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P International Limousine Service, the largest chauffzured operator in the District of Columbla, gats 40% of its business from DMCs, Richard Kane estimates,

o Conventions & Meetings

Operators working
with DMCs need
to makes sure
they understand
the transportation
security rules of
various venues
and keep up good
contacts with se-
curity staffs, says
Washington, D.C.
operator Richard
Kane.

erings, government-related conferences,
and association conventions. ILS also has
a contract to be the chauffeured provider
for Washington’s famed landmark May-
flower Hotel on Connecticut Avenue, a
good source of referral business.

“The DMC business is starting to come
back strong in Washington because of
the issues that we're dealing with,” Kane
says. “Everybody is coming here to make
sure their voices are heard. When they
get here, they have to get 'there’ some-
how. The nicest thing aboeut Capitol Hill
is there is no parking on the Hill. You
have to take a cab, sedan, or bus.”

DMC CHALLENGES

One of the key challenges in handling
large groups using multiple vehicles in
any city is to coordinate with the strict
security teams of hotels, convention ven-
ues, attractions, and other destinations
within the city, Kane says. Operators
need solid contacts so they know who to
contact to accommodate and authorize
multiple vehicle movements.

A key market shift that Kane has ob-
served since the recession is more clients
trying to bypass DMCs and deal directly
with chauffeured transportation compa-
nies.

“In many places, the DMC used to
come to us and represent an association
or corporate travel department,” he says.
“Now many corporations are doing it di-
rect. That's been a big challenge because
instantly we're getting calls from people
not as experienced and knowledgeable
as a DMC." That takes more time for “re-
teaching” the client on transportation ar-
rangements that a DMC would already
be familiar with, Kane says.

Kane also sees a trend toward larger
vehicles to accommodate groups and
more budget conscious mid-size clients
of DMCs, such as organizations need-
ing to move about 30-50 people for
an event, Regardless of the size of the
group, DMCs tend to leok for larger
chauffeured operators that have plenty
of metal and/or can access a responsive
local affiliate network for additional ve-
hicles, Kane says.

BREAKING IN:
How Does a Smaller Operator Get
DMC Business?

Southern California operator Steve Levin has started pursuing the contacts
needed to slowly build a chauffeured service oriented to DMCs.

TEMECULA, Calif.
— Steve Levin,
owner of Sterling
Rose Transportation,
is pursuing as much
convention business
as possible this year,
as he builds on his
hotel transportation
contracts.

Levin, a 2008 LCT
Operator Of The
Year, advises that
gaining the trust and
connections for DMC
husiness requires
networking and
knowing how to em- |
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e ., Steve Levin draws upon his experience providing transportation for
reliability. . You Ca”‘[ hotels, such as the South Coast Winery and Resort in Temecula,
expect to just walk in  galif,, pictured here, to attract DMC business.
and say, ‘Here | am
and I'm ready,” Levin says. “It's based on long-standing relationships.”

The shakeout from the recession has lelt fewer operators vying for larger slices
of the convention pie, which means that secondary back-up companies are needed
more than ever. Levin also cited examples of DMCs that used just one chaulieured
transportation vendor, and were forced to urgently find alternatives when that vendor
could no longer do business them.

“DMCs need to have multiple vendors to keep from having to scramble,” Levin
says. ‘Because of the volatility of the market, it's not a wise move to just have one. A
DMC at least needs to have a primary and a secondary. You don’'t want to displace
anyone, but you tell DMCs you just want to be on their list and be considered for do-
ing a good job.”

Levin stresses the importance of gelting connected to the DMC indusiry. He be-
longs to the board of the San Diego chapter of Meeting Planners International (MPI),
where he chairs two committees, and the Hospitality Sales and Marketing Associa-
tion International.

“I've made the determination that this is the business that | want to be in and wanl
it to be our focus in addition to wine tours and weddings,” says Levin, who operates
an 11-vehicle fleet based in Temecula that serves clients in San Diego, Riverside, Or
ange, and Los Angeles counties. “It's not a matter of just showing up at one meeting
at one time and expecting you will get in and get business. | have to creale relation-
ships that allow me to get through the door.”

In a recent sample letter to a DMC, Levin emphasized Sterling Rose's comimitmenl
to the meeting and events industry, being a “pariner, not just a provider,” being "large
enough to do the job, but small enough to care about you,” offering a vanely of late
model vehicles, competitive prices, service to multiple locations, and most impor-
tantly, giving a free sample lransfer or run to demonstrate good service

In mid-May, Sterling Rose helped provide chauffeured transportation service fol
the San Diego Convention and Visitors Bureau for its Big Bay showcase event, tak- ‘
ing a gathering of event planners to and from the airport. Levin drove one of his mini-
buses as part of the job. “It gives me an audience with these people,” Levin says "I
they come to town, I'll know about it, regardless of where they are staying !

Levin, whose campany services several resorl hotels in Southern California, also
advises that operators develop and strengthen relationships with holels, since mosl
have sales and conference departments that work with mulliple DMCs and corpo-
rate accounts throughout the year to handle lodging and/or onsite events. *l go lo
somebody at the hotel who knows evenl planners and ask them to ask the DMCs
who they use, tell them aboul our work for the hotel, and then ask them if | can
contact thern." [TH]

LIMOUSINE, CHARTER & TOUR JUNE/JULY 2010 19

T ol e o A





