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President's Message

By carolyn alt

‘Tis the season...Show Season, that is!

Does anyone else find themselves driving to work like they are
a NASCAR driver? I think I have some weird, overdeveloped
connection between my foot and my to-do list: apparently, the
longer it takes me to review my daily to-do list, the heavier my
foot gets on the gas pedal! It’s a sure sign of the times for me.
What are the different things that mark your impending show season? Is it how
many (or few) clicks it takes to get to January on your calendar? Is it the ad
deadline that seemed a year away back in April and suddenly it’s next week? Is
it that one exhibitor who always signs up at the last minute and just called you
today? Show Season is definitely here!

Many of you are already in the thick of it with Wine Festivals, Holiday Fairs, and
Fan Experiences. You are brave souls, and I hope all of your events are running
smoothly and successfully! As you will read in this month’s Show Producer,
things don’t always go as expected, and just like in life, a little insurance can go
a long way to setting things right again. If you haven’t already purchased event
insurance I strongly encourage you to consider it. Not only is it great for your
show and business, you will also be taking full advantage of your NACS benefits!
We’ve been facing a few unique challenges ourselves this year, making
significant changes to well-established shows. How do you face a daunting
challenge? For us, after taking some time to just be annoyed (maybe that’s
ongoing...) we asked ourselves the question – Do we simply resolve the particular
issue at hand, or is this an occasion to think bigger? BIGGER of course! Being
forced into change gave us the opportunity to reinvent, which in turn, also
created some excitement within our team. It helped us stay focused on positive
progress instead of dwelling in disappointment. My co-workers are laughing right
now because I still do grumble, but at least I also have something to be excited
about. In the end, the goal is for our patrons to be so overwhelmed with the
exciting new changes that they don’t notice what they might be missing; instead,
they say, “WOW, this is great, I love the changes!”
I’d like to leave you with some wise words from author Simon Sinek’s Dose of
Inspiration that crossed my inbox just yesterday: “Excitement comes from the
achievement. Fulfillment comes from the journey that gets us there.”
I hope your days are full of achievements and your shows are strong. I hope that
you and your teams are happy, healthy, and excited for the season ahead. If you
do face challenges, consider seeing the bigger opportunity at hand and enjoy the
fulfillment that comes at the end of this year’s journey!
Happy Holidays,
Carolyn
PS - If you aren’t already a fan of Simon Sinek I highly recommend him. He’s an
author and motivational speaker, and his TedTalk on Know Your Why is worth
every minute (and then some), even in the middle of show season! So after you
research your event insurance solutions, take a few more minutes to watch
Simon’s TedTalk.
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Data: Digital Oil
They say that data is oil
of the 21st century. This
valuable resource can be
bought and sold just like
any other commodity. It
has value in the marketing
world as well. Large
companies like Amazon
and Google use data every
day to create very specific
and effective advertising
campaigns. Let’s take a
quick look at what types of
data are out there and how
you might be able to use
each in your business.

1 First Party Data - First party data is the information you collect directly
from your customers. It can include:

• Behavioral Data from your Web/App Analytics (ex. What pages visitors
go to most often)
• CRM Data
• Subscription data (Emails, SMS, etc.)
• Social data
• Surveys
• Customer feedback
First party data is the most robust and important data in any successful
marketing plan AND it is almost always FREE! First party data also comes
directly from the source so, it is usually very accurate. Use first party data
to help you predict future buying patterns, gain audience insights, and even
personalize your content and ads based on the data you collect!
Want to start collecting 1st party data? The first thing you should consider
is placing an audience pixel on your website. This will allow you to retarget
users that have been to your website but have not returned over a defined
period.

2 Second Party Data - Second party data is basically someone else’s first

party data. The seller collects the data from their customers and sells it
to you. Second party data comes in handy when you need to build your
database outside of your normal demographic.
For example, maybe you run a successful group of shows targeting women.
You are looking into launching a new group of shows targeting only men, but
you don’t have any data on this new demographic… Enter second party data
buying. The easiest way for data buyers and sellers to connect is through a
private data exchange, which connects both parties to facilitate 2nd party
data transactions.

