The Westchester Marriott also has made changes
in its menu to accommodate business clients. For the
past year, the menu has been listing the ingredients,
fat content and caloric counts of its specials. “A lot of
people are asking for that information. A lot of tray-
elers are on the road and need to watch what they eat
because they don’t want to gain weight on the road,”
said Dahms.

Dahms added that business people appreciate a lighter

alternative to the sweets usually offered during afternoon

conference breaks, so the hotel includes a choice of fruits,
granola bars and juices at the breaks.

At the Tarrytown House Executive Conference Center,
Jeff Weggeman, director of sales and marketing, said,

Nordic Track program soon, she said.

itself with the Saw Mill River Heaith Liup, wmcn 15
located adjacent to the hotel. There is a small fee for §
use of the club, The hotel is planning to offer a

As far as meeting the healthy meal requests of
business guests, the Holiday Inn recently opened The

Market Street Cafe, which is stocked with healthy selec-
tions for breakfast, lunch and dinner. o
Brooks said guests have become increasingly con-

See: Local hotels, page 18"

Negotiating: Meeting in the middle and still getting what you want

"By DANA LYNN BERNSTEIN

easy, as the planner and hotel staff have their own
agendas. The process starts with the first phone call
and continues until the meeting ends. Negotiations usually
get easier after contracts are signed
and a relationship is developed.
Overall, be flexible; everything is
negotiable.

zmmommn:m meeting specifications with a hotel is not

Setting the boundaries
and gathering information

As ameeting planner, first think
about the meeting and the attendee
profiles before contacting the prop-
erty. The goals should be in the fore-
front at all times: make the meeting
run smoothly, keep costs within the :
budget, make attendees feel comfortable, and set a conducive
environment for learning or information exchange.

Research the meeting’s history before negotiations begin
so you know where the meeting has been and can tell the
hotel what to expect. The specifications must be detailed and
a group profile created. The group profile should include:

» A description of the usual sleeping room pick-up for

Bernstein

the meeting attendees;

« The number of single or double-rooms used;

« The amount of meeting space required;

« The arrival and departure pattern for the group;

« Special requests (upgrades, bathrobes in each room);

» Whether the attendees eat in the hotel restaurants or go
off property if meals are not catered;

« The planner’s company payment policy; and

« The overall value to the hotel regarding both revenue and
repeat business.

Negotiations for first-time meetings are more difficult, but
a well-informed planner can still negotiate the needs. The hotel
realizes that the planner usually inflates the needs to cover all
aspects of the meeting. However, your goal should not waiver.

To negotiate the best meeting rates, research the hotel poli-
cies and rate structure:

o The different sleeping room rates (e.g., government
rates, group rates). What is the published rack rate (the rate the
transient guest will receive)? Make sure the rate you obtain is
significantly lower than average as your group is bringing rev-
enue to the hotel.

» The meeting space ratio to sleeping room ratio (if the
hotel has a small amount of meeting space it is more likely to
favor a group that fills a large portion of the sleeping rooms and
holds an event as opposed to a group that needs only meeting

space).

o The rates at other comparable hotels for the same space.

» What are the hotel amenities?

« When are the low, shoulder (in between), and high sea-
sons of the hotel? The more expensive rates are quoted during
the high season of the hotel (finding all the space you need
could be difficult as well).

« What is the standard arrival and departure pattern for the
hotel (an airport property will be busy on the Monday-Friday
pattern, so a better weekend sleeping room rate could be nego-
tiated).

» The planner’s negotiating power is greater when the
meeting “fills a hole” (e.g., a short-term meeting with flexible
dates is a hotel’s dream).

« Know the areas where the hotel makes the most profit.
If the meeting requires an extensive audiovisual set-up, ask if
the hotel takes a percentage of the profit. Ask that another rate
be lowered (e.g., sleeping rooms) for a guaranteed amount of
AV revenue’

o Ask other planners what rates they have received at that
property (compare the same type of meeting in the same sea-

' som).

The main thing to keep in mind is the meeting’s goal (the
second thing is the bottom line, e.g., if the meeting will make
money). You don’t want to have undesirable space — even
though it is cheaper — that could compromise audience accu-

See: Negotiating, page 20
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- Continued from page 17

_m“ mulation.

Proposals-the Initial contract

Once space is blocked, the hotel will send
a proposal that outlines the basic meeting space
and sleeping-meeting room costs. Review it
carefully against the budget. If the costs are
more than the budget allows, discuss what your
organization can do to compensate for any loss
-of hotel revenue.

After the room rates are negotiated and the
space is on a definite hold, obtain preliminary
hotel contracts. Review them before the site
inspection, or before a telephone conversation

The Monday through Friday
work week doesn’t always
end on Friday. That’s where

Doral Arrowwood

comes in.

Negotiation: Meeting in the middle =

in lieu of the site inspection.

Make sure the contract meets the meet-
ing’s needs in terms of service, costs and other
lotel-provided items. Contracts are standard,
so the onus is on you to make them specific to
the meeting. “Run through” the details of the
entire meeting in your head and plan, plan,
plan.

