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Organizing a Successful Seminar
It may seem obvious, but always keep in mind that the seminar must be relevant to the target market and
respective industry.
Determine what the primary focus of your seminar is so you can get a wider scope. That is, be focused on
what your main aim is so that you can have a better idea of the big picture. From this clarity of the big picture,
you marketing efforts and development of the seminar will be far more efficient and successful.
Look at your target market and resources (e.g. contacts database, trainees) to access that market. Draw on
whatever resources you have to access that market. If you don't have enough resources, make new contacts
and new deals so that you can penetrate that market. Without sufficient access to your target market, you
are unlikely to be successful in your marketing efforts.
You have to know the market conditions, such as what is it that your target market demands for most, and
what is your competition in that market e.g. other foreign speakers.
In researching what your target market demands, look at what these people want. Do they want to develop
themselves? Do they want to develop their businesses? Are they looking to move away from their jobs and
towards entrepreneurship? Are they just curious about your product? How can you interest these people so
that they want to know more about and invest in your product?
Capitalize on your strengths and unique points. Think of how you can best set yourself apart from your
competitors, be it your style, your expertise, your reputation. For example, Directive Communication has
the unique strength that "Directive" coaching not only creates awareness in an individual, but also directs
that individual's actions to make changes in his/her environment, and thus affect everything else to his/her
advantage or preference. As such, the marketability of Directive Communication (DC) is in its focus on
interaction with the environment. DC-based change means change that is not only within you, but change in
your environment (initiated and directed by you), and change in your interaction with your environment.
Market yourself based on those strengths. Ask yourself what your target market wants to see, what attracts
them. Ask around and do your research. For example, psychology-related topics attract people, but is that
interest enough to get them to pay? Find out what it is that they are looking for that is important enough for
them to pay the price you are targeting. Ask seminar-goers. Research the market.
Consider the timing for marketing and organizing the seminar. Timing is essential. It is dependant on your
target market. You have to consider what the peak and off-peak periods are for your target market. And then
you have to tailor your marketing and seminar schedule accordingly. It is usually better to target free times
e.g. weekends or off-peak periods.
Always try to come up with a tagline for your seminar. The tagline can be the title of your seminar or it could
complement your title as a subheader to your seminar. This will help people remember you better, even if
they don't attend your seminar this time. Obviously, a tagline has to be relevant and representative of your
seminar. But it also has to grab attention and appeal to your target market.
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To test the effectiveness and appeal of your tagline, come up with several taglines, and then do some market
research. This market research should be done for the title of your seminar also (should it differ from your
tagline). From your market research, see which taglines or titles seem clichéd and overused. Narrow your
options down to those which seem to create the most impact and generate the greatest interest. Do not be
afraid to be creative and unconventional. Just keep in mind that the tagline or title has to be clear and
relevant to your seminar.
Pick what tagline or title you like and talk to at least 5 people who you know attend seminars. Ask them how
much they would pay for such a seminar, and then close them on it. To close, ask these people, “If I offer this
program to you at that price now, will you sign up?” Make sure you close the people that you research. If not,
it's just an opinion.
Make sure you test your tagline or title with actual seminar-goers. It's fine to test them on non-seminargoers also, as long as you have seminar-goers in your testing sample as well. You would get a more accurate
reflection of your actual target market from the responses given by seminar-goers. Better still, test your
ideas with veterans in the market if you have access to them. Testing tells the truth. We are just guessing
until we test.
It is fine to test a few taglines and titles at the same time also. An example would be, "Arthur F. Carmazzi will
be coming to Malaysia in March and we are trying to determine what seminar he will do. These are the 3
choices we are working with...” Get some feedback on how these people feel about the taglines/titles and
ask them how much they would be willing to pay for each of the seminars. After getting this feedback, don't
forget to close these people on the prices they state.
One point to note is that because you will be closing different people on different variations of your
tagline/title, some people may find that the tagline/title they like best may not turn out to be the seminar
that they will eventually be attending. The seminar you decide to conduct will be the one that is most
popular, based on your research. So for those that preferred other options than the seminar you decide on,
inform them that their situation has been taken into consideration, and that the content of the actual
seminar has been modified to suit the one they chose. But the more popular title was chosen because it was
more marketable. That is, inform them that the contents are 80% similar but the title was changed according
to popular demand.
A deal you can make with these people would be to let them know that you will be charging more (a lot
more) when you sell your program, but since they are helping with the research, you will give them their
price to attend your seminar (the price that they stated they would pay for your seminar). And let them
know that only 5 people get that. In addition, you can include a free personal coaching session for the people
that helped with the research, so that they are assured they get what they want, PLUS extra value. This will
make your program more appealing, and you can even extend this deal to your other participants,
depending on your marketing strategy and your participants' requirements.
Variations in the deal can be made. For example, offer a 2-hour coaching session for those who helped in the
