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VITAL STATISTICS
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CANDIDATE PROFILE
Section 1: Vital Statistics

I’ve taken a very non-traditional route throughout my 
career. My roles have grown organically from one to the 
next, creating a well-rounded eduction and perspective, 
while blending both the technical and creative into one 
unique path. For as long as I can remember, I have always 
been a planner, and I’ve always loved details. It was fun 
for me to brainstorm different ways a project can go, 
then watch how it all unfolds. As technology has grown, 
I’ve developed ways to integrate those exciting tools into 
my planning and everyday life. I could understand the 
technology very easily and was interested to see how I 
could find more creative ways to use it. 

I discovered my path in high school with my participation 
on the yearbook committee. Planning out the chapters, 
deciding what to feature, making sure we had the photos 
needed, then finally creating the page layouts was very 
enlightening and satisfying. I followed that with a major 
of Visual Communication Technology at Bowling Green 
State University. The program taught me about the four 
core mediums (print, photography, video, and interactive 
media), then it taught me how to put them all together 
into a complete solution. While at BGSU, I had my first 
interaction with a trade show. I had the opportunity to 
attend Graph Expo (2008) and Print (2009) with other 
students in my class. I got to see the scale of the printing 
industry and all the different companies coming together 
to show the world what they do and the new technologies 
being developed. 

My professional career started in the creative department 
at American Greetings, then transitioning to a production 
artist role at a local graphic production house. Both roles 
were heavy focused on graphic design and printing. While 
I loved the creative outlet of both of these roles, I craved a 
role that was more wide-reaching. I wanted to work more 
in marketing and experience projects from beginning to 
end, not just the creative. 

I found that first role at Emilia Personal Care, a company 
that specialized in private label skincare. While there, I 
was able to gain experience with packaging design, brand 
strategy & product launch, and, for the first time, trade 
show management. I was put in charge of coordinating 
the company’s display at three shows a year. I was able 
to lead a booth refresh, show planning & logistics,  and 
on-site execution. it was here that I started to explore the 
possibility of trade show and event planning as a full time 
career. I learned that trade shows blended creative displays 

with detailed planning and technical knowledge which 
were key areas I excelled in. I found I was excited about 
working with the team to develop the booth strategy and 
ensure the team and customers all had their needs met 
while attending the show. 

I took this knowledge with me into my current role as 
Marketing Specialist at Dümmen Orange. In this role, I 
am based in the North American marketing team, which 
is comprised of 3 other people (see next page). I get to 
‘wear many hats’ including design, marketing strategy, 
sales support and trade show management, but on a larger 
scale. While managing a portfolio of 22 annual shows 
and events, I work with both the product management 
team (procures the display material) and the sales team 
(determines the show strategy). My role is to then execute 
that agreed upon strategy. 

I inherited a very mature trade show program from the 
sales department. Due to the scale of the program, I 
decided to pursue additional education in trade show 
management. I knew that very little was done to track 
strategy, budgets, ROI or asset inventory and I could use 
those learnings to vastly improve the effectiveness of the 
show portfolio. In my tenure, I’ve developed a budget 
tracking system, launched display packages, created a 
consistent booth aesthetic, simplified inventory tracking, 
introduced ROI measurement protocols, and negotiated a 
new agreement with a local display house to store and ship 
materials for larger shows. 
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JOB RESPONSIBILITIES

MARKETING DEPARTMENT ORGANIZATION CHART

Section 1: Vital Statistics

• Manage all aspects of company presence at 26 events and trade shows in USA and Canada, working closely with 
sales and product management to determine strategy and ensure all events run smoothly

• Source and maintain promotional material, customer gifts and corporate apparel
• Preserve consistent corporate branding while designing materials like flyers, signage, catalogs and presentations

MARKETING MANAGER
NORTH AMERICA

MARKETING
SPECIALIST

EVENTS

SR. MARKETING
SPECIALIST 

SR. MARKETING
SPECIALIST 

MARKETING
SPECIALIST

MARKETING
SPECIALIST

MARKETING
SPECIALIST

PHOTO & MEDIA

MARKETING
SPECIALIST

GRAPHIC
DESIGNER

MARKETING
COORDINATOR

GRAPHIC 
DESIGNER

MARKETING
SPECIALIST

MARKETING MANAGER
NETHERLANDS

GLOBAL MARKETING DIRECTOR

MARKETING MANAGER
GERMANY

CORPORATE
COMMUNICATIONS

SPECIALIST
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COMPANY PROFILE & HISTORY
Section 1: Vital Statistics

Dümmen Orange is a worldwide leader in the breeding and young plant production of cut flowers, annuals, perennials, 
pot plants, tropical plants, succulents, and bulbs. We represent a legacy of floricultural excellence more than a century 
in the making. By uniting the world’s top breeders under one distinctive brand, we blend traditional techniques and 
emerging technologies. Globally accessible and locally embedded, we continue to be at the forefront of our industry 
while bringing stability and opportunities to our partners and associates worldwide. Today, we employ more than 7,700 
people worldwide. Our annual sales turnover is over $440 million (360 million Euros). In addition to a large marketing 
and sales network, we have a strong network of production locations. The key to our success is a broad and deep product 
range supported by a global supply chain. We embrace our social responsibility and invest in the health, safety, and 
personal development of our staff worldwide.

QUICK FACTS
•  Founded: 1962
•  Re-branded: From one collection of beautiful 
 companies to one company with beautiful collections 
 in 2015
•  Companies that merged: Barberet & Blanc, Bartels, 
 De Eeuwige Lente, DNA Green Group, FlorExpo, 
 Fides, Golden State Bulb Growers, G.Geerlings & 
 Zonen B.V., Olij Roses, Paul Ecke Ranch, Red Fox, 
 Rijnplant, Sande, SOGO, Terra Nigra, Wander Tunier
•  President/CEO: Biense Visser 
•  Headquarters: De Lier, Netherlands 
•  Locations in: United States,  Canada, Colombia,  
 Brazil, Guatemala, El Salvador, Ecuador, Kenya,  
 Uganda, Tanzania, Ethiopia, Germany, Italy,   
 Netherlands, France, United Kingdom, China, Japan,  
 Taiwan
•  Employees: 7,700 worldwide 
•  Products: 4,000+ flower and plant varieties 

Tanzania
production

Ethiopia
production

Kenya
production, breeding, sales

Uganda
production

El Salvador
production

Guatemala
production

Colombia
sales

Japan
sales

Taiwan
production

China
sales & production

Germany
sales, breeding, & production

California (U.S.)
trials & breeding

Canada
sales & production

Ohio (U.S.)
sales

Netherlands
sales, breeding, & production

Italy
sales & productionSpain

sales, breeding, & production

France
sales

England
breeding

Denmark
breeding

Brasil
sales

North American Office
Located in Columbus, OH
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COMPANY MISSION & VALUES
Section 1: Vital Statistics

Our Mission: With deep-rooted commitment to our people, our values and our 
unsurpassed passion for excellence, we are uniting the world through the language 
of flowers.

EMPOWERING EXPRESSION

INSPIRING CONFIDENCE

EVOLVING EXCELLENCE

PASSIONATE PURPOSE

BOUNDLESS SOLUTIONS

Flowers speak to the best of our human nature - beauty, joy, love, life, art - 
empowering us to connect, communicate and share every day

Trust - earned by doing business honestly, transparently, accountably and reliably 
- inspires confidence in our relationships and pride in our legacy.

From products that outperform to leadership that outshines, continually evolving 
our standards of excellence feeds dynamic growth and deep-rooted success.

Passion lives in every moment and every detail of our work, uniting our 
mission, our people, and our planet in a vibrant cycle that’s both sustaining and 
sustainable.

Serving the individual needs of our customers with sincerity and ingenuity fuels 
boundless floriculture solutions and business opportunities that advance mutual 
success.
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COMPETITION

BALL HORTICULTURAL

DANZIGER

SYNGENTA FLOWERS

SAKATABEEKENKAMP SUNTORY

Section 1: Vital Statistics

Starting as a wholesale cut flower operation started by 
George J. Ball in 1905, Ball Horticultural Company has 

grown into a global family of breeders, research and 
development teams, seed and vegetative producers, and 
distribution companies. While headquartered in Chicago 

IL, Ball has a strong presence on six continents in 18 
countries. At Cultivate, Ball divided up each brand across 6 

six separate booths sitting next to each other.

