


CHAPTERONE INDUSTRIRESEARCEIWHATISIT TELLINGJSABOUTTHEVIABILITYOF TRADE

SHOWSANDEVENTS TODAY?

Questionsare alwaysposedregardingthe valueand worth of the trade showand event
function within a corporation. Often seniormanagementasksthe headof marketingto
justify one or more marketingactivities. Sowhere canthey turn to armthemselveswith
solidfactsandfigures? It is the intent of this chapterto provideyou with the necessary
informationto justify eventparticipation.

The trade show industry is fortunate to have several organizationswho keep their
fingerson the pulseof our industry. Two prominentresearchbasedexhibitionindustry
associationghat will help answerthe question above are The Center for Exhibition
IndustryResearchjwww.ceir.ord and ExhibitSurveygwww.exhibitsurveys.coin

For decadesthese two organizationsalongwith many others (someof which will be
mentioned later) havegivenus insightsand statisticswhich have helpedus understand
this valuablemarketingtool that we calleventmarketing.

THESTATEOFTHEEXHIBITIONNDUSTRY

CEIR has consistentlyreported on the exhibition industry via the CEIRndexsinceits
conceptionin 2000. Hereis a descriptionof the CEIRndexfrom the forward to the
2010iteration:

The2010 CEIRndexprovidesexhibitionindustry performancefrom 2000
to 2009acrossl1 keyindustrysectors More than 300 eventscontributed
data for this report, and the numberof submissiongrom thesebusiness
to-businesexhibitionsgrowseachyear. The CEIRndexis an extensionof
the CEIRExhibitionIndustry Censuq CEIRCensus)which was originally
conductedn 2000andrepeatedin 2005.

Becausdhe CEIRCensugioesnot provideany performanceindicatorsor
predictivevaluesfor the exhibitionindustry,the CEIRndexwaslaunched
in 2004 to fill this very wide gap. Now in its seventhiteration, the CEIR
Indexis truly the exhibitionA y R dzdodl fedEmr@asuringperformance.

In its summaryof 2009,the CEIRndexreported:

TheGreatRecessionf 2008 and 2009 has beendescribedas the most
significanteconomiadownturnsincethe GreatDepressiorthat beganin

'CEIR (www.ceir.org) of Dalld%®xas, is a nonprofit organization that represents the entire exhibition
AYRdzia G NE ® C2dzyRSR Ay wmoppty & GKS ¢NIRS {K2g
communications programs that promote the value and benefits of exhibitions as argrzoaponent in a
O2YLI yeQa AYyGSINIGSR YIFEIN]SGAYy3I O02YYdzyAOF A2y a
and communications regarding exhibitions.
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http://www.ceir.org/
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1929.Althoughthe exhibitionindustryaswe know it today did not exist
some 80 yearsago in the United States,it is hard to imagine that it
would have experiencedworse declinesthan those of the past two
years.

Priorto lastyear,the largestsingleyeardeclineeverrecordedby the U.
S. exhibition industry was 3.1%...and that was in 2008. The 12.5%
declinerecordedin H n n b &ur times greater than the downturn the
industry experiencedn 2008. The 2009 CEIRndex which reportedon
the 2008outcome predictedthat the industrywould not grow until well
into 2010.

A copy of the 25 page CEIRndex ExecutiveSummarycan be found here. In addition,
RichardMead, ManagingDirector, The Jordan,EdmistonGroup has produceda report
titted, W9 DUpdateon the USB2BExhibitionindustrywhich canbe viewedhere.

THEOXFORIZ=CONOMICSTUDY

In Septemberof 2009 a study was releasedtitled: The Returnon Investmentof US
BusinessTravel Preparedby Oxford EconomicsUSA. The US Travel Associationand
Destination& TravelFoundationsponsoredhis criticallyimportant study.

Within the overallstudytrade showsand their impactis discussed.Forthe purposesof
this document,| am highlightingonly those portions of their research. The Executive
Summaryof this report canbe found viathis link.

In the openingremarksof the ExecutiveSummarythe report states:

Businesgravel is under scrutiny.Corporationsyespondingto weakening
profits, havetargetedtravel asan immediate candidatefor cost savings.
In addition, meetingsandincentivetravel havebeenrecentlymalignedin
public forums as excessive.Perhapsmore than at any other time in
recenthistory,businesdravelis beingevaluatedfrom all sides.