research, and a 1-hour session for the next 30 participants. Then for the remaining participants or late
comers, you can charge say, RM 250 for an hour, subject to your final acceptance and availability. This
increases the appeal of your seminar, while retaining the value of your coaching sessions, even though they
are offered at a reasonable rate.
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By testing your seminar title or tagline, what you are just trying to do here is to find out which seminar is best
for your target market (i.e. most appealing). It may be easier to close those who have heard about you
before, but don't be disheartened by those who haven't. You can show a corporate video of yourself or
schedule a preview to give these people a better idea of where you are coming from. And always keep in
mind, the more people you get into the room, the better the results.
Remember, the title of your seminar and the tagline that goes with it has 50% stake in determining the
success of your seminar. So do not overlook the importance of researching and refining it.
You can tie up with larger organizations or old clients to help with marketing, as long as you can strike a deal
that is good for both parties. Invest in telemarketers and get them to target certain people. That's where
your contacts database and resources come in. You need to examine your resources and determine what
you REALLY can do, then focus on those things.
Even your trainees can be your resource. They can help put together a public course as part of their training.
They can even do much of the marketing and bring in their own resources (e.g. contacts). You can use this as
a means to give them a discount, such that the more successful they make the public course, the greater the
discount.
The price of your seminar usually relates to the perception of its value. So while you want to price your
seminar reasonably and attract participants, do not sell yourself short on the perceived value of your
seminar. Everybody complains about price, but it's what they think they can get out of your seminar in the
end that will determine how much they are willing to spend. This is where the successful marketing of your
seminar is extremely crucial. And the tips covered above should help you achieve just that.
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Successful Marketing for seminar Partner
By Arthur Carmazzi
First and foremost, NEVER market to someone you wouldn't want to have as a Partner. The Directive
Communication “Training Partner” is successful because of synergy created by the partners involved. The
Market Domination Alliance is founded on trust and a high degree of the “Abundance Mindset”
The points addressed in “Successful Seminar Marketing” are also applicable to successful franchise
marketing. However, there are some additional points to note when marketing a franchise.
People tend to have a fear of investing in something new. This is where you need to reassure them that your
franchise is something that they really need to invest in. People also complain about price a lot. So when
“very good prospects” give you feedback about how expensive your franchise is compared to others, or how
unsure they are of your franchise, ask them questions such as those below:
For example, in the context of the Directive Communication Training Partner Franchise, some of the
questions you can ask to potential franchisees to emphasize the uniqueness and strengths of the DC
franchise are as follows:
o Does the competition have high end training materials and manuals (with track records) to set
trainers in a unique positioning with clients?
o Does the competition have accreditation from an international academic institution?
o Does the competition have a program to make its trainers prominent within their industry, and is the
competition willing to spend the money to market them so THEY succeed?
o Does the competition have a system so that trainers can make “residual income” from their
knowledge?
When a franchise is new in a country, it is the best time for franchisees to get in – for them to obtain ground
floor opportunity. This is because once the franchise becomes more popular, the price of the franchise will
be much higher, and the selection process for franchisees would be much more stringent. As such, people
who go into a franchise early have the biggest advantage – because they pay less for obtaining the franchise,
but get paid much more for training others when the franchise takes off. Emphasize this point to your
potential franchisees.
Some potential Training Partners may have financial constraints (or just want to manage their money), they
may require a payment plan. These are available but should be at between 15% and 25% more expensive
than a one time cash payment, depending on the financial requirements of your potential franchisees.
SOME MAY JUST WANT DISCOUNTS. If this is the case, say you cannot give a discount but you can take away
the Membership to the Market Domination Alliance, and they do there own marketing and PR (since they
will be taught the “how to” during the course of the training anyway).
Such franchisees would be given the overall brand development but not the personal support.
Subsequently, they can buy Membership to the “Market Domination Alliance” to support in their personal
marketing, networking and PR areas at a later date.
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Essentially, you can sell the DC franchise package at a 15% discount if you remove the marketing support or
PR elements i.e. “The Market Domination Alliance”. We will not allow “less Training” as a premise for
discounts because you are ultimately left with incompetent franchisees and a bad reputation for your
franchise. Ultimately, your franchise has to have a certain worth below which the franchise price cannot fall,
be it to preserve the perceived value of your franchise, or to ensure enough training is given to groom
competent franchisees.
While kick-starting your franchise will probably entail less qualified franchisees initially, be careful to be
selective enough so that you do not give your franchise a bad name. Franchisees who complain and make
excuses about what cannot be done, rather than find solutions to problems, would result in a bad reputation
for your franchise. Your options are: extended DC coaching to help them overcome their insecurities, or let
them go.
In addition, DCI requires the following items to assist you to become a successful franchise:
1. Your database list
2. Your current media list
3. Your marketing budget for 6 months including the following areas:
a. Franchisee development – getting new franchisees
b. Franchisee development – helping current franchisees to get jobs
c. Workshops – corporate in-house
d. Workshops – corporate public enrolment
e. Workshops – personal development
f.

