GET IT IN WRITING!
e —————

By Dana Lynn Bernstein, CMP

Hotel contracts are standardized and tend to favor the hotel and not the meeting. The
meeting planner should be savvy and get everything thac he/she requires to run an effective
meeting and the items that were verbally promised in writing. This will place the planner and
hotel “on the same page” so fewer misunderstandings can occur during the planning stages.

Writing contract additions for your organization is not easy, and the list may change with each
meeting. The planner should begin by making a wish list thac takes into account what the hotel
can do to make the attendees more comfortable and what the hotel can offer to provide a condu-
cive meeting environment. After the list is completed, and before the site check, the planner
should send the additions to the hotel (the planner should also request a copy of the hotel sales
contract for preliminary review). Both the planner and the sales manager will have the opportu-
nity to review and be prepared for the preliminary negociations. After the sice check and contract
negotiations, the planner could update the additions to the contract to make it specific to that
particular hotel.

The additions to the contract should be separated into categories (general, sleeping rooms,
meeting space, audiovisual, etc.) to make the document read easier.

General Considerations:

Renovations (meeting space and hotel): The hotel should insure that the attendees will not
have to duck under scaffolding or take the “long way around” to a meeting room because of
construction. The planner should anticipate and list what kind of backup system the hotel should
provide, if they were to have unforeseeable renovations ( i.c. alternative space at a comparable hotel
within a X-mile radius or monetary compensations). Again, one should be specific!
Competition:

The hotel should inform the planner if a competitor (bankers, law firm, travel agency, etc. ) is
holding (or inquiring about) meeting space. Generally, a hotel will not block another piece of
business in the hotel, but forewarned is forearmed. A planner should ask to be notified if any large
groups (competitor or non competitor) are holding space next to the ballroom that was assigned to
the planner’s group. This information can be helpful so the meeting planner could change the
room setup if noise from the other group will be a problem. It will also be helpful for planning
around the other group’s breaks. (i.e. if breaks were in the foyer, they can be scheduled ar different
times.)

Cancellation policy:

The hotel has one, why shouldn't the sponsoring organization? All deposits are to be recurned
in a timely fashion, and the hotel must find alternate and comparable space (quality, price,
meeting-room square footage) for the meeting or pay damages.

Costs/billing: The hotel should inform the sponsoring organization of all potential costs, and
the costs should be approved in writing by the sponsoring company. The works budger problems
may arise out of the unknown (e.i. the hotel does not have enough staging and must rent it). The
billing procedures for the meeting, sleeping rooms, and audio visual equipment should also be
outlined.

Extraneous “hotel policy” clauses: _
One cannor agree to something that was not communicated. A statement should be included

in the contract that only signed agreements are valid. Find out that payment for the meeting is
due at departure after arriving on site, it could be problematic if earlier notification was no given.
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SLEEPING ROOMS:
Walking Clause:

A rooming list has been created, but one of the attendees on the list is rold that the
hotel is sold out! There are several lines of action if the atrendee is “walked” to anocher hotel.
In the future, the meerting planner should have preregistered the group in the morning s z'dl
attendees have preassigned rooms. The planner should also have the hortel agree to in writing

(continued on page 34)
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STRENGTHEN YOUR CONTRACTS

complimentary ground transportation to and from the meeting for those attendees who were walked.

Room upgrades/perks: Will the hotel provide them to the group ar the single room rate? One
should be specific as to how many and whac kind of “upgrades” will be provided (executive suices,
rooms with fireplace/balcony, etc.) What will the hotel provide the attendees (free newspaper delivery
each morning, bathrobes, bed turndown). Will there be a charge?

Check-in: Whart time of day will your attendees be arriving (before or after the official hotel check
in time). Let the hotel know what your expecting and make sure the front desk and house keeping
staff are prepared for your groups’ arrival (will the attendees need to wait in a long line to check in?
Can you obrain clean sleeping rooms earlier than the check in time?)

Cancellation: The sponsoring organization should not be charged for rooms that are released
before the cur off date., Also, make sure you fully understand the “attrition” clause (if the sleeping
room pick up falls below X, than X will be applied as a penalty). The sponsoring organization should
also not be charged for canceled rooms that are resold.

MEETING SPACE:
Equipment:

Make sure the meeting needs are outlined in terms of riser, plants, easels, etc. before the contracts
are signed. You should be aware if the hotel does not have enough items to satisfy your requirements
(will you need to rent the items? Can the hotel renc them and pass the cost to you?)

Baliroom set up:

The planner should ask the hotel for an earlier sec up if the room is available. Starting a setup at
midnight when the room was empty throughout the day is unnecessary. Make sure you indicate the
time in which the meeting and function rooms should be completely set up (audiovisual and seating).
Bands:

Does the hotel charge any fees to have a band play at the meal function (i.c. electrical charges)? Is
there a curfew for outdoor receptions? What are the limitations? If the sponsoring organization hires a
band, it is responsible for obraining a license BMI and ASCAP (organizations that provide a license to
play copyrighted music, there is a charge for the license). The planner should ask to hear the music via
cassette first and include a statement that the performers must be the same as chose heard via cassette.

The planner should state seating requirements: 2 people per 6 table, 3 people per 8 table 10
people per 66 inch or 72 inch round, 8 people per 60 inch round. The hotel should block the proper
amount of space for whatever arrangement the planner is most comforrable.

Noise:

The hotel employees should be aware of what groups are in house. Waiters and bus boys should

not be wandering through the VIP’s presentation via the service entrance.

AUDIOVISUAL NEEDS:

Technicians:

Are the one’s who set up the equipment the same as the operators? That is preferable so the
technicians are familiar with the planners needs for the meeting. The technicians should be available
for rehearsal (pre-scheduled) and should not leave before notifying the planner. Also the planner
should know how to reach the technicians in case of emergency before the show. The technicians
should be in the room one hour before show time (if budger allows) and not leave the room until the
show is over.

Equipment:

All the bulbs and batteries in the machines should be new and be replaced daily if it is a multi-day
show. All equipment must be state-of-the-art and will be replaced with a newer version at no charge if
(insert name) finds it to be “outdated” It should have been last serviced within che last 30 days.
Service:

Planners must oucline their needs. They should specify that high service is required and that the
A/V company should make recommendations or give alternate choices to the A/V list.

The authorized person at the hotel should sign each page of this agreement and the horel contract
it changes were made on it. The contracts should be countersigned by the hotel so that all Of‘thc
changes and the additions are agreed to. The planner should sign the contract on behalf of his/her
sponsoring company (this reduces the liabiliry for the individual).

Before the planner signs any contract he/she should have their supervisor ot the person who has

hired them to read the contract carefully. More than one person should always look over the contrac.

Theyv may see something you don't.
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The contracts are the basis for the meeting. If the foundations is solid, the rest of the planning
and preparation will be easier. Knowing what each party expects from the other up front will help
facilitate a better understanding from all sides of the meeting planning puzzle.
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