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So the perfect event may seem as unattainable 
as the mythical unicorn. But that shouldn’t stop 
anyone from aspiring to orchestrate the ideal 
affair because it is within their reach. For a little 
inspiration, here’s a look at five business events 
that went off u hitched. 

The Event of the Century
Jan Aument, owner of Good Plan Jan in 
Minnesota, was charged with a brand launch for 
a well-known company whose existing brand 
was already 100 years old. Admittedly, “it was a 
very difficult change,” she says. So she began by 
organizing a series of nine regional meetings for 
the sales staff ho weren’t particularly receptive 
to the new brand, including a tribute to the 

outgoing brand that included collage boards of 
photos that attendees submitted and a brand 
retirement party with cake and champagne. 
Once the sales reps were onboard with the new 
brand, three similar regional events were held 
for longtime customers. After nearly a year, the 
events culminated in a grand fi ale in Las Vegas 
where more than 1,000 existing customers turned 
out to officially welcome the new brand. But 
Aument needed the launch to be exciting, and a 
banquet dinner with a speech from the company 
president was not going to achieve that. Through 
her network of meeting planner colleagues, she 
heard about the Chainsaw Chicks, a female trio 
of ice sculptors. “We took what was an awkward 
moment in the company’s history and turned it 

into an experience for everyone,” she says. With 
music blaring, the women entered the stage 
dressed in the client’s new company colors and 
proceeded to carve a 16-by-8-foot block of ice 
into the new company logo. “Vegas is a tricky 
place because there’s a lot of competition for 
people’s time, but we were thrilled that we had 
such a huge turnout,” Aument says of her success. 

The Power of Free Reign
The greatest challenge to planning many a 
meeting can sometimes be a client or company 
executive who is overzealously involved in the 
planning process. Susan Brooks, owner of Power 
House Meetings and Events in Virginia, had 
the chance to prove that a hands-off pproach 
can also deliver outstanding results. Brooks 
was charged with planning a client’s trade show 
participation while the company was in the 
midst of replacing their marketing manager 
who prepped Brooks before departing the 
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THERE’S NO SHORTAGE OF CHALLENGES facing today’s meeting planners. From 

commission cuts and dwindling budgets to client or executive buy-in and ever-evolving attendee 

needs, it’s not getting any easier for meeting professionals who also know that any small issue can 

have the potential to ignite a powder keg of criticism.  
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With a unique vertical design, 

getting from guest room to meeting 

room is a quick trip down the elevator. 

Which means less walking and 

fewer distractions for attendees—

and greater success for your event.

Meetings & Conventions 2016 Gold Key Awards  •  U.S. News & World Report: The 50 best hotels in the USA 2017
Nearly 200,000 square feet of meeting space  •  The Chelsea, a 40,000 square foot theater  •  Residential-styled guest rooms with terraces
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company. Armed with guidance and direction 
from the outgoing manager, including the 
knowledge that the company’s salespeople would 
do little more than attend the event, and her own 
experience, Brooks commissioned the booth 
and its construction, arranged travel logistics, 
promotions, hospitality events and then included 
all of the details in a client booklet — right down 
to the event attendees that were new business 
targets for the client. “The show went amazingly 
well for them,” Brooks says, explaining that she 
attributes the success to the lack of 
client interference. “There was no 
red tape, no politics and I didn’t need 
consensus from five people to get 
approval,” she adds. “I fi d with most 
events that the less micromanagement 
on the part of the client, the better the 
event goes for them.”

Commemorating  
a Milestone
Detroit-based Special D Events 
took on a client celebrating its 
100th anniversary as a construction 
organization. Special D’s Meeting 
and Event Manager Kelly Dickinson 
and her team planned a number 
of commemorative initiatives that 
spanned the course of a year, which 
ended with a gala tribute dinner for 
nearly 400. “This was one of those 
events that rarely comes along where 
you can say everything went off
perfectly,” Dickinson says. She and her 
team also had a year to plan, working 
with just two contacts on the client 
side: one who steered the planning 
process and sought approvals from 
the company CEO and another who 
provided input. “We had the freedom 
to make recommendations for every 
aspect of the event, from décor and food and 
beverage to the evening’s flow, creative element, 
even the program,” she elaborates. “We touched 
every part of this event.”
 The event took place at a museum where the 
company’s CEO was on the board of directors, 
giving the planning team some extra pull with 
the venue, which allowed the team to arrive 
early for set-up and also went the extra mile in 
staffing up servers. A cocktail hour was held in 
one area of the museum before guests moved on 
to a second area for dinner and the CEO’s speech. 
Dessert was held in a third space and at the 

client’s request, this was the pièce de résistance of 
the evening. The client wanted dessert to include 
a “wow” factor so guests would know the evening 
hadn’t yet come to a close; Dickinson and her 
team sourced a bakery that customized cookies 
to represent the client’s branded construction 
companies, continuing the theme with rocks 
made of chocolate along with an ice sculpture of 
one of their logoed trucks. 
 Dickinson explains that the bar for the event 
was set very high because the company’s most 

senior executives were attending as were high-
level community leaders and business owners in 
the construction industry. “We know these were 
people who attend events like this all the time, 
so we wanted to keep the program tight because 
their time is valuable and it all went smoothly,” 
she says. 