Brand awareness

4. A plan on how you will execute marketing for that period
5. Your personal financial goals for your franchise for the year
Also bear in mind that small group coaching has its advantages over one-to-one coaching. People tend to
think that one-to-one coaching should be more expensive than small group coaching. In some cases this is
true because of the trainer's time invested and the individual attention given, but in small group coaching,
participants CAN get the personal coaching AND the support of others in the group, if the coaching is
structured and facilitated right.
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For example, a number of "Self Awareness" activities situated in an “Adventure” background can be used in
small group training to maximize the advantage of having the support of group mates, we do this in the Bali
sessions. Another example would be for each person to have a 20-minute session of presentation or acting
in front of the others, so that others can learn how such an activity is done, or how certain things can be
viewed in different ways through different people. At the end of the session there would be feedback for
everyone to learn from one another. In such group situations, participants learn from each other, and the
feedback they receive is immensely beneficial. Such personal coaching sessions that incorporate group
interactions can be far more beneficial than one-to-one coaching.
Ultimately, in a small group, it is quite powerful because participants get to experience a diverse range of
real life situations and problems. As a trainer, you can also facilitate your participants to help each other
develop their areas of competence, and overcome their areas of incompetence. This would help
participants hone their skills in becoming trainers themselves.
To round up, the most frequent problem encountered when you are trying to break into a market with a new
product is that potential clients are skeptical. If people view your franchise as a new product on its own, they
will fault it for “not being tested”. However, bear in mind that although your franchise as a product may not
be tested, the supporting training methodology of your franchise (e.g. DC) is. So a solution to crushing such
skepticism would be to show your potential franchisees testimonials of your existing clients and workshop
participants who believe in your product (i.e., your training methodology), and whom you have helped a
great deal. The point is, your franchise may not be tested, but your training methodology is. Once you show
people that you do in fact have a tested product (i.e., your training methodology), it is far easier to get them
to invest in your franchise.
More skepticism may follow if people feel that your training product is nothing more than a brain-storming
session or “power of group” project. This is where you have to stand by your product and prove to them that
your training methodology is far more than that. That it involves the extraction of individual emotional
"hang-ups" that are preventing them from becoming the best they can be. That you have helped
participants apply your training methodology in various areas of their lives; work, home, relationships,
school, etc. That you are able to help your participants improve their lives beyond the boundaries of the
training sessions. That the benefits of your coaching are transferable to all areas of their lives, and can be
maintained and sustained for as long as the participants want to do so. This is where testimonials are
extremely important also.
Just remember, everybody starts out as an unknown. Nobody will hear about you until you start marketing
your product.
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10 Simple Steps to Seminar Success
By David Port
David Schlossberg remembers 2007 fondly, and not just because it was a period of relative
calm before a financial firestorm erupted the following year. In 2007, Schlossberg, a financial
and investment advisor with Assured Concepts Group, Ltd., of East Dundee, Ill., made a
concerted push on the seminar front, a move that here in 2012 continues to pay major dividends to
his practice.
Schlossberg figures the clients he landed as a result of the educational seminars he held
throughout 2007 generate about $160,000 in annual revenue for himself and his firm.
“Not bad,” he says, “for a $60,000 investment.”
Done the right way, seminars remain a valuable client- and revenue-generating vehicle for all
kinds of advisors, from investment advisors and wealth managers to financial planners and
insurance specialists.
Non-hard-sell seminars designed to educate people about the federal government's Social
Security program and how to manage their Social Security benefits have become a go-to
marketing tool for Joe Elsasser, CFP, founder of SocialSecurityTiming. com and Sequent
Planning, LLC, in Omaha, Neb. “It's hard to gauge ROI exactly, but I get anywhere from two to
four new clients from among the 20 to 30 people who attend each seminar,” he says. “There's
not been a seminar where I haven't covered the cost of putting on the event.”
How can you stand out in a crowded (some would say oversaturated) seminar field and
generate a stellar ROI in the process? While every advisor ultimately must find his or her own
formula for success, here are some proven tactics for standing out on the seminar circuit.
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1. Make enriching attendees through education your top priority, not enriching yourself.
“A lot of seminars that claim to be 'educational' are self-serving,” observes Elsasser. “My goal is truly to
educate people — to give them the framework for making decisions by showing them the trade-offs
involved in those decisions.”
According to Schlossberg, new clients — and the added revenues they bring — tend to flow naturally from
seminars where attendees sense there is no overt sales agenda. “Success comes when you truly deliver
information that is of benefit to the audience, without any effort to sell anything,” he says. Schlossberg
added an extra wrinkle to the educational thrust of his seminars by charging attendees a tuition fee of $69
for the two-day workshops that proved so successful for him five years ago.

2. Find a seminar topic that appeals to your target audience.
A subject such as Social Security, for example, intrigues a broad range of seniors.
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invitations that bear an educational institution's name, be sure they have been approved by officials at the
institution, adds Schlossberg.
Leveraging organizational and professional relationships to build interest in a seminar is an effective way to
get qualified attendees and weed out non-qualified ones, according to John Freiburger, CLU, AEP, ChFC, CFP,
principal at Partners Wealth Management in Naperville, Ill. “Our experience is that in the affluent, high-networth marketplace, general marketing to the public just doesn't work anymore. We would rather have an
endorsement from some other organization, or even better, from a law firm or an accounting firm.”

