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Keep this book. You will
need it and use it throughout
your career.

About the American Hotel & Motel Association (AH&MA)

Founded in 1910, AH&MA is the trade association representing the $85.6 billion lodging
industry in the United States. AH&MA is a federation of state lodging associations
throughout the United States with 11,000 lodging properties worldwide as members.
The association offers its members assistance with governmental affairs representation,
communications, marketing, hospitality operations, training and education, technol-
ogy issues, industry research, and more. Members have the opportunity to network and
share knowledge with other hospitality industry professionals through the association’s
many committees and through national conventions and leadership forums.

About the Educational Institute of AH&MA (EI)

An affiliate of AH&MA, the Educational Institute is the world’s largest source of quality
training and educational materials for the lodging industry. EI develops textbooks and
courses that are used in more than 1,200 colleges and universities worldwide, and also
offers courses to individuals through its Distance Learning program. Leading hotel
chains, management companies, and independent properties rely on EI for training re-
sources that focus on every aspect of lodging operations. Industry-tested videos, CD-
ROMs, seminars, and skills guides prepare employees at every skill level to succeed in
hospitality. EI also offers professional certification for the industry’s top performers.

About the American Hotel Foundation (AHF)

An affiliate of AH&MA, the American Hotel Foundation provides financial support that
enhances the stability, prosperity, and growth of the lodging industry through educa-
tional and research programs. The foundation has awarded hundreds of thousands of
dollars in scholarship funds for students pursuing higher education in hospitality man-
agement. AHF has also funded research projects on topics of importance to the industry,
including occupational safety and health, environmental action, turnover and diversity,
and best practices in the U.S. lodging industry.
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Congratulations. ..

You have a running start on a fast-track career!

Developed through the input of industry and academic experts,
this course gives you the know-how hospitality employers demand.
Upon course completion, you will earn the respected American
Hotel & Motel Association certificate that ensures instant recognition
worldwide. It is your link with the global hospitality industry.

You can use your AH&MA certificate to show that your learning
experiences have bridged the gap between industry and academia.
You will have proof that you have met industry-driven competencies
and that you know how to apply your knowledge to actual hospital-
ity work situations.

By earning your course certificate, you also take a step toward
completing the highly respected learning programs—Certificates of
Specialization, the Hospitality Operations Certificate, and the Hos-
pitality Management Diploma—that raise your professional devel-
opment to a higher level. Certificates from these programs greatly
enhance your credentials, and a permanent record of your course and
program completion is maintained by the Educational Institute.

We commend you for taking this important step. Turn to the
Educational Institute for additional resources that will help you stay
ahead of your competition.



Preface

Much has happened in the hotel convention business since the first edition of this
text. The industry has undergone many changes—more, perhaps, than in any simi-
lar period before it. If nothing else, the industry has achieved tremendous growth.
Today, meetings, conventions, expositions, and incentive travel directly generate
over $82.8 billion annually, and this figure is growing steadily.

Just since the last printing of this text, sweeping changes have taken place in
how hospitality products are sold, and new avenues have opened up for hotel ad-
vertising. The widespread acceptance of computer technology (laptop computers,
email, and fax modems) has made it possible for hotel salespeople and clients to
immediately confirm hotel availability and arrangements. And technology such as
the Internet and CD-ROMs enable hotels to advertise their properties in ways that
were unheard of a few short years ago! Today’s meeting planner can take a “virtual
tour” of many properties without leaving his or her desk.

The changes taking place in this booming industry and the growing impact of
convention business on properties of all sizes prompted the fifth edition of this
book. Over the years, we have maintained file folders for each chapter of the text.
Into them have gone trade journal articles, scraps from newspapers, student and
instructor comments, book reviews, and seminar notes. Each of these folders be-
came the basis for revised data, new ideas, clarifications, and reworked segments.
The contents of this fifth edition have been updated substantially. New
photographs and forms highlight the revised content. Each chapter has been up-
dated to reflect the latest in research and practice.

The first four editions of this book have been tested in university classrooms
and in hotel sales offices throughout the world, and many ideas offered by early
users have been incorporated into this edition. Most gratifying have been the cri-
tiques of seasoned industry professionals who have commented, “Yes, this is just
the way it's done... whether they are large or small, those properties that are suc-
cessful follow the procedures outlined in your text.”

It is hard to conceive of a new hotel going up today without plans for meeting
facilities. However, the convention business requires more than just a physical
plant. It is definitely a people business. The rewards of good business go to those
with the greatest expertise in serving people.

Convention Management and Service was written to serve as a primer and guide
to those who are already involved in this exciting segment of the hospitality world.
All facets of the convention business will be discussed.

Part I offers practical insight into various kinds of meetings and conventions
and the types of organizations that stage such events; it also suggests how to reach
and sell the people who screen and choose meeting sites. Its material includes
ways to analyze a hotel property to determine which segments of the market may
be sold and serviced successfully and ways to organize staff to go after that kind of
business. Practical advice is given on such subjects as negotiations and letters of
agreement.
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Part II deals with convention service, a vital aspect of the business. Once the
client has been sold on holding his or her event in the hotel, the staff must serve in
order to allow the convention to flow smoothly. Each convention is a custom pro-
duction, and skilled, knowledgeable hotel personnel are needed for its execution.
Repeat business is essential for the success of any hotel, and professional conven-
tion service is absolutely necessary if a hotel is to acquire its share of business.

