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The GCB German Convention Bureau
The GCB exists to help all meeting planners who may choose, or 
have chosen, Germany for their meeting. By making us your first 
point of contact, your life will be made much easier. We become a 
partner committed to the successful outcome of your event.

The GCB does not fulfil the role of a Professional Congress Organ-
iser (PCO). It does however offer free and impartial advice about 
locations, venues and suppliers. We can research locations and 
venues by sending your ‘Request for Proposals’ to potential suppli-
ers. We are your source of advice and information about Germany 
for whatever may come up during the planning process.

We hope that this guide makes your task easier and contributes to 
the enjoyment you will experience when planning a meeting in our 
country. 

Meetings made in Germany – you are welcome!

visit our website: www.germany-meetings.com 

This is the information that awaits you:

■ the GCB online search for meetings suppliers
■ the GCB online newsletter
■ unusual locations for meetings
■ ideas for incentives
■ tips for conference planning
■ Press information
■ The addresses and detailed information of GCB members
■ Links to Germany topics
■ Links to our partners: German National Tourist Board, German 

Railways
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Preamble

Introduction

Meetings bring people together and, for that reason, they will be 
with us for ever. In fact, many commentators suggest that, as re-
mote means of communication proliferate, so will face to face 
conferences. This guide starts from the assumption that there will 
always be a job for meeting planners. 

Purpose

The purpose of this short booklet is to offer guidance to newcomers 
to event management and, perhaps, some fresh ideas to those with 
experience. It does not pretend to be an exhaustive text book and 
some aspects of the business have been omitted for want of space. 
Readers seeking more detailed study will find sources of further ref-
erence on page 39.

The Industry

Globally, the meetings business is a multi-billion dollar industry, and 
is growing year on year. Within Europe, Germany is a market leader, 
offering every type of venue, in hundreds of handsome locations 
from our famous cities to our beautiful countryside. And experi-
enced suppliers are available to help you, whatever your needs.

Types of Meeting

Meetings range from conventions for 20,000 or more through sales 
conferences for 500, down to seminars for 10. From international 
congresses to small training courses. From board and annual gen-
eral meetings to press conferences. But, although every meeting is 
unique, there are, basically, four categories ...

■ Association
■ Corporate
■ Government
■ miscellaneous: e.g. Sports, Religion, Speculative

Each demands an individual approach, although the same princi-
ples of management apply to all (and, obviously, there are differ-
ences of scale and complexity).

The category of a meeting is defined by its ‘stake-holders’, those 
people who stand to benefit from the outcome of the event. When 
organising any meeting, it is worth taking time to analyse who the 
stake-holders are and what they expect as a return from their in-
vestment (which may be time or money, goods or services).

”A thick skin is a gift from God”. (Konrad Adenauer)
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Part of a Spectrum

It is tempting to approach a meeting as a watertight, finite project, 
but stake-holders increasingly see conferences as one part of an 
ongoing communication process, so planners need to pay special 
attention to the broader aims of their organisations and related de-
partments.

Meetings Planners

Meeting Planners fall into two main categories: The first is the mem-
ber of a corporation, association, government department or aca-
demic institute whose role it is to organise events, and the second is 
a Professional Congress Organiser (PCO) / Event Agencies who may 
be hired to plan and manage an event on behalf of a client.
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The role of the organiser
Let’s start by dispelling a myth. As an organiser of conferences and 
meetings you are not simply an administrator of goods and serv-
ices, (although many people will perceive you as such), even the 
title ‘project manager’ fails to describe the extent of your role.

The purpose of every meeting is to communicate, whether it is in-
formation, ideas or simply enjoyment, so anyone responsible for 
planning a meeting, conference or congress is in the business of 
communication. 

As an organiser your task is to make sure that this communication 
process is effective - and that is a very wide brief. It may entail 
planning the message as well as the medium, selecting topics and 
speakers, creating programmes and evaluating success as well 
as the logistic tasks of venue selection, registration, transport and 
function planning.

But to be successful in this field, it is necessary to take an inter-
est, not just in communication and the skills of good administration, 
but also in team-building and modern management practice, in the 
principles of adult learning, in travel and the hospitality industry, in 
IT and multi-media, in budgeting and negotiation ... and that’s only 
part of it.

The meeting planner must also be a leader.

As you cannot do everything alone, you should assemble around 
you a team of enthusiastic specialists who are as committed to the 
success of your event as you are. They will naturally look to you for 
leadership.

And a good starting point in your search for the most professional 
support is the German Convention Bureau.