Create an “additions to the contract” list
that covers the organization sponsoring the
meeting. Send it to the hotel before the site
inspection so the sales person is prepared to
agree to (or to negotiate) the meeting’s needs,

Preplanning for the negotiations
Information is power — make sure you're

The one place to have a weekend
meeting for those of you who work all week.

arrange anything

from a slate-of-the-art
audio/visual presentation to
your choice of dinner at one

of Arrowwood’s four

FOCUS: Hospitality

equipped with as much of it as possible.
Negotiate directly with the decision maker; he
or she could suggest alternative ideas to accom-
modate both the planner’s and the hotel’s
needs.

Create a “give and take” list of items
which need to be negotiated (a good place to
start is the hotel contract). Keep in mind the
items that will not create meeting-budget prob-
lems but could generate revenue for the hotel
(e.g. meeting-room rental). The latter is the
“give” list.

Site inspection

Conduct a site inspection at several prop-
erties (o compare rates. Keep in mind which
space will be most conducive for the group
before the site inspection. Do not conduct
lengthy negotiations with each property if the
space is not being seriously considered, as it
will waste everyone’s time.

Before you review the contract — and
your additions — with the sales person, view
the space that was blocked.

Following are some items that could be
negotiated during the site inspection:

* Are there renovations planned at the
hotel before or during your meeting?

° Is there a cost for receiving meeting
materials? Can it be waived? .

* Test the food to ensure the quality (ban-
quet food and room service usually come out
of different kitchens). If you have a problem
with the food, can you bring in an outside cater-
er and incur no additional charge with the
hotel?

* Make sure the room diagram will work
in the space that is assigned to the group.

© Make sure the set-up date is in the con-
tract, and ask if you can have an earlier set-up
it the room will be available carlier.

» Can the hotel provide a welcome desk at
no charge?

e Is there a complete meeting package rate
(CMP) that could be applied to the group?

° What meeting supplies does the hotel
provide and can they be given at no charge?
Can the hotel supply “props” at no charge?

* Will extra staff’ be scheduled during the
meeting?

« Can the ground transportation be master-

the single-room rate? Can your group get
concierge privileges and express check-out?

> What are the porter-maid fees? Is there a
charge for the baggage pull?

* What are the hotel’s sales goals for the
month of your meeting and how will your
meeting help the hotel to attain them (be aware
that some hotels will not release that informa-
tion)? .

° Hotels usually make most of their profits
on the sleeping rooms (approximately 60 to 70
percent). Their preparation is not as labor-
intensive as a banquet function where the chef
and waiters need to be paid (labor is 60 percent
of cost for a food function). The more sleeping
rooms you can guarantee, the stronger your
negotiating power.

e If you are using the ballroom, and the
hotel wants to charge a rental, ask how many
sleeping rooms will be needed to waive the
rental. This is a tricky question as the sales staff
may not want to divulge this information. For
meal functions, there should be no room rental
fee.

The actual negotiations

The most effective negotiating is face to
face so you can “read” the sales person’s facial
expressions and body language. Be prepared.
The process will be smoother if you're orga-
nized and have as much information about the
meeting and hotel as possible.

Remain “cool” There is always an alter-
native route around a problem (you just need to
find the correct path). Listen carefully to what
the hotel has to offer, collect your thoughts, and
speak after you have the information coherent-
ly ordered in your mind.

Don’t fidget, bite your nails, or look
around the room when you are speaking or
being spoken to. These are some signs that
indicate nervousness. You'll look more profes-
sional, have more credibility and get what you
need if you look directly at the other person,
nod your head to show understanding, speak
clearly and then state what the meeting needs.
Dress is important as well. Look the part of a
professional and the hotel personnel will treat
you as one. ;

Never reveal your deadlines. The negotiat-
ing process should not be rushed and both par-



The Monday through Friday arrange anything

work week doesn’t always from a state-of-the-art
end on Friday. That’s where audio/visual presentation to
Doral Arrowwood your choice of dinner al one
comes in. of Arrowwood’s four

For starters, we distinctive restaurants.

have thirty-six All this is within an hour’s

| purpose-designed drive of the major

business centers in
New York, New

Jersey and

conference rooms. And a

150-seat amphitheater. But
you may prefer strategizing
your next move over the Connecticut. So
mounds and moguls of our schedule your next
Blue Monster II golf course. meeting at Doral Arrowwood
And while our Project Excel where you can have both a
program is ideal for team successful meeting and a
building, so is our fully
equipped fitness center,
indoor/outdoor pool and

lennis courts.

great weekend.

For more information call

914/935-6642.

Whatever your needs may be,
our award-winning staff of
conference planners can

Doral® Arrowwood

In the award-winning tradition of
Doral Hotels & Resorts

Anderson Hill Road, Rye Brook, New York 10573 Fax 914-323-5500 http:/fwww.arrowwood.com

= Test the food to ensure the quality (ban-
quet food and room service usually come out
of different kitchens). If you have a problem
with the food, can you bang i anoutside caler-
er and incur no additional charge with the
hotel?

» Make sure the room diagram will work
in the space that is assigned to the group.

> Make sure the set-up date is in the con-
tract, and ask if you can have an earlier set-up
if the room will be available earlier.

