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The future of ... trade shows

MAKING MARKETS WORK

Freplace-totichoork, learn and, of course, buy, brade shows arean

integral part of the lowe furnishings industry, But this year, they
fard to postpone, cancel or pivot te virfual components; and for the
ones Hhaf did have in-person markets later in the year, they had
to rethink physical layouts and sanifation strafegies, Here, trade
show organizers falk about what worked this year, what didn’l
and where they see things going, Anexpanded version of this sfory
is aowilable af HENdigital.con., — Andrea Lille

What best practices did you learn this year?

Bob Manicich, CEOL IMC, orgarmizer of
Al

12 Vipas and

High Poinl markels

“Af the start of the |*-.||1;!|'r||i-.'. W r-llrue‘-_l.'!'d
our buyer universe to get a feeling for
whpre ‘..|||.'}' were: the health of their busi-
nesses, their feelings on sately attending a
market and whether and hl::w they were

planning to source products. A subsequent
survey to exhibitors confirmed that while
markels are a necessily, they needed to be adapted during the pandem-
ie, We concluded that we should continue with cur plans to host in-per
son markets but would need todevelop procedures for safer gatherings.

Cuided by buyer sentiment, we were able to successfully adapt our
market expericnoes, Pivots included postponing spring and summer
markets; shifting to showroom-only markels for summer; presenting
at-market programming online as webinars and digital content; and
providing interim virtual sourcing arnd shopping tools.”

Derek Miller, president, Infernati
H e (TH AL AR izerof
The Inspired Honre Shoo

“In the wake of the cancellation of The
Inspired Home Show in March, [HA con-
verted many of the events and education

eres Assy

that would have happened at the show toa

I format, The show's website features

dig

several product galleries; these are great
PESOLICLS r.l'\lrI:'H,I:L'I'F'\-. :.:i'\.'i.ll!': H"‘:I 011 Acdrss o
the exhibitors and products that were part of the special display areas,
el ||:||."|;; thoe e Product Showease, Global Innovation Award s |!:|.1:|_
Smarl Home and Inventors Cormer.

We also recorded and posted many of the educational sessions that
would have taken place at the show, Inaddition, the new [HA Market

6-12 7-10

Lightovation

12-19

Atlanta
Market
Market

T INFC ar High Point Market in Oclober

Walch Feport is posted and available for download. The report features
five specific consumer trends that not only shape home purchases, but
also drive decisions made in all aspects of consumers’ lives—and puts
thase trends into the context of how product developers and retailers
can deliver on them. This report was then converted into a six-part we-
binar series that addressed the impact of COVID-19 on these trends.”

Micolette Naumann, rice president, Ambi-
ente, Messe Frankfurt

“The pandemic has presented us trade fair
organizers with completely new challeng-
¢35, but wee also see opportunities for the fu-
ture. We are required to be flexible, but also
courageous enough to launch new trade
fair concepts.

Concepts that create new business-enhanc-
i|1:.;h!.'||:'r;.;i-.“- will -.1,'~rl.|i:1|:L' ACCOITLEINY WS even ._'|{|,1,~r|;|:a|: ]_'i._!nl,|v|_-|'|'|'i|.". Fl_sr
us, however, one thing is certain: in the long term, no digital meeting can
replace the personal encounter and expericnce of products at physical
trade fairs, but can only complement them in a meaningful way.™

Jei Kaufman, press e MWiter York Honre Fachions
[ el Week

"Start \_'._lr'.:\.' we made the call on 5"_'3 1
leave enough time bo vet our options and give companies enough time
tobuiled thear victual marketplaces, We've already made the call on moy
ing 1o a virtual market for March, so we have [several] months Lo get
evierything lined up

} HFPA, organizer of

nber marked labe, whech didn'e

Mewd toopen the sitecarlier tham £:30 2.m., on the Monday of market so
buyers have a chance to get in and plan their week.

Ower these last few months, the HFPA sponsored a monthly educational
series open o the trade. We had o teemiendous response with partic
pants from over &0 com panies joining the calls.”
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What could you have done better during the pandemic?