We will help you to find the right team for your event. Just tell us 
what you want.
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Setting aims, goals and objectives
It is a truism that ‘if you don’t know where you’re going, you’ll never 
get there’ and this applies to conference organising. To achieve 
success, the first step is to define success. 

Are the delegates to be educated, motivated, informed, rewarded or 
brought together for some other reason?

Having established why the meeting is taking place, encapsulate 
your aim in a short, clear sentence. 

Example: ”The aim of this meeting is to commit our staff to the 
forthcoming merger.” 

Then circulate this to everyone involved so that you are all directing 
your efforts towards the same goal.

What might that goal be? Something achievable. 

Example: ”After this conference, all attendees will understand 
the reasons for the merger and will be committed to its 
success.”

Now it is useful to design some measurable objectives. These are 
tools with which you can prove that your event was a success and 
achieved its goal. 

Examples: ”After the event, 75% of attendees will know the names 
of the new directors.” ”25% will have signed up for the 
new training course.” ”90% will be familiar with the 
merger schedule.”

Of course, measuring systems will need to be put in place so that 
you and the other stake holders (E.g.: colleagues, clients, sponsors, 
etc.) can quantify the return on investment (ROI). These could in-
clude delegate surveys, sales results, media coverage.

Remember that it is in your interest that whoever initiates the event, 
briefs you on their aims, goals and objectives.

It is equally important that you can prove you achieved them!
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The keys to success
It helps to keep a few key principles at the back of your mind.

Here are ten to remember:

1. Formulate (and stick to) a clear aim and measurable objectives
2. Understand the needs and expectations of your delegates
3. Plan in detail
4. Create a stimulating and balanced programme 
5. Choose a suitable venue in an appropriate location
6. Budget in detail and monitor expenditure
7. Communicate plans and decisions to everyone involved (in writ-

ing)
8. Create a motivated operations team and lead from the front
9. Keep your administrative procedures simple
10. Project your enthusiasm to all concerned
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Tools of the trade
Your task will be made much easier if you start by assembling some 
management aids.

The first of these is what may be termed ‘An Event Profile’:

This is a short document that summarises the event. It answers all 
the who? what? when? why? how? and where? questions. It, there-
fore, includes dates, numbers, the aim and, most important, details 
of the organiser (you).

Not everything will be cast in stone at this early stage (for exam-
ple the site of your conference has yet to be decided although the 
region may be firm), but other people will need these parameters if 
they are to help you.

The second vital document is ‘A Delegate Profile’: This provides 
an insight into your ‘customers’, the people for whom the meeting 
is being held. Everyone with a stake in this event needs to know 
the type of attendee in order to give them a service tailored to their 
needs. So, in general terms, specify age, gender, occupations, na-
tionalities, languages, and what it is that brings them together. In-
clude anything that will help others to provide your delegates with 
what suits them.

As you start the planning process, another document will never be 
far away from you and your calculator:- The Budget: This may be a 
simple memo with a single sum that you must stay within, or it may 
contain dates when income is due and when monies become avail-
able or give limitations on spending. 

Example: ”No more than 15% of budget may be spent on social 
events”

In any case, it will colour your decision-making!

Arguably your most important tool will be an ‘Action Plan’ or ‘Oper-
ations Schedule’: Whether it is a computerised flow chart or a work 
book, this is the master list of what has to be done, by when and by 
whom. It should incorporate a ‘Time-line’ and you and your team will 
be referring to it constantly. This ever-changing, demanding, critical 
document represents the countdown to lift-off.
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Delegate welfare
As an event organiser you have no greater responsibility than the 
well-being of your attendees. You have a moral (and, in Europe, le-
gal) obligation to look after their physical and mental welfare. 

This may entail ensuring that they are not in any danger 
from ...

■ criminal activity
■ terrorism
■ fire
■ dangerous driving
■ food poisoning
■ un-regulated sports activities
■ extremes of climate and weather

In this respect you should ...

■ ensure all attendees are registered
■ check the safety systems and procedures at your chosen ven-

ue
■ brief everyone on potential local hazards
■ check the hygiene certificates in kitchens
■ examine the competency certificates of organisers of hazard-

ous sports
■ maintain a first aid facility
■ brief attendees on local weather situations
■ ensure that all drivers are competent and licensed
■ safeguard all baggage in your care
■ be aware of local medical resources
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Pre-planning
Every hour that you spend planning your event probably represents 
a day’s work if you don’t. Avoid the temptation to rush in with lots 
of bright ideas or pre-conceived notions. They may be difficult to 
un-arrange!

