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MEETING THE BUDGET

Meeting the Budget

and Do

udget and syl ans ted barms which

ara not often referred {0 in the same n

the same sentance. Thaoratically hay
are oppositas 1o De found on alther and of tha
spacirum. Mevertheless, o posites attract
and the two 1|"'Z-‘1:II'I.'}[iE“-af-'_.- COonTRCting Concepts
can be matched to proOUCE 8 MarrEage maoa
N heavan,

Budget

Event organisers ke o lalk of a “fxed
budgat” but think twice, How is 1ha budget
calculated? s it a figure plucked out of the
air? Is it £ X because it has always been this
way'? Does it allow for flecability in attendance
or achievement of objectivas?

Project forwards then work backwards
VWhat are the projacted cutcomes of
the event? What formn will your retum
on invesiment take? Heightened brand
awareness; closer business relationships;
IMpact upon your company’s bottom Ene (and
if 50 how much’y)

Once you have your end goal in place
Wil should bae able (o work strategically
back to an acourate and meaningful budget
allacatson.,

Work out your priorities

According to the type of evant, you priontise
the many elemeants in a very different way.
Within a conference your focus may be on
audio-visual and set design; on a gala dinnar
the focus is on venue and catering.

Impact of attendance figures
Un the surface

e85 guests = ower budget = good
But if you g deapar

MOnS Quests = higher potental tor business
even Datler

Ramain flexdble and remember that spending
hegs s not the be all and and all — value 1o
MOoney and retum on mvestmant shoukd be
thi and goats and will make a higher spend
wiortifwhila,

Shave costs but don't cut corners
Inm costs evenywhers you can through
negoliation and don't spend money on luxury
and unnecessany lls (al least not until you
have leflover budget, and who ever has any
of that?)

Stay fully focussed on the budget for
the purpose of tha avant: if educationa
(Contaranca, Seminar) your spend may be

ing it in Style

areCied TOWards auiio-visual ani Sel or
delegate hand-ouls and sireaming over
the internet, In this case do vou need 1o
be offenng thal 3 course sumpluous sive
sarvice menu belorehand?

Do not, however, ba sean to ba cutting
comers. By all means use a good quality
prosecoD OF Cava i your budoat 15 nol
comfortable with champagne, Dut think
for instance abourt Qressing it up as a

Champagree CoCHtal,

Going green can save money as well as
the planet

How much direct mail do you recene and
Ry rrvuich O it after one minute s anywhers
ather than the wastepaper bin'y  Think Beforg
you prepang stacks of imatabons and reams of
Oeleqgate hand-outs. Do you really nesd 1o bea
prowding pranted matenal or would it ba mone

gffecthoe on emal £ website ¢ infranet etc?

Before you spend it ask yourself WHY?
This ensures that what you spend is
B.NECESSArY

" b.justifiable (for that tricky post-mortem with

the boss)
c.has the potential to create RO
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Style

To most event organisers this is “the fun part™.
tis where you ged 1O put your Own stamp,
unleash your crealtnaty, lal your imagnation
go wild, But don't just go for shyle for shie's

sake - chaeck in with the following:

What is style to your brand?

What type of product or senica do you
provideT Style means diffierent thangs 1o
different brands - juxtapose GUCCI and
Violkswagen and you hava luixunous style and
functional styla

Do you nead to challenge expectations or
enhance perception of your brand?

Pul woursed] in your cheant's snoes and
IMTECInie TR INNSgRnING Youl. 13 your styke
CRASSIC or cutting ed §|l.'."7 An event is your
chanca to reflect vour brand or challenges
brand expeciations

Don't misinterpret style

Siyle can be produced on a imited buoget;
lavish may be the end product of an unbmited
budget. Chanties must produce ehylish
events to attract a fee paving (and generous)
audience bul should not be seen 1o be lavish

So what makes a stylish event?
Imaginative and well-planned desgn, creativa
thinking, cutling=-adge daas, all with sciid
foundations; IoOISHcEs planned with militany
pracision 1o produce slick delivery, oniginal
iriput with broad appeal.

It's not what you wear but

how you wear it

Have you ever bought a necklace anly 19 find
that your best frend is weanng the same one
and it looks 50 much batter on her?

Think HOWY Fish & chips would have Dasan
boring as a canape bul when somecne came
up with samindg it in a mini newspaper cone it
becama the bast thing since sliced bread.. At
the London Aquarium recently, we senved
*NO fish & chips" as an added quirk.. (Think
about 1!

Budget determines the product; style
determines its presentation. S0 Defore you
amniark on your next event get those two
opposites logether and play Cupid. You arg
working towards that event match made in
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