Be clear about

P Havehespoke
s eventstakena
biggerhitthan
mostsectors
thisyear? The
number of bespoke
corporate events has
decreased and thereis
r greater focus onvalue
David formoney. Thishas
W olanski affected organisations
managing director whoarehavingatough
TheRecipe timeand need to cut

costs,and those that
canafford prestige eventsbut don’t want to
appear extravagant duringa financial crisis.
Whatadvice would youofferclients
onatightbudget? Don’t waste moneyon
peripherals, and work closely with suppliers to
getvalue. Beware of the cheapest quotes—they
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Whatadvice would you offerclients
withatightbudget? Be clear onyour
objectives. Keep itreal—your audience may
preferanice picnictoaflash event. Also keep it
simpleand don’t forgetitisabout people
meeting people, rather than the glitz.
Remember the essentials of the eventand
don’tworrytoo muchabout the extras.
Whatelementsshouldorganisershe
cuttingbackon? From experience,
would say that what most guests really care
aboutisawell-stocked bar and quality tunes.
People don’tremember the food atan event,
but they will remember havingto fork out for
their own drinks.
Howcanorganiserscreateahespoke
eventwithmaximumimpactat
minimumcost? [t’s alwaysa good idea to
pickavenue thatdoesn’t require too much
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may be compromising on quality or hiding
costs. Find a caterer you trustand havean open
and honest dialogue. Doing it piecemeal
means you will go backwards and forwards
playing off one supplier againstanother.
Whatelementsshould organisers
cutbackon? Allocate budget to areasyou
feel the guests willappreciate most. Ifit’sa
celebration and the focusis to drinkand
dance,youwon’tneed elaborate food. Butif
foodis moreimportant than entertainment,
feed the guestswell and cutback ona DJ by
makinga great playlistonaniPod.
Howcanorganiserscreateahespoke
eventwithmaximumimpactat
minimum cost? Bespokeallowsyouto
chooseexactly where to focus your budget. Be
creative—look for a quirky venue that maybe
off thebeaten track,and potential strategic
partners who might want to get their product
orservicein front of your guests.

dressing. Blank canvas venues arelovely, of
course,butinlean economic times organisers
don’twantto be spending their moneyon
dressinga space. People remember people.

If it ultimately comes down to achoice
between havinga quirky set for your event

ior some fantastic entertainment, don’tever
compromise on the talent.
Howdohbespokeeventsjustifytheir
sliceof theeventmarketing spend?
Unlike an off-the-shelf package,abespoke
event can be created to the company’s exact
objectives,aswell as the needs of the people
attending. Guests feel special and important,
and so are more likelytolisten to the messages
being conveyed.

Whatsteps canorganiserstaketo
ensuretheygetvalueformoney?
Organisers should always make sure that they

espoke

your objectives and the cost

events

s will start to come down

Whatcanorganisersdotomakesure
theirbespokeevents don'tappearto
havebeendoneonahbudget? Youcan
getsome fantastic proseccoata fraction of the
cost of champagne. Don’t cutback onsstaffing
—itwillbe noticed and not only will youlook
cheap, you’llmake the catererlook bad.
Howdohespoke eventsjustify their
slice ofthe eventmarketing hudget?
Theyare no different to any other eventand
howyou quantify the success of the event does
notdepend onwhetheritisbespokeora
package.It’sallabout setting yourself clear
aimsand objectives, then fulfilling them.
Whatadded extrascanclients
expecttogetfromyou? Weintroduce
our clients to hand-picked suppliers we work
with, such asbar-hire companies, stationery or
event designers, rather than simply gettinga
quote from them and puttinga mark-up onit.

getthree quotes for
anything thatwill cost
more than £5,000.
Use tendering, but
useitfairlyand
openly—good
negotiation

demands

Homan
creative director
TheRouge Partnership

transparency.
Whatadded
extrasdoyou
expectfrom
suppliers? People cost butkit doesn’t have
to,so alwaysaskif suppliers canadd in extra
kit free of charge, such asa canapé tray or
plasmascreen. If theyhaveitlyingaround
itwon’t cost them anything, but willadd
sparkletoyour event.
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Whatadvice
would you
offerclientson
atightbudget?
It’s funny, the term
‘tightbudget’today
hasvery different