Set your aims and objectives, assemble your tools and ask a lot of 
questions. There’s always someone around who has run a similar 
event. Learn from other people’s mistakes, not your own. It isn’t nec-
essary to re-invent the wheel.

There are associations of meeting planners and event organisers, 
there are books on every aspect of the art, there are courses and 
seminars which compress a life time of experience into a few days 
and there are organisations such as the GCB that are waiting to 
help you.

In fact, the GCB should be among the first whose expertise you har-
ness when you create the team that will help and advise during the 
(sometimes fraught) months ahead.

Bear in mind that you may need separate plans for ...

■ Venue selection
■ Printing
■ Travel
■ Social and recreation
■ Accommodation
■ Speakers
■ VIPs
■ Catering
■ Rehearsals
■ A-V and IT
■ Marketing
■ Evaluation
■ Contingencies

… and a master programme

You cannot be an expert in all of these areas, but there is someone 
out there who is!
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Destination and venue finding
Many factors will influence your choice of destination within Ger-
many 

You might consider these:

■ The aim of the event 
■ Delegate expectations
■ Stake holders needs
■ Previous destinations for this event
■ Travel time 
■ Budget
■ Political and social considerations
■ Climate
■ Local levels of support
■ Local attractions
■ Your provisional programme

After choosing a destination, you will be looking for a venue within 
that locality. The style of the venue will depend on the aim and the 
meeting.

You have a choice of:

■ Resort
■ City Centre
■ Country 
■ Airport

and you may consider ...

■ Hotels
■ Convention centres
■ Heritage sites
■ Ships
■ Other special venues

Whatever locality you select, there will be a local Tourist Office or 
Convention Bureau which can provide all the material you need for 
further planning and will help with contacts and liaison. At the GCB 
we have close links to all our cities and regions with partners in 
every area. Call us first for help.
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Sources of advice
When you embark on planning your first conference there can be a 
feeling of isolation as you explore unfamiliar territory. In reality the 
business is teeming with people eager to help and advise. Some 
will expect payment, some help you as part of their service, some 
are altruistic.

When considering Germany as a conference destination, start with 
the GCB. We can supply regional and site information as well as 
leads to specialist suppliers ... and expert advice. Other sources of 
reference are:

Material in print ... (and on computer)

■ Venue Directories
■ The Internet
■ Yellow Pages
■ Travel Guides
■ Trade magazines 
■ Incoming mail
■ Hotel guides
■ Your own files

Agencies ...

■ Travel agents
■ Professional Congress organisers
■ Hotel group central reservation offices

Note: The functions of a DMC are provided by PCOs and CVBs in 
Germany

Others ...

■ Airlines
■ Trade exhibitions (E.g. ’IMEX - The Worldwide Exhibition for 

incentive travel, meetings and events incorporating Meetings 
Made in Germany’, EIBTM, IT&ME)

■ Departments of your organisation
■ Colleagues
■ Conference industry associations (E.g. MPI)
■ Familiarisation visits

... and most usefully ...

visit our website: www.germany-meetings.com 
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Request for Proposals (RFP)
Let’s be clear about one thing: despite what a thousand hotels and 
convention centres will tell you, there is no such thing as a venue 
equally suited to everybody’s needs.

The site where you choose to hold your meeting will usually be the 
best available and you might have compromised to get it. But that 
shouldn’t stop you from seeking perfection.

At its simplest, the procedure goes like this ...

■ Decide on a region or city 
■ Have a clear idea of the style of venue that will best suit your 

needs
■ Prepare and send out a ‘Request for Proposals’ (RFP) 

Bearing in mind ...

■ The aim of the event
■ Dates
■ Numbers attending
■ Stake-holder needs
■ Budgets

Your RFP should contain a list of features that the perfect venue 
will possess. Annotate those that are essential and those that are 
merely desirable, but explain in some detail the demands for: meet-
ing space, social function capacities and accommodation.

Add any other vital factors that will affect your choice of venue such 
as financial constraints, facilities for the disabled, catering needs or 
special A-V demands. Include a provisional programme and layout 
diagrams, if necessary.

Attach this ‘wish list’ to your ‘Event Profile’ and send it, with a dead-
line for replies, to those venues that might accommodate your meet-
ing in the region or city of your choice. (Or save yourself a lot of 
work by sending it to us at the GCB for onward transmission.) 

