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Fred Tibbitts, Jr.

Fred Tibbitts, Jr. is the foremost global wine & spirits consultant for National
Account chain hotels and restaurants, based at Bangkok and New York. He
travels the world annually attending several of the leading wine and spirits
expositions, seminars and conferences. He is a writer for industry and
entertainment publications in China and the U.S.
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For Meetings of the Mind

Only Premiums Will Do
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We all know that any MICE worth his salt
dines exclusively on the finest wine and
cheese, which easily explains why your
average mouse trap in Beijing, Shanghai or
any other fashionable destination in the PR.C,,
baited with the least expensive cheese from
the outdoor market and served with the local,
economy “banquet wine’, fails to attract even
your average MICE; only premium cheese and
wine will do. So, to attract the more desirable
and profitable of MICE worldwide:

Your reception wine & cheese menu might
include:

Brie & Burgundy

Camembert & St. Emilion / Bordeaux
Parmesan & Barbera or Prosecco Sparkling
Wine

Gorgonzola & Chianti Classico / Sangiovese
Feta & New Zealand Pinot Noir

Your dessert wine & cheese menu might
include:

Bleu d’Auvergne & Sauternes

Stilton & Port Wine

Always provide Extra Virgin Olive Oil &
Baguette in Abundance

Meetings are about adding value for the
client, who responds by selecting your
upgrades: The better value you demonstrate,
the more upgrades become the obvious
choice. Clients utilize meetings and events in
some cases to bring their own team together
for inspiration and focus, while in other
cases to provide an opportunity to entertain
their clients and customers and improve
relationships. Educated MICE know this and
custom design client packages engineered

New Westersn Caitzine €

February. 2010

e R

to provide the best value at the top of
the trade-ups ladder. Anyone can sell on
price; but your close ratio will be poor
and you will find you attract the budget-
conscious business the better educated,
more experienced MICE would prefer
their competitors win. And anytime your
competitor is pleased you have closed on
a piece of business, brace yourself: the
apple is rotten.

The key to increasing revenue and profits
with MICE is to understand the client and
in particular, the reasons they are holding
the event or events. Know their culture:
Know their decision makers: Know their
event wins and provide a customized set
of trade-ups that enhance the prospects
for a more successful event or events. If
they see the added value, they will find a
way to pay for it. Thus, trade-ups mean
premiums from A to Z, which translates to
increased revenues and profits.

The most experienced and best educated
MICE always load the top trade-up
package with so many bells & whistles
and comfort factors that by comparison
the lesser packages are not even in the
running. The client wants the top package
more than ever, because it will insure an
even more successful meeting/event than
they had envisioned when they came to
you. Share their vision, show them added
value and close at the top. Sell on success,
not on price.

| close with a little-known strategy some
of the most successful MICE (many
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graduates of The lvy League MICE School
of Hard Knocks) have utilized with great
success: Design, negotiate and close on the
top trade-up package your skill sets allow.
But then, once the client has shaken hands
and signed on the dotted lineg, tell them the
following:

“Mr. MICE, to show you how committed
we are to working with you to produce an
over-the-top meeting/event, we have an
agreement addendum for your consideration:
If at the conclusion of your meeting/event
you are completely satisfied, we're even. If
you feel we missed the mark, we're going to
discount your final bill by 20% on the spot.
But if you feel we went over-the-top for you
and we exceeded your expectations, you
can thank our team with a 20% bonus. And
those of our team who made it happen for
you will share in your generosity.”

The client has nothing to lose: He is
empowered to gain a 20% rebate if you fall
short of his expectations and, as importantly,
he is empowered to reward you and your
team for excellence.

Clients pay their top performers bonuses:
Be a top performer for your client and be
rewarded accordingly. And who among
your team, knowing that anything short of
excellence in execution might cost you a 20%
penalty, would give anything less than 120%
effort to “wow” the client? Not to mention
the possibility of sharing a 20% gratuity.

| am Red Fred, over & out.
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