4. Build a well-rounded, multidisciplinary program that includes other professionals who
complement your skills and services.
“It has worked very well for us to bring in one or more advisors, like a CPA or an estate planning
attorney, to speak,” explains Freiburger. “It's a way, I think, to legitimize an event and to make it
more comprehensive. It also demonstrates [to attendees] that this is how we work—that on their
behalf, we are willing to work as a team with other advisors who have expertise in a specific field.”
Cross-pollination of clients is another benefit of teaming with other professional advisors on a
seminar, adds Freiburger. Such an event can expose the sponsoring advisor to another
participating advisor's clients or prospects “in a very low-key way.” What's more, in the name of cost
efficiency, the advisors and firms involved in a seminar also can share the cost of putting on the
event.
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5. Time the event right.
Because they're targeting attendees who are still working as well as those who are retired, both
Freiburger and Elsasser say it's important to offer options, such as by holding a seminar during
the daytime, then again in the evening that same day, or holding an event on a weekday
evening and repeating it on a weekend day.

6. Keep a handle on numbers.
Thirty to 40 is an ideal number of attendees for a seminar, says Freiburger. In crowds larger or smaller than
that, people tend to get uncomfortable asking questions — and interactivity is vital to a successful seminar.
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7. Help attendees get comfortable with you, your firm and your value proposition.
The less sale-oriented and more valuable attendees find the content of a seminar program, the more
comfortable they're likely to get with the advisor(s) on the program and their firm(s), says Freiburger. “It's
about making friends and showing you have some value to offer them.”

8. Seed the crowd with satisfied clients.
Freiburger suggests inviting certain existing clients to a seminar. “With some we suggest it's a good idea that
they attend because we have more work to do [with their portfolios] and the material we're going to cover
can benefit them in that regard.”
But advisors can benefit in that scenario, too, he adds. “Inevitably one of those clients is going to be
compelled to stand up unsolicited and say something good about us and what our firm has done for them.”
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9. Leave the door open for attendees to reconnect.
It's important to give seminar attendees a reason — and a means — to seek further advice. Rather than
pushing attendees to commit to a follow-up appointment on the spot, Schlossberg offers them a 90-minute
consultation as part of the tuition price. Likewise, Elsasser suggests to attendees that if they want a
complementary follow-up consultation, they can request one at the bottom of the survey form they're
asked to complete at the close of the event.

10. Follow-up tactfully.
In the same low-key, low-pressure vein, Freiburger suggests reaching out to seminar attendees with a
follow-up phone call, either from the advisor or the advisor's assistant (who also should be present at the
event so attendees are familiar with him or her). Wait until the second day after the event to reach out, he
advises, so the advisor and the firm don't appear too anxious (or perhaps even desperate) to land the
prospect's business. But don't wait too long (a week is too much), lest the prospect turn cold.
That's one of the seemingly small seminar details that can pay big dividends down the road.
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Why starting a business is like planning an event?
By Wendy Mak, mentor and coach for entrepreneurs gives insight into the comparisons of starting a
business and planning an event.

When you create an event, you create a dream.
And when you build a business, you're definitely dreaming crazy!
Yet ironically, planning an event and building a business aren't that far apart. If 2015 is the year you're
thinking about branching out on your own, or to ramp it up in your biz, then take some cues from what
you're already doing in events.
1. Create the vision
Many businesses fail because there is not enough clarity around their vision. What are you creating? What is
the purpose? How will it stand out and be different from competitors? Just as you can't create an event
without knowing what the client wants – you can't establish a business without knowing what it needs to
look like, who it services and why you want to start it.
2. Consult the stakeholders
When putting on any event, you have to get all the stakeholders on board.
The thing that most new business owners forget is that even though you're starting your “own” business,
there are still stakeholders that you need to speak to, get feedback from and more importantly – make sure
they are committed and on board.
For example – depending on the business you're starting, you might be able to speak to potential clients to
gauge the level of support they would be willing to give you in your new venture.
Equally important is to have a full and thorough conversation with your partner and / or family – as starting a
business will be one of the most involved and time consuming projects of your life.
Finally – don't forget to tap on industry contacts and associates – converse with them about current trends
to ensure your business will hit the mark and to retain and maintain valuable connections.
3. Budget
When there's an event, there's a budget. And it's usually always a strict one. And yet we see so many
new business owners with very “fluid” budgets (or sometimes none at all).
While you may have a bottom line amount you're happy to invest, we rarely break it down and plan in
advance exactly what we'll spend for advertising, marketing, office costs, travel, equipment, expenses,
etc. Take the time to plan your business budget just as you would for an event.
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4. Assess and adapt
You know how you have “those” events where just nothing seems to go according to plan?
You guessed it – sometimes there are businesses where things just don't seem to go your way no matter how
much you try (and plan for it).
Keeping a clear head, assessing the situation, being honest about what's not working and more importantly –
adapting your course of action is critical in these moments.
Source: http://blog.aime.com.au/2015/01/12/why-starting-a-business-is-like-planning-an-event/