When you have compared all the responses it will become clear 
that your choice is surprisingly limited, so making a short list is easy. 
And it is these shortlisted properties that you will go to inspect. 
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Site Inspections
One of the most important tasks you will undertake is the visit to 
inspect potential venues. Even if you have a short list of one, a site 
inspection will be vital. You need to check out all those wonderful 
scenes in the brochure for yourself!

Start by asking the GCB to arrange your appointments with their 
members in your chosen locality.

But it is only fair to the management of the venue you are visiting to 
prepare yourself - and them - for the encounter.

Give the staff ample warning, tell them what you wish to inspect and 
who you want to meet, remind them of your requirements. Tell them 
about your company or client.

Some experienced PCOs take along not only a note book, but also 
a dictaphone (for note taking on the move) and even a camera or 
camcorder. And they know exactly what information they need to 
take back with them. Things like ...

■ References
■ Booking conditions or a sample contract
■ Social and recreational ideas
■ A list of local suppliers

The venue’s conference pack should give you all the basic informa-
tion you need such as room capacities and available services, but 
it won’t say much about management or staff attitudes, about ne-
gotiable items or the fact that it is situated under a busy flight path. 
Some things you must experience for yourself!

Perhaps the most important item to take on a site inspection is the 
checklist of questions that you prepared earlier!
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Meeting rooms checks
For a conference, it goes without saying that the event will centre 
on the primary meeting room whether it is a conference for 2000 or 
a course for 10. (Although some might claim that the bar is the focal 
point!) Anyway, you need to subject all your meeting rooms to close 
scrutiny ...

First, check their location within the venue for ...

■ Independent access (direct to concourse or street?)
■ Freight access
■ Disabled access

... and their ‘findability’ and proximity to ...

■ Main entrance & car park
■ Registration areas 
■ Break -out rooms
■ Meal areas & kitchens
■ Lifts &Telephones
■ Toilets 
■ Fresh air

Next check the fixtures ...

■ Decor
■ Wall & floor materials (should be sound absorbent, not bright 

and not ‘busy’.)
■ Soundproof partitions, Independent heating/aircon
■ Pillars/obstructions
■ Room shape and partitions 
■ Location of doors (and where they lead)
■ Fire exits 
■ Natural light/Views
■ Chandeliers & mirrors 
■ Stage area and access to it
■ Light and temperature controls, Power & telephone points 
■ Blackout
■ Acoustics
■ Ceiling height (for projection purposes)

... and finally, the moveables ...

■ Chairs (comfort factor)
■ Tables (size & coverings)
■ Table furniture (what is provided?)
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Planning programmes
Money, time, and the participants are three crucial factors when it 
comes to planning a conference programme. Only you will be aware 
of all the influences, but you should take into account ...

■ The aim of the event
■ What the chosen location and venue offers (and when)
■ The duration and timing of the event
■ The nature of the delegates and if they are accompanied
■ How far they have travelled
■ What they are accustomed to
■ The timings of crucial business sessions and any trade show
■ The availability of speakers
■ The timings of the main social events? 
■ Levels of interest in session topics
■ Any logistic factors, such as availability of rooms.
■ Transfer times to other locations
■ The potential effects of the weather 

Above all, allow flexibility in your programme so that the unexpect-
ed doesn’t spell ‘disaster’.
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Planning recreation and leisure
Attendees will derive the most benefit from your event if there is 
time in the programme for recreation. The best schedule is one that 
has a nice balance of work and leisure activities. This requires plan-
ning, so here are some factors that you might take into account.

People factors

■ The aim of the event
■ Likely numbers
■ Who the delegates are
■ What they are accustomed to
■ What their expectations are
■ What they can afford
■ The previous day‘s activities
■ Travel fatigue

Time factors

■ The time available for recreation
■ Local shopping hours
■ Transfer times to recreation sites
■ The times of sunrise and sunset
■ Times of meals before and after recreation
■ Times of special social events
■ The work timetable

Local factors

■ Climate and weather
■ What the location offers 
■ What the venue offers
■ Cultural constraints
■ Capacities at attractions 
■ Entrance fees & gratuities
■ Catering
■ Availability of resources:

■ transport
■ staff
■ special equipment 
■ catering
■ disabled facilities
■ Toilets
■ storage on site
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Other factors

■ Budgets of the organisation 
■ Special clothing needs
■ Insurance
■ Special safety requirements
■ Contingency plans
■ Marketing and PR 
■ Communications
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Planning food & beverage
The delegates at your meeting may not remember what they dis-
cussed, a month later, but they will remember the meals (for good 
or ill!)

