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Preface

Although, at first sight, we may appear to come from dissimilar profes-
sional backgrounds — Anthony as a practitioner in venue management,
sales and operations; and Rob as an educator and trainer specialising in
conference management — we both share a strong conviction that venues
of all types play a powerful role in today’s meetings industry. Venues
from conference centres and hotels to “‘unusual’, non-traditional venues
can considerably enhance the experience of those who attend the meet-
ings and events that they host, and can play a key part in helping those
meetings and events achieve their various goals and objectives.

The past few decades have seen far-reaching changes in both the
quality and quantity of the venues operating in the meetings industry.
On the one hand, we have witnessed vast advances in the ways in which
venues are designed and constructed, resulting in more flexible, ergo-
nomic meeting spaces that can easily adapt to changing meetings trends
and enrich the experience of attendees. On the other, we have seen a
considerable expansion in the supply of new venues offering facilities
for meetings and events. Part of this expansion has come as a result of
the growing number of new destinations targeting the market for meet-
ings and events, particularly in regions such as South-East Asia and
the Middle East, where the recent increase in the supply of conference
centres and hotels with meetings facilities has been phenomenal. But
part of this expansion has also resulted from the rapid growth in non-
traditional venues, generated by facilities such as museums, theatres
and tourist attractions increasingly targeting meetings and events as a
secondary source of income.

However, while changes in the physical product of venues have been
widely acknowledged, we believe that insufficient attention has been
paid to the skills and knowledge of those people who are employed by
venues to identify potential buyers and persuade them to hold their
meetings in their facility. Every venue has at least one employee with
responsibility for winning business; and larger venues may have an entire
team of colleagues engaging in sales and marketing activities. Their job
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titles vary widely, but Sales and Marketing Manager, Conference and
Banqueting Manager and Events Manager are some of those most com-
monly used in the English-speaking world.

It is clear that any venue’s success in the meetings sector depends
directly upon the effectiveness of these employees in winning meetings,
conferences and other events. For, although demand for face-to-face
meetings is expanding in all world regions, the supply of venues has
outstripped this expansion, leading to a fiercely competitive market
situation.

Against this background of intense competition between venues, we
have identified a major challenge: a significant proportion of those with
responsibility for selling meetings facilities in their venues are poorly
prepared for this task, largely due to the distinct lack of any easily acces-
sible source of information on the techniques and tools necessary to do
this work in an effective manner and bring the best possible results. The
effect is that very many of those charged with filling the meetings spaces
of their venues with events are under-performing through their lack of
awareness of the best sales and marketing practices. This can result in
widespread lost opportunities for winning business — and therefore
lost revenue for the venue, a lack of job satisfaction for those in venue
sales and marketing posts, and consequent high turnover among such
employees.

This book represents a key step towards filling this commonly-found
gap in knowledge and expertise. It has been written to respond to the
demands of two principal categories of readers. First, those already
employed in sales and marketing positions in venues of all types will
find in the book a clear and comprehensive guide to ideas and techniques
that will enable them to expand their existing knowledge of how to win
business for their venues. Second, the book’s content will be welcomed
by today’s fast-growing body of students of hospitality, tourism and
events management, for whom a career in venue sales and marketing
is an attractive vocation. The content of this book will prepare them for
successful employment in sales positions in any type of venue currently
targeting the market for meetings and events.

In Winning Meetings and Events for your Venue, we have combined
our extensive experience and up-to-date knowledge of venue sales
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techniques and the meetings and events market with examples of best-
practice from venues around the world to produce a book that we are
confident will be a source of new ideas and useful, practical techniques
to anyone already working in venue sales or planning to do so in the

near future.

Rob Davidson and Anthony Hyde. January 2014.
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