The modern hotel executive must have a complete grasp of convention sales
and service. This knowledge points the way to consistently high occupancy rates,
filling in those empty calendar spots in the forecast, those off-season times, those
weaker days of the week. It offers an opportunity to go after the kinds of guests you
want, instead of just numbers.

No one can progress to executive ranks within the modern hotel field without
a full understanding of the role that convention business plays in a hotel’s success.
This lucrative market merits careful attention by students and professionals alike.
Convention Management and Service is offered to facilitate your entry into and
growth in the hotel industry.
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Study Tips for Users of
Educational Institute Courses

Learning is a skill, like many other activities. Although you may be

familiar with many of the following study tips, we want to reinforce their
usefulness.

Your Attitude Makes a Difference

If you want to learn, you will: it’s as simple as that. Your attitude will go

a long way in determining whether or not you do well in this course. We
want to help you succeed.

Plan and Organize to Learn

Set up a regular time and place for study. Make sure you won't be dis-
turbed or distracted.

Decide ahead of time how much you want to accomplish during each
study session. Remember to keep your study sessions brief; don’t try to
do too much at one time.

Read the Course Text to Learn

Before you read each chapter, read the chapter outline and the competen-
cies. Notice that each competency has page numbers that indicate where
you can find the concepts and issues related to it. If there is a summary at
the end of the chapter, you should read it to get a feel for what the chap-
ter is about.

Then, go back to the beginning of the chapter and carefully read, focusing
on the material included in the competencies and asking yourself such
questions as:

—Do I understand the material?
—How can I use this information now or in the future?

Make notes in margins and highlight or underline important sections to
help you as you study. Read a section first, then go back over it to mark
important points.

Keep a dictionary handy. If you come across an unfamiliar word that is
not included in the textbook glossary, look it up in the dictionary.

Read as much as you can. The more you read, the better you read.

Testing Your Knowledge

Test questions developed by the Educational Institute for this course are
designed to measure your knowledge of the material.
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e  End-of-the-chapter Review Quizzes help you find out how well you
have studied the material. They indicate where additional study may be
needed. Review Quizzes are also helpful in studying for other tests.

e  Prepare for tests by reviewing:
—competencies
—notes
—outlines
—questions at the end of each assignment

e Before you begin to take any test, read the test instructions carefully and
look over the questions.

We hope your experiences in this course will prompt you to undertake
other training and educational activities in a planned, career-long program of
professional growth and development.




Introduction

Although no one is quite sure when they became formalized gatherings, conven-
tions have become extremely important in today’s business world. Businesspeople
and other professionals realized early the importance of getting together to discuss
their problems and to clear up misunderstandings. Out of these early meetings
came the massive convention business we know today.

A great many people have the misconception that a convention is just another
vacation. But that covers only one type of convention. The basic purpose of many
meetings is not to assemble for fun and games, but to exchange viewpoints and
discuss matters of mutual concern.

When a convention is tied to a trade show, delegates expect to see and hear
about the newest equipment and supplies in their profession or industry. They ex-
pect to have an opportunity to talk with their suppliers face-to-face about the dele-
gates’ problems.

Every field has its conventions--trade unionism, education, arts, commerce,
politics, and fraternalism all rely on conventions to bring together a cross-section
of the membership’s ideas and interests. The attendees congregate in hotel proper-
ties across the country to attend meetings and look over exhibits; invariably they
come home better acquainted with their fields and more certain of the goals of
their organizations.

What do conventions mean to a hotel? They can mean the difference between
black and red ink in the profit column. Conventions play an important part in a
hotel’s overall sales effort. As much as 70 percent of total sales volume in major
hotels is attributed to the influence of convention business; smaller properties
count the effect at 15 to 20 percent.

Group business is valuable to hotels for several reasons:

1. Convention delegates not only provide room revenue for the hotel, but be-
cause they are more or less captive, they also use room service, hospitality
suites, and laundry and valet services. The hotel’s restaurant and other
revenue centers also benefit.

2. Group business allows a hotel to forecast advance booking. Since the
length of each guest’s stay is pretty much predetermined, employee
scheduling is more accurate and labor costs are reduced.

3. Conventionbusiness can fill the gapsin slack months. And better employer-
employee relationships are maintained when employees know that, evenin
the traditionally slow months, there will be work—and income—for them.

4. Group business is an excellent source of repeat business. With a conven-
tion, a large number of potential repeat guests become acquainted with
your hotel. If they are treated well and are pleased with the host property,
they will not only advertise by word of mouth, but they also will be likely
to stay with you on other visits to the city.
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The only way to get this repeat business is through the development
of an honest rapport with convention groups. This means living up to all
promises and obligations and providing excellent attention to details and
the service that is so necessary for the smooth operation of the modern
convention.

5. Should a trade show be part of the convention event, hotels find there is
heavy demand for their suites and lounges.

6. Spouses of delegates, more than ever, are accompanying delegates to con-
ventions, and this typically increases business in shops, health clubs, and
other areas of the hotel.

In this book, we will take an in-depth look at these trends and other factors
affecting the nature and scope of today’s convention business. We will see how the
hospitality industry is responding to the increasing demands of this lucrative mar-
ket segment and learn how selling to or servicing the convention business offers
you the opportunity to enjoy an exciting and rewarding career with practically
limitless potential.
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