Founded in 1953 and 
based in Israel, Danziger 

is engaged in the research, 
breeding, development, 

propagation, production, sale 
and marketing of varieties 
of cut flowers, annuals and 

perennials. Using a 20 ft x 40 
ft booth, Danziger focused 

on displaying individual new 
varieties. 

Syngenta Flowers North America is one of the largest 
wholesale breeders of hybrid flower seed and cuttings in 
the world – developing and producing flower seeds and 
cuttings for growers internationally. Syngenta displayed  

new products and series in a 40 ft x 50 ft booth. 

Since 1913, Sakata has 
been striving to be an 
innovative creator and 

supplier. headquartered in 
California, they produce 

vegetable and ornamental 
seed and vegetative cuttings. 
At Cultivate they premiered 

new products in a 
20 ft x 60 ft booth. 

Established in 1951, 
Beekenkamp is a family run 
business based in Holland. 
Beekenkamp is working in 
vegetables, pot and bedding 

plants, packaging and 
chrysanthemums. They chose 

to build a tall ‘X’ shaped 
display in a 

20 ft x 20 ft booth. 

Based in Japan, Suntory 
Flowers is part of a family 

of companies, encompassing 
321 different companies 

worldwide. They are focused 
on the intersection of modern 

genetics, innovation and 
the joy of gardening. At 

Cultivate, they premiered 
new products in a 20 ft x 60 

ft booth.

DÜMMEN ORANGE MARKET SHARE: 34%
Average market share as published in National Garden Bureau 

Vegetative Cutting survey conducted 2016-2018
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PRODUCT OVERVIEW
Section 1: Vital Statistics

Dümmen Orange represents a legacy of floricultural excellence more than a century in the making, providing the largest 
selection of superior flowers and plants on earth across six categories - annuals, perennials, tropical plants, potted plants, 
cut flowers, and flower bulbs - adding new and newly perfected varieties every year.

POTTED PLANTS
Beautiful indoors and out, our resilient container plants radiate with life’s energy 
no matter where they’re potted. Our wide selection of Garden Chrysanthemum, 
Kalanchoe, Poinsettia, Saintpaulia,  Pot Chrysanthemum and more are perfect for 
containers big and small.

TROPICALS
Expertly bred for easy-care beauty indoors and out, our tropical and succulent 
collections include Anthurium, Aloe, Echevaria, Euphorbia milii, Kalanchoe, 
Sedum, Tillandsia and more. These standout and innovative selections suit a wide 
range of color palettes, design schemes, and container sizes.

BULBS
Calla lilies and the wide range of other flower bulbs including tulips, hyacinths, 
daffodils, and lilies delight consumers all around the world. In gardens, indoors in 
pots, and the many variants of bulb flowers for the vase.

CUT FLOWERS
Highlighted by the superior beauty and hardiness of our renowned rose, 
Carnation, Chrysanthemum, and Gerbera varieties, our cut flower collection 
delights growers, florists, and bouquet recipients alike with countless irresistible 
selections in nearly every shade under the sun.

ANNUALS
Easy to plant and rewarding to grow, our collection of Petunia, Calibrachoa, 
Coleus, Pelargonium, New Guinea impatiens and more provides the extensive 
variety and exemplary quality growers and their customers trust for designing 
gorgeous seasonal gardens and flower beds.

Simple to tend and simply stunning, year after year, our wide assortment of 
herbaceous and evergreen perennials - including trend-setting new Phlox, Salvia, 
Dianthus, Leucanthemum, Coreopsis and more - lend lasting beauty and low-
maintenance structure to any landscape.

PERENNIALS



SECTION 2

OVERVIEW
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TRADE SHOW PROGRAM INTRODUCTION

PROGRAM IMPROVEMENTS

Section 2: Overview

As mentioned in my candidate profile at the beginning of this portfolio, I inherited a very mature program where very little 
was done to properly manage the program. It was very clear that I could use this as an opportunity to overhaul program 
management, introduce standard operating procedures (SOPs), and streamline the process. I adapted a phased approach to 
the improvements I wanted to make. 

Phase one was focused on learning the industry and the current planning process. I was able to experience what worked 
well in the current process and identify the pain points. My role was to manage 90% of our trade show portfolio from 
beginning to end. I worked with sales to determine the strategy for each show, then I made sure everything was properly 
implemented. That included product messaging, budgeting, graphic design, operations, logistics, creative, on-site set-up 
when needed, and post-show follow-up.

For the remaining 10% of the portfolio (two of our largest shows), a sales manager was assigned as the primary lead for 
the show and completed strategy, display design, product messaging and managed the budget. I acted as primary support 
for the show planning, taking over creative, scheduling, logistics, and registration. 

I joined the CTSM program during my second year with Dümmen Orange. Many of the classes I attended sparked ideas 
for ways to increase efficiency and communication within my team.

Phase two included a general show refresh. Throughout our fiscal year 2018, I was able to start to adapt and introduce 
learnings from the CTSM program into my show portfolio. Here are some details of projects and improvements I was able 
to complete. 

I created a new budget tracking excel template. Prior to creating this template, there was no existing processes in place 
track and review trade show invoices. I used this new template to increase visibility to the overall planning process and 
promote accountability to stick to show budgets. All invoices were put into this tracker and double-checked against 
previous payments, original quotes and on-site services rendered. Invoices are entered on a second tab, then automatically 
categorized and placed based on cost center and show code. 

**See appendix page 48 for full size screenshot of budget tracker
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PROGRAM IMPROVEMENTS
Section 2: Overview

I entered into a new partnership with local display house. That display house would manage shipping and storing materials 
for larger shows in my portfolio. They would also manage I&D for the largest of our shows as needed. 

I introduced Asana, a task management solution, to keep 
all deliverables and deadlines on track. This tool was then 
launched in all Dümmen Orange marketing departments 
globally. I used this tool to create a trade show task 
template with all the subtasks that go into planning a trade 
show broken down into smaller & more manageable bites. 
Each subtask is categorized and assigned to a person with 
a specific deadline. I duplicate this template and use it 
every time I kick off planning a new show. As discussed 
in 758 Thrive Under Deadlines, this demonstrates an 
approach called execution focused. That means a person 
should break down an overarching task into smaller 
subtasks that are realistic. This creates positive motion as 
I check off smaller boxes that are leading up to the bigger 
task completion. 

As stated in 61718 Graphics Boot Camp (ELC #6), every graphic representation of your company and its messaging 
should be consistent in every way. This increases effectiveness, brand awareness, and the overall impression others 
have of your company. A suggested approach is to keep it simple and consistent. It was also suggested in 62019 The @
Show Experience (ELC # 2) that exhibit design should be flexible and modular. I took this direction and applied it to 
my own trade show materials. I was able to source new trade show display materials and redesign all display graphics. I 
also introduced ‘tiered’ display packages for ordering booth materials for use at shows. The goal of this redesign was to 
create brand consistency that could scale up or down depending on the size of the show. The overall aesthetic of the booth 
was maintained throughout our entire portfolio. The actual materials sourced were lightweight and easy to setup, thereby 
reducing shipping costs and time/labor needed for pre-show setup. 

• Special Events: shows or events outside standard trade show parameters
• Tier 1 20x20 booth or larger
• Tier 2 10x20 booth
• Tier 3 10x10 booth
• Tier 4: 6’ table or less

**See appendix page 49 for full size screenshot of Asana 
    template
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PROGRAM IMPROVEMENTS
Section 2: Overview

**See appendix pages 50-56 for full booth refresh presentation deck

TIER 2 BOOTH EXAMPLE

SPECIAL EVENT BOOTH EXAMPLE

BEFORE REFRESH BOOTH EXAMPLE

TIER 1 BOOTH EXAMPLE

TIER 3 BOOTH EXAMPLE TIER 4 BOOTH EXAMPLE
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PROGRAM IMPROVEMENTS
Section 2: Overview

The sales and marketing departments at Dümmen 
Orange are often misaligned. Per 348 Sales and 
Marketing Alignment, How to Get & Stay on the 
Same Page (ELC # 2), this is due to lack of role clarity, 
different views on objectives, different interpretations 
of definitions, and different perspectives. Ms. Ellen 
Kaminski stated that communication is key and 
suggested we perform several exercises that allow us to 
complete joint planning sessions and post-show reviews. 
Following this course, I proposed creative briefs (length 
based on size of show) to align on show objectives. I 
also implemented the exercise ‘Start, Stop, & Continue’ 
review following our larger shows.