» Can the hotel provide a welcome desk at
no charge?

s [s there a complete meeting package rate
(CMP) that could be applied to the group?

o What meeting supplies does the hotel
provide and can they be given at no charge?
Can the hotel supply “props” at no charge?

» Will extra staff be scheduled during the
meeting?

o Can the ground transportation be master-
billed through the hotel at no charge (some
hotels need to impose an additional tax)? If
meeting attendees are local, could the planner
reserve a certain amount of parking spots in the
hotel lot? The parking rate 1s negotiable.

Sleeping rooms

» Make sure your group has priority for the
sleeping rooms.

« Can you have sleeping room upgrades at

Delta —

Continued from page 19

the fleet will be outfitted with the feature by
mid-June. Adapters will be available from
flight attendants at no charge.

Other on-board technology includes:

» Sony Video Walkmans: All L1011-500s
and most of the B-767ERs will be equipped
with Sony Video Walkmans for first- and busi-
ness-class passengers by May 15. The
hand-held video players will offer a choice of 11
movies at no charge in English, German,
French, Italian and Spanish.

¢ AT&T Wireless: All MD-11s and
76TERs are equipped with telephones in each
armrest, enabling ground-to-air calling, fax/data,
Internet connection and third-party billing.

nized and have as much information about the
meeting and hotel as possible.
Remain “cool.” There is always an alter-

native route around a problem (you just need 10

find the correct path). Listen carefully to what
the hotel has to offer, collect your thoughts, and
speak after you have the information coherent-
ly ordered in your mind.

Don’t fidget, bite your nails, or look
around the room when you are speaking or
being spoken to. These are some signs that
indicate nervousness. You'll look more profes-
sional, have more credibility and get what you
need if you look directly at the other person,
nod your head to show understanding, speak
clearly and then state what the meeting needs.
Dress is important as well. Look the part of a
professional and the hotel personnel will treat
you as one.

Never reveal your deadlines. The negotiat-
ing process should not be rushed and both par-
ties should be comfortable with the outcome.

" Remember, when conducting a site -
inspection you, the planner, are not on the
“home turf,” which places the hotel staff at an
advantage. Distance yourself from the immedi-
ate area and concentrate on the issues. If you
are really uncomfortable, change the environ-
ment; rather than sit in the sales person’s office,
request that the negotiations be conducted in a

See: Negotiation, page 21

In addition, Delta is expanding its food
selection; the improvements are being offered
on selected flights beginning this month.

By the end of May, all international cus-
tomer service coordinators and international
flight attendants will complete
customer-focused training.

The first campaign created by Saatchi &
Saatchi, Delta’s new ad agency, showcases the
benefits of the transatlantic business class and
introduces the tagline: “Delta. On Top of the
World.”

Delta, the Delta Shuttle, Delta Express,
the Delta Connection carriers and Del’s
Worldwide Partners operate more than 4,950
flights each day to more than 300 cities in 40
countries.
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Negotiation —

Continued from page 20

private meeting room.

Keep the footing equal. A planner who is
alone in negotiations with several hotel staff
members may feel overwhelmed. Attempt to
get the decision maker alone for the negotia-
tions so he or she will rely less on the “It’s the
hotel’s policy” statemnent, and there will be no
show-off factor.

Develop a situation of predictability and
comfort for the sales staff. Your credibility will
help move negotiations along. Be firm in your
desire to run a smooth meeting, and make sure
the hotel sales staff agrees. The focus should be
on the meeling, not on one person rying (o
bully the other.

The decisions made during this process
will provide the base of operations for the hotel
staff before and during the meeting. Most deci-
sions are not set in stone even if they are in
writing. If there is a change in the program and
the planner and sales person have developed a
good working relationship, concessions can be
made.

Finalizing the contract

Review the contract in detail with the
sales person to discuss items that need to be
explored and negotiated. If' negotiations get
“hot” on one item, table it and move to the
next. Go back to that “hot” item at the end of
the meeting to see if middle ground could be

FOCUS: Hospitality

UJA-Federation
fo honor local
businessmen

'Robert Kurzman, principal of
Kurzman & Efsenberg in White Plains,
and Donald Rabinovitch, president of AFP
Imaging Corp. in Elmsford will be honored
at the Wesichester UJA-Federation
Business and Professional Division’s
annual lunchesn May 21 at Brae Bum
Pannhw Chibh in Purchase. ;

found.

Don’t accept the “It’s the hotel policy”
statemnent off the bat. Again, there are always
alternatives to the rules. Persist, and look for
the open door.

Do not sign the contracts during the site
inspection. Take a few days when you get

back to the office to digest the information,

having given the hotel the date when a signed

contract could be expected. The hotel should

send you revised contracts that include the

agreed-upon additions. - -
Update the “additions to the contract”

list with the extraneous items learned during

the site inspection. Everything that was nego-

tiated as well as the “unstated hotel policy”
(e.g., the hotel always provides pads ... what
size and how many sheets of paper) should
be stated clearly in writing so there can be no
misunderstanding as to the services or items
to be provided.

.x. .
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B Dana Lynn Bernstein, CMP, plans domestic
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