To be useful, this evaluation should center on a fundamental business
question: what is the relationship of businesstravel to company
performance?Of coursebusinesstravel generatessignificanteconomic
value through its direct injections into the transport, hospitality, and

other servicesectors.Thisis not to be ignored. But the real value of

businesdravel relatesto its impact on individualcompanyperformance
and, by extension the performanceof the U.S.economy.Thisstudyseeks
to defineexactlythis.
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Thereare a couple of trade show statisticswhich are worthy to note in this report. A
significant finding is that the relationship between businesssales and trade show
participationis particularlystrong.

e More than half of businessravelersstatedthat 5-20%o0f their
O 2 Y LI ngwecOsiomerswere the resultof trade show
participation.

Percent of new customers gained from
participation in trade shows

4% 510% 11-20% 21-50% 51-75% Owver 75%
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Source: Survey of business fravelers (n=500)
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PURPOSBFATTENDIN® TRADEHOW

Normallythere are manyreasonsfor attendinga trade show. In this study, the leading
responsewasd A Yy R 8zR dzRE fallavegby d @ S yWRR{(ING 2 NJhasgvibfadtors
havelongbeenprimaryreasondor attendingshows. It is niceto havethesestatisticsto
backup assumptions.

Purpose of attending external trade show
% of respondents

Industry education

Vendor Networking
Competitor Insights
Networking with prospects

Hosting an exhibit

Seeing customers

o
o
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o
w
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o

Sources: Survey of business travelers (n=500)

CALCULATING RETURNON TRADESHOWS
Asrepresentedin the chart below, trade showshavea return on investmentof $4.00¢

5.99. Onecouldusethesefiguresto calculatethe individualreturn on a specificshowor
the entire calendarof shows.

ACHIEVINBRILLIANRETURNS LETSTALKIRADEHOWSCOM 4



Corporate Executives: ROl of Business Travel

Business Travel Spend Total sales return for each dollar
% of total travel budget of investment on travel
Median of responses
Other 2%
Internal meetings 11%
Client office work 22% $10 - 1 4-99
= Sales

Internal training 7% » moct W%
Incentives 5%

Trade shows 10%: 7

Conferences 10%
Trip type % of travel budget Return on $1 of investment
Average Median of responses

Customer meetings 34% $15-19.99

Conferences 10% $4-5.99

Trade shows 10% $4-5.99

Incentives 5% $4+

All other 42% NA

Additional;information aboutthis studycanbe obtainedhere.

HIGHLIGHTBROMTHERRSTQUARTERF2010

CEIRecently sharedthat data collectedfor the annual CEIRndexreport for the first
guarter of 2010revealsthat the trade show industry experiencedan overall decline of
4.0 percentwhencomparedto the samequarter of 2009.

However,this declineis much smallercomparedto the 11.6 percentdecline between
the first quarter 2008and the first quarter of 2009. Althoughall four metricsmeasured
by the Index (attendees, exhibitors, net square feet and revenue) still experienced
declines,those drops were not as severein comparisonto the samequarter in 2009.
Accordingo the Index slowbut certainindustrygrowth will continuethrough2010.

Sowhat doesthis meanfor us who are exhibiting? That exhibitionsare down, but far
from out.  Skip Cox, CEOand Presidentof Exhibit Surveysaptly summarizedthe
A Y R dzawib@&BnOhds 2009 White Paper, Looking Past the RecessionExhibition
Strategiedor the Interim [www.exhibitsurveys.coiln Hissynopsis:
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Exhibitionsare down, but far from out. Real time findings from the
current recessionindicate cause for optimism, including sustained
audiencequality levels.Also,eventhoughexhibitorbudgetsare downand
will likely trail the recovery,the perceivedvalue of exhibitions as a
marketingtool not only remainsintact but is enhancedn termsof its role
within the vogueof & S E LIS NYAI-SNO (iS\(VAfil¢ disbernmentof the
depth,duration, and breadth of this recessionis still difficult, metricsthat
track the health of the industry and the economy show hints of a
turnaround that may begin late this year. In the meantime there are
strategic movesthe industry can employ, particularly in terms of its key
constituenciesas it rides out the storm so it may exploit the coming
recoveryperiodfrom a positionof strength.

Finally, consider another well-known marketing tool and its performance of late.
Advertisinghad a 12.3%decline last year as reported by B to B Magazine.Clearly,in
times of financialwoe, marketingdollarsmay be the first to dissipate.However,asthe
economyrebounds,marketingwill quickly regainits importance. The savvymarketer,
for the many reasonsoutlined throughout this book, will choose exhibitions as his
preferred marketingtool.