If different venues are hosting different functions, menu coordina-
tion is necessary so that you don’t eat chicken at every meal.

Talk to all the Banqueting Managers, Chefs and Head Waiters so 
that they feel involved in your overall plan.

Study their suggested menus, wine lists and bar prices.

Ask for photos of previous similar functions, client references, lay-
out plans and capacities.

Discuss what the banqueting team enjoy doing, what is local and 
popular at the time of the year in question. Seek their ideas and 
suggestions.

In the restaurant, check out ...

■ The menu 
■ The food (appearance and taste)
■ The service
■ Table decor
■ Ambience and lighting
■ Sound systems
■ Disabled facilities and access
■ Fire exits and general security
■ Location of cloakrooms & toilets 

And enquire about ...

■ Bar times
■ Staff to guest ratios
■ Staff experience/training 
■ Breakfast (selection and speed)
■ Hygiene procedures
■ Recycling policy (will they donate excess food to charity?)
■ Consumption controls 
■ Corkage charges
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What to negotiate
There are many ways to stretch your conference budget and one is 
to negotiate the best deal with your chosen suppliers. Most things 
in life are negotiable, not least the services that your venue will pro-
vide, but don’t be tempted to bully the management into ultra low 
room rates.

As a rule it is better to pay a reasonable rate for facilities and ac-
commodation and then negotiate added value.

For example you might ask the venue to waive or reduce their 
charges for ...

■ Partners
■ Single occupancy
■ Deposits
■ Meeting rooms & A-V 
■ Use of amenities (E.g. Disco, sauna )
■ Late bar licence
■ Use of office equipment
■ Storage facilities
■ Signs
■ Local telephone calls
■ Parking
■ Airport transfers
■ Corkage charges

and ask for ...

■ Deposit waiver
■ Late check out
■ Free set up and break down days
■ Free newspapers
■ Extra porters
■ Complimentary rooms on a basis of one per 50
■ Room upgrades
■ Fruit or flowers in rooms
■ Continuous tea/coffee service
■ Pastries with coffee
■ Menu and wines upgrade
■ Welcome cocktail party
■ Menu and place card printing
■ Use of an office

But don’t ask for all these at once if you want to preserve a cordial 
relationship with your venue!
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Venue liaison
Probably the most important relationship that you will have as a 
meeting planner is with the management and staff of your chosen 
venue. They must become committed members of your team, shar-
ing your vision of success.

Take time to plan (and discuss with your appointed Conference Co-
ordinator), how best to motivate the staff so that they give you and 
your delegates, exemplary service. 

You may consider incentives, briefings, publicity, and recommenda-
tions, but the most effective contribution will be your own profes-
sionalism. Avoid sliding into a ‘them and us’ relationship. You have 
more to gain from working together than falling apart.

The venue will appreciate being kept informed, of your decisions 
and any changes, throughout the planning phase. Establish pro-
cedures, confirm everything in writing, make records of decisions. 
Keep them abreast of numbers, warn them of VIPs and celebrities, 
involve them at every stage of your function planning. Seek their 
advice, they’ve seen it all before!

Prepare ‘Function Requirement Sheets’ for each session and func-
tion. These should include the following details ...

■ What the function is
■ Timings (including set up and tear down)
■ Numbers attending
■ Room layout (a sketch will be helpful)
■ A-V support required or brought in (blackout?)
■ Extra furniture needed
■ Table top extras (water, mints, pads, pens, etc)
■ Signs
■ Staff required
■ Security factors
■ Any other special needs
■ Name and contact for the function coordinator

Your relationship will be strengthened if you are prepared to be flex-
ible in your demands. That’s almost as important as ... a sense of 
humour.
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Budgets
There is not enough space in this short guide to list every possible 
item of expenditure that you may incur when staging a meeting, but 
a logical approach to the matter of budgets will help you to foresee 
most of them. If the event has a history, your job is made easier.

You will find the ‘Budget’ form on the GCB’s Web site very useful.

Essentially there are two types of cost for your event:

■ Fixed costs (those items that do not depend on numbers, e.g. 
marketing & speakers.)

■ Variable costs (those per person items that will reach a variable 
total, e.g. meals.)

Whether you have been allocated a set amount to cover the event 
or your expenditure must depend upon your income, the principles 
of budgeting remain the same ...

■ Allocate
■ Negotiate
■ Monitor
■ Account

Allocation. It will be helpful to divide potential expenditure under 
several heads, for example ...

