TULSA’S TOP 10 SECRETS TO A SUCCESSFUL EARLY CHILDHOOD SUMMIT

1. “The Bright Idea…..”  Before you begin to plan your event, the first question you should ask is why?  What are you trying to accomplish?  The primary reasons that summits, community forums, and conferences are held are to inform, teach, exchange ideas, discuss problems, make decisions, and communicate issues.  It is important to recognize why you are having your event in order to set your agenda to accomplish your most important goals.  People attend events for two primary reasons:  

 (1) to obtain information - - to walk out of a room with more information than when they came in;          

 and (2) to network or develop professional relationships.

2. “It’s Never too Early…..”  Developing a timeline for your event is an important step in the

planning process.  You already know that planning an event involves hundreds of details.     However, a timeline is not just one big to-do list.  A good timeline will identify key tasks and dates.  It will keep you on track, and most importantly, it will factor in time you need to make sound decisions.  Schedule both your to-do tasks and your can’t miss milestones.  Your timeline is a critical planning tool.  Never consider your timeline complete.  Once you have identified the community partners who will comprise the event planning committee, involve them in refining the timeline’s important details and deadlines.  Remember, the earlier you announce your event, the greater the chance you will attract your desired audience.

3. “Reach for the Stars…..”  Collaboration creates the potential to achieve outcomes that are

greater than those achievable by individuals alone, and working in partnership with others is a key step in doing “whatever it takes” for young children and their families.  The essence of community collaboration not only means working in partnership with other early childhood organizations, but also coordinating with formal and informal resources to build a system of community support.  Before embarking on a collaborative venture such as an early childhood summit, community forum, or conference, carefully and strategically determine what community partnerships, stakeholders, and linkages will be most helpful.  The right community partners for any collaborative venture represent clout, commitment, diversity, expertise, resources, and the ability to motivate and energize others

4. “The Vision Thing…..”  You will need strong commitment from a variety of community partners in order for the collaborative venture, and more specifically, your event to be effective, so it makes sense to include those individuals who are committed to creating a shared vision.  However, it is not enough to come together for a common purpose, defining and refining mutual goals and objectives, as well as specific tasks, are integral elements of a successful event.  While developing an overall vision requires thinking about why partners want to do something, goals and objectives specify what to do and who will be served or involved.  Goals are the foundation of an event.  They explain why the event is being held, what you want to achieve, and provide a road map for the how that becomes the planning process.  Objectives are measurable, attainable targets that, when completed, contribute to the accomplishment of the goals.  While the temptation is to start with the logistics of when and where, resist!  The first step to success means actively engaging the collaborating community partners on an event planning committee whose first task results in clearly defined goals and objectives.
5.   “Show Me the Money…..”  One of the first things to do after outlining your event’s goals and

objectives is to prepare a budget.  This is a key step because your budget is an essential tool that 

you will refer to frequently.  Once prepared and approved, your budget is the blueprint for plan-

ning your event.  Events cost money – more than people realize – so writing down every anticipated cost (and any revenues) is essential!  Developing a budget takes quite a bit of work.  Major categories include:  event venue, speakers’ fees/expenses, marketing, catering, publications, postage, and audio-visual/equipment rentals.  Every event has a financial objective. Will the sponsors and the organizing body pay all the bills?  If so, you will want to work hard to bring in as many sponsors as possible.  What about in-kind contributions?  It’s a good idea to generate a draft budget before you sit down with your event planning committee to hammer out the details.  When working with the decision-makers, it is much easier to work from an existing document than to prepare it from scratch.

6. “Location, Location, Location…..”  Just as a retail store needs the right real estate to sell its

products, your event needs the right site to accomplish the goals and objectives you’ve worked so hard to establish.  The location sets the tone for the entire meeting.  Common venue types include conference and convention centers, downtown or suburban hotels, and universities.  How accessible is the facility?  Will the facility meet the expectations of your guests?   What type of facility has the available services and accommodations you need, while still fitting your budget?  Are catering and audio-visual services available on-site?  Is there a discount for these services?  Will you need space for exhibits?  Is the venue in compliance with the ADA (Americans with Disabilities Act)?  Is there sufficient parking?  Take a couple of members from the event planning committee with you and visit the venue before making a final decision.