5 reliable pieces of advice for all your business meetings
By Emma Gardiner
Gone are the days when 'meeting' meant sitting around a boardroom table. Meeting spaces have
undergone a major facelift in hotels, venues and office spaces to reflect the dynamic nature of the
conversations that take place within them.
Outside inside
It's all about bringing the outdoors inside with natural light, timber, fresh air and light colours and
natural fibres, as well as the inclusion of lots of plants. This contemporary ethos is designed to keep
delegates feeling fresh and alert without distracting them from the meeting's content.
Communal spaces
Forget about hiding delegates away in an airless room. These days, hotels are designing their lobbies as
communal meeting spaces that are open to the public. By including large tables, small booths and
private corners all with access to power, good light, high speed WiFi and the lobby bar or café.
Creative spaces
Informality, colour and unconventional materials are dominating rooms custom built for idea generation.
Walls are painted with blackboard paint or are made from materials that can be drawn on and wiped
down, floors are covered in Astroturf, there are bean bags and hammocks and access to lots of art and
craft essentials, as well as quirky visual elements like a piece of street art, decals or light box panels that
illuminate to look like blue sky.
Tech
Delegates need to have access to chargers and power for their devices, including internationally
compatible charge boards, and high speed, complimentary WiFi is an absolute must. In-house AV is
becoming increasingly critical as planners rail against the cost of using external suppliers and the bare
minimum for any meeting-specific property is a flat screen TV, a drop down screen and projector, as well
as sound requirements like microphones and speakers.
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Catering
Good coffee is critical so whether it's a manned café or a Nespresso machine, modern meeting spaces need
to have access to this. Modern spaces are now introducing juicing and smoothie-making facilities and
catering menus have lightened up significantly to include more salads, gluten-free options, superfoods like
beetroot, kale and quinoa and sugar and carb-free options. The traditional breakfast buffet is being replaced
with vegan, vegetarian and make-your-own options where people make their own juices and mix their own
mueslis.
Source: http://blog.aime.com.au/2014/10/31/5-reliable-pieces-of-advice-for-all-your-businessmeetings/

Top 5 attributes of a great Event Manager
By International Institute of Event Management
The event planning profession is unique in that it takes a blend of people, business and program
management skills to succeed. Here's a list of top five attributes that makes the difference between a good
and a great event manager.
Organizational skills
Events are much like a great stage performance, and the event manager the show director. Choreographing
various elements that make an event successful is imperative to the success of any event. Great
organizational skills are the basic underpinnings of successfully managing people, schedules, vendors and
everything else.
Attention to detail
Not everyone can have a 'Steve Jobs-like' maniacal attention to detail to everything. However, excellent
event managers take the time to consider the most important elements of an event and focus their efforts
on every minute detail for the things that matter most to their customers.
Temperament
Murphy's Law states that if anything can go wrong, it most likely will. Experienced event managers know that
there are rarely any events where something doesn't go 'wrong'. They also know that their ability to stay
calm under pressure and be the voice of reason is an attribute that makes them great leaders.
People Skills
When it comes down to it, events are all about people. The ability to connect, understand and build lasting
relationships is a skill that every event manager must build and improve upon, no matter how experienced
and successful they are.
Leadership
Ever noticed how birds flying in the air in unison as "one mind", gracefully and in perfect timing as they
weave across the skies? Leading and managing people is something like this. The passion and the ability to
take charge of the flow of things make all the difference at the end of it all.
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Dear Event Planner, I Hate You. Sincerely, Your Speaker.
By Julius Solaris
There are a lot of things event professionals do that annoy speakers big time. Here is how to avoid them and
keep a healthy relationship with your speakers.
Speakers management
I feel in a privileged position. In my career I've been an event planner and a speaker. I know both worlds.
I know you guys (eventprofs) very well, you make me proud every day by coming back and reading more.
Lately I've been on the other side of the fence. In the last year I've been travelling the world speaking at
several events. In fact I am writing this very article 6,000 miles away from home, after speaking at a great
conference.
I've observed the relationship between event planners and speakers carefully. While my experiences have
almost always been positive, I cannot say this is always the case.
I believe that event professionals are sometimes unfair to their speakers. This is something that needs to
change.
Before you read on, I must warn you. This post may be frustrating and upsetting to some. Yet the message is
so needed that I couldn't pass on writing it. I hope you can see the bigger picture of this article.
Speakers Need to Be Protected
If you asked me why people attend conferences I would list two reasons: networking and speakers.
