
Don't resort to price cutting 1
expert tel ls event organisers
Business event managers have been warned not

to discount the i r  services and products in the face

of the chal lenging economic t imes ahead.

Speaking to New Zealand and Austral ian

dele gates at  the ina ug u ra I  Profe ssiona I  Confere nce
Orga n isers (PCO) Associat ion Conference on
the Gold Coast late last  year,  Dr lan Brooks told

organ ise rs that  i f  they engage in d iscou nt ing,  g ive-

aways and other pr ice cut t ing act iv i ty they not

only run the rrsk of  reducing or destroying their
own prof i tabi l i ty ,  but  a lso that of  the industry.

'You start  a pr ice war and there is no bottom

to i t l

Brooks says companies who discount are giv ing

the message that they don' t  real ly bel ieve in the i r

product and that ' they feel  c l ients are only coming

to them because they are cheap -  thus destroying

the brand and the cl ient 's t rust .

He adds that people who feel  they have to

cut pr ices to get through the tough economic

cl imates should th ink again. ' l  say you can not

af ford to discount l

Brooks refers to research that shows i f  a

company is making a 300/o prof i t  margin and

i t  d iscounts by 100/o i t  has to sel l  500/o more to
make the same amount of  prof i t .  Any company

discount ing by 200/o has to sel l  2000/o more of  i ts
products or services.

'Going into 2009 what are your chances of
doing that? '

He says event managers should real ise that
pr ice is never real ly the main reason customers do
business with them.

'Pr ice is only the main issue i f  you have not

Dr lan Brooks addressing the Professional
Conference 0rga n isers Association
Conference at Holiday Inn Surfers Paradise

created any more value than can be provided

by your compet i tors and then you have fai led

because business is about the creat ion of  valuel

He says an even more tragic scenar io is when
you create the value and do not sel l  i t .

Brooks says event ma nagers have to rea l ise

what customers actual ly want.  'Your customers

do not want your products and services.  They

want the value they can extract  f rom having an

event and al l  the benef i ts f rom that event.
'You need to be asking your c l ients 'why are you

doing this,  what are you try ing achieve?'  That is

what thev wi l l  be focused on.

PCO

: r  /

'You a lso need to u ndersta nd that va lue is

subject ive.  l t 's  not  what you think i t  is  -  only they
(cl ie nts)  can determine what is value to theml

He gave the example of  hotels which fo ld

toi let  paper into a neat t r iangle when the room

is serviced dai ly.
' l  don' t  know about you, but I  don' t  need such

accuracy.  When lwai t  to check out and lam in a
long queue because there are not enough people

on the othe r  s ide of  the desk, I  wonder i f  they are

al l  up in the rooms folding toi let  paper l

Brooks also ta lked about an air l ine which of fered

a ' reserve a seat '  onl ine service for  $5. ' l  thought

that was great,  but  when the air l ine started to

charge me a $S fee for a credi t  card t ransact ion,

when I  had no choice to pay onl ine any other way

I got real ly angry.  But I  would have happi ly paid

$tO For the seat select ion -  in fact  lwould have

paid $12, so the air l ine would have been $Z bette r

of f  and I  would not have been angry.
'Va lue is not what people wa nt ,  or  what they

need, or desire -  i t  is  what they are prepared to

pay for.  Do you know what i t  is  that  people are
prepared to pay for? '

Brooks says the chal lenge for PCOs is to

discover what they need to do to get their  c l ients

to pay the pr ice they want.
' l f  you don' t  know, just  ask your customers -

they wi l l  te l l  you everything you need to know to

make you prof i table.  Just  ask them and l is te n to

th eml

He says companies need to create a s i tuat ion

where the cl ient  says 'gosh, i f  I  don' t  deal  wi th

that event company, I  am missing out l
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