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More Bang for Your Buck

How to Get the Most Out of Trade Shows

By Carolyn J. Feimster, SCMD, President, CJF Marketing International, North Brunswick, NJ

RE YOU GETTING THE MOST OUT OF YOUR TRADE
ASHOW WORK? Are you considering adding

trade shows to your tourism marketing
efforts? This past September | traveled to Orlando to
attend La Cumbre — The Americas Summit, this coun-
try’s largest travel trade show for the Latin American
markets, to meet with some trade show gurus. They
shared what makes trade shows so successful for their
shopping centers and companies.

Because Hurricane
Frances pounded Horida just
days before La Cumbre and
Hurricane lvan was on its way,
mary deegates were uncartan
if the show would ill take
place. The La Cumbre webste
kept ddegates informed, pro-
viding dternative contact num-
bers since widespreed power
and phone outages disrupted
sarvice throughout Horida. By
opening night everything was
back to normd.

According to Rick tll,
industry VP/the Americas,
Reaed Travd Exhibitions and
managing director, LaCumbre,
“It was criticd thet this show
happen & thistime because the
Lain market is coming back.”
He sad the tour operatorswere
anxiousto participate, even if it
meant sending an dterndive
delegaefroman officedoserto
Orlando.

The 15th Annud La Cum-
brewasthree daysof scheduled
busness gopointments, semi-
narsand networking opportuni-
ties for buyersplanners and
supplierdexhibitors throughout
the Americas. Each year the
show typicdly hosts 400 sup-
plier companies (hotdls, attrac-
tions, airlines and shopping
centers) and 350 buyers (tour

operators)
countries.

The Latin market isfindly
coming back to the US after
9/11. In 2002, Lain America
and the Caribbean represented
over 13 million arivas and
contributed over $20 hillion
dollars to the US economy. La
Cumbre 2004 ddegetes were
expected to conduct nearly $1.5
billion in business during the
show. The US Department of
Commerce says the Latin
American region accounts for
32% of internationd arrivalsto
the US, with Mexico represent-
ing 75% of the business, or 10
million vigtors

Priorto 911 theLatinmar-
ketswerehugefor theshopping
center industry in specific mar-
kets because these shoppers
spend four to five times as
much asthe domestic market.

Sill’s advice to shopping
centers participating in his
show: “Frg, andyzethe ethnic
population in your market,
because so much of Latin
American trave is VIR (vigt-
ing friends and rdatives). Next,
have avidon and commitment
from senior management and
thegtaff and resourcesto pursue
themarket.”

The shopping center

representing 27

A

indugtry’s participation in trade
shows s a recent phenomenon
compared to the hotdl, attrac-
tions and airline industries.
Credit for participation should,
in part, begivento Shop Amer-
ica Alliance. Because they
could share a booth with Shop
America, for the firs time
shopping centers were able to
participate and receive the ben-
efits without having to design
and g&ff their own boath. This
gave them firg-hand experi-
encein how to work and maxi-
mize trade show attendance.

Selecting the Appropriate Shows

So how can you best take
advantage of trade show oppor-
tunities? Sdect only the most
gopropriate showsfor your cen-
ter or company. Start by finding
out what shows your DMO
(destinetion marketing organi-
zdion, such as your CVB)
attends. Do your research.
What ae your top markets?
Focus on shows thet target just
those. AsLa Cumbreisfor the
Latin markets, Pow Wow isfor
dl the internationd markets,
World Travd Market isfor the
UK market, and the lig goes
on.

Next, whet type of vigtor
do you see a your center? Isit
mostly group travel? Then cor-
dder NTA, Naiond Tour Asso-
cigtion (see aticle from
JONESREPORT  January
2004) or ABA, American Bus
Asodiation. The mesetings and
convertions groups have ther
own trade shows Just about
evay niche of the tourig mar-

ket has one. Be specific and
know who you wart to target
and where they travel from.

ChrisSzaay, director, mar-
keting and tourism for North
Park Management Company in
Ddlas, takes a methodica
goproach. “ Assoon as | accept-
ed this pogtion | reseerched dl
the leésure travd into Dalas,
looking a the feeder markets
and which segments generated
the mos busness” she sad.
“| then looked at the percentage
of busnesstraved aswdl asthe
breskdown of group versusH T
(foreign independent traveer)
busness” Szday devedops a
balanced tourism marketing
plan with short, medium and
long-term programs. Touriamis
a long-term commitment, but
as she points out, “ Senior man-
agement does not dways
underdand thet, so | bdance
my programs with some three-
to six-month group trave pro-
grams from “preformed
groups’ such as church groups,
organizations, bank trave
groups ec”

Kathy Anderson, president
of AZ Travd Maketing and
tourism consultant to The
Rouse Company and Fashion
Show in Las Veges, d0 ana
lyzes arivd trends and fore-
cats of domedtic and
international inbound markets
to a degindtion one year in
advance. “This year-out andy-
ss helps us focus on how best
to maximize ROl with limited
trade show budgets so we can
build the trade show cods into
thefollowing year’ sbudget. Yet
we dill mantain flexibility in
caxe of unexpected industry
changesand opportunities,” she
explained.
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Pre-Show Prep Work

Once you have developed
your trade show schedule, the
prep work begins If itisapre-
gopointment show make sure
the appointments you request
are tour operators that come to
your region and are interested
in shopping. Before any trade
show, | send emailsto my tar-
get tour operators to pre-sdl
them by tdlling them about our
new programs and asking them
to request us for a meeting.
Mutud requests by atour oper-
ator and detination get top cor-
Sderation for an gppointmertt.