An All-Star Event
An international information technology (IT) 
company tapped Jennifer Johnson to plan a 
two-and-a-half-day customer advisory council 
meeting for 40 attendees. Attendees comprised 

C-suite executives from among the client’s 
Fortune 500 — and larger — customer base 
who, during the course of the event, would 
provide Johnson’s client with feedback about 
their vending services. Johnson sourced the 
hotel — The Mansion on Turtle Creek in Dallas 
— and handled all logistics, inclusive of the 
room block, catering, audio/visual equipment, 
air and ground transportation gifts, ff- ite 
activities and meals. In addition to the hotel, 
the vendors that Johnson worked with ranged 

from a ground transportation agency 
and travel agency to Amazon (for gifts),
a photographer, musician and Dallas’ 
AT& T Stadium, including the Dallas 
Cowboys’ cheerleaders who operate as a 
separate entity. 
    “Hospitality was very important to 
this client and they wanted only the 
best for their customers, so we had a 
single malt scotch on the bar at dinner 
and we brought in a classical guitarist 
to add some atmosphere,” she says. The 
group was multi-cultural and Johnson 
was asked for some very specific menu 
additions that the Mansion on Turtle 
Creek was able to execute flawlessly, with 
the executive chef even welcoming guests 
at the opening dinner. But the level of 
feedback that the client’s customers 
were asked to provide could sometimes 
be tricky. Johnson pointed out that the 
meetings were very productive, “but 
sometimes it could get so tense in the 
room that I was concerned that the 
evening event wouldn’t be enjoyable. 
There was a lot of back-and-forth and 
give-and-take, but the reality is that 
sometimes it can be hard for partners 
to be candid with each other in a 
meaningful way.” 
 The group was treated to a private 

tour of AT&T Stadium that served to further 
bond the top-tier executives. A guide took 
the group on a tour of the football facility, 
walking them through a replica locker room 
complete with pads and uniforms. The next 
stop was the 50-yard line. Four Dallas Cowboy 
cheerleaders, a photographer and stadium 
security officers met the group here. Attendees 
had the opportunity to toss around footballs on 
the field before going upstairs to a private suite 
for a three-course dinner. They were able to 
purchase souvenirs at the gift shop despite the 
fact that the stadium was officially closed. The 

The greatest challenge to planning many  

a meeting can sometimes be a client or 

company executive who is overzealously 

involved in the planning process.
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experience made Johnson a stadium advocate. 
“It’s an easy facility to work with because the 
options are endless,” she says. “You can put the 
company logo up on the big screen, you can 
dine on the field, you can have Cowboys alum 
and referees come speak to the group and share 
their football stories.”

The Value of Face Time
Sally Mainprize, owner of Iron 
Peacock in Dallas, represents a client 
that shies away from traditional 
marketing. ˜  eir customers are so 
upscale that the client prioritizes 
face-to-face encounters over all other 
forms of marketing. Mainprize was 
asked to put together a series of events that 
would reach her client’s customers across the 
U.S. “Customers were very high-end, so unlike 
companies in other industries, this client didn’t 
do ‘normal’ in the normal sense,” she notes. 
More than 200 events were held throughout 
the U.S. where the client has regional o°  ces 

and were built around sporting events, gallery 
openings, and receptions and dining events 
in noteworthy locations that customers could 
enjoy while meeting with the client’s executives. 
Pulling o  ̨ so many consecutive events took a 
great deal of planning and attention to detail. 
Mainprize partnered with other independent 
planners, careful to select those she wanted 

on her team. She describes those she selected 
as “not new to meeting planning, but having 
already had a certain level of experience” so she 
could be conÿ dent of the job that they would 
do on-site. Mainprize equipped them with an 
event kit that contained consistent signage and 
giveaways as well as a table runner and a laptop 

that contained the presentation that would be 
given at the event. “We put this together with a 
great deal of ÿ nesse and attention to detail and 
timing,” she says. To keep in continual contact 
with all parties involved, Mainprize worked in 
the Cloud, using the app Smartsheet for close 
collaboration. 
    But her relationship with the client didn’t 

develop overnight. Mainprize was 
originally brought in to support an 
in-house marketing team’s work 
on these events speciÿ cally. “As it 
began to work and the client felt 
it made sense ÿ scally for them, 
our responsibilities slowly grew, 
including not just the number 

of events that we were responsible for, but 
also the scope of the event work,” she further 
explains. She began updating data, including the 
invitations sent to clients, on the front and back 
ends of the client’s so  ̇ware programs, which 
she points out, is not typical work for outside 
meeting planners. ■

“We took what was an awkward moment in 

the company’s history and turned it into an 

experience for everyone.”

Whether you are hosting a convention for 
1,000 or an intimate conclave with 10 VIPs, 
Hyatt Regency Maui Resort and Spa has 
outstanding meeting facilities to offer exactly 
what you need for a successful business 
gathering. Beautifully situated on Ka’anapali 
Beach and surrounded by acres of lush 
gardens, the myriad of on-site activities, 
award-winning dining, professional staff, and 
recently renovated and completely flexible 
meeting space make this the perfect choice 
among destination meeting hotels. 

For more information, call 808 667 4440 
or visit maui.hyatt.com/meetings.

MEET IN 
PARADISE

HYATT REGENCY MAUI RESORT & SPA
200 Nohea Kai Drive
Lahaina, HI 96761 

The HYATT trademark and related marks are trademarks of Hyatt Corporation or its 
affiliates. ©2018 Hyatt Corporation. All rights reserved.
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