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Marketing Your Event Planning Business: A Creative
Approach to Gaining the Competitive Edge
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Marketing Your Event Planning Business

Today’s technology and the Internet are changing how event planners do business
around the world with their clients, their clients’ guests and their event suppli-
ers. Having the tools to be able to successfully market yourself — personally and
professionally — and your event planning company has never been more impor-
tant. Marketing Your Event Planning Business: A Creuative Approach to Gaining the
Competitive Edge will provide planners with new ways and fresh ideas on how to
source, solicit and win business in evolutionary times.

Traditional marketing campaign approaches are no longer effective. What has heen
done in the past is now passé. Event planners are no longer competing for husiness
just with their local event planning companies but with event planning companies
situated around the world. With today’ s technology it is no longer essential that the
person or company that you do business with be located close to you—in the same
region, state or even country. Many corporate and social events are being planned by
event planning companies located halfway around the world who fly in—when and if
necessary — for business meetings and to operate the event onsite and handle day ~
to — day event development and operations requirements via telephone(one —on —
one and conference calls), email, text message, fax, courier and live meetings/ Web
casts over the Internet. And event planning staff and event planning companies are
now creating and producing events for three very different target markets—companies
and individuals requiring local events, out of .couniry events and incoming events—
each requiring their own specific set of marketing strategies and servicing skills.
Anocther major change in the event planning industry that is requiring event — plan-
ning companies to present, market and position themselves in new ways is the change
that is taking place in corporate and social special event purchasing. Corporate pro-
curement departments are now starting to be placed in charge of sending out requests
for proposals and contracting events. SOId event programs are then being turned over

to sales and marketing to be launched, marketed to personnel and /or the public, put
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into operation and event fulfillment. Knowing how to determine the needs and market
successfully to both procurement and sales and marketing departments is critical for
referrals and repeat business z;nd Marketing Your Event Planniné Business will help
planners to meet the very different expectations of both.

Event planning proposals being requested, submitted and sold on the Internet by
auction is another new development. Event planning prices are auctioned down online
and event — planning bids are won by price not a salesperson’s personali-
ty. Decision — making by the auction has opened the door to new business and clients
for proactive event planning companies around the world who have learned to market
themselves and their proposals in ways that invite corporate. invitations to bid. With
this new business format, event planning companies do not have the opportunity to
meet—sell themselves and their company—and present their proposal to prospective
clients in person. The relationship side of building an event — planning business is
dramatically changing and savvy event planners and event planning companies are
working with a new set of marketing tools and techniques to ensure that their com-
panies are among those being asked for a proposal submission and they qualify to be
short - listed.

How event planners market themselves, personally and professionally, and their
company—from branding, presentation kits to the design, appeal and ease of their
websites—will affect the level of success they achieve, business development, their
position in the industry marketplace and whether or not they will be able to creatively
compete for new clients around the world. The event planning world and potential
corporate and social clients will be watching the 2008 Beijing Summer Olympics with
great interest. The successful execution of this important event will open business
opportunity doors for Chinese event planners globally. Using the creative marketing
ideas and konwledge on how to target different markets found in Marketing Your

Everit Planning Business will help set event — planning individuals and companies

AT

apart from their competition.
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