EXHIBITSURVEYSND THEIRANNUALRESEARCH
TheExhibitorMagazinein the April 2010edition hasan annualreview of statisticsfrom

ExhibitSurveys.This@ S | axtidiétitle is: SurveySays. Thefull article canbe found on
the ExhibitorMagazinesite. Theybeginthe article by stating:

Eachyear, the exhibit and eventresearchfirm polls attendees from
more than 40 U.S.trade showsto determinethe effectivenesof exhibit
marketingand identify industry benchmarksTheO 2 Y LJI 20@ Trade
Show Trends report includes valuable information about exhibit
performance, showfloor traffic, and trade show attendees 1 their
buyingpower, purchaseplans,and attendancehabitst all brokendown
into four industry sectors: high tech, retail, medical, and
manufacturing/industrial.

Beloware afew statisticsthat you canuse.
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Net Buying Influences

While some attendees simply come for the swag, the
vast majority — about 80 percent on average — have
the power to recommend or make final purchasing
decisions. All sectors experienced an increased NBI
in 2009, except trade shows in the medical sector,
which experienced a 6-percent decrease.

All Shows 80%
High Tech 81%
Retail 85%
Medical %
Manutacturing/Industrial 83%

all7
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2% Poor

Exhibit-Staft
Performance

When asked to rate the
performance of exhibit staff,
91 percent of attendees
described staffers as good,
very good, or excellent —
a figure that has remained
almost identical for the past
several years.
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Total Buying Plans

Unfortunately for exhibitors, decision-making power and
the intent to purchase do not always go hand in hand. Total
buying plans — the percentage of attendees who plan to
buy within 12 months of a show — experienced an expected
dip in 2009. While the all-show average has historically
remained consistent since 2002 (fluctuating from a low of
52 percent in 2006 and 2008 to a high of 55 percent in
2004 and 2007) this year's average landed at a mere 47
percent. However, that number is likely a reflection of the
economic recession and not a decline in the effectiveness
or potential of exhibit marketing. Shows in the retail sector
were the hardest hit, falling from an average TBP of 67
percent in 2008 to just 50 percent in 2009.

All Shows 47%

Medical

Manufacturing/ 38%

Industrial

Exhibit Surveys has a wealth of information we can use to help our internal
managemenbetter understandthe significanceof the trade showmarketingfunction.
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INDUSTR®TRIDES 18010

{ SLJG0 S Y06 S MfadeshdivaEdeSutiveotes the strides the industry is making.
Below is a portion of the article from their website:

Trade Show Strength Gaining Momentum? TSE Dashboard Reveals
Backto-Back Increases in Exhibit Space and AttendanGzeanside, CA

¢ The size of the crowd anthe show floor at trade shows grew for the
second consecutive month in July, a welcome sign that exhibitions were
making some steady headway out of the recession. Trede Show
Executive (TSE) Dashboard of Monthly Trade Show Mettash will be
released September 1, found that trade shows grew 3.8% in net square
footage (nsf) and 9.2% in attendance in July when compared to the same
time last year. The number of exhibitors remained relatively flat,
suffering only a slight decline ¢3.396, which did at particularly detract
from the evidence of growing strength in the market.

¢KS ydzYoSNER O2yUAydzSR GKS LI2aAldAgdS (NBy
Dashboard of shows held in June, which posted acrtdss-board
increases of 2% to 3%.

The adjusted total nsf for 28hows held this July was 1,625,341, up from
1,566,000 nsf a year ago. The adjusted average exhibit area also
increased to 73,879 nsf per event compared to 71,182 nsf in 2009.

One show not figured into the adjusted figures was the outiEBGRARH

which appeared to have benefited tremendously by moving to Los

Angeles. HalErickson, Inc. said the closer proximity to its attendee pool

of computer graphics and 3D technology executives contributed to a

105% jump in attendance to 22,539. That compared to apprately

mmZann FGdSyRSSa |G f | aExhibda §pacIois A K246 AY
the 2010 show was also up 16.0% to 46,500 nsf, while the number of

exhibitors grew 22.4%.

Impressive gains in all three metrics were also reported at the largest
show in the JulyDashboard The IFT Annual Meeting + Food Expo
(IFT201Q organized by the Institute of Food Technologists, reported a
47.8% jump in attendance ovéfT2009n Anaheima 28.6% increase in
exhibitors and a 32.2% gain in exhibit space to 233,000FE2010nas
held in Chicago, which is also closer to its attendee pool, the food
processing industry.