‘indy Morris,
ard Dallizs 7

iderit and CEC, DM, org
| Home & Gt Market

er of Lightoua-

ervone has mavigated through this as best they can, and |
" I‘u\ll wirnt to |,|\|||p|-._'|1'u,'||t or redailers on thasir .:l:|I1;1_. tor conduct
- \4. business in myriad ways —whether that’s in store, via deliv-

X ory, woctal moediy or their woebsites, Wi wene 5-'.:1.';1ri-.|,~d ';1:.' wuch
i quick retailer demand for in-stock and ready-to-ship items.
W began creating lists of manufacturers with available prod
ucts and shared that information with customers as quickly as
possible. We had 9055 of showrooms apen for summer and fall
events plus we had Temps —getting thal message out effectively was a challenge as we also

promaoted market dates, in-stock products and health and safety measures.”

Kristi Forbes, dira
M York Takletop ! i
“Locking back tothe start of the pandemic, [ really can’tsay Dwould have done things dif-

ied, Pty One Mind:

ferent. Mone of us had gone through anyth
territory. We were all in the same shoos, waiting for information ard guidance from the
city and state while things were changing by the day, really hour/minute, We complied
wi.l:h..‘l” i|'|'||11|.'|,|.i;| h,-l'u_'.||||| arvd -..|f|'|:.' s s andd are g |:-||'.i."|||i||;.'; tovclin 2,

ing like this bedore, so this was completely new

Iy teems of spring Mew York Ta-
bletop Market 2020, cancelling the
event was painful, we had never
canceled a show in the past, but
wie quickly kicked off a :-].Il,l!I,' 'y
gether philanthropy program be
-‘l,lppnrl 'ru,-j;:llr'.|| resstaurants and 1t
slill feels like it was the right thing

b i

{_'-:|::|i|1;.: ot o the recent Ootober
Mew York Tabletop Market, we're
viery happy with owr moew upgrad

ed virlual show hub and the pro-
q'mr:lmin;.; wir were able to create

lobring our community logether.”

Miller, [1A

"L"-."l.'||||'|'|i:-=' often brings about
change, and IHA is further en-
hancing the existing Housewares
Connect 365 online directory,
which already allows buvers I
search to find thousands of com-
|:".II1'.I"|I ':1r.|||-.{h |IIII\.‘| |'r|\:||,|-: f= I IH"'
2.0 version of this site is in devel-
apmaent with a formal launch
planned for early next vear. The
new site will have updated user
interfaces and more robust search

= £

vis Muorkel this sineer

=30 13-16 1720 17-21

Maison & Mew York mibiente {part High Point
Ot [abletop af the fnferna Market
Show
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ATLANTA ARKET

at Arrernicas Marl

Showrooms: Januwary 12 = 19, 2021

lemporaries: January 13 =17, 2021

Register Mow atl AtlantaMarket.com
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ionaliti aclivations are

FLae -.lpli
planned throughout the year to bring buvers and sellers together ina

wirtual format.”

5. Along with this project, special §

‘Tim Hart, sevnior wece prestdent, Enverald

il G Lif, IS |:".\."'|".\'-::.|'

“I've been so impressed by the way the
tearm at WY Mow has come h:u';l'”l-.'l b s -

port our I.'I.'II'I'II'I'IlII1i|:~' of small businesses
2020

s CAnd T'mode

ighted that we
adigital product with 650 brands
in seven wieeks,”

launche

What new praclices or changes do you think will stay lang
term ar permanently?

Maricich, MO
“The ommichannge] market —in-persen and digital
Our research showed that retailers had an i

and our stopegrap tools off

1% here to stay,
erest in digital buying
aring market |,||-.r|_|pli-:1|| confirmied a

'\I [

quick adoption of this hybrid sourcing and shopping style. Based on
vzl ng neved for omnichannel sourcing opporte nabies andd conmected
E-COMReroe -||'|l..l'.|:."|.‘-_ IMCis .'|1'|.'l.'||'|.'||i."|;.'_ the lawmch l:-r__rl.'.l"'.irw'l'. alull
suite of new ;IiJ_';iI,.'ul Eosls '.'.|,|||x'hi|1;._', ot the next several months, Our
data hub and B2B web commerce ¢ .||\.'|'|'-E|ili-.-~ ane .|'|:|-.'|-:|_-.' live with in-