**See appendix pages 57-60 for full ‘Start, Stop, Continue’ exercise templates
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SPECIAL CIRCUMSTANCES 
Section 2: Overview

Unfortunately, I have limited visibility to sales goals and opportunities. Dümmen Orange does not track ROI or leads at 
shows because shows are looked at as a networking opportunity rather than a lead gathering opportunity. Sales figures and 
travel/meeting costs are not shared with marketing. Any sales leads are managed strictly by the sales team and conversion 
percentages are not communicated. Currently, no CRM system has been implemented. We are working as an organization 
to improve transparency, but change in structure and processes can be challenging. The lack of communication makes it 
very difficult to quantify true ROI at events and trade shows. 

I have been in the process of getting a proposal approved to begin tracking ROI at shows and an overall trade show 
management strategy. My goal was to implement these changes in FY2020. My global director of marketing approved the 
proposal, but I have not yet convinced my director of sales of the benefits these actions can bring to our organization. 

In the proposal I referenced: 
• 10817 – How to Measure the Value of Trade Shows, Part I (ELC #17)
• 20318 – The Nuts & Bolts of Budgeting for Results (ELC # 7) 

I used the payback ratio from 10817 as the basis for my ROI method and converted the post-show reporting methods 
presented 20318 into Dümmen Orange templates so I can better communicate show results. 

The show I used for this portfolio was a case study to test out some of the methods I was proposing. The objectives chosen 
and detailed out in the next chapter include tactics that could be manually measured by the marketing team on-site. 

**See appendix pages 61-66 for full ROI proposal deck & excel calculator
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SHOW SCHEDULE 
Section 2: Overview

The fiscal year for Dümmen Orange runs from October – September. The heaviest season for trade shows runs during the 
fall from August – November. Planning for this season crosses over two different fiscal years, which complicates budget 
management and tracking as we must be very careful to make sure each invoice is applied to the appropriate fiscal year. 

Our largest two shows with the highest industry visibility and biggest budgets occur in the second half of the fiscal year. If 
Dümmen Orange is not on target with sales, these two shows are the first to have potentially cut or reduced budgets. This 
opens discussions about changes in event scope, messaging, and customer experience. When none of these changes are 
approved, I begin communications about going over-budget.  

In 2019, I was given additional 
responsibility and acted as lead 
for both CAST and Cultivate, the 
largest two shows in our portfolio. 
These two shows were previously 
led by a sales manager and I acted 
as support. I took over tasks like 
strategy approval, display design, 
product messaging and managed 
the budgets.

• Special Events: 4 events
• Tier 1: 4 shows
• Tier 2: 4 shows

• Tier 3: 3 shows 
• Tier 4: 7 shows

IN THE 2019 FISCAL YEAR, I MANAGED 22 SHOWS



SECTION 3

MEASURABLE 
SHOW OBJECTIVES
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INTRODUCTION TO SHOW FOCUS

TARGET CUSTOMER DEFINITIONS

Section 3: Measurable show objectives

The show I am focusing on in this portfolio is Cultivate, which is held 
in Columbus, OH at the Greater Columbus Convention Center on July 
15, 2019 – July 17, 2019. It is our largest standard trade show that we 
participate in with costs and attendees that can be up to 4x larger than some 
of our other regional shows. Our display and participation also changed the 
most over the last couple of years, so the opportunity to implement ELCs 
learned was greater with this specific show. 

Cultivate is the largest all-industry trade show and conference for 
the horticulture industry. The event is hosted by AmericanHort, an 
industry association that advocates for the industry on a federal and 
cultural level. They represent the entire horticulture industry, including 
breeders, greenhouse and nursery growers, retailers, distributors, interior 
and exterior landscapers, florists, students, educators, researchers, 
manufacturers, and all of those who are part of the industry market chain.

• Grower: The entity who buys a cutting 
through a broker or directly from a breeder. 
They first grow the cutting into a finished and 
flowering plant. They can then either sell it to 
a retailer or to the end consumer using their 
own Independent Garden Center. 

• Broker: The entity who acts as a middle man 
between the breeder and the grower. They sell 
the cutting to the grower for the breeder and 
take a cut of the sales price. 
 

• Retailer: The entity who sells a fully grown 
plant to the end consumer. They buy the 
finished product from preferred growers. 
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SPECIFICS ABOUT OUR PARTICIPATION
Section 3: Measurable show objectives

Our participation for this show went through a lot of changes during the planning and execution stages. Those changes 
are detailed out in section 4. My role was to lead the project and mange the event budget. Input was to be provided by 
the sales teams and product management teams. But my understanding was that final decisions were to be made by the 
marketing department. I was also to be the main contact for all show vendors, and act as on-site lead when the show 
started. During the first quarter of 2019, show strategy changed and our participation at the show was adjusted. A new 
key stakeholder team was also put in place. I was now in charge of implementing the direction agreed upon by the key 
stakeholders of the event while managing the show budget and advising of any issues that arose. 

Key stakeholders for the event: 
• National Sales Account Manager (project owner)
• Marketing Manager
• Sales Director (for visibility only)
• Product Managers for all plant material to be displayed - Annuals, Perennials, Potted Plants, Succulents

Our initial strategy was to repeat what was done the year prior. Setting specific goals and objectives was not a primary 
focus of the show in years past. That trend continued in the initial planning for 2019. A few weeks before the show, I was 
able to set a few objectives that I was confident we would be able to measure. I made the decision on what the objectives 
would be based on previous years’ activity and the new strategy for this year. I then reviewed the objectives with the Sales 
Director and sent them out to the team once I received approval. The intent was to give the team a baseline of data that 
would allow us to improve our participation in future years. I was responsible, with the help of the marketing department, 
for tracking the progress of each of the objectives throughout the show. The results were then integrated into a post-show 
report as detailed in section 6. 

Original Strategy: 
• Focus on product genetics
• Display new products in booth
• Meet with new & existing customers

New Strategy: 
• Focus on customer experience
• Create an unforgettable experience with a customer party that is fun and exciting
• Improve relationships by offering additional training and educational experiences ,,  ≥ 
• Display new products in booth

Active planning took place over the course of 4 months from April 2019 - July 2019. Our final booth components 
consisted of a 20 x 60 ft booth, a ballroom to host 35 guests for educational sessions and a separate ballroom to host a VIP 
party for 250 guests. In the past, we have always held 1-2 customer receptions on the rooftop patio of our building. The 
past events were always more networking driven. But with the new focus on customer experience, it was determined that 
the style of the event had to change. The event was set for one night, and was upgraded to a party with a live band to allow 
for a more casual by exciting atmosphere. The event was also themed to encourage more guest participation with party 
favors, decor and costumes encouraged.  

The communication strategy for planning the event consisted of the following: 
• Semi-weekly 1-on-1 meeting with the project owner (sales account manager)
• Weekly meetings with marketing manager
• As needed emailed updates to key stakeholders on key decisions made
• Monthly town hall style meetings with all participants in the show, recordings and slides distributed post update
• Monthly internal e-newsletters distributed to all participants and company executives
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FINAL SHOW COMPONENTS

OBJECTIVES
Due to the lack of visibility to sales figures and goals, I set goals and tactics primarily focused on ‘Return on Objectives’ 
as highlighted in 20318 – The Nuts & Bolts of Budgeting for Results (ELC # 4). These tactics could be manually 
measured on the show floor by a member of the marketing team and via post show research. The overarching strategies 
were reviewed with the Sales Director prior to the show and were based on previous planning conversations and reviews 
from previous events. 