Provided is one highlight from an exhibition industry leader flbrfh $1G4 a K@ 2 | NR
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second half of the year. In the First Quarter, attendance at our events was

up by 9% and we saw an increase in our exhibitor participation, both in

number of companies ard net square footage.

G.FraSR 2y (K2aS YSGNROasz 6S NBYIAYy 2LIAY
ahead of our targets for the second half. We continue to remain focused

on staying close to our customecgsparticularly attendees. We have

expanded our VIP attelee programs and continue our very granular

attendee marketing focus. Our most recent success with that approach

. ® : . .
was the National Hardware Showseeing a 20% increase in attendance
and a 10% increase in verification.

GhdzNJ 2LIWGAYAAY NBY jedtivedbardmgt@dK fubliSd® Ay 20
increased exhibitor satisfaction and attendee satisfaction scores. Recent

events such as INTERPHEX and International Vision Expo East scored

ddzoadl yadAl ffe KAIKSN Gquangy WalshSEB/P, K S Ay NJ
Reed Exhibitian

Tradeshow Executiveports on the shifts and changes within the trade show industry.
You can keep up on the monthly activities by viewing their online edition at

www.tradeshowexecutive.com

WHYEXHIBITIONSVORK INANY ECONOMICLIMATE

O9EKAOAG { dzNIBS e & ExhibiiomsnMugt BdlivelS (evenl mid@NYalue to
Exhibitors in the Postcession Worldshowcases an important statistic from the
Advertising Research Foundation. It states:

Thereis plenty of research and evidence to support that participating in

exhibitions accelerates the sales process, and some of the more

sophisticated exhibitors are doing this on their own. One such research

project we have reported on in past white papersths study titled
GOELISNASYGALT al NJ SiAy-Research anlHawi SNJ 2F 9y =
9y 3l 3AAy3A 9 Dsyréskarcht toddécted for the Advertising

Research Foundation (ARF) by Exhibit Surveys and Gallup & Robinson

proves that facdo-face engagement tryl and effectively drives exhibitor

results. It drives the brand metrics that in turn drive purchase intent, and

purchase intent has proven in turn to be a good predictor of actual sales.
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ARF Study: Active Attendee Engagement Drives Purchase Intent Lift

Total Lift = 34% pts

54%

Purchase Intent

Unaware B Aware B Passive B Active

Unaware — unaware that they exhibited (control sample) V
Aware — aware that they exhibited but did not visit

Passive — visited exhibit but did not engage
Active — actively engaged with exhihit and staff

2010 EXHIBIT SURVEYS, INC. Page 8 A White Paper by Exhibitrgurdsrchase
Intent 20% 27% 36% 54% Unaware Aware Passive Active Total Lift = 34% pts. ARF
Study: Active Attendee Engagement Drives Purchase Intent Lift

G! OGA @S¢ Sy3r3aSySyid Aa RSogfst&R |a (GKS
interaction that takes place in the exhibit. The higher the level of

engagement, the better the results. This graph illustrates the impact of

exhibit engagement on Purchase Intent, a key metfisuccess because

of its high correlation with actual sales, but similar increases were evident

for all key brand metrics tested (e.g., awareness, consideration, brand fit,

etc.).

From a consultative standpoint, the most urgent issue, and one that is
easily addressed with data, is to educate and then convince your key
exhibitor clients in the simple necessity of adequate booth staffing. Staff
resources are often as scarce as budget to invest in shows, but the lost
opportunities of not staffing adequatel and effectively are very
significant in terms of the negative impact on ROI.

A disturbing trend we are seeing is that although exhibitors continue to
do a good job of attracting their potential audience to the exhibit, the
degree of faceto-face engagment is declining often because of fewer
staff resources. In 2009, for every 100 qualified attendees (those in the
target audience) who visited the average exhibit, only 53 were engaged
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faceto-face by someone in the exhibit. There has been a steadyeécli

this metric.
a8 GKS !'wCQa NBaSINOK O2yFANX&as: STFSOGALBSYS
matter of commitmentg i.e., committing to the show, committing enough and the right

booth staff to the event. When an exhibitor actively engages @spect on the show
floor, as the graph above illustrates, sales are likely to follow.

