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How exclusive can you be? :
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Whoam|?

* David Reusche, ARAMARK Higher Education
« National Director, Catering Excellence
= 35 years In Hospitality, 25 In Catering
« Marketing, Tralning, Menu Solutions, Technology
= Former NACE National Board - At-large
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Take-a-ways for today

* What's the fuss about exciusivity?

* How fo distance yourself from the competition and
stand out In a crowd of other service providers

* How to successfully respond to RFP's and execute
a winning bld proposal.

* How exclusive can you be?

+ The pros and cons of belng an exclusive caterer

¢ Considerations -
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NBA Cl US Open Super Bowl

Michaei Venus Jack
Jordan Wiiilams Nicklaus Brady
6X 5X 4x 3X
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McDonalds is the
“officlal” restaurant of the

The Olympic Games.
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Contract term in which one party grants another party sole rights
with regard to a particular business function.

Exclusivity = Perceived vaiue

What does this mean to you??
* Increased visibility and PR
* You have access to all of the business
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Venue perspective:

* Location, Uniqueness, Fashion, History
« Develop Markeling that supports venue
* Inciude Proof Statement
« Points of Diffetentiation
» Create Expectations for Event Professionals
¢ ALWAYS - play fair
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Event professional perspective

* Event Planner, Caterers, Photo%uphev.
Entertainmen, Rentais, Florists

* How do you market your business to the
venue?

* Develop Testimonials & Proof Statements

s Points of Differentiation - what makes you
different?

. How will you engage your event partners If
'he lead comes thiough you? Or through
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Do’s

* Always have a Professionai Focus
* Concentration on what you do best

Don’ts
* Never be aloof or act like you own the place

* Never talk bad about your competition, rather
explain the differences

* Never have a take it or leave attitude - no matter
how good you or the venue is
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How is your
business viewed?

Usually to the left

- or right of a serving
Player at Center Court

during Wimbledon

?
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Who stands out How about a company

in the this that decided to stand
crowd out on the world stage,
of in a way that had nothing What does
advertisers? to do with thelr business your plcture
look like?
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How do you stand out?

Are you a member of your Chamber of Commerce?
* Are you involved with community events?
» Do you sponsor a Littie League Team?
* Print Ad or Web-based sponsorships?
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Whatto do...

«Be aware of Annuai events

*Understand the goal & focus completely

. Develgm)ur competitive advantage, create
persp o

* Suggest options or supplemental add-ons
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What to do...cont'd

¢ Develop connectivity with le that can
provldepaccurate ln%mm@:?‘l’lsten

¢ Respond timely & accurately, if you have
quggf?ons, dev'zlop list, ask 'oyncey

¢ Boftom-line: too many nulsance requests for the same
RFP shows a lack of professionailsm
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What to do...

* Navigate the politics, position yourseif

« Be a partner, understand the culture, provide solutions
* Demonstrate your listening skilis

* Have the right financing, don't complicate
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Its like leasing a new car...for both parties
* Can you see yourself In it?
¢ Does it feel comfortable?

* Does it create any uncertainty
* What are the rules if you opt out?

* Boftom-line - Will expectations work for the business In
good times and bad? Understand the terms.
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How exclusive can you be? Or want to be?
* Can you opfimize financing?
* What partnerships with Event professionais help you?

* Does exclusivily create any uncertainty?
* What are the rules If you opt out?
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Danger of exclusivity Is -

people have fo buy from you
rather than

wanting fol
*What will your sales strategy look like?
* How flexible will you be?
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Can you ascertain:

* Is there a true sense of parinership?

* Understand thelr reasons for exclusivity

* Avaliabliity for a fong term contract?

* Is there clear parc ters for comys on structure?

* Do you know your limits? Physical limits of venue?
* Is there an obligation for “in-kind” events?
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This might be the best way to start:
¢ Loss Prossure

* Less investment up front

* Some exposure and visibliity increase

* Be part ot a smail list - not large
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Components:

* Deveiopment of YOUR brand

* Investment will be required

* May temporarily challenge your work/life balance
* Can be a steady stream of Income
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Be in control at all times:
*Do your homework
*Understand the Investment
* Personal fime
» Monetary
« Understand contract management
* Look for “limlted” or “preferred” groupings
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Thank you for your attention

Enjoy the rest of the conference
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