3 Third Party Data - Third party data is data that you buy from large data

aggregators that get their data from various other websites and online
platforms. The data companies pay a premium to publishers for their first
party data.

By Jason Watson
Director of Digital Media,
Adstrategies, Inc.
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After buying the data, aggregators compile them into segments based
on interests, behaviors and demographics like age and gender. These
segments can be broad like “Frequent Travelers” or as specific as “Fresh
Water Fishing Enthusiasts”. When purchasing 3rd party data, buyers should
be aware of many different factors. You will want to partner with a reputable
agency or data provider that can access various DSPs (Demand-Side
Platforms), DMPs (Data Management Platforms), and data exchanges on your
behalf.
In closing, what data do you have? What data do you need in order to
market your event successfully? The type of data you want depends on
your objectives and preferences. Find a trusted partner and start your data
journey today!
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The

Stages of Event
Grief...and
Cancellation
Insurance

Jacqui Bomar, JBM & Associates, LLC

On Labor Day 2019, after a year of planning, we were forced to cancel the Wilmington Boat Show due to hurricane Dorian in the direct path
of Wilmington, NC.
If anyone has ever had to make this decision after working on a show for a year, you know there are stages of grieving. According to the
Kubler-Ross Model, there are five actual stages of grief. Here’s how they applied in this situation.

Denial

WHAT? No way can this be happening. We had to cancel one day of the show two years ago and last
year, vendors started moving out at 1 pm on Sunday when another hurricane threatened and hit
Wilmington. How is it possible this could happen AGAIN over the same exact dates?

Anger

OK so now I’m angry. My team and I worked SO hard to get this show sold out and to promote it. We
were ready for the best show ever. Office was all packed up, rental vehicle ready to load up and then
BOOM! This was devastating for me, our staff, the exhibitors, support staff, and attendees.

Bargaining

Come on GOD- pretty please won’t you give us a break and send the storm out to sea NOW…before
it’s too late? If you do this for me, I’ll drink less red wine…I won’t let my alter ego, evil twin Jacquelina
out for at least a month…I’ll …you get the picture.

Depression

It was D day, “depression” day on Labor Day 2019, when we called our favorite insurance guru Allison
Steeves and finally made the call to cancel. She helped us understand what we needed to do and
what the claims adjuster would need in order to expedite the claim for payment.

Prior to making the call to Allison, there were many steps taken. With this being an in-water, convention center and land event, we had to
make calls to the Port Authority, Waterways, Marina Manager, City Officials and Convention Center. First and foremost, we needed all the
information we could get from the Port Authority, as they determined the closure of the waterways. We were involved in their conference
calls in real time, and downloaded the report of their daily decisions. In addition, it was critical for the Port Authority and the City Officials
to give us direction on what their plans were for us to cancel the show. All conversations and closures had to be documented and in
writing for the adjuster.
As we gathered all information and a final decision was made, this was communicated to the exhibitors, sponsors, features, support staff
and potential attendees. Communication was done through email, eblasts, phone calls, social media and our website. We met with our
ad agency to have them ready to pull all remaining media and help us get the word out. I would estimate 20 hours of work in preparing to
cancel an event of this magnitude.
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On Labor Day, Allison filed the claim. Several days later we received an email from one of the two assurance claims adjusters in the
country. We were asked to provide very specific financial reports including:
• Current and past year P & L’s
• Budget for current year with a narrative of how you came up with current budget numbers
• Vendor list with sponsors listed separately
• Attendance revenue for current and past years, with budget and narrative
• Merchandise sales revenue for current and past years, with budget and narrative
• Documentation of closures
Allison advised us to be the squeaky wheel in order to expedite the claim and payment, as we did not want to get buried in the pile of
claims that were certain to follow by other event professionals. Fortunately, we were prepared with all the reports needed and we followed
up with several phone calls to understand the needs clearly to get it right the first time. This task was timely for my staff (thank you
Debbie) and a lot of work. However, we knew we had the opportunity to be kept “whole” and refund attendees. The adjuster told us it
would take time after he sent the claim
to London for approval. Once approved,
we would be wired money directly. The
claim was finally approved, and the money
should arrive within the next few days.
Another time-consuming critical part
of all of this, is the communication with
anxious exhibitors and sponsors. We felt
it was important to make certain they
knew we would make good and have them
reimbursed or use their payment toward
the following year’s show.