CEIRRESEARCE COSTEFFECTIVENESSEXHIBITIONPARTICIPATION

It could be said that the heartbeat of a trade show floor is the leads gathered there by
exhibitors. Wo significant reports were produced by CEIR in 2009 that provide us with
the cost of a trade show lead and the stats on how many sales calls it takes to close a
sale with (and without) a trade show lead.

These reports, entitledhe Cost Effectiveness Ekhibition ParticipationParts | and II,
can be purchased atww.ceir.org If you are a CEIR or IAEE member, you can download
them for free.

[ SGQa 221 Fd G§KS FANEG-toMdSd dankbimateyatratradg S 02 a
show. CEIR conducted a survey among sales managers throughout the industry to
determine that in order to make an initial, fate-face visit with a potential customer,

companies can expect to incur the following costs:

To identify
a potential
customer at
MI!H"!H an exhibition,

| the average
-~ M cost is $96:
to identify a prospect by means other
than a trade show, the average cost
is $443.

Source: The Cost-Effectiveness of Exhibition Participation: Part I;
Center for Exhibition Industry Research (CEIR), 2009

This graphic is from the April 20T@adeshow Executidagazine
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The cost of making first face-
to-face contact with a potential

customer through an exhibition lead is
$96, compared to $1,039 without.

Source: The Cost-Effectiveness of Exhibition Participation: Part I;
Center for Exhibition Industry Research (CEIR), 2009

Thisgraphicis from the April 2010Tradeshow Executivdagazine

Clearly, exhibiting is a significantly more eeffective method of making that first, face
to-face contact with a prospeiste customerg saving a company, on average, $943 per
prospect. The CEIR report goes on to calculate how much it costs to identify a
prospective customer, and concludes that companies can save $&d7prospect
through a lead at a trade show.
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Other highlights from this report are shown below. The graphics are frofpaih2010
issue ofTradeshow Executive

539%: Attendees who plan to buy
one or more products or services
as a result of what they saw at an
exhibition.

Source: The Role & Value of Face-to-Face Interaction — Purchase
Process & Customer Relationships; Center for Exhibition Industry
Research (CEIR), 2003

63% of sales

and marketing
managers agree or
strongly agree that
exhibitions assist
In gaining/retaining

market share.
Source: The Cost Effectiveness of Exhibition Participation: Part I;
Center for Exhibition Industry Research (CEIR), 2009

Thngraphic is from the April 20IDradeshow Executivdagazine

HowMucHDOESTCOST TELOSE MLE?

Closing a sale starts and ends with less expense when that sale was initiated by a lead
3FGKSNBR d I GNIXRS aK2g¢gd Ly tFNL LL 2F /9L
how much it costs to close a sale with andheut that initial trade show lead. The

graphics are from the April 2010 edition ah@leshowExecutive.

ACHIEVINBRILLIANRETURNS LETSTALKTRADEHOWSCOM 15


http://www.tradeshowexecutive.com/RecentIssues.asp

It takes an average of 3.5 sales
calls to close a sale with a lead
from an exhibition, compared to
4.5 sales calls without a lead from an

exhibition.
Source: The Cost-Effectiveness of Exhibition Participation: Part II;
Center for Exhibition Industry Research (CEIR), 2009

$2,092: The average cost of 3.5
sales calls to a prospect acquired
with a lead from an exhibition.
$2,659: The average cost of 4.5
sales calls to a prospect acquired

without a lead from an exhibition.
Source: The Cost-Effectiveness of Exhibition Participation: Part II;
Center for Exhibition Industry Research (CEIR), 2009

This graphic is from the April 20T@adeshow Executivdagazine
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The average cost to close a
sale with an exhibition lead is
$2,188 (including costs to identify

a potential customer and 3.5 sales
calls to the prospect). To close a sale
without an exhibition lead costs

$3,102.

Source: The Cost-Effectiveness of Exhibition Participation: Part I;
Center for Exhibition Industry Research (CEIR), 2009

On average, an organization
saves $914 per new customer
by closing a sales call with a lead
from an exhibition versus by non-

exhibition means.
Source: The Cost-Effectiveness of Exhibition Participation: Part I;
Center for Exhibition Industry Research (CEIR), 2009

This graphic is from the April 20T@adeshow Executivdagazine

The data is clr and convincing. Exhibiting provides more than just brand awareness. It
is a valuable marketing medium in that it can actually save the seller money in the sales
process. Exhibiting is simply a more eeffective way to do business, as CEIR has
illustrated above.