Work with your partners
and devdop a co-op mailing.
For example, the UK is a top
market for Grand Centrd Ter-
mind, but the World Travd
Market in London is jugt too
codly for this year's budget.
Therefore, we are partnering
with the Empire State Building
on adirect mail campaign and
an emal blag to the top UK
tour operators. In addition,
Empire Sate Building Sdes &
Marketing Director Anna
Domingo will take our collater-
ds for anomind fee “One of
our tourism godsisto leverage
our budget with other New
York City icons. Working with
the Empire State Building gives
us the opportunity to have a
presence a this important
tourismindustry show and visi-
bility in our strongest market,”
explans Paul Kagtner, SCMD,
VP of Jones Lang LaSdle and
director of marketing for Grand
Centrd Termind.” Domingo
points out that this nat only
leverages her budget but dso
gives the tour operators addi-
tiond options. “We are not
competing with Grand Centrd
but are encouraging visitor traf-

fic to flow from one NYC
atraction to another. Our com-
petition is Chicago, London
and LasVegas” she explaned.

Sdly March, tourism man-
age for Mdl a Millennig, a
new upscae shopping center in
Orlando, pursues markets
based in pat on information
she receives from her CVB. “I
begin by contacting the in-mar-
ket reps our CVB employs
oversess to find out what is
new, what products are sdling,
who the current top operators
areand any new companiesthat
have recertly opened,” Marsh
explained. She then compares
this datawith research shedoes
on the trade show's webdte,
which ligts the buyers partid-
paing in the show. After she
exhauds her fird st of criteria
(top markets with tour opera:
torsinterested in shopping who
send a least 10,000 passengers
ayear to Orlando), she widens
her seerch to the smdller com-
panies. Qudifying the buyers
fird makes it eeder for her to
prioritize her request for
gopointments. “In addition to
requesting gppointments with
the more lucrative buyers once
| am a ashow | dways make
time to vist the booth of the
receptive tour operators who
ae ds dtending the show,”
March added. It isimportant to
have rdaionshipswith both the
tour operators and the receptive
operators they work with here
intheUS.

For The Rouse Company,
Anderson deveops an emall
communication plan prior to
sdecting her request for
gopointments to encourage the
tour operators to request her.
“To enaure higher readahility,
we have an email template we

consgtently use for brand
recognition. The grgphics are
embedded in the emall
because some operators have
difficulty opening atachments.
Often, we will emall individu-
dly ingead of usng group
blasts to avoid being migaken
for spam,” Anderson explained.

Collaterals and Message
Providing the appropriate
collaterasin the proper quanti-
ty is important. Keep detaled
notes from each trade show 0
you can refer to them when
deciding on what quartities to
print next year. As much aswe
love to didtribute our sdes kits,
tour operators do not like to
carry them at the show and us-

We are working on an
article featuring innovative
programs established with
DMOs such as your CVB, state
tourism office, etc. Please
submit story ideas to
CFeims1000@aol.com or call
1732-249-6080 and we will set
up an interview.

dly request that we ship them.
Thismeansif weover pack, we
are lugging everything back or
worse, leaving behind materids
for the garbage. If you ae
atending a show for the firg
time, ask the show organizers
what they recommend.

Some mdls, like Fashion
Show inLas Vegasand Mdl a
Millennia, digtribute their sales
kitonaCD.

In addition to the proper
collaerds, March ds0 under-
gands the importance of pre-
senting  the  appropriate
messageto the operators. Inher
cax, itissdling the experience
of Mdl a Millenniaas well as
giving the operators something

of vdue for their dients The
secondary messege is the Ml
a Millenniaasadining destine:
tion and potentid venue for
events. “At the trade show, we
provide the tour operators with
a dduxe shopping bag that
indudes a coupon book, direc-
tory and the sdes kit on CD,”
shesad.

Networking and Seminars

Many times trade shows
offer educationd seminars.
Seck out those of interest and
atend. At LaCumbreattendees
could learn the latest dtigtics
on the Lain market. There
were ds0 seminars on cus
tomer service, induding oneon
a hotd sdes training program
designed to creste and maintain
customer vaue in a globaly
competitive economy and one
on Wt Disney’s sarvice phi-
lasophy.

There is much more you
can do to cgpitdize on your
trade show investment. In Janu-
ay we will focus on added-
vaue events, the necessary
fallow up, and will provideyou
with atrade show checklist. m

CJF Marketing International
offers a range of services for
creating and implementing
strategic tourism, economic
devel opment and marketing
programs for shopping cen-
ters, urban entertainment
projects, downtown retail
districts, communities and
commercial properties glob-
ally. Thefirm also offers
educational programs and
seminars for corporate meet-
ing planners, shopping cen-
ter developers, communities
and re-devel opment agen-
cies. Feimster can be
reached by phone at
732/249-6080 or by fax at
732/545-3138.
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