■ Travel and transport
■ Accommodation
■ Presentations
■ Social and recreation

These can be subdivided again and should be entered into a Cash 
Flow Forecast where costs (and income) can be projected on a 
month by month basis.

Negotiation. This will provide you with an agreed price for every-
thing.

Monitoring. This should be continuous so that potential overspends 
are avoided or identified early.

Accounting. You do this not only to satisfy your financial control-
ler and stake-holders, but also to provide a historic base for future 
similar events and to demonstrate your success.

Finally, beware those hidden costs. Ask every supplier what extra 
costs are possible - and budget for them!
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Budget savers
If yours is a conference that is permitted to generate income then 
consider some of the following revenue-attracting ideas:

■ Local, regional, national or European grants 
■ Sponsorships 
■ Sell advertising space in

■ brochures
■ programmes
■ mailings

■ Sell ...
■ display space
■ tapes of proceedings
■ attendee lists
■ mementoes
■ delegate research results

■ Create a small exhibition
■ Negotiate a commission on the sale of gifts 

Meanwhile overheads can be cut by an imaginative approach to 
expenditure.

■ Be flexible about dates
■ Invite several suppliers to tender
■ Ask suppliers for a discount
■ Use local resources 

‘F & B’ can be a major item of expenditure, here are some ways to 
reduce costs ...

Drinks

■ Cut out the dry snacks
■ Choose house wines 
■ Limit bar consumption on a cash basis
■ Check empty wine bottles 
■ Buy coffee/tea by the urn
■ Reduce room temperatures 

Food

■ Aim for perceived value 
■ Limit the number of choices 
■ Buffets may cost less
■ Choose dishes that provide bulk 
■ Sandwiches are better value than canapés.
■ Choose local ingredients 
■ Give the Banqueting Manager a budget
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Managing multi-media
It would be foolhardy to write here about the current batch of tech-
nical support systems available to the meeting planner - they will 
have been superseded within 12 months. However, the Internet is 
here to stay and will play an increasing role in meeting manage-
ment.

The pace of technological advance is affecting the conference in-
dustry as much as any. All that the meeting planner can hope to do 
is be aware of forthcoming developments in the fields of IT, com-
munications and presentation. These include ...

■ registration systems
■ venue-finding software
■ accommodation reservation systems
■ mobile telephony
■ presentation techniques
■ video conferencing
■ on site delegate information systems
■ on site tracking and security systems

As a meeting planner if you do not enjoy the advice and support of 
an in-house IT specialist, you should befriend one!

When purchasing or hiring multi-media support from a professional 
agency, always shop around because, prices are very flexible and 
equipment varies. Yesterday’s systems may be perfectly adequate 
and at a lower price than today’s state of the art equipment. 

You have the choice to bring along your familiar home-town supplier 
on location or call in a local agency.

As a rule of thumb, if a venue is not comfortable communicating 
with you by E-mail, then it will have a problem meeting your on-site 
technical needs.

And finally ... although it may be fun to stretch the imagination 
through the medium of lasers, holograms, video/slide presentations 
and computer enhanced images, remember that it is the message 
that you should communicate, not the ‘son et lumière’!
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Audio-visual aids
As a meeting planner, it will save embarrassment if you have a 
working knowledge of the basic equipment used in presentations, 
including the characteristics and capabilities of basic technical 
equipment:

■ The Flip Chart and stand
■ The Overhead projector (OHP)
■ The Video tape recorder (VTR)
■ The Video projector
■ The 35 mm Slide projector
■ A simple sound system
Needless to say, time spent getting acquainted with these items will 
be amply repaid. Do not expect visiting speakers to be familiar with 
every piece of equipment on the market. A technical rehearsal is an 
absolute necessity.

When setting up and testing projection equipment, microphones, 
etc., check for visibility and audibility in all parts of the room.

It is also important to understand the relationship between focal 
lengths, screen sizes and visibility in an auditorium:

■ The base of the screen and the projector should be at least 1.5 
m above the floor.

■ Screen width should be one and a half times screen height
■ The front row should not be less than twice the height of the 

screen away from it.
■ The back row should not be more than nine times the height of 

the screen away from it.

These rules do not apply when ‘back projection’ is employed (where 
the projector is behind the screen) but other considerations come 
into play.

In many cases your venue will provide and be responsible for your 
basic A-V needs but the technician will not remain at your side all 
day! Insist on the provision of spares of all usable components such 
as pads, pens, bulbs, etc.

A number of useful guidebooks are available for those unused to 
handling basic A-V equipment.
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Some audio-visual questions
Much time can be saved if you ask the right questions about Audio 
Visual matters on an early visit to your chosen venue.