We all agree on the importance of a sound programme with great speakers. Yet often times we seem to
forget that our event performance is tied to these guys and how we interact with them.
I've witnessed a lot of mismanagement of speakers that has resulted in poor sessions and bad relationships.
While the industry seems to be focused on giving you advice on how to suck more and more value out of
them, nobody seems to be stimulating a sustainable and healthy speakers management.
In my humble opinion, speakers are part of the service you sell and you cannot treat your creation with
disrespect. You cannot take advantage of it.
You know I like to be the defender of lost causes (even though I've won a few) hence why I'll tell you more
about why your speaker hates you.
Control Freak Who?
If you are an event professional and you are not a control freak there is something wrong with you. Even
if you are the most laid back person on earth, you'll become a control freak doing this job.
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You want to see perfect things. You want to see a plan unfold the way you thought it. You want the smallest
details to reflect the picture in your head. This is what it is all about.
Yet this kind of over controlling, super attentive way of working can seriously impact on the relationship you
have with your event performers.
In fact, in the next few paragraphs I'll give you some examples of recurring behaviour that upsets even the
most peaceful and undemanding speaker.
'Let Me Check The Slides'
Oh c'mon seriously? If you need to check the content that the speaker you carefully selected will talk about,
it can only mean two things.
Either you haven't carefully selected your speaker or you are trying to control the message. Both are
seriously flawed practices.
Let's say I am a concert organiser and I book an artist I am sure the audience will love to perform at my event.
I will never ask him to sing his songs in a different way or to change some of the wording.
If I am not too sure of how the performance will come together, it means that my research was poor. A good
speaker will have a sound portfolio of events, Slideshare channel, blog or YouTube Videos of their
performances.
Not trusting the speaker's content means not trusting the speaker. Stop doing that.
'I Can't Pay You'
I am not even talking about professional speakers here, because you will inevitably get a no from them
without a budget.
But if you plan to make money on other people's free work, this is not a good practice.
Don't try to sell me the 'you'll get exposure' thing.
A decent speaker will take at least 7 working days to create the slides, they will lose 2 or 3 days of work to
come to your event. That much time cannot be committed for the hope of meeting a good contact.
You are getting the benefit of engaging your audience and the speaker is getting nothing.
A good speaker will always say no to this request.
'I Will Pay for Travel and Accommodation'
A sound speaker will often times say no to this kind of offer. Unless your event is really high profile or there is
a tangible business networking opportunity involved.
Once again you are asking this person to dedicate a lot of prep time to perform for free, this cannot lead to a
good performance.
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'Ok but I have no budget' you may think. If you have no budget for a good speaker, I would seriously
question the quality of your event to begin with – this is unless we are in a no-profit context.
'The Audience Is Great'
Innumerable times I've asked the organisers for details about the audience. I am just upset about the
lack of collaboration I've received.
This is consistently the one item where most planners fail.
A real event pro works together with the speakers to make them understand their audience. She gives
them as much information as possible on the audience background, their expectations, their seniority
level and confidence with the topic.
Laziness is unacceptable. Technology gives the opportunity to know a lot about the attendees before the
event, yet I struggle to understand why event pros forget to use this information to deliver a better
education programme.
Next time instead of asking for the slides, try to work together and brainstorm with your speaker on how
to deliver a great experience. Everyone will appreciate.
'I Want You to Tweet 15 Times'
I am a big fan of the 'let's ask more from our speakers' movement. Especially when it gets to social media
and content generation.
On the other hand asking for a specific commitment is against any good social media practice.
The task of event professionals should be to hire highly motivated speakers that believe in your event.
Not to force someone to tweet.
A highly motivated speaker will tweet, blog and share the awesomeness of your event, without the need
of silly contract clauses.
At the same time it is important for event professionals to remind speakers of the importance of being
on board with the whole event, to support it and share it with their networks. It's a matter of coherence.
'I Heard Your Session Was Great'
Lack of feedback is very insulting to a good speaker. This is both, positive or negative feedback.
Generic feedback is not acceptable anymore. Most events have the tools and technology to give
speakers in depth feedback.
A professional speaker would want to know about how they performed in detail.
I gave up on this one personally. I always spend some time after my session asking attendees what they
thought about it. It is the only way to make sure next session is going to be better. A speaker not
committed to pursuing customer happiness is a poor speaker.