Our show strategies and tactics follow the below definitions as listed in 30818 Business Marketing Strategies and Trade 
shows

• Strategy: A plan of action intended to accomplish a specific goal  
• Objective: Measurable results set in a specific time frame – what we want to accomplish
• Tactic: Specific activities and actions

20 X 60 BOOTH

PARTY FOR 250 KEY CUSTOMERS 35 SEAT BALLROOM OFF-SITE

Section 3: Measurable show objectives
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Strategy Tactics Assessment method Measurement goal

Meet with brokers groups in training ballroom offsite 
and perform extended training meeting

review ballroom meeting schedule & 
count meetings that actually occurred 6 broker meetings

Meet with key customers in ballroom offsite and 
perform extended training & account check-in

review ballroom meeting schedule & 
count meetings that actually occurred 16 key customer meetings

Meet with existing customers in booth throughout show sales managers count & report 
in-booth meetings 30 existing customer meetings

Meet with top media outlets in booth marketing manager counts & 
reports in-booth meetings 2 media meetings

Meet with top brokers to conduct a business review sales director counts & reports 
in-booth meetings 4 broker business reviews

Host customers and brokers at revamped customer party count total number of VIP passes 
left after party. 250 total available 250 guests

Hand out VIP passes to customer party in booth 
the day of the party

count beginning of day and end of 
day inventory levels in booth 150 VIP passes

 Host media groups at customer party count media groups who picked up 
VIP passes for party 3 media groups

Send out digital thank you note post show to attendees 
who RSVP’d for VIP party in advance and provided 
email addresses.

Export online RSVP list and count # of 
unique email addresses, confirm 
receipt via online email tool (Emma)

 send to 200 recipients

Hand out branded coffee sleeves via show sponsorship 
to all attendees

show organizer counts & report 
inventory levels 10,000 coffee sleeves

Hand out new expanded basewell brochures count pre-party and post-party 
inventory levels 350 brochures

Perform product demonstrations on Basewell 
rooting technology in the booth

product managers track & report 
in-booth demos 40 demos

Giveaway grand prize of our new product as a 
contest prize at our customer party confirm prize awarded post show 1 grand prize

Showcase Begonia I’Conia’s in the booth and distribute 
annual catalogs to new and existing customers

count pre-party and post-party 
inventory levels 700 annual catalogs

Feature new Garden Party Perennial Duos in the booth 
and distribute catalogs to new and existing customers

count pre-party and post-party 
inventory levels 150 perennial catalogs

Premiere “Give Thanks” Rainbow Pot mum retail 
concept and distribute postcards to new and existing 
customers

count pre-party and post-party 
inventory levels 100 postcards

Highlight “Calla Your Life” retail concept and 
distribute 50 calla catalogs and 50 calla your life 
flyers to new and existing customers

count pre-party and post-party 
inventory levels 50 calla catalogs

Introduce new potential customers to the overall 
Dummen Orange portfolio by walking them through the 
resources and support we have available for them.

sales managers count & report in-
booth meetings 25 new customers

Host 100 visitors (both new and existing customers) 
in booth each day

count visitors in booth hourly though 
show 300 visitors

Complete post show survey to target customer list of 
key customers. Send survey to attendees (based on party 
RSVP list), and receive 40 responses

Export survey responses & count # of 
unique responses 40 responses

Complete facebook live posts in booth count # of posts that were posted 6 live posts

Receive overall views (combined live and post live 
views) for each post (5 individual posts). 

confirm of views via online portal 
post-show 300 views each

Receive 3,000 overall views for 1 boosted post. confirm of views via online portal 
post-show 3,000 views

Foster existing 
relationships

Improve 
Customer 
Experience

Increase brand 
awareness 
(Basewell)

Showcase new 
products

Improve show 
communications

Section 3: Measurable show objectives
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EXHIBIT DESIGN
Section 4: Management of Exhibit Design & Production

Our Cultivate booth has undergone a major refresh in the last couple of years. The booth refresh coincided with an overall 
show expansion run by AmericanHort as well as the completion of a major facility upgrade at the Greater Columbus 
Convention Center. We decided to take advantage of the additional space available to increase our booth space and update 
our booth with a new structure. 

I led the overall project and designed the graphics with a sales manager acting as the key stakeholder and advisor. Our 
team had a very clear vision that we wanted to achieve. We also had a pretty good idea of how we wanted the booth to 
look, and knew we needed to work with a exhibit house to bring it to life. This vision required a very custom build on 
a limited budget (160k). We worked with two different design houses to complete RFPs, and ultimately chose Skyline 
Exhibits to be our partner in this project. We chose Skyline due to their ability to fully realize our vision in the most cost 
effective way. We also were hoping to expand our partnership with the chosen exhibit house to include show management 
and storage. Skyline was best equipped to handle our growing needs, and was located less than 10 miles from our office. 

The refresh process took approximately 8 months to complete, with an initial kickoff that occurred in December, 8 months 
prior to the show. Here is our project timeline: 
• December: project kickoff with both exhibit houses via GoToMeeting
• January:  in person meeting with both exhibit houses to review initial concepts and discuss costs
• February: Skyline chosen as booth designer, initial concepts developed into final design
• March: we signed the contract with Skyline to move forward with the official build 
• May: perform in person inspection of booth build at Skyline headquarters in Minnesota
• June: ship booth to Ohio, store until show
• July: execute new booth for first time
• August: review project and determine if any minor changes needed to be considered for the next year
• Additional communication also occurred via email throughout the entire process. 

Our goal of the new booth was to create an impressive, contemporary, and gorgeous booth that acted as a landmark on 
the show floor. We wanted our customers to be able to find the Dümmen Orange booth no matter where they were in the 
exhibit hall. The structure helped to achieve this goal based on the sheer size of the materials the booth consisted of three 
4’H x 16’W diameter skyflier hanging signs and thirteen 13’H x 6’W diameter display columns.  

But it was the graphics that truly drew the attention. In 61718: Graphics Boot Camp (ELC # 5), I was taught that trade 
show graphics should have consistent graphics and color treatments. The design should be simple, with logo and content 
placement in line with how they will be viewed and architectural elements. This improves brand awareness and overall 
impression of the booth. Using these tips, I designed graphics using our key PMS orange color. One of our matching 
brand patterns was used to balance this color. With these elements, the booth was colorful, bright, and eye-catching.  

OLD BOOTH DESIGN BOOTH RE-DESIGN 2019 BOOTH REDUCTION
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CHANGE IN SCOPE
Section 4: Management of Exhibit Design & Production

Planning for Cultivate 2019 began in May 2018 with my budget proposal to the board of directors. Due to the overall 
booth refresh we just completed, I was not expecting any large changes to the structure and needs of the show other than 
some basic improvements or increases to sponsorship spend. I planned for a similar booth and customer reception(s) from 
the year before. However, this year’s show has been most challenging as I have encountered several unexpected obstacles 
detailed below. 

The requested budget for this show was not approved. I requested $120,000 based on previous years’ spend and was 
allotted $100,000. This presented several issues, as most of the costs in the requested budget were hard costs. As detailed 
in 20318 The Nuts & Bolts of Budgeting (ELC # 3), I had to explain to my executive team that costs like booth space, 
carpet, lighting, and structure were all set (hard) costs based on the size of the booth. The only way to meet the newer 
lower budget would be to cut the size of the booth down. 

While my executive team ultimately did decide to cut booth space (December 2018/January 2019), we did have to discuss 
and plan for the potential negative impact cutting that space would incur. 

• Negative customer image – cutting costs = cutting quality
• Less space to show our large product assortment
• Loss of big ‘WOW’ factor as guests arrive at booth
• Once we let go of that space, we would never be able to get it back. 
• Other exhibitors (potentially competitors) would now own the space. 

