
transmission line allow for the use of Plain Old Telephone System, in sorrspé®d applications,

such as Video telepimy, because they convert the digital pulses to/from analog waves in the audio
spectrum range. The other components required for a videoconferencing system include:

A Video input: Video camerar Webcam.

A Video output: Computer display, Television or Videoopgctor

A Audio input: Microphone, CD/DVD player, cassette player, or any other source of PreAmp audio
outlet.

A Audio output: Usually Loudspeaker associated with the display device or telephone

A Data transfer: Analog or digital telephone network, Local areawork or Internet
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A Computer: Data processing unit that ties together the other components, does the compressing
and decompressing, and initiates and maintains the data linkage via the network.
There are basically two kinds of videoconferencing systems:
1. Dedicated systemshave all required components packaged into a single piece of equipment,
usually a console with a high quality Remote control video camera. These cameras can be controlled at
a distance to pan left and right, tilt up and down, and zoom. Bikegme known as PTZ cameras. The
console contains all electrical interfaces, the control computer, and the software or hiabheare
codec. Omnidirectional microphones are connected to the console, as well as a TV monitor with
loudspeakers and/or a Vidgumrojector. There are several types of dedicated videoconferencing
devices:
1. Large group videoconferencing are raortable, large, more expensive devices used for large
rooms and auditoriums.
2. Small group videoconferencing are Rportable or portable, smal, less expensive devices used
for small meeting rooms.
3. Individual videoconferencing are usually portable devices, meant for single users, have fixed
cameras, microphones and loudspeakers integrated into the console.
2. Desktop systemsare adeons (hardwardooards, usually) to normal PCs, transforming them into
videoconferencing devices. A range of different cameras and microphones can be used with the board,
which contains the necessary codec and transmission interfaces. Most of the desktops systems work
with the H.323 standard. Videoconferences carried out via dispersed PCs are also knewn as e
meetings.

Conferencing layersThe components within a Conferencing System can be divided up into several
different layers: User Interface, Conference Control, Cootr8ignal Plane and Media Plane.

Video Conferencing User Interfaces could either be graphical or voice responsive. Many of us have
encountered both types of interfaces, normally we encounter graphical interfaces on the computer or
television, and Voice Rgponsive we normally get on the phone, where we are told to select a number
of choices by either saying it or pressing a number. User interfaces for conferencing have a number of
different uses; it could be used for scheduling, setup, and making th&hrallgh the User Interface

the administrator is able to control the other three layers of the system.

Conference Control performs resource allocation, management and routing. This layer along with the
User Interface creates meetings (scheduled or unsethdad adds and removes participants from a
conference.

Control (Signaling) Plane contains the stacks that signal different endpoints to create a call and/or a
conference. Signals can be, but arenot i mite:
Protocols. These signals control incoming and outgoing connections as well as session parameters.
The Media Plane controls the audio and video mixing and streaming. This layer managgisnReal
Transport Protocols, User Datagram Packets (UDP) and-TReal Transport Control Protocols
(RTCP). The RTP and UDP normally carry information such the payload type which is the type of
codec, frame rate, video size and many others. RTCP on the other hand acts as a quality control
Protocol for detecting errors durisgreaming.

Did you know?

Multiuser videoconferencing first demonstrated by Stanford Institute Computer System (NLS)
computer technology (1968).

Multipoint videoconferencing Simultaneous videoconferencing among three or more remote points
is possible by mans of a Multi Control Unit (MCU). This is a bridge that interconnects calls from
several sources (in a similar way to the audio conference call). All parties call the MCU unit, or the



MCU unit can also call the parties which are going to participateguoesce. There are MCU bridges

for IP and ISDNbased videoconferencing. There are MCUs which are pure software, and others
which are a combination of hardware and software. An MCU is characterised according to the number
of simultaneous calls it can handies ability to conduct transposing of data rates and protocols, and
features such as Continuous Presence, in which multiple parties can be-sessearat once. MCUs

can be standlone hardware devices, or they can be embedded into dedicated vidememnéeunits.

The MCU consists of two logical components:

1. A single multipoint controller (MC), and

2. Multipoint Processors (MP), sometimes referred to as the mixer.

The MC controls the conferencing while it is active on the signaling plane, which is sumgtg the

system manages conferencing creation, endpoint signaling andnf@rencing controls. This
component negotiates parameters with every endpoint in the network and controls conferencing
resources while the MC controls resources and signalingiaggos, the MP operates on the media
plane and receives media from each endpoint. The MP generates output streams from each endpoint
and redirects the information to other endpoints in the conference.