UMMER OR010REPORT INRADESHOWXECUTIVMIAGAZINE

A new reportwas cited in theTradeshow Executive Magazine€The details of it are
below:

VSS Sees Slow b8teady Growth in Trade Show Spending Through 2014
By Hil Anderson, senior editor

New York, N¥ Spending on trade shows is expected to creep slowly but
steadily higher in the coming four years, according to new estimates from

Veronis Suhler Stevenson (V.SS)
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as the world economy picks up steam, although it will likely be closer to

2012 before trade show organizers see much noticeable improvement in

space sales and space rates paiceklyibitors.

G428 FT2NBOFad GKIFId SEKAGAG aLl OS oAt
HAaMH YR GKSNBFFGSNEES | If DNBSYyoSNHI |
Funds, toldTrade Show Executi®e ¢! & F2NJ LINAOAY3AZ Hnamn ol
flatto 2009 and will$t NIi (2 AYONBIFaAS F3ILAY AY HAMM®DE

DNSSYyoSNHEBQa O2y Of dzaA2Yy a % SNB LJ- NIi 27T
communications spending in the U.S. conducted by VSS, the private

equity firm that owns, or has owned, stakes in several major show

organizers, including Hanley Wooddvanstar Communications, Canon
Communications LLC and Penton Media. The outlook for trade shows and

b-to-b media in general was considered fairly rosy due to anticipated

shifts in marketing spending from traditional general advertising to more

targeted canpaigns aimed at specific end users.

SUMMARYC WHAT DOES THIS ALEAN FOR YQU

Exhibitions hold value when an exhibitor commits to the experience and is well
prepared for the event. As shown in this Chapter there is solid and significant research
which supports event participation. These statistics can be used to show your
management the worthiness of this marketing function.

But how doyou know when a show isNA I K T2 NJ & 2 dzK CKFEGQa gKI

/| KSO1 2dzi G4KS [SGQa ¢ f
free and paidvebinar education.

http://www.letstalktradeshows.com/webinar®/
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CHAPTERWO:SHOULDYOUEXHIBIT

| once asked a show managertedl me the most important criteria an exhibitor should
O2yaARSNI gKSy OK22aAy3d | aK2gd W{AYLI SZQ KS
three thingsg dzZRA Sy OS> | dzZRASYOS FyR | dZRASYOS®Q

The first and most important question to ask your marketing asades team in

determining whether or not to include trade shows in your marketing mix is: Do our

customers and prospects attend trade shows, and if so, which ones? In working with my

clients over the years, | am amazed that when it gets down to it, oftesompany

R2Say Qi NBFIffe 1y2¢ GKS FyasgSN 2 GKAAa |jdzSail
customers, then do they really know their customers?

52y Qi KSaAadlrasS G2 a1l @2dzNJ Odzai2YSNB RANBOO
Not only do yu want to know if they attend them or have attended them in the past,

but moreover you need to ascertain whether or not this attendance made a difference

in their purchasing decisions.

BECAREFUL ABOWDURASSUMPTIONS ABKHIBITING
Before we delve intahe assessment of which shows fit into your marketing strategy,
f SGQa KAWyauk iReBnNi3 making marketing decisions. So often in the past

O2YLI yASa SEKAOAGSR 0SOlFdzaS (KSeé KIFEIR Ftgleéa
each show should be scrutmad for the contributions its makes.
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However, the method for decision making process can have flawed assumptions. My
colleague Rick McPartlin and his-foonder Jane Adamson ofhe Revenue Game
produce a monthf newsletter for executive clients entitled theEO Challenge.n a
recent issuethey discussed decision making assumptions.

| want to share a portion of the newsletter since there isae show case studyThis
should cause some conversation arotthd water cooler in your office!

e Assumption testing has always been important in organizations.
wWAIKG Y263 K2SOSNE AGQa Y2NBE ONRGAOI
evolving so fast that the wrong assumptions can be fatal.

e 22NAS 2803 |y 2 NBoughalyidedtityand@st Ayl oAt A&

assumptions is a cultural defect that can be very difficult to
correct

CASESTUDY

Provided is a simple, true example of how one bad assumption leads to a myriad more.

[ SGQa atre GdKFdG Iy 2NBEI Y miththe asymptibrathal tiied Sy RA y 3
best way to succeed is to attract as many people as possible into the booth and get their

contact information.