While we were discussing whether or not to cut the booth space, an opportunity presented itself to us to rent a large 
ballroom very close to the convention center (January 2019).  One of our breeding partners held the space and was 
looking to get out of their contract, they were offering the space to us to use as a meeting/educational space for brokers 
and customers. We felt that this would be a good way to combat that negative image for cutting our booth space. We were 
no longer reducing our presence at the show, but we were reallocating to better serve the customers.  We would offer 
catered meals to brokers and refreshments to key customers, helping them feel more relaxed as we completed deeper 
reviews or training.  While this did increase our catering cost, overall it was still a lower overall cost to the booth expenses 
for the extra booth space. I was able to estimate those costs using the ballpark method from 20318 The Nuts & Bolts of 
Budgeting (ELC # 2).

Reserving this ballroom also gave us the opportunity to host our customer receptions in a new location closer to the 
convention center. The new location allowed us to relaunch the customer reception into a more upscale aesthetic, however, 
due to budget and size of the room, we would be limited to a smaller, more exclusive group of customers. 

Detailed planning kicked into high gear April 2019. I learned at this time that my sales director wanted to expand the 
customer reception into a larger VIP themed party. The new direction was to focus on customer experience instead 
of standard product messaging or networking. The executive team wanted our booth and especially the party to be 
memorable and fun/exciting. Instead of one party for 100 guests, we now needed to host 250 guests, hire a live band, and 
improve the bar offerings. I did review the budget for the new event scope and did advise the team that we would go over 
budget by approximately $15,000. These extra expenses were approved, and implementation moved forward. 
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LIST OF NEEDS
Section 4: Management of Exhibit Design & Production

Here is a comparative list of the original needs for Cultivate vs. the revised needs:

Booth
• 20 x 60 main booth (Annuals & Basewell)
• 20 x 40 supplemental booth (Potted,Tropicals, Bulbs)
• 20 x 20 supplemental booth (Perennials) 
• 2 x New Varieties display bays in New Variety Pavilion on 

show floor
• 1 enclosed conference room (capacity 6)
• 1 enclosed/built-in storage closet
• 3 x branded 16’ hanging skyflier signs
• Overhead box truss lighting system for all 3 booths
• Rented white carpet package for all 3 booths
• 20 amp electric in all three booths
• 308v - 3 phase electric for overhead lighting
• 7/8” water hookup
• 13 display columns
• 5 x ‘Annual’ column header graphics
• 3 x ‘Perennial’ column header graphics
• 2 x ‘Potted’ column header graphics
• 2 x ‘Tropical’ column header graphics
• 1 x ‘Bulb’ column header graphic
• 10x20 area dedicated to retail messaging (front of main 

booth)
• 2 x in-booth meeting tables (1 cocktail table with 4 chairs 

each)
• 1 x conference table & 6 orange chairs for conference room
• 1 x postcard graphics for corporate info

Parties
• Rooftop community room of our local office reserved for 

customer parties & staff dinner
• 2 x nights customer party x 100 guests each night
• Heavy hors d’oeuvres & mid-tier alcohol served at 

customer parties
• Personal (digital + printed) invitation to party from sales 

team
• 1 x night staff appreciation & company awards party
• 1 x Sit down buffet dinner for employees & +1s

Booth
• 20 x 60 main booth
• 1 enclosed conference room (capacity 6)
• 1 enclosed/built-in storage closet
• 1 x branded 16’ hanging skyflier signs
• Overhead box truss lighting system
• Rented white carpet package
• 20 amp electric in back of booth
• 108v - 3 phase electric for overhead lighting
• 5 display columns
• 2 x ‘Annual’ column header graphics
• 1 x ‘Perennial’ column header graphics
• 1 x ‘Potted’ column header graphics
• 1 x ‘Tropical’ column header graphics
• 10x20 area dedicated to basewell messaging (front of 

booth)
• 2 x in-booth meeting tables (1 cocktail table with 4 chairs 

each)
• 2 x Tiered swivel tables, reskined for basewell branding
• 1 x conference table & 6 orange chairs for conference room
• 1 x postcard graphics for corporate info
• 1 x new wall graphics for ‘Industry Investments’ message
• 1 x new booth graphics for Basewell
• 1 x new brochure graphics for Basewell
• 1 x new postcard graphics - ‘Give Thanks’ concept

Parties
• 1 x off-site extra-large ballroom for Key customer VIP 

party
• 1 x night Customer VIP party - 80’s theme x 250 guests
• 1 x live band for VIP Party
• 8 x printed (black light / theme specific) product highlight 

signs
• Heavy hors d’oeuvres & premium alcohol served at 

customer party
• Personal (digital only) invitation to party from sales team
• 1 x off-site large ballroom for employee dinner
• 1 x night staff appreciation & company awards dinner (80 

guests)
• 1 x Sit down buffet dinner for employees & +1s

Educational Sessions
• 1 x off-site large ballroom for broker/key customer 

educational sessions
• 2.5 days x 1 hr educational session slots available for 

brokers & key customers (capacity 35)
• 5 x catered meals for broker educational sessions
• All day snacks/beverages for education meals

ORIGINAL NEEDS LIST REVISED NEEDS LIST
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BOOTH FLOOR PLAN
Section 4: Management of Exhibit Design & Production

ORIGINAL BOOTH FLOOR PLAN FINAL FLOOR PLAN
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BUDGET PLANNING
Section 4: Management of Exhibit Design & Production

Due to the changes in scope throughout the year, I did have to make sure I kept detailed records of the budget estimates 
vs. final spend. Every invoice was reviewed carefully and challenged as needed to keep as close as possible to the 
approved budget. Since we were slated to go over budget, we did have to make sure we justified every expense and 
communicated any major change to the executive team.
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PLANNING & PREPARATION
Section 4: Management of Exhibit Design & Production

Here is a high level list of tasks and steps that I took to execute a successful Cultivate. I’ve also included approximate due 
dates and teams that were involved with each specific task. 

In an effort to increase transparency on the planning process, I implemented a new form of communication to the team. 
We called them ‘Town Hall’ meetings where I would provide updates to the team on the planning progress to date 
and give a forum for feedback and questions. This was outlined in 20418 Don’t Skip the Meetings (ELCs #s 2 & 3). 
Like it was suggested, I put together a pre-show PowerPoint deck that acted as an agenda and hosted the meetings via 
GoToMeeting. All show attendees were invited to attend, and I sent out the deck and a recording of the meeting afterwards 
for those unable to attend. 

**See appendix pages 68-80 for full Team update PPT deck (week 19 & week 25)

**See appendix page 67 for full task planning schedule
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ON-SITE NEEDS & ACTIONS
Section 4: Management of Exhibit Design & Production

Per 31319: The Basics of Booth Selling (ELC #4), staff counts for 85% of a shows’ success. Cultivate is our largest 
trade show in North America. Due to the large traffic in the booth and high attendance, we felt that a large presence of 
sales, product management, and executives was required. We decided to assign sales to staff the booth, while our product 
management teams were on hand to present technical and education sessions in our ballroom. Executives were scheduled 
to float as needed or attend meetings. 

Following the advice from 21519: The Basics of Trade Show Project Management, Part II (ELC #5), I was able 
to build a great plan of action for when we arrived on site. Skyline managed setting up the structure, while my team 
managed the storage closet, product placement, collateral, and booth decor. Knowing that we began setting up the booth 
on Wednesday July 10th, I created an excel tracker that assigned tasks to each person scheduled to be on site for the entire 
process. I also created a checklist for daily tasks that needed to be completed in the booth. 

My on-site Cultivate binder had copies of all of the below items. I referred 
to it multiple times throughout setup to ensure we were still on target and 
running smoothly. 

• Copies of all show service order forms
• Copies of the floor plan
• Copies of the daily checklist & booth assignments
• Copies of the booth measurement objectives and tracking forms
• Copies of the electrical diagram
• Tracking numbers and expected delivery dates for all shipments

**See appendix pages 81-82 for daily checklist & enlarged version of team assignments
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POST-SHOW

EDUCATIONAL SESSIONS & VIP PARTY

Section 4: Management of Exhibit Design & Production

Another tip I learned from 21519: The Basics of Trade Show Project Management, Part II (ELC #6) was to prepare 
for show dismantle.  Because Cultivate was based in our home city, we were not dependent on shipping materials to the 
show. We had the opportunity to bring in some of the items needed ourselves, thereby saving us on material handling 
costs. But that also complicated how things needed to be stored during the show as well as how they would be loaded 
out. I created a plan and marked boxes two ways - what needed to go back to storage at Skyline and what my marketing 
team needed to handle. The different sets of boxes were packed in different crates or held in our storage closet throughout 
the show. Skyline was advised of this plan so they could best support us. When the show ended, Skyline had very clear 
direction that they could implement as they were packing the materials. 