For example ...

■ What in-house resources and technical support are provided? 
(And at what cost?)

■ What porterage and lifting equipment is available?
■ Does the venue operate tied contracts with suppliers? 
■ If not, who are the best local suppliers?
■ When are the earliest and latest times each room is available?
■ Can the rooms be accessed at all times?
■ Where is equipment normally stored and what security is in 

place?
■ What is the power supply?
■ Where are the power points?
■ Is there an extra charge for the use of electricity?
■ Where are sound and lighting systems controlled from?
■ Does the local fire inspector have to check set ups?
■ Do any special local conditions apply?
■ What materials if any are prohibited? (There may be flammabil-

ity limitations and some venues do not allow certain adhesives 
on walls.
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The creative touch
Meetings have a boring tendency to become formulaic. ”The recipe 
works, so why change it?” is the prevailing attitude.

The answer is that people learn better when their senses are stimu-
lated so, throughout the planning process and long before all the 
logistic details have been firmed up and the programme finalised, 
take time to stand back and dream up ways to make this conference 
different.

As a meeting planner, you have a duty to communicate and stimu-
late - to add that dash of Tabasco to the recipe. Remember dele-
gates like to be pleasantly surprised

There are countless opportunities for your creative flair - and it 
doesn’t only have to be on stage. Inject it ...

■ During registration and the welcome procedures
■ At the business sessions
■ During coffee breaks
■ At the social functions
■ On and after departure

The most memorable events are those that break the mould and 
create an experience rather just another meeting. This usually re-
quires one to ‘think outside the box’, perhaps with a few colleagues 
at a brain-storming session.

If you want to inject the ‘Wow!’ factor into your conference then, as 
a rule of thumb, ask this question about all your arrangements: „Is 
there another way to do this from the way I’ve always done it?” You 
will certainly come up with some excitingly different answers.

For ideas, look to television or to other events. Talk to people in ad-
vertising and the media or buy in half a day’s brain-storming by a 
creative thinker.

Variety is the spice of ... a good conference.
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Speakers management
To get the best from your conference speakers - whether paid or 
unpaid - there are three principles:

■ Brief them
■ Host them
■ Reward them

Unless they are fully briefed they will not feel committed to your 
event. Do it personally and do it in writing. Communicate regularly. 
They need to know ...

■ When, where and for how long, they should speak
■ Who or what precedes or follows them
■ What they should speak about
■ What A-V aids are available
■ How many and who are the audience
■ What, when and how they will be paid

Find out your speakers’ motivations. Is it money? prestige? an audi-
ence? Then make sure that their needs are satisfied. 

Your speakers will rarely know anyone at your event, host them as 
honoured guests and set aside a speaker’s lounge or ‘Ready room’.

Insist on rehearsals and ensure that the speaker feels comfortable 
with the layout, lighting, etc. Don’t be reluctant to advise on tech-
nique or to suggest script changes. 

Organise lighting and sound to support and enhance the performer 
and plan a signal system.

Always encourage and thank your speakers (publicly and private-
ly).

Obtain audience evaluations and convey them to the speaker soon 
afterwards.
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Marketing
For the organisers of association or speculative events, successful 
marketing can make the difference between success or failure, be-
tween profit and loss. But effective promotion can boost corporate 
events even where the delegates are required to attend.

The anticipation of an enjoyable and stimulating conference or trade 
show puts attendees in a receptive frame of mind. Clever marketing 
can create this effect.

A Marketing plan should be one of the earliest schedules you pre-
pare because your promotional activities should keep pace with 
your planning. To broadcast your message you may enlist all sorts 
of media ...

■ professional journals
■ trade papers
■ regional press and radio
■ the destination CVB
■ the venue
■ related conferences
■ trade shows
■ a launch seminar

... and utilise ...

■ advertisements
■ press releases
■ mailings
■ faxes and e-mails
■ web site pages (yours and others)
■ your speakers
■ notices and posters
■ press conferences
■ diaries of events

The type and quality of all your printed material is important and 
should reflect the theme and style of your event. For a small meeting, 
a simple promotional leaflet may suffice, but for a large association 
congress you may need three or four mailings of different brochures 
containing programmes, speaker details, social activities etc.

Remember that pre-registered delegates save you time, trouble and 
angst on the day, so make those registration forms as user friendly 
as possible!
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More things to remember
Here are a few more things that deserve attention ...