213-26

dghtovalion

20-23 4-7
Hong Kong Heimbexil
Flowsewenre

Fair

on, CRM and associaled mobile
e samae time, the new multi-line
nmeree platform, launching in Q1 2021, will
optimize the market experience by allowing buyers toeasily refresh best
sellers, discover new products and transact with vendors on a robust
digital plattorm as a complement to in-person, on-the-road and at-mar-
ket sourcing and shopping,

tegrated sales and markeling automa
apps will launch early next vear. At th
B2B JuniperMarkel e-c

.'}.\.Il.lﬁil)llultl‘u'_ W II :l'\n'l'll\.'l.! A0 APPNY iulli(ll'. r.I:II \.'\.J'.JI..I“\.'II-II l\.'l."l"il:l'.l'

3
nities presented outside of markets, Well-attended webinars and virtual

events during the pandemic have inspired a hybrid Before market and

at-market approach to seminars and events.

Marris, DMC

“The pattern of buying was already cha
|r|,||}' acoelerabod the oy
own schedule. That mi
Al
are ready. Only Dallas has open-dail;
ket events to sucoessfully serve buvers year-round, Cur new frontier is
e-commerce, and we are rapidly making advancements to olfer a digital
|11._|r'-:\_'-|p|._|l_\:- solution in :'.1.'.rl,r'|,'-hl1|'!_1 with MarketTime —thie B2B soft
ware company based here in Dallas L wewill be extremely well
pasitioned fo offer online and physical marketplaces serving buyerson
their terms and on their schedule. You will never replace the in-person
commumnity and experienoe for new product discovery and networking
in [allas, buat online l'-|‘-|i||:1‘- can :|:-||'||‘:||.'::'.|'|'|| that E'l':'.}'-.i: al -:|:\.':1.|r||i|
extremely well.”

ing. and the pandemic has
talabe. Buvers want bo rev o Ry slucts on their
t mean for the next selling season or in the
sof interior desigrers for theie nest project. We are ready when they

wrenms in balance with mar-

Julia Uherek,
Cor
& ";]'n_ln_

(A8

esse Fravkfurt

ner i Irs,

Il
combination of physical and digital trade
show -.'-Ir'l'.-ill;.'.'.. .-"-'.-.Il.rl gy mentioned, the
live trade show experience on site is cle
I:.' .II'I.\.'. I:\. = '!ll'l'lll'r.lhl & 1|II‘- i'\- |1|'-I:l r\:'-ﬂ-.'rln.--.|
and confirmed in
huibaibors, as=ociats

I times requice the best pos:

cussions with our ex-

anad partners,

The [nbernational Consurmer Googds Show 15 a |,|||i-.||,:|I eornbination of
the Ambiente, Christmasworld and Paperworld trade fairs in the ex-
l:'|'|,'\l|I:I.'":.!| situation of 3 worldwide '!1.1r1|,||,-|11u'. I 2022
again be separated and take place in the usual order cvcle. However, we
weill continue to adhere to the u-:lr:u;n,'pt-u.".'. dij;:t.:l tragle h,'llr-\l,l}:lph_'rllk_"lf_
through the Consumer Goods Digital Days.

|t everts will

We are nosw d

lely new “digital experience’ for 2021

All participants Benefit from .|1|,".'-.' additional digrital networking tea

tures. The ticket includes, for example, livestreaming, matchmaking
and chat funchons, After all, we want our costomers bo reoeive new
business impulses even under pandemic conditions —business devel-
opment, and this globally, s our mission.”

The Henlth C el i Ccloier

1314 1319 25-29
Dallas Tatal Allanta Las Vega
Flome & Gift Market

Market
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Kaufman, HFPA

“Regardless of when we go back to an in-person market, we beliove
that the virtual component will remain and become part of how we do
business 365 dayvs a year, While the hope was that there was going to be
a commuon platform that all, or most, textile companies would use as
an entry point, each company figured out a way to communicate with
therir custarners arud will continue o refine that process as they move
forward. Some are building their own platform, others are using plat-
forms that are .1|rl,~<|-;_|!.' i the market, The common theme corming out
of market was that everyone ligured it out, meelings were very focused
angd productive and there was a lotof confidence that we could transact
business this wav as long as we need to and want 0.”

How are you measuring the suceess of the virtual tradeshow?