Post show, I was able to carefully audit the final charges against quotes and orders. During this process, I did find a major 
discrepancy that needed to be researched. Dümmen Orange was charged an extra $3,000 in material handling charges by 
the show servicer (Fern). The only reason I was aware of this issue was due to that $3,000 charge that I was not expecting. 
After conducting an investigation with Skyline, Fern, and AGS (freight carrier), we deduced that AGS was not able to 
pick up all of our crates post-show. They did not have enough room in the trucks on-site and did not return in the allotted 
time with a new truck. Fern was forced to move the remaining crates to storage and charge us for the extra handling. I was 
able to use skills learned in 72117 Negotiating Skills to Learn (ELCs #6 & 8) to find a solution. As Skyline managed 
I&D on-site, they were in charge of the paperwork that went into the return process and acted as the liaison with AGS. 
Since AGS was at fault with this issue, and Fern acted within their standard protocol, we let the original material handling 
charge stand. Skyline credited the equivalent value of the $3,000 charge on their final invoice to us for the show. Dümmen 
Orange was able to avoid adding that cost to our show spend that was already over budget.  

A new addition this year was the large VIP party and a separate ballroom hosting educational sessions. These were both 
added to help improve customer experience while they were at the show. 

I was able to pull learnings from the following sessions to help plans these components. 

• 61018 – Basics of Event Planning & Management (ELC #6) 
• 60818 –10 Steps to a Great Corporate Event (ELCs #5 & #8)

Per 60818: great memories will stick longer than the strongest marketing message. I was able to use the tools and 
suggestions detailed in 61018 to develop a great theme and source perfect entertainment for the party. Like it is stated in 
60818, content is king, so I was able to work with our product managers to ensure that every customer and broker who 
stepped off the show floor to attend one of our educational sessions found value in their meeting. I worked with the in-
house caterers and A/V vendors to round out the experience. 
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**See appendix pages 83-85 for Floor plans, A/V & catering quotes

PARTY DETAILS
Section 4: Management of Exhibit Design & Production

PARTY MOOD BOARD

VIP PASS

PARTY BALLROOM PARTY ENTRANCE

80’S COSTUMES PRODUCT HIGHLIGHTS

DIGITAL PARTY INVITE
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EDUCATIONAL SESSION DETAILS
Section 4: Management of Exhibit Design & Production

**See appendix pages 86-91 for full ballroom schedule, A/V & catering quotes

BALLROOM SCHEDULE

BALLROOM FLOOR PLAN BALLROOM IN USE
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INTEGRATED COMMUNICATIONS

PRE-SHOW COMMUNICATIONS

Section 5: Management of Integrated Marketing Communications

Type of 
Communication

Rational for 
Choice

Targeted 
Audience

How it 
will be 
Measured

Measurable 
Objective Results

Recommendations 
for Future

Email: Internal 
Newsletter

Large portion of 
team have not 
been involved 
with planning 
the event, 
needed to be 
updated

All booth 
staff and 
internal 
team 
attending 
the event

Emma 
provides the 
open and 
click rates

Did not set 
measurable 
objectives

• 100% delivery rate 
• 86% open rate 
• 51.6% click rate

Continue to use, 
alternative methods 
of distributing 
information to the 
team are always 
helpful

Digital: email 
signature

Low risk way 
to announce 
trade show 
participation

All 
external 
email 
recipients

Did not 
measure

Did not set 
measurable 
objectives Did not track results

Continue to use this 
tactic as a low risk 
reminder of our 
participation

Social Media Post #1: 
Bloomtastic series

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• Facebook: 21 likes, 417 reached, 0 
shares, 0 comments 
• Twitter: 1 like, 0 RTs 
• Instagram: 29 likes 
• LinkedIn: 13 likes

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Social Media Post #2: 
Rainbow Circus Pot 
Mum

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• Facebook: 30 likes, 631 reached. 1 
share, 0 comments 
• Twitter: 2 likes, 2 RTs 
• Instagram: 52 likes, 1 comment 
• LinkedIn: 50 likes

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Social Media Post 3: 
Garden Party Duos

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• Facebook: 20 likes, 401 reached, 0 
shares, 0 comments 
• Twitter: 1 like, 0 RTs 
• Instagram: 32 likes, 1 comment 
• LinkedIn: 37 likes

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Social Media Post 
#4: Kalanchoe & 
Succulent Combos

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• Facebook: 44 likes, 1,143 reached, 2 
shares, 2 comments 
• Twitter: 2 likes, 0 RTs 
• Instagram: 37 likes

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Social Media Post #5: 
I’Conia Series

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• Facebook: 30 likes, 533 reached, 0 
shares, 2 comments 
• Twitter: 1 like, 1 RT 
• Instagram: 29 likes 
• LinkedIn: 41 likes

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Marketing communications have historically not been a major focus for Dümmen Orange. We have not previously set 
quantitative goals for the different types of communications that take place before, during, and after Cultivate. We have 
our largest display at Cultivate, and have been a participant for over a decade, so our location is very prominent. Since we 
are a main staple at this show, there is less need to drive new people to our booth. Most of our customers know we will be 
there and plan to stop by.

Social media was our primary channel of communication during Cultivate. This was due to the fact that there was no cost 
associated with that channel. In the past, we would also send out email messages. But per feedback we received from 
our customers, we pulled back on our email communications across the board, not just for events. In session 31518 – 
Integrated Marketing Communications (ELC #2), social media was proposed as a good option for pre- and at-show 
posts. Social media was a great way to build awareness and comprehension. In the future, I hope to expand on the show 
goals and integrate the communications plan into those goals to make a more well rounded and complete set of show 
objectives. Below are the different types of communications we selected for the show. They are broken down by pre-show, 
at-show, and post-show. 
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Type of 
Communication

Rational for 
Choice

Targeted 
Audience

How it 
will be 
Measured

Measurable 
Objective Results

Recommendations 
for Future

Social Media Post #6 
- Basewell

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• Facebook: 22 likes, 603 reached, 2 
shares, 0 comments 
• Twitter: 3 likes, 0 RTs 
• Instagram: 27 likes 
• LinkedIn: 44 likes

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Social Media - 
Instagram Stories

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• “Set up has begun”  - 239 views
• “Plants have arrived” - 275 views 
• “We got monardas” boomerang – 267 
views 
• “And some geraniums” video – 246 
views 
• “Roller Coaster New Guinea Impatiens” 
photo with gif – 239 views 
• “Which SunStanding Jazzy do you like 
best?” poll between Hot Pink (22% - 7 
votes) and Coral (78% - 26 votes) – 226 
views
• “Rainbow Circus” photo with gif – 256 
views 
• “The callas are here!” photo – 228 views 
• “And our brand new Garden Party 
Duos” photo – 208 views 
• “Big EEZE geraniums!” photo – 205 
views

Continue to use, 
brainstorm ways to 
increase or promote 
posts

PRE-SHOW COMMUNICATIONS
Section 5: Management of Integrated Marketing Communications

INTERNAL NEWSLETTER EMAIL
INSTAGRAM STORY

**See appendix page 92 for full internal newsletter
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PRE-SHOW COMMUNICATION EXAMPLES
Section 5: Management of Integrated Marketing Communications

**See appendix pages 93-99 for remaining examples of pre-show social media posts

TWITTER PRE-SHOW POST

FACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST

LINKEDIN PRE-SHOW POST

EMAIL SIGNATURE
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AT-SHOW COMMUNICATIONS
Section 5: Management of Integrated Marketing Communications

Type of 
Communication

Rational for 
Choice

Targeted 
Audience

How it 
will be 
Measured

Measurable 
Objective Results

Recommendations 
for Future

Printed Collateral - 
Corporate Postcard

Highlights 
support 
available for 
current and 
potential 
customers

All show 
attendees

Count 
number of 
postcards 
before & 
after the 
show

Did not set 
measurable 
objectives Did not track results

Continue to use, but 
brainstorm ways to 
track results

Printed Collateral - 
Basewell Brochure

Expanded 
brochure to 
highlight 
general info on 
Basewell

All show 
attendees

Count 
number of 
brochures 
before & 
after the 
show

Give out 350 
brochures Handed out 306 brochures

Continue to use, 
printed collateral is 
always requested at 
shows. 