Rooming lists. Delegates can be sensitive about their hotel and the 
quality of their room in relation to others. Tell the hotel who should 
get the suites, etc.

■ Travel planning. Don’t attempt it yourself. Use an expert. Con-
sider using Lufthansa German Airlines or German Railways as 
official carriers. The GCB will advise.

■ Multiculturalism. Take time to discover the requirements and 
customs of delegates from other cultures and (with the venue) 
provide for them.

■ Disabilities. Ascertain the needs of any disabled delegates and 
make the necessary arrangements

■ Taxes and service charges. Don’t be caught out by unexpected 
VAT and service charges. Discuss these with suppliers before 
the event. The GCB has a partner who can help with reclaiming 
VAT.

■ Insurance. You can insure against most unforeseen eventuali-
ties such as speaker ‘no show’. (But not for a shortage of del-
egates!). It is recommended.

■ The environment. Expect good environmental practice. Speak 
to your venue about its ‘green policies’.

■ Delegate familiarisation. Your delegates will appreciate Ger-
many more if they know what to expect. A pre-arrival briefing 
on customs and traditions, plus guidance on where to go and 
what to see in the locality, will be welcomed.

■ On location. Consider appointing a Destination Management 
Company (DMC) at your destination. It will save you time, money 
and potential embarrassment.

■ Public speaking. As a planner, it is inevitable that you will have 
to take the microphone at some point. If this prospect terrifies 
you, undergo some training - and practice.

■ Emergencies. Always assume that something may go wrong. 
Prepare contingency plans so that crises don’t become disas-
ters.
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Afterwards
A conference is not over for the organiser - even when it is. There 
are many loose ends to tie up and you (or someone else) may be 
organising the meeting again next year, so ...

Analyse ...

■ Achievement of aim, goals and objectives
■ The accounts
■ Attendee evaluations
■ Stake-holder evaluations
■ Your team’s opinions
■ High and low points
■ Budgets: forecast v. actual
■ Everyone’s ‘Return on Investment’

Distribute ...

■ Payments to suppliers
■ Photography
■ ’Thank you’ letters
■ Press releases
■ An ‘Event report’

Reward ...

■ The venue staff
■ Your team
■ Yourself (take a holiday!)

Your ‘Event Report’ might contain ...

■ An overview
■ Amended ‘- Event Profile’
■ Description of the venue
■ Attendance statistics, including ...

■ Accommodation take up
■ Function attendance
■ Delegate payment patterns
■ Session attendance

■ List of suppliers
■ List of sponsors
■ Budget analysis
■ Cash flow analysis
■ Summary of achievements
■ Recommendations for the future

”They always say that time changes things,  
but you actually have to change them yourself.” (Andy Warhol)
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Room Layouts

Rows / Theatre style

U-shape

T-shape

Classroom /  
Parliamentary style

Board room style

Cabaret style
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General Information

Climate: 

Germany has a moderate climate, and fluctuations in temperature 
are comparatively slight. In summer the average temperature is  
21° C/70° F and in winter around 0° C/32° F. 

Currency: 

Euro (€)

The euro is legal tender for all transactions since 2002 in the follow-
ing European countries: 

Belgium, Germany, Greece, Spain, France, Ireland, Italy, Luxem-
bourg, The Netherlands, Austria Portugal, Finland

1 US Dollar = 0.7575 Euro - 1 Euro (EUR) = 1.32 US Dollar (USD) 
(January 7, 2005)

A value-added tax of 16% is imposed on goods and services. Prices 
are always inclusive prices, i.e. they already include the VAT.

Electricity: 

Germany uses 230 volts. Items such as hair dryers and irons can be 
borrowed from the hotel. This makes for fewer luggage too.

Language: 

Most Germans, especially in the big cities and in the travel industry 
speak English.

Local Transportation:

You can get almost anywhere with Germany’s excellent public 
transportation system. Keep in mind that you often have to buy your 
ticket at the station ahead of time (not from the driver). Often the 
ticketing machines only take coins, so try to hang on to your change 
(especially 5 cent, 10 cent, 20 cent, 50 cent, 1 eur, 2 eur pieces) to 
make your life easier. 

When you purchase your ticket for a single trip check that it is 
stamped with the date and time. If it isn’t stamped, you should 
stamp it with machines on the platforms or just inside the doors of 
the trains.

Postage 

Post offices are open from 8 to 12 and 2 to 6 Monday to Friday and 
8 to 12 on Saturday. Post offices in train stations, airports and major 
cities may be open longer on weekdays. Mail boxes are bright yel-
low.
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