www.trainthetrainer.asia
www.directivecommunication.net
Email : info@directivecommunication.com

EVENT
CRUSHER
PLANNER

'What Do You Usually Talk About?'
That question usually adds insult to injury. If you are considering hiring me I would expect you to at least
know what I am up to, what my presentations are about and what I usually cover.
If you are not sure about what I do, it can only mean that I am either a speaking noob still unsure of what to
speak about or that you have done poor research.
A lovely event professional would at least know what I am expert about. I don't need for them to read each
and every post I write but at least to have a general understanding of my flare.
In Conclusion
This post won't necessarily make you feel happy. There will surely be a bit of frustration associated with it.
Yet it carries a powerful message. Speakers are the core of your meeting or conference experience. You
should nurture them, spoil them and request action when appropriate.
Your duty as a professional event planner is to carefully select who will perform at your event and to fully
support their content.
Your attendees perceive how much you believe in the speakers and will react accordingly.
I will follow up with some guidelines for speakers as well, but in the meanwhile have a think about the above
points and try to change the way you deal with speakers. It's win-win – trust me.
Dear Speaker, I Loathe You. Sincerely, Your Event Planner
By Julius Solaris
Me: – me, – me, – me, – me
I hope you get the message. The focus of the event is not you, it's them, the attendees.
The reason why they've travelled long miles is not to live a cathartic experience of osmotic transference of
knowledge.
They are there, as my friend Jeff Hurt says, to be Entertained, to Participate, to live Images and to Connect.
This is what usually makes conferences E.P.I.C.
The audience expects you to entertain and inform. They also expect speakers to stimulate them with image
rich and engaging experiences.
Talking about yourself does not help. Same goes with the next one…
Buy Now, Limited Offer
Advertising your product or service aggressively, constantly and ubiquitously in your presentation is just a let
down.
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It's a bulletproof method to annoy a multitude of people that turned up because they actually thought you
had something to say.
If the aim number one of your presentation is promoting your business and collecting leads, you are
effectively trashing the only chance you had to impress a well disposed audience.
Those speakers who believe in delivering value as their primary objective do not need to push their product.
They will inevitably get asked at the end of their presentation. In fact they will always collect several leads.
If you need to make your newly released gimmick the primary message of your deck, you are spoiling your
first date with dirty requests. C'mon don't make me be explicit.
Jokes Wrapped in Amazing Bullet Points
There are two problems with the above subtitle. Jokes and bullet points.
I've witnessed presentations with sad humour all over them. That ignites an awkward feeling in the room
making both the presenter and the audience feel uncomfortable.
Good speakers know if they are funny and when to use humour. In fact sometimes it may help the audience
to take a break and digest information better.
The use of bullet points is such a recurring theme in speaker criticism that I feel it is almost superfluous
talking about it. Nevertheless I will stress again that the extensive use of bullet points within presentations
annoys most audiences.
There are some instances when bullet points are needed such as for very long talks (3+ hours) but the
behaviour that consistently upsets audiences involve a speaker reading bullet points.
This is a plain insult to the intelligence of those listening. They can surely read what is written on a gigantic
screen so you are not really adding anything with your speaking. In other words you are useless, you are
better off writing books than speaking at events.
Being Late and The Last Minute Connector
If the aforementioned items upset attendees, these two make event coordinators furious.
Showing up late (I've witnessed this so many times) it's a sign of disrespect to the other party. No matter the
context, no matter how important and busy you are.
Same goes with last minute requests. A speaker that cares about the event s/he is about to engage with
makes sure that everything is ready for the presentation days in advance.
Asking at the last minute for a Mac cable connector or for special arrangements is not conceived as business
as usual. Of course contingencies happen, but poor planning and weak preparation is what make event
professionals belligerent.
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Helping Out on Social and Sharing Slides
If you've been hired by an event, you are supposed to support it. The success of the event usually means the
success of your talk. Promoting the event, means promoting your talk.
Not co-operating on social means devaluing your talk to begin with. Good speakers supports to the best of
their ability the event they will talk at. This does not have to be part of a coercive contract to tweet or to blog.
It has to be an organic activity.
Not sharing slides after the event usually angers both event profs and attendees. If your content is so valid
you are effectively giving up on the biggest opportunity to make an impact with your audience.
Having the deck pre-loaded on Slidehsare should be the norm. Then you will just share the link with your
audience. Possibly during or at the end of your session. Nothing to add on this one. It is as simple as that and
you just need to comply.
Leaving The Room In a Second
Some speakers look more like 100m runners waiting for the go signal to escape the room. If you are good at
what you do it is highly likely that the attendees will want to have a quick chat after your session. Running
outside like you're chased by zombies is not nice, after all the audience is there for you. It's a good thing,
don't spoil it!
Not Respecting Your Slot
I've covered behaviours that drive attendees and event profs mad. This one specifically impacts on other
speakers at the event.
If you are running late, you are effectively declaring war to the next speaker. Once again it is a matter of
respect, no matter how important your message is.
Lately I've noticed this turned into a Twitter war. In fact the next speaker gets so upset that they head to
Twitter to share the anger with their followers.
It is becoming quite a delicate issue. Being on time is important. The speaker after you needs to set up and
get a feeling of the room. You are impacting on a very crucial time of the speech, but being a speaker
yourself, you know what I am talking about.
In Conclusion
This marks the end of a two-post series on the speaker/event professional relationship. The balance of this
special partnership makes or breaks an event. I don't believe I've stated anything revolutionary in the
articles, it's all common sense and both parties will agree these pet peeves can be easily avoided.
Respect, communication, collaboration and motivation are key factors to make this relationship work. Event
profs need to trust their speaker more and speakers should honour that trust with motivation, preparation
and attention to details. I am sure we can be friends again. Deal?
Source: http://www.eventmanagerblog.com/annoying-speakers-conferences/#w3HjxFSfj7JvPX1j.99
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Shuli Golovinski, CEO of Newtonstrand Innovations and Author of Event 3.0. and several other books on
technology and innovation in the meetings industry:
“The meetings industry is changing and has been for some years, it's just that we haven't noticed the
changes or adapted the format of our events to keep up with them. For today's attendees an event's success
is measureable by the networking and the knowledge they gain. For the meeting planner an event's success
is measureable on the ROI of the event and the participants' overall experience. The key to the overall and
continued success of a congress is attracting new members and the younger generation, as well as keeping