Printed Collateral - 
Annual Catalog

Promote 
product 
assortment 
available for 
next year

All show 
attendees

Count 
number of 
catalogs 
before & 
after the 
show

Give out 
700 annual 
catalogs Handed out 545 catalogs

Continue to use, 
printed collateral is 
always requested at 
shows. 

Printed Collateral - 
Perennial Catalog

Promote 
product 
assortment 
available for 
next year

All show 
attendees

Count 
number of 
catalogs 
before & 
after the 
show

Give out 150 
perennial 
catalogs Handed out 250 catalogs

Continue to use, 
printed collateral is 
always requested at 
shows. 

Booth Graphic - 
Industry Investments

New message 
to highlight 
investments 
we are making 
to improve the 
industry

All show 
attendees

Did not 
measure

Did not set 
measurable 
objectives Did not track results

Continue to use this 
tactic but brainstorm 
ways to track results

Booth Graphic - 
Basewell Signage

Highlight 
perennials now 
available in 
Basewell and 
expand features 
& benefits

All show 
attendees

Did not 
measure

Did not set 
measurable 
objectives Did not track results

Continue to use this 
tactic but brainstorm 
ways to track results

Social Media Post 
#1- FB Live, Industry 
Messages with Keith

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• 25 likes, 798 reached, 306 views, 4 
shares

Expand use, consider 
a sponsored or 
promoted post for 
extra visibility

Social Media Post 
#2- Retailer’s Choice 
Award 

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

"• Facebook: 60 likes, 1,307 reached, 7 
shares, 4 comments
• Twitter: 3 likes, 0 RTs 
• Instagram: 58 likes, 1 comment
• LinkedIn: 121 likes, 4 comments”

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility

Social Media Post #3 
- Medal of Excellence 
Award

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Number of 
views/likes

Achieve 300 
views

"• Facebook: 64 likes, 2,006 reached, 7 
shares, 2 comments
• Twitter: 7 likes, 0 RTs
• Instagram: 45 likes
• LinkedIn: 112 likes, 5 comments”

Continue to use, 
consider a sponsored 
or promoted post for 
extra visibility
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AT-SHOW COMMUNICATIONS
Section 5: Management of Integrated Marketing Communications

Type of 
Communication

Rational for 
Choice

Targeted 
Audience

How it 
will be 
Measured

Measurable 
Objective Results

Recommendations 
for Future

Social Media Post 
#4 - FB Live, Closing 
and Awards with 
Keith

Low cost 
way to create 
excitement 
prior to the 
show

All show 
attendees, 
all 
followers

Count 
number of 
views/likes

Achieve 300 
views

• 41 likes, 1,034 reached, 387 views, 5 
shares

Expand use, consider 
a sponsored or 
promoted post for 
extra visibility

Sponsorship - 
Basewell 

Increase 
awareness of 
Basewell Brand

All show 
attendees

Count 
number of 
catalogs 
before & 
after the 
show

Out 10,000 
coffee sleeves 8,000 coffee sleeves handed out

Do not continue - 
although we handed 
out many sleeves, I 
did not actually see 
any of them used on 
the show floor

BOOTH GRAPHICS - INDUSTRY INVESTMENTS

COLLATERAL - CORPORATE POSTCARD

SOCIAL MEDIA - FACEBOOK LIVE #1

**See appendix pages 100-101 for remaining examples of at-show social media posts
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AT-SHOW COMMUNICATION EXAMPLES
Section 5: Management of Integrated Marketing Communications

BOOTH GRAPHICS - BASEWELL

COLLATERAL & SPONSORSHIP - BASEWELLSOCIAL MEDIA - FACEBOOK LIVE #2
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POST-SHOW COMMUNICATIONS
Section 5: Management of Integrated Marketing Communications

Type of 
Communication

Rational for 
Choice

Targeted 
Audience

How it 
will be 
Measured

Measurable 
Objective Results

Recommendations 
for Future

Email - Post party 
thank you email

To thank party 
guests for 
attending

All party 
attendees

Emma 
provides the 
open and 
click rates

Send to 200 
attendees

Sent to 175 recipients 
98.3% delivery rate
63.2% open rate
0% click rate

Continue to use, 
results are not as 
important for this 
action. But we do 
need to complete the 
action to keep up 
customer experience

Email - Post show 
survey

Experience 
survey to 
determine areas 
of improvement

All party 
attendees

Emma 
provides the 
open and 
click rates

Send to 200 
attendees and 
receive 40 
responses

Sent to 175 recipients 
100% delivery rate
46.9% open rate
37.8% click rate
13 responses received

Continue to use, 
brainstorm ways to 
improve quantity of 
results received 

EMAIL - POST SHOW SURVEY

EMAIL - THANK YOU



SECTION 6

MANAGEMENT OF 
RESULTS 

REPORTING
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POST SHOW ACTIVITIES
Section 6: Management of Results Reporting

After a show is complete, I lead the team in several activities to ensure that we properly capture what happened during 
the show and feedback from both internal teams and external customers. Our goal was to document honest feedback and 
identify key areas where we can improve in the future. For Cultivate, we customized and expanded the survey to include  
areas not typically present at smaller shows. 

1) A survey was sent to customers and brokers within a week after the 
show ended. This survey asked how they would rate different activities 
they attended, and how likely they would attend a future Dümmen 
Orange event.

2) A survey was sent to all internal employees who participated in 
each show. This survey was sent within a week after the show ended. 
The survey asked each person to list their top goals for the event. 
It also asked how they would rate different activities like pre-show 
communication, show setup, show execution, breakdown, and customer 
experience. 

3) Both surveys are summarized in a final show report. Action items 
are developed to improve our show involvement next year. This report 
was prepared 3 weeks post-show and emailed to all internal Cultivate 
participants. 

4) Four weeks after the show ended, a GoToMeeting was scheduled 
between sales, marketing, executives, and other key stakeholders to 
review the compiled results and show report one final time. At this 
time, we confirmed our participation for next year and discussed initial 
strategy. This allows me to kick-start negotiations on contracts for next 
year. 

**See appendix pages 102-115 for full internal/external surveys and post show reports
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RESULTS ON OBJECTIVES 
Section 6: Management of Results Reporting

Below are the results from the objectives presented in section 3. As this was the first year that we tracked objectives, we 
are still developing the best way to communicate and act on the results. These results were sent to all key stakeholders for 
Cultivate and discussed briefly during the post show GoToMeeting. They were not included in the full post-show report.
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RESULTS ON OBJECTIVES 
Section 6: Management of Results Reporting



SECTION 7
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FINAL THOUGHTS
Section 7: Conclusion

Overall, I believe Cultivate was a success. Our team 
performed well during the entire show and ancillary 
events. The executive, product management, and sales 
teams were all very pleased with the organization and 
execution of the event. The traffic in the booth was high 
and stayed relatively constant. The feedback we received 
from our customers was very appreciative.

• Messaging: Key messages in the booth were 
communicated clearly.

• Team Togetherness: Team spirit & enthusiasm was 
appreciated by both customers and the internal team

• Customer Experience: The customer VIP party had 
mixed results due to lack of alignment of expectations.  
The atmosphere was fun and energetic, but the music 
was too loud for networking. Overall, customers and 
employees were pleased with the experience.

• Thought Leader: The training in the ballroom was 
well liked. The extra attention was noticed by the 
customers and brokers. 

• Communication: We need to be more clear to 
the team on rules for scheduling meetings and 
expectations for booth assignments.

Throughout my tenure at Dümmen Orange, I have worked 
to improve the trade show management processes, increase 
accountability, and communication to the team. 

