The triad of best business practice for Corporate and Government events
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Merle Whale is the author of “ABC of Event Management”, and “ABC of Event SUCCESS.” She provides customised in-house workshops and consulting in setting up best business practice, providing coaching in project as well as customisation and offers business opportunities for those who would like to leverage their positions.
In today’s cur rent business cl imate of niche specialisation, the role of event manager is fast evolving from one of lowly party planner to that of a strategic business partner. With responsibilities including the challenge of securing and maintaining customer relationships in line with the organisation’s brand, achieving return on investment for the allocation of often immense budgets, not to overlook the increased responsibilities of those commissioned with these tasks, requires compliance to a multitude of regulations for which they, and their organisations are held highly accountable for the outcome. 

After all, the “company” is often a global organization or government, and the “extension of hospitality” now ranges across the boundaries of arts, business, the entertainment industry, sport and tourism.
Standards and accountability
What assurance do those paying the bills (investors) have that events are held in accordance with the organisation’s standards? Where does the accountability for professionalism, finance, safety and statutory requirements lie? 

Of special mention are of course the risks associated with various recent events, so where does the responsibility lie? According to Dr. Patrick Dixon, cited as “Europe’s leading Futurist“ and ranked amongst the top 50 business thinkers, “Corporate governance as a business ethics issue is a hundred times more powerful than the internet or globalisation, and can destroy your business in a week.” 

While corporate governance is, without doubt, currently the most effective legislative term to catapult CEOs off the golf course and back into the boardroom, it has not yet officially extended its reach to the event management industry. Until it does, strict and transparent self-regulation must be adopted by all event management companies, “as well as corporate and government organisations” for both their clients’ and their own protection. 

It is evident that industry organisation focus on the strategic critical factors in building competence in this increasingly demanding environment concentrate on a number of specific issues:
• Expertise - ensuring that the people tasked with these responsibilities are trained, that their performance is appropriately reviewed, that they are coached through the various stages, and that they are provided with qualified, temporary assistance when the bottleneck requires more hands on deck.
• Operating Procedures – such systems put in place prior to the commencement of any event will significantly reduce the opportunity for mistakes and enable all those involved to work efficiently and in harmony with one another.
• Automation – as a component of the Operating Procedure, it is critical to automate the event process, from the CRM and attendee management to the logistics and control features.
• Resources – only those that can continually deliver the very best standards are acceptable, whether they are people, IT, creative or supply. Such regulatory control will be necessary in an industry enjoying as much accelerated growth as events. According to the Event Trends Report 2003, published by the MPI Foundation (Meeting Professionals International, a high-profile resource for the meeting industry) and GPJ Company’s, (the largest privately held trade show and event marketing company), 47% of organisations intended to increase the use of events as a marketing medium during 2003. This signals the continuing importance of doing business face-to face in this high-speed, hi-tech global village.
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