the traditional attendees at an event. It's also about embracing the new Business & Fun framework into our
events. The younger generations coming into our industry want to be active participants, contribute to the
programme and decide for themselves who they want to meet and network with.
However, as we try and cater for the current and changing needs of the younger generation already in our
industry - Generation Y (born between 1981 and 1999) – we then come upon a whole new generation, who
are not yet of age to be attending business events: Generation Z. These generations also have a very
powerful degree of knowledge absorption, to an extent which would quite possibly baffle the minds of the
generations which came before us. They are able to search for the relevant information that would normally
be covered at a snail's pace during a presentation. They will not sit for hours in a conference room to be
spoon-fed information; they need something completely different to enjoy their experience at an event.
Our events have been progressing along a similar theme of the Internet. Web 1.0 had a mass of information
available but as a one-way street. Similarly, events 1.0 were our first form of meetings and conferences with
expert speakers talking to a mass of people and the whole event thoroughly planned out along an education
format. This used to be exactly what was needed for a previous generation who wanted to sit and listen to
the education planned for their participation. Web 2.0 brought in social media, blogging and more
interaction. In a similar way, events 2.0 has seen a progression of meetings and conferences encouraging
more networking between delegates, providing a balance of education and networking at an event over the
last years.
Some believe Web 3.0 is around the corner but we are unclear what it will really be like, or really how long it
will take. However, to now incorporate the needs of the younger generations already attending our events,
we need to bring our meetings to Events 3.0. Events 3.0 will then progress over the years as we continuously
recognize the changes required. Events need to go from a presentation-centric model to a conversationmodel. In short, we need conversations to be the central theme of our events, instead of just letting them
happen between presentations.
When a conversation is encouraged and assisted, a lot of great knowledge will be shared by the greatest
experts in attendance. There needs to be a change in the educational format at an event. In addition to a
formal content, there needs to be a chance for all delegates to have the chance to speak up at an event. With
new scheduling technology, an open-stage format allows all delegates the chance to book a speaking slot in
advance and present on an industry topic of their choice. Colleagues can decide for themselves which
subject they want to hear about, who they want to listen to and have the chance to voice their own
questions and opinions.
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This provides an arena for social learning and allows delegates to interact with other delegates and
colleagues in a more informal setting. The Future Events Experience The open-stage area/Newtonstrand
Chance2Speak platform was incorporated at the Future Events Experience area at EIBTM last year (2011).
Based on the concept of “Speakers Corner” at Hyde Park where anyone can speak, this type of social
learning provides the opportunity for other delegates to also contribute their experience and network with
others at the same time.
New learning techniques are fundamental to this new meetings framework and content design. It brings all
the networking and learning elements together to create an overall enjoyable and well-informed
experience for the delegate and therefore the overall profitability and productivity of the event. At current
events, delegates are not normally using all their senses to interact with products and solutions. A new type
of “hands-on” experience area needs to be brought to events so delegates can touch, feel, experience and
learn about new products. It's about the “hands-on and interactive” experience to accelerate that learning
at events that is a vital aspect of the new Fun & Business framework. The Future Events Experience concept
at EIBTM in Barcelona and AIBTM in Baltimore, allows delegates to walk around an area experiencing
different technologies and meeting solutions, embrace the new concepts of how future meetings could
look, as well as learning about how it can all be brought to their next event. Here they can have the
Chance2Speak, download digital exhibitor posters and information from E-Poster displays and generally
network and build business contacts - all in one area! As an industry we need to start to address the needs of
these younger generations, stop running events in the way that they have “always been run” and look out
for the changes required and put them into action. Then the meetings and events industry will develop into
what it was always destined to do.”
Source: http://view.pagetiger.com/TheDiarySeptember2012/page6.htm
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Event Planning Challenges
Samuel Wong
Creative Director & Chief Executive Officer at BE
Hospitality Group | URBANE.ex.
What types of events do you plan?
Party and social events, creative and unique event experiences, gastronomy events, practical
conferences, meetings and incentive conferences, and concerts and entertainment performances.
What challenges have you faced while organizing events?
The overall challenge of creating different and unique concepts and meeting designs for the various
events the company organises. There is also the challenge to constantly meet budget for the specific
requests of the client.
How did you overcome these obstacles?
By exploring opportunities and building key relationships to create unique concepts and meeting
designs.
What advice would you give to event planners in similar situations?
Ensure you explore every opportunity available and learn from every failure.
Daniel Strassberg
Executive Director at Quest Australia & New
Zealand Users Groups INC.
What types of events do you plan?
Conferences and exhibitions and regional board meetings.
What challenges have you faced while organizing events?
As we provide catering options, we often have had various dietary requests. We once held a board
meeting providing dinner for 21 people. Out of these, 11 had specific requirements including a
mushroom and nut allergy, lactose and gluten intolerance as well as vegans, vegetarians and
pescetarians.
How did you overcome these obstacles?
I worked directly with the chef and discussed the potential ingredients and designed a seating plan in
order to keep the non-meat eaters away from meat eaters and colourcoded the name tags and serviettes to ensure the right meal was served to the right person.
What advice would you give to event planners in similar situations?
Be flexible and research what is being said to you to understand what all the differences are. By working
very closely with the venue it is amazing what can be achieved and as a result all of the meals were
served at the same time; the food was spectacular and we managed to keep within the allocated budget.

www.trainthetrainer.asia
www.directivecommunication.net
Email : info@directivecommunication.com

EVENT
CRUSHER
PLANNER

Giovanna Tosetto
Owner of GT Events and Meetings.
What types of events do you plan?
Our company specialises in sourcing venues for intimate meetings and events, 100 people maximum.
What challenges have you faced while organizing events?
Finding the right location is the key challenge, particularly when dealing with different markets and
choosing the best catering for these.
How did you overcome these obstacles?
We evaluate the success of previous events and experiences we organise, and exchange experiences with
other industry professionals.
What advice would you give to event planners in similar situations?
I have begun asking event planners for their shared experiences over social media and taking on board their
actions taken to resolve issues. This has been very helpful and I urge others to take to social media, the
industry is for sharing.
Source: http://view.pagetiger.com/TheDiaryJan2014/issue1/page33.htm
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