Spend less time managing your vendors
and more time promoting your event!

Another emotion I felt was immense
guilt. Why guilt? Because a threat of
a hurricane, especially a category 4, is
something that could create real pain
and suffering for people. I felt guilty for
feeling grief over the loss of an event.
In the grand scheme of life, this was not
a BIG deal. But I couldn’t control how I
felt, and it was real to me and my staff. It
HURT.

Easily create events, accept &
review vendor applications
Accept payments online,
view reports & analytics
Easily assign booth spaces
and never double book

Finally,

Acceptance
It is now three months later and we have
all accepted this loss and moved on. We
have had great support and guidance
through the process. We could not have
gotten through it without our expert
Allison Steeves, of Shoff Darby. She
is always available to explain in detail
exactly what to expect and how to
navigate the process. She works for US,
whereas, the claims adjuster works for
the insurance company. She has been
a true asset to my company, and I am
grateful we have her on our side.
On a side note: The Wilmington Boat
Show has moved a month later for 2020.
Fingers crossed.
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“

www.BoothCentral.com/NACS
BoothCentral has become our go-to platform for managing
our vendor registrations, payment processing, and space
assignments. Finally, a solution that handles it all.
- Eric Udler, All Show Services, NACS Member

Vendor Management for
Consumer Shows
Find Vendors . Manage Applications . Accept Payments
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SAVE THE DATE!
Tuesday, June 23 – Thursday, June 25, 2020
Dallas Marriott City Center, Dallas, Texas
Convention Presented by ASM Global
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Member Profile

Bart Caple
Founder
BAC Productions, LLC.
Civic Center Director
Janel Ricca, Bart Caple,
and Marketing Director
Scott Belanger
Tell us a little about your
company and yourself:

What is your favorite part of
being a Show Producer?

I started our event business
in 1985. We have produced an
average of five events per year
for the last 34 years – mostly
boat and RV shows. I have been
married for 44 years. We have
four married children and 12
grandchildren. I like to travel and
love to exercise. I’m in the gym
for an hour 6 days per week. Been
doing that for 40+ years!

I love to see the attendees at
our events having a good time.
I love helping our exhibitors
connect with thousands
of people face-to-face and
prospering as a result.

Why did you join NACS and
what are the benefits you see
as a member?

What do you see as NACS’
goals?

I joined to be able to connect
with, and learn from, other
members. The very first year I
met Allison Steeves, and as a
result I began buying cancellation
insurance. I’ve had to cancel two
large events due to hurricanes
and that insurance saved us.
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To continue to promote our
industry and help our members
continue to prosper.

How long have you been a
member of NACS and what is
your involvement?
I am a former member of the
Board, and have been a member
for 23 years. My first conference
was in Reno, Nevada.

What do you hope to
accomplish by being part of
the organization?
To me, the face-to-face
interaction between thousands
of people at consumer shows is
the most powerful and effective
form of marketing that exists.
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National
Association of
Consumer Shows
147 SE 102nd Ave.
Portland, OR 97216

NACS Show Producer is
published by the National
Association of Consumer
Shows, a national organization
committed to expanding the
interests of consumer show
producers and to demonstrate
the economic impacts of
consumer shows on the local
and national economy.

Association Office
Geoff Horning
Account Manager
Kristie Volk
Account Coordinator
147 SE 102nd Ave.
Portland, OR 97216
503.253.0832
800.728.NACS (6227)
Fax: 503.253.9172
www.nacslive.com
info@nacslive.com
We welcome and encourage
any news items of interest to
our readers. Please direct
them to info@nacslive.com.