Maorris, (VIO

“For January we will hold a virtual component of our Lightovation trade
event, which is the largest residential lighting show in MNorth America,
The virtual event will be done via our partner Market Time and the goal
i= tooffer buvers unable to attend Lightovation the ability to review new
| AP, I i, ‘\:'.:I:I"\.'I.':l.' treogi ! & AN I F"Ial( g I L o I I et I:. A i-l :]1I 3 '|i bi=, II""I =1 '\.'\-".“
be our first virtual event, and it's opticnal for mamufacturers and buyers
SOWL NS MCASUITING SUCCess |,1:c i tal inberest and p.lrli-:;i |,:".¢I|i':'\lll."

o s that most of our community registered for ace
cess bo the virtual show hub. We alsosaw
".'{"r!.' I'II:._';II 1n||’fi|,' |||'|{I |,'r'||1"<|j_';|,'r|11:|11
compared toour usual websile
trathic, Time spent on our
website increased nearly
T for market?”

Ha i, Enterald
“Digital 15 a mara-
thon, not a sprint,
=0 while it's very
important bos
zather and act
upon customer
feedback in the
short term, the
true value will be
measured in the
medium term (six
mienths plus).
Lomger-term
will be measured by how
the reach digital provides cur

SUCCrsS

fi

T M0S ST

511
MY Maow

1014
Maison &

Objiet

7-10
The Inspired
Home Show

community converts into in-person participation. Our mission is to
present new brands to buyers, whether that's in-person or digital.™

What's your best guess about when buyers will come back in
farce?

Maricich, IMC

Buyers are already returning te markets and more than ready to do
business, With cach market, more and more buyers are comfortable
with travel and market attendance and have adapted to new health and
safoty regquirements, The task at hand for IMC is producing buying
opportunities where buyers can get business done, safely.

Al our physical markets, our focus is on presenting the in-person dis-
covery that buyers are seeking in this unprecsedented time. The over-
whelming acceptance of our Together Safely protocols at the 10 markets
wi have produced since June 2020 has been encouraging. As a result, we
will expand our winter 2021 Atlanta and Las Vegas Market offerings to
include the retum of temporary exhibits with proper safety protocols
and social distancing procedures in place.

As the situation continues tochange, we wall adapt with it We will con-
tinue toiterate our Together Safely protocols with the most current in-
rllr::l'.-!l'.ll11 rr‘il:l:l. I'l'!JI:‘IiI\.' I:'II '.I“I'I I'J\.I!"rl" .|r':|| ]I.JlC .!I [t |r'||| slale :|"l:l'\. errrment
officials. We will adjust the market experience as needed to provide the
most opporiunity for our customers,”

Morris, DT

Wi have been holding productive and safe events for months, and
we are also anlicipaling strong attendance in January across all shows
just as we experienced in the summer and fall. We actually rebounded
quickly and have seen daily traffic return to 85% of wsual and our mar-
ket traffic at 65% to 85% of usual, But inaddition to the larger markets
we have alao seen consistent drive-in braliic |.||.|ri|'|1'. l'.]]'ll.'l'l Haoise events
and First Monday & Tuesday events. We are providing buyers with
MGreE !'rmll_w-lli I‘:-I,I:-':Ir'.i-;‘ |s|||:-:1rr|.:|r'|ir'.|". I||r\c||.;.;;||-.1|,|r I||<~:; r. I fact, for
2021 we will have more than 30 buyving events on campus.”

Forbes, Forfy Ohe Madizon

"W have found that buyers are still consistently working! Buversin the
n_';',in W gk |||.L|'ki11:.', W i“i‘.‘- [{§] thl;- |,:-|,|1! |_| i g OF 1141 kit 114 iTH ri |,|._f| Al PN mokrmenks
with brands and showrooms. We hope the Spring 2021 market will be
ab mare r“:lli:'l.l'\r et R Y b R L thnll'l tl'li‘- WA W eI T 1":'!rtl.|ll-|||'i‘ b
have so many major selailers located in the Northeast.”

Hart, Enneralid

"Buyers will be ready just a5 so0n as large scale trade shows are permit-
ted tostagre, There is a lotof uncertainty right now as we head inko Win-
ter and COVID-19 cases rise, but the buyer appetite 85 strong, as we've
i on engagement with our Digital Market and our ongoing
communication with buyers,” [ &

seen base
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