I have been able to connect many of the improvements 
I’ve been able to implement or propose directly to 
the CTSM program. I’ve learned a lot in the past 2.5 
years I’ve participated in the program and have grown 
exponentially.  I went from a relative beginner to someone 
who is confident managing an entire portfolio. I can now 
properly justify and communicate the reasons behind each 
decision and adapt better to changes.  The vastness of this 
industry was unknown to me until I began this program. I 
didn’t realize what support and resources are available. I 
look forward to developing deeper relationships with the 
people I’ve met along the way as I hope to continue my 
participation in this program in the future. I expect to be 
able to pull techniques from these classes as my career 
develops and grows. I look forward to experiencing how 
this industry adapts to future trends and learning more 
advanced topics to better advance my trade show portfolio. 

Overall, I am very pleased with the progress I have 
made so far in my program. However, I recognize that 
there is still room to improve and grow. Here are some 
improvements I recommend for the future:

Perform Baseline Audit 
In order to better understand our customers and measure 
our trade show program effectiveness. I recommend that 
we conduct a third party analysis. This would include a 
program strategy review, an in-person study of Cultivate 
messaging vs competitors, conduct customer exit 
interviews, and develop more in-depth ROI tactics. A final 
report will identify key areas to improve both Cultivate 
individually as well as our overall program. A follow-
up audit should be conducted in the following 1-2 years 
to validate improvements. I learned of this tactic in the 
Exhibitor Magazine Article “Research to the Rescue”, 
published December 2018.  The company featured in 
the article is actually a competitor of ours. The situation 
detailed in the introduction was very similar to the 
situation we found ourselves in. I hope to use that article as 
a road map of sorts for more improvements in the future.

Begin Capturing Leads and Tracking ROI Consistently
I recommend that we fully implement the ROI proposal 
detailed in section 2. Lead tracking tools will be needed 
to fully realize this program. This will also require more 
communication between the sales and marketing teams. 
We would need to work together to identify closing rates 
and agree on key figures that we can use as a baseline to 
promote more consistent reporting and comparison. The 
goal would be to use more complete data to formulate a 
ROI/ROO ratio. This will lead to better show selections 
and strategies.

Develop Show Specific Objectives
What I learned in the portfolio writing process is that show 
objectives are key to determining if a show is a success. 
For this show, objectives were determined  a little too 
late, and were not as effective as they could have been. 
As we are developing our ROI process, we need to add a 
strategy session to the beginning of the show selection and 
planning process. This will allow for better communication 
and alignment across internal teams as we prepare for the 
event. 

RECOMMENDATIONS FOR 
IMPROVEMENT

**See appendix pages 116-122 for Exhibitor Magazine article
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SESSION REFERENCES
S.1 VITAL STATISTICS

S.2 OVERVIEW
  10 758 - Thrive Under Deadlines
  10 61718 - Graphics Boot Camp (ELC #6)
  10 62019 - The @Show Experience (ELC #2)**
  12 348 - Sales and Marketing Alignment (ELC #2)
  13 10817 -  How to Measure the Value of Trade shows, Part I (ELC #17)
  13 20318 - The Nuts & Bolts of Budgeting for Results (ELC #7)

S.3 MEASURABLE SHOW OBJECTIVES
  18 20318 - The Nuts & Bolts of Budgeting for Results (ELC #4)
  18 30818 - Business Marketing Strategies and Trade shows

S.4 MANAGEMENT OF EXHIBIT DESIGN  & PRODUCTION
  21 61718 - Graphics Boot Camp (ELC # 5)
  22 20318 - The Nuts & Bolts of Budgeting (ELC # 3)
  22 20318 - The Nuts & Bolts of Budgeting (ELC # 2)
  26 20418 - Don’t Skip the Meetings (ELCs #s 2 & 3)
  27 31319 - The Basics of Booth Selling (ELC #4)
  27 21519 - The Basics of Trade Show Project Management, Part II (ELC #5)
  28 21519 - The Basics of Trade Show Project Management, Part II (ELC #6)
  28 72117 - Negotiating Skills to Learn (ELCs #6 & 8)
  28 61018 - Basics of Event Planning & Management (ELC #6)
  28 60818 - 10 Steps to a Great Corporate Event (ELC #5 & #8) 

S.5 MANAGEMENT OF INTEGRATED MARKETING COMMUNICATIONS
  32 31518 - Integrated Marketing Communications (ELC #2)

S.6 MANAGEMENT OF RESULTS REPORTING
 
S.7 CONCLUSION
  44 “Research to the Rescue” published in Exhibitor Magazine, December 2018

**I was unable to take this session due to scheduling conflicts. However I was able to obtain the 
session materials and apply the ELCs to help improve my program. 
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Section 9: Appendix
BUDGET TRACKER
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Section 9: Appendix
ASANA TASK TEMPLATE
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Section 9: Appendix
BOOTH REFRESH PRESENTATION DECK
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Section 9: Appendix
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Section 9: Appendix
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Section 9: Appendix
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Section 9: Appendix
BOOTH REFRESH PRESENTATION DECK
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Section 9: Appendix
START, STOP, CONTINUE EXERCISE
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59

Section 9: Appendix
START, STOP, CONTINUE EXERCISE



60

Section 9: Appendix
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Section 9: Appendix
ROI PROPOSAL DECK
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Section 9: Appendix
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Section 9: Appendix
ROI PROPOSAL DECK
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Section 9: Appendix
ROI CALCULATOR
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Section 9: Appendix
TASK PLANNING SCHEDULE
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Section 9: Appendix
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Section 9: Appendix
DAILY CHECKLIST
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Section 9: Appendix
TEAM ASSIGNMENTS
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Section 9: Appendix
CUSTOMER PARTY FLOOR PLAN
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Section 9: Appendix
CUSTOMER PARTY CATERING ORDER
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Section 9: Appendix
CUSTOMER PARTY A/V ORDER



86

Section 9: Appendix
EDUCATIONAL SESSION FULL SCHEDULE
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Section 9: Appendix
EDUCATIONAL SESSION FULL SCHEDULE
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Section 9: Appendix
EDUCATIONAL SESSION FULL SCHEDULE
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Section 9: Appendix
BOOTH CONFERENCE ROOM SCHEDULE
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Section 9: Appendix
EDUCATIONAL SESSION CATERING ORDERS
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Section 9: Appendix
EDUCATIONAL SESSION A/V ORDERS
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INTERNAL NEWSLETTER
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW POST #1

TWITTER PRE-SHOW POSTFACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST

LINKEDIN PRE-SHOW POST
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW POST #2

TWITTER PRE-SHOW POSTFACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST

LINKEDIN PRE-SHOW POST
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW POST #3

TWITTER PRE-SHOW POSTFACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST

LINKEDIN PRE-SHOW POST
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW POST #4

TWITTER PRE-SHOW POST

FACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW POST #5

TWITTER PRE-SHOW POSTFACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST

LINKEDIN PRE-SHOW POST
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW POST #6

TWITTER PRE-SHOW POSTFACEBOOK PRE-SHOW POST

INSTAGRAM PRE-SHOW POST

LINKEDIN PRE-SHOW POST
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Section 9: Appendix
SOCIAL MEDIA: PRE-SHOW INSTAGRAM STORIES
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Section 9: Appendix
SOCIAL MEDIA: AT-SHOW POSTS

TWITTER AT-SHOW POST

FACEBOOK AT-SHOW POST

INSTAGRAM AT-SHOW POST

LINKEDIN AT-SHOW POST
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TWITTER AT-SHOW POST

FACEBOOK AT-SHOW POST

INSTAGRAM AT-SHOW POST

Section 9: Appendix
SOCIAL MEDIA: AT-SHOW POSTS

LINKEDIN AT-SHOW POST
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Section 9: Appendix
INTERNAL POST SHOW SURVEY PAGES 1 & 2
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Section 9: Appendix
INTERNAL POST SHOW SURVEY PAGE 3
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Section 9: Appendix
INTERNAL POST SHOW SURVEY PAGE 4
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Section 9: Appendix
EXTERNAL POST SHOW SURVEY
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