Based on this master assumptignwe must attract as many people as possiblehe
organization makes all of thesendary assumptions:

e The booth needs to be huge and highly visible.
« We need sensory devices, contests, premiums and actors.

e« 2SQOR 0SGGUSNIOS | aK2g allRyaz2N) a2z 2dzNJ yI Y
and the big banners.

e 2S50fft yYySSR LX) Sy @chlBgy indusdiEso wedcan2 NJ | y R
electronically swipe contact information and download the data in order
to follow-up with everyone.

e« 2SS YSSR | yS¢g 0220K 0SOFdzaS A0 OFyQi 221
« We need to increase our trade shdwdget to X.

« With this huge budget, the sales team must close $X million in new
business from this effort.

« This show will now require a significant effort from multiple departments
¢ sales, marketing, finance, operations, and the executive team who
banks on lofty results to pra the business toward its quarterly and
annual goals.
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WHATIF SOMEONEHAD SPOKENJUP?

What if one person in the organization had been encouraged to challenge the initial
master assumption? That person might have brought up these arguments:

Havingalotd UGN} FFAO Ay (GKS 062204K ¢gAft YSIy ¢S
LINPALISOGa FTNRBY GANB {1{AO1ISNR® 2SS |[faz2 g2yQi
YR LINRPALISOGa 6SQOS AYy@AUGUSR (2 (GKS aKz2g¢o

A massive effort to fill our database means lots of-phew prep and posshow follow
dzLJ F2NJ I GSFY 27F alfSa NBLA G(KFIG R2SayQi K
enormous influx of extra work hours.

pr: 2F GKS ylIYSa ¢S Lizi Ay (GKS RIFEGFolI&AS g2y
5SQf f y S SeReryang and findl the 1098 who are real prospects. This effort will
actually reduce sales time with qualified prospects.

We know that 1620% of the 90% neaustomers will ask us to quote or send us RFPs,
which will further reduce sales team time to sellat&gic prospects. At the same time
these extra RFPs will add to the work burden of the various support teams, decreasing
their ability to meet their budgets.

Since the posshow marketing program will require a big follayp effort with limited
staff, it will be a long time before we get to the 10% who are the qualified prospective
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buyers. By that time, many of them will have already bought from someone else. We
gAtft 0S ftdzO1e AF ¢S Oly 3ISG oo 2F GKFG wmmEs
at that rate.

tKSaS OKIffSy3aSa KAIKEAITKEG GKS FFHOd GKIFG avys:
show. And a challenger would have saved the organization many headaches and put

millions back into the top and bottom lines. However, since nobody challeniged t

master assumption, the ramifications negatively affected the company and its strategy

for a year.

SOLUTION
LF @2dzNJ O2YLI yeQa Odz GdzZNBE AayQid LINRPBFAOASYI
FaadzYLiA2ya X @2dzQNB y20 | f aapls didvantdgS blS F 2 NS =

evolving into an organization that welcomes and benefits from this kind of consistent,
strategic analysis.

ACTION PLAN

1. Make sure your organization supports assumption testing.

There are two tests that demonstrate whether yoanganization is good
at identifying and testing assumptions.

First, when new employees join the organization, find out what they

informally learn about the company and its culture. Preferred cultural

norms pass from person to person. Listen carefully tatyou hear. Are

new employees inspired to challenge the status quo? To speak up in

meetings? To drive new initiatives? Or are they encouraged to get along

FYR 1SSL) GKSANI KSIRa 26K LF GKSNBQa | ye
have a serious cultural probie

Second, observe what gets rewarded and why. When team members
guestion an assumption, what do they receive? A look of annoyance, an
eye roll, or a pat on the back? If a company wants a culture that identifies
and tests assumptions, it must reward thdtehavior openly and
consistently.

2. {0GFNI fA&a0GSYAy3 F2NJ FaadzyLliazyad | 2dzQf f
being made.

There are two basic categories of assumptignfiose made about the
external marketplace and those made about and internal environment of
the company. Here are just a few general examples of common
assumptions companies make.
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External Assumptions

Who are our best prospects and clients

2 Kl G6Q& KFELIWISYyAy3a Ay YENQSGaz 2NBEFYyAT
What our competitors are doing

What will happen irthe economy

Who our best suppliers and partners are and why

2 KAOK UNBYRa NP NBIf FYyR GKS AYLI OG

<<K<K<K<LKKL

Internal Assumptions

V  What our strategy is and where we want to be in X years

V How teams, individuals and businesses should be evaluatedeavatded
measured

V The purpose for an existing policy, process, or metric

V How the organization and teams should work together

V Roles and impact of different teams and individuals

3. Identify the risks.

Ly GKS ARSIt g2NIRXI @&2dzQR2éandie§ I+ttt 2F (K
SIFOK |yR S@SNE 2ySo ! y¥F2NldzyldStesx GKI G
Instead, you can start by requiring that assumptions simply be labeled as

such. Separate the known facts from assumptions being made.

