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Private World of Public Facilities

Continued from page 8

conditioning and labor" were pretty much all you reason- ably could expect.

Misconceptions About Private Management

Still, one gross misunderstanding about private-man- agement business models has lingered, the belief that the services we offer and the decisions we make are in the interest of increasing our own profits. In fact, all income generated by a facility accrues to the building owner-the city, county or state that spent the money to build it. In this regard, our charge, mandate and modus operandi are exactly the same as that of our civil-servant counterparts: Run a first class building. Do your best to balance revenues and expenses (and, yes, reduce the deficit), but never lose sight of an event's impact on the regional economy, on des- tination marketing or quality customer service.

It's true that private-sector companies challenge man- agers to be creative and innovative. But the development of profit centers and new revenue streams are most successful when those innovations increase the value of a facility or fulfill a service need for facility users. We continually hear that "exclusives" (and their implied commissions) are wrong. On closer examination, however, it seems that the mantra "exclusives and commissions are bad" has a recur- ring disclaimer: "Except when the exclusive is mine."

No Surprises, National Sales ...and a Deep Bench

The best way to evaluate the benefits of working with a private-sector management team is to examine why we have so much work. Consistency and brand recognition are an important part of the answer. When Jim Bracken, Chair- man of VNU , was asked what one should expect when booking a facility operated by a recognized private man-
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agement company, he said: " All I know is that I can expect the same levels of service and quality in any SMG-run building as I would when booking a Hyatt or Marriott Hotel. The systems and training are in place, and we are unlikely to experience any surprises."

And don't overlook the value of "national sales," the ability of show managers to book multiple shows in multi- ple locations with one phone call. This definition of national sales wasn't even in the tradeshow glossary before private management entered the scene, and it is a value to all par- ticipants in the industry. It helps the planners do their jot more efficiently, enhances the city and venue's exposur( and directly supports professional organizations like SISO PCMA and lAEM through coordinated efforts that werl unthinkable in the past.

When managing a stand-alone venue (regardless of th owner), the question of who to call arises in regard t everything from improving the cuisine to reducing liabilit risk. Inevitably, the second question is, How much will cost? Whether purchasing software or service contract invariably the result is a combination of mounting consuJ ing costs and unchecked "retail " pricing. Scenarios lil these reinforce the fact that improving the financial pe formance of the building does not solely rest on revenu( More often, It is a result of co!ltrolling expenses, preset ing the facility from the day it opens and leveraging natio

al buying power to help a smaller facility share in t buying power of a larger one.

A private management company has a corporate off

to handle these types of issues. In other words, the gene managers are not out there alone. They are supported myriad corporate geeks (authors included) who they f call upon to discuss anything from new carpet and con< sion carts to how best to reduce energy costs.

The 50 or 60 facilities that are privately managed

rely on support, guidance, comparable data "rea checks," risk management, legal and financial input I most importantly, a highly professional pool of hw resources. If a general manager or other senior man: leaves a stand-alone public venue, the position could months, or even years, to fill. But in the private worJ public facilities, we can have a pinch-hitter on the gr<

in a day or two and a full-time slugger shortly therel That's both a security blanket for owners and show J agers, and an opportunity for promotion within the , work" of facilities in the portfolio. TSE
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