Some systems are capable of multipoint conferencirth wo MCU, stanéhlone, embedded or
otherwise. These use a standdrdsed H.323 technigue known as "decentralized multipoint”, where
each station in a multipoint call exchanges video and audio directly with the other stations with no
central "manager" oother bottleneck. The advantages of this technique are that the video and audio
will generally be of higher quality because they don't have to be relayed through a central point. Also,
users can make dtbc multipoint calls without any concern for the dadaility or control of an MCU.

This added convenience and quality comes at the expense of some increased network bandwidth,
because every station must transmit to every other station directly.

Videoconferencing modesVideoconferencing systems have seve@nmon operating modes that

are used:

1. Voice-Activated Switch (VAS);

2. Continuous Presence.

In VAS mode, the MCU switches which endpoint can be seen by the other endpoints by the levels of

oneds voice. | f there ar e fhaull beseeo intheconferencaisconf er en
the site which is talking; the location with the loudest voice will be seen by the other participants.

Continuous Presence mode display multiple participants at the same time. The MP in this mode puts

together the steams from the different endpoints and puts them all together into a single video image.

In this mode, the MCU normally sends the same type of images to all participants. Typically these

types of i mages are called Al ayerwftparticipaataith acan vary
conference.

Echo cancellation A fundamental feature of professional videoconferencing systems is Echo
cancellation (AEC). Echo can be defined as the reflected source wave interference with new wave
created by source. AEC is an Atgbm which is able to detect when sounds or utterances reenter the
audio input of the videoconferencing codec, which came from the audio output of the same system,
after some Time Delay. If unchecked, this can lead to several problems including:

1. The remog party hearing their own voice coming back at them (usually significantly delayed)

2. Strong Reverberation, rendering the voice channel useless as it becomes hard to understand and
3. Howling created by feedback. Echo cancellation is a proc@éssmsive taskhat usually works

over a narrow range of sound delays.

Technical and other issuesComputer securityexperts have shown that poorly configured or
inadequately supervised videoconferencing system can permit an easy 'virtual' entry by Hacker and
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criminals nto company premises and corporate boardrooms, via their own videoconferencing systems.
Some observers argue that three outstanding issues have prevented videoconferencing from becoming
a standard form of communication, despite the ubiquity of videocordi@gecapable systems. These

issues are:

Eye contactplays a large role in conversational tutaking, perceived attention and intent, and other
aspects of group communication. While traditional telephone conversations give no eye contact cues,
many videconferencing systems are arguably worse in that they provide an incorrect impression that
the remote interlocutor is avoiding eye contact. Some telepresence systems have cameras located in
the screens that reduce the amount of Parallax observed by the 0$8s issue is also being
addressed through research that generates a synthetic image with eye contact using stereo
reconstruction.

Appearance consciousness: second psychological problem with videoconferencing is being on
camera, with the video streapossibly even being recorded. The burden of presenting an acceptable
ornkscreen appearance is not present in auaiidy communication.

Signal latency The information transport of digital signals in many steps need time. In a
telecommunicated conversatjan increased Latency (engineering) (time lag) larger than abodit 150

300 ms becomes noticeable and is soon observed as unnatural and distracting. Therefore, next to a
stable large bandwidth, a small Ping is another major technical requirement for theurooation

channel for interactive videoconferencing. The issue ofcepéact may be solved with advancing
technology, and presumably the issue of appearance consciousness will fade as people become
accustomed to videoconferencing.

Interworking such deeges need to route calls through a Video Communication Server to be able to
reach H.323 systems, a process known as "interworking".

The International Telecommunications Union (ITU) (formerly: Consultative Committee on
International Telegraphy and TelephonfCCITT)) has three umbrellas of standards for
videoconferencing:

A ITU H.320 is known as the standard for Public switched telephone network (PSTN) or
videoconferencing over integrated services digital networks. The ISDN was never widely adopted in
the Unitael States and Canada.

A ITU H.264 Scalable Video Coding([SVC) is a compression standard that enables
videoconferencing systems to achieve highly error resilient Internet Protocol (IP) video transmissions
over the public Internet without qualitf-service enhnced lines. This standard has enabled wide