How do you implement this step? Firkgep a list of assumptions during
any important discussion. Then when someone draws on one of those
assumptions, ask two important questions:

(@]
w

x G2 KIFIG Yr1Sa @&2dz 60StAS@S GKFG (2
substantiation. If the answers are vague or hearsay dgioental,
then keep probing.

x LT 6SQNBE GNRy3I | 02dzi GKAA | aadzyLWiAzy
KFNY¥Ké LT GKS FyagSNI Aa bhi GKSy Y2@S
to substantiate the assumption in the future. If the answer is YES,
then testing is required.

4. Test the most costly, dangerous assumptions.

For those assumptions that will cause substantial harm, focus your team
to identify the best and fastest way to uncover the truth and mitigate the
risk. The investigation could take numerous forms such as talking to
customers or prospects, formal market search, internal surveys,
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who may have the true facts.

5. Encourage and reward the challengers.

wSYSYoSNI 6KS 2fR R3S ac20dza 2y 6KIFG A&
GKSNBOQANBIRAGAYWSt@y3a (G2 GKS ¢6K2fS (SIHYd 2
GKS £ SFRSNRa FlrdzZd F2NJ y23 ARSYGAFE@Ay3d |y

Thus, an important way to encourage challenges is to publicly embrace

GKSY® ¢KIG R2SayQid YSIy @&2deevéry S G2 Sy3l
time someone asks a question, but it does mean that when someone

challenges an assumption, it should be labeled, accepted, considered,

and appreciated.

LiQa Ffaz2z AYLERNIIYyG (2 SadrofAakK (GKS RAS
positive assumption testg. Negativity simply shuts down ideas. Positive

assumption testing asks questions and forces to the surface thoughtful

discussions: What evidence do we have that this is true right now? What

gAtf 0SS GKS NBadZ G AF 6SQONB gNRYy3IK 2 KI
exploring if this assumption proved false?

Finally, you can include assumption testing as a critical behavior that is
expected and discussed during regular performance evaluations. That
OSNIiFAyte StS@graSa Ad FNRY . ad2f SN 6§SR¢

6. LRSYUATFEe | adadzYlLliAz2ya o6FyR K2g @&2dzQfft (S
guarterly and projectbased plans.

Make sure each assumption is clearly identified, and understand how the
company will test and react to the results. Then make sure teams are
testing ard reporting back in real time.

2 KSYy |y laadzyLliazy Aa GSaidSR FyR LINR@Sa
team for the original assumption; instead, praise the team for identifying,

testing, and preventing expensive mistakes that hinged from that
assumption.Point out the importance of the new conclusion and the

resulting benefit to the company. The team will now have a new direction

based on facts, not assumptions, and that is worth celebrating.

CONCLUSION

Part of the benefit in testing assumptions is greatkarity, completeness
and accuracy in cost considerations. Understand why there are different
assumptions from different teams, or roles within the company, or from
those that impact your success from outside the company (customers,
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partners and vendors)Jnderstanding their assumptions will help us see
gaps, inhibitors, time considerations and cost impacts for all the parties.

Exploring this material might challenge your marketing team, but if you execute the
process outlined a better decision could be deaon which shows should be on your
calendar.

RESEARCHINIRADESHOWS
| 245 OFy @2dz FAYR 2dzi @2dzNJ LINPALISOGaQ KIFIoAda

One solution is to conduct a market research study and cover this topic as well as other
relevant trends within a focus group. dloat whether or not your product is better
shown in person. Does it need explanation or education? Some products, and some
buyers, need both a touch factarliterally or figurdively ¢ and a trust factor that can

only come from facdo-face exposure. Some buyers need the kind of intimate,
kinesthetic environment that a trade show can provide, offering a memorable way to
impact and engage customers by utilizing all their senses. Not all buyers of your
products are the same. Buyers are hum@meanng they are complicated. Offering
different learning styles to meet different needs widens your net.

This graphic is frorexhibitorMagazine
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