connotations to that
of 18-24 months

AJnd;-ew \

Morrow ago.ldon’tthink

headof sales therehasbeena

OneMarylebone better time for lower
budgetsto producea
better standard of

event. Suppliersto theindustryare doing
everythingthey can to win business, so if there
was ever a time to negotiate, itisnow.
Whatelementsshouldorganisershe
cuttingbackon? 'm notsureit’s possible
tolistspecific elements because each clienthas
their own ideas on what their priorities are.
However, T have seenalot ofkeepingit simple
and ‘lessis more’in recent monthsin regards to
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Whatadvicewould you offerclients
withatightbudget? It’s essential to get
three or four quotes. In today’s climate,
talking to more than one supplier will make
yourealise how competitive the marketplace
is. Thiswill also put you in a strong negotiating
position with your currentsupplier.
Whatelementsshouldorganisershe
cuttingbackon? [t dependson the type of
event. Travel can eatinto the budget, so
hostingitin the UKisan acceptable way to
keep costs down. Also, partnering with
brands that complement your brand or event,
and asking the partner to sponsor the non-
essential elements, such as goodie bags, can
reduce costsand enhance the occasion.
Howcanorganiserscreatea
bhespoke event withmaximum
impactatminimum cost? Useall
available channels to promote and enhance
your event. For example, when Cloverfield
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flower displays and lighting options. The shift
hasalso seen receptions preferred to sit-
downs,because the evening can be shorter,
therebylowering costs considerably.
Howcanorganiserscreateabespoke
eventwithmaximumimpactat
minimum cost? | havealways tried to liaise
with clients to see how they can share the costs
of events. There are huge savings tobe made on
theinstalland thenit’sjusta question of fine-
tuning the design to create something different.
Production and catering companies are happy
because they have more work, clients are
happy saving money, and the venue ishappy
becauselesskitis cominginand out.

What measurescanorganiserstake
tomakesuretheirbespokeevents
don'tappeartohavebeendoneona
budget? Use suppliers that you trust, or
thoserecommended by established venues—
agoodsupplier willneverleta product go out
thatwill damage their reputation.
Howdohespoke eventsjustify their
slice oftheeventmarketing spend?

waslaunched, the organiser used Myspace to
generate interestaround the film and its
premiere. People were encouraged to make
Cloverfield their top Myspace ‘contact’ to
securetickets. The cinema was then decked out
torepresenta Myspace profile page. The end
result meant the competition winnersallhada
sense of ownership of the event.
Whatmeasurescanorganiserstake
tomakesuretheirbespokeevents
don'tappeartohavebeendoneona
budget? Don’t cut corners on the essentials.
Equally, there are areas where you can turna
budget challenge into a creativeidea. For
example, instead of hiring private cars to drive
guestshome, lookinto renting tuk tuks to take
peopleto the closeststationand presentitasan
initiative to lower your carbon footprint.
Howdobespokeeventsjustifytheir
sliceofthe eventmarketing spend?
Traditional marketing nolonger gets the cut-

Weareall having to work smarter and more
realisticallyin these times, whichin some
respectsisagood thing for the industry. Each
eventhastobejustified on what the actual
returnsare going to be. Fora consumer event
orproductlaunch, theaimisto createas much
‘noise’and PR as possible,and if executed
properly they will return the greatest ROI
within the marketing mix. Bespoke Christmas
parties, however, are being highly scrutinised
and weare even finding directorsinvolved
with site visits, which never used to be the case.
Whatcanorganisersdotomakesure
theyget valueformoney? Thereare
dealstobehad out there—justaskaround.
Suppliersare nolonger able to keep products
sitting on shelves, waiting for the price they
could command 18 months ago.
Whatadded extrasdo youexpect
fromsuppliers? Fortunately, the climate
hasn’t changed this for us—venuesand
suppliers tend to work so closely that support
goeshandinhand, through both the good
timesand thebad.

throughitonce
did. Bespoke
events offeran
effective way to
speak directly to

your customers,
and to get this

cut-throughin Nick
anovercrowded PBa cker

marketplace. senior event manager
Whatcan 0

organisers

doto getvalue

formoney? Evaluate past eventsand look
atwaysyou could have reduced your costs,
then shop around. Recommendations from
industry colleagues can also be an effective
way to find cost-efficient suppliers.
Whatadded extrasdoyouexpect
fromsuppliers? Ifthey deliver
successfully on time and on budget we always
look to use them again for future events.
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