7. “To Market, To Market…..”  Marketing your event is serious business.  Marketing and promo-

tion are necessary if you want strong attendance.  Good marketing allows potential attendees to understand why they need to attend and what’s in it for them.  Once again, your goals and objectives play an important role.  If they are clear and provide the right message, your promotional campaign should be easy.  However, remember that marketing is not just about getting attendees; it’s also about getting buy-in from community stakeholders and sponsors.  Your marketing message depends on your target audience.  There are many ways to deliver your message, but first you need to determine what your message is and how to package it.  Once you know your audience, you can use a variety of methods to reach out and “touch” them:  brochures, mailing lists, e-mails, fax distribution lists, past attendees at similar events, press releases/media, web sites, advertising, partnerships with other organizations, networking, and word of mouth.  Create a marketing plan using a combination of the preceding distribution methods.

8. “Getting Your Ducks in a Row…..”  Don’t take registration, food and beverage, audio-visual

equipment, event programs/handouts, and the facility set-up for granted.  This is the

stuff that meetings are made of!  Registration sign-in sheets, the event program, fact sheets, reports, easels, laser pointers, flip charts, PowerPoint capabilities, and microphones are all critical to the success of your event.  Name badges with ribbons are a great way to identify VIPs, speakers,

committee members, and other people who need to stand out.  Don’t forget to utilize your most important resource – volunteers.  The best thing you can do for them is provide solid training.  If your volunteers feel comfortable, your attendees will feel comfortable!

9. “Tools of the Trade…..”  Brochures, Pamphlets, Fliers, Even CD’s.  These communication tools can have an impact on your audience long after the conference venue is empty.  Think about the “talking points” that will be emphasized at your event.  Then, make sure that those ideas are well addressed in any printed material that you have available for distribution.  Earn “bonus points” for outside-the-box thinking like sending your conference literature to decision-makers who were not able to attend.

10. “It’s Not Over Till It’s Over…..”  To all those who gave so much of their time and talents,

thanks.  Applaud every effort or contribution, no matter how small.  Whether it’s a short hand-written note or a one-page letter, show your appreciation for a job well done.  It matters.  A lot.

And, it builds a foundation for future collaborations.

       
“Bonus Secret…..”  When in doubt, call the Community Service Council of Greater Tulsa


(CSC) at (918) 585-5551, www.csctulsa.org.  Ask for Phil Dessauer, Jr., Ext. 228 or Jane France,

Ext. 230.

        ADDITIONAL RESOURCES:

· Ad Council – www.adcouncil.org
· Administration for Children and Families, U.S. Department of Health and Human

Services, Child Care and Head Start Bureaus  - www.acf.dhhs.gov/programs/ccb 

· Bright Futures (NCEMCH), Georgetown University – www.brightfutures.org
· Carnegie Corporation – www.carnegie.org
· Child Care Action Campaign – www.childcareaction.org
· Child Care Partnership Project – www.nccic.org/ccpartnerships
· Children’s Defense Fund – www.childrensdefense.org
· Columbia University School of Public Health – www.columbia.edu
· Communication Consortium Media Center – www.ccmc.org
· Community Toolbox, University of Kansas – www.ctb.lsi.ukans.edu
· David and Lucile Packard Foundation’s The Future of Children – www.futureofchildren.org
· Education Commission of the States – www.ecs.org
· ERIC Clearinghouse on Elementary and Early Childhood Education – www.ericeece.org
· Families and Work Institute – www.familiesandwork.org
· I Am Your Child Campaign – www.iamyourchild.org
· Kansas Health Foundation – Social Marketing for Non-profits – www.whichonewereyou.org
· Lifetime Television Caring for Kids – www.lifetimetv.com/parenting
· Meeting and Event Planning – www.idiotsguides.com
· National Association for the Education of Young Children – www.naeyc.org
· National Black Child Development Institute – www.nbcdi.org
· National Center for Early Development and Learning – www.fpg.unc.edu/~NCEDL
· National Center for Children in Poverty – www.nccp.org
· National Child Care Information Center – www.nccic.org
· National Conference of State Legislatures – www.ncsl.org
· National Governors’ Association Center for Best Practices – www.nga.org
· National Institute on Early Childhood Development and Education – www.ed.gov/offices/OERI/ECI
· National Latino Children’s Institute – www.nlci.org
· Smart Start – North Carolina – www.smartstart-nc.org
· Success By 6® - www.unitedway.org/successby6
· The Finance Project – www.financeproject.org
· Zero to Three – www.zerotothree.org
