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Two Key RX Initiatives 

 

 

• New Pricing Initiative 

 

• RX Digital Strategy 



RX New Pricing Initiative 



RX Choice Pricing- How it all began 

• We decided that the 
model was flawed 

– All space is not equal 

– Best space sometimes 
sold at lowest prices 

– We often have less 
desirable space at higher 
prices 

– Sometimes we have one 
price for whole floor 

 

 



How do you set pricing  
for the next event?  

8%

10%

71%

11% A. We do not raise prices 

B. We increase based on what the market will bear 

C. We increase consistent with the cost of living 

D. We raise prices $1.00 each year 



So, what did RX do? 

• We built a new model that 
gives our customers a 
CHOICE… 

– On location, attributes and 
timing  

– On price 

• We recognize that 
locations are valued 
differently by our 
customers  

 



Why? 

Customer value choices improve yield 



Started with Customer Insights 

• Exhibitors place most value on : 

• Location 

• Booth Characteristics 

• Timing of Purchase 

• Willingness to Pay:   

• Willing to pay more for what they want 

• Extremely price sensitive exhibitors are 
happy to have lower prices and 
compromise on booth amenities 

• Restrictive pricing structures create 
unhappy exhibitors 

• And we don’t want unhappy exhibitors 

 



It just makes sense 

Many things are universal: 

• Waterfront property is more 
desirable… 

• Automobiles are sold with 
options… 

• We are willing to pay more 
for things we truly value 



Fundamental Shift 

• It’s about customer value,  
not volume 

– It’s a change in the way  
we think 

– It must be about what 
customers want 

• Changes how we: 

– Sell, consult with customers 

– Design floor plans 

– Price products 

– Forecast 

– Execute 



Changing the Sales Mindset 

• Customers will “choose” if they want better space 

• Don’t be afraid to have premium space to sell 
later- it will sell 



Real World Examples 

Sales teams using real-world examples to 
sell concept: 

• Stub Hub- prices vary based on when you buy 

• Music Concert- prices vary based on how close 
you want to be to the stage 

• Taking a cruise- you can choose to pay more for 
an ocean view 

Positive customer reactions 
help increase comfort 



What would you be  
willing to pay more for?  

40%

27%

16%

16% A. An aisle seat on your next flight 

B. 5th row, center orchestra for a Broadway show 

C. Playoff tickets for your favorite sports team 

D. A “fully loaded” automobile 



Getting it Done  

• Customer feedback is essential 

• Internal communications key 

– New approach to selling 

– Training needed 

– Overcome the “fear” 

• Hire a dedicated team with specific skill 
set 

– Yield management background 

• Consistent mechanics 

– All teams follow same process and tools 

• Must invest in technology 
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Good locations available when 

customers want to buy 

 

All locations valued the same, no 

space is a bad space 

Customers perceive a different value 

based on location, and booth prices 

reflect that value 

Best Locations occupied by re-newing 

exhibitors at lowest rates 

Best locations priced at premium 

Key Themes have changed 



Results to date 

• Overall impact to our 
business: 

– Re-signs   

– Exhibitor satisfaction and 
loyalty  

– Customer retention 

– Yield  



Our customers agree 

 

“Location is important to success. If you are not placed 
well, you don’t have the traffic. Last year, we had a 
chance to have a better space and got it. This put more 
attention on our stand” –G2E exhibitor 

 

“We think location is more important than the size of the 
booth.  We are willing to pay more for a good location.”  
–National Hardware Show exhibitor 

 

 

 



RX Digital Strategy 



When it started… 

• At first….we were afraid! 

– First came the Internet 

– Then everyone built a website 

– Would money shift to web advertising? 

– Would there still be a need for face-to-face? 

 

 



What were your initial thoughts about 
the advent of Digital in the  

Exhibition Business?  

50%

3%

31%

16% A. It will cannibalize our events 

B. It will provide more value to our customers 

C. No-one will use it 

D. We were unsure 



Good news!  We’re still here 

• And our trade show attendance is up! 



Something to watch 

• AMR predictions: 

– Trade Show marketing spend by 2015: -3% 

 

– Digital marketing spend by 2015: +7% 

Digital becoming even more important 



Where we are today 

• We’ve come a long way! 

– Initial “fears” are now seen as opportunities 

• Digital is not a substitute for face-to-face 

– It enables us to engage audiences beyond the show 
dates 

• But in order to do it right, we need to 
understands our customers needs and wants 
even more! 



Our world has changed 

“The expectation of participants is that they’re 
as much in touch when they’re at convention 
facilities as they are in their offices or in the 
rest of their daily lives at home.”  

 

      ---Douglas L. Ducate, President for CEIR, as quoted in the NY                                       

 Times April, 2012 



RX Digital Strategy 

Objectives: 

• Deliver added value to 
customers on both sides of 
the aisles 

• Deliver a great customer 
experience with the brand 

– Maximize productivity 

– Drive customer engagement 

• Drive customer value 

– Revenue increases to the 
degree that customer value 
rises 



Added Value falls into 3 buckets 

• Planning 

• Matchmaking 

• Navigation 

• Break through the 
clutter 

• Reach the right 
people 

• Access to content 
when they want it 

Productivity Company/ 

Brand Exposure 
Content On-Demand 



• My Show Planner 

• Mobile 

• Email Sponsorships 

• Web banners 

• E Registration 

• Webinars 

• Social Media 

• Online Portals 

• Live Streaming 

Productivity Company/ 

Brand Exposure 
Content On-Demand 

Digital products for each bucket 



Tools to Increase Productivity 

• My Show Planner 

– Allows exhibitors to connect 
with buyers before the show 

– Enhances productivity for 
attendees though pre-show 
planning  

• Mobile Apps 

– On-site navigation 

– Highlights special events 
and features 



Customer Product Opportunities 

• Mobile Showrooms 

• Mobile Banner Ads 

• Text Messages 

• Title Sponsorships 

• New Product Alerts 

 



Marketing these tools 

• Fully integrated into show 
communications pre-show 

– We have re-directed marketing 
dollars to support these initiatives 

• Website prominence enhanced 

– My Show Planner and Mobile 
everywhere 

• Presented to exhibitors as 
“complementary” to booth 
space 



Marketing these tools 



How it’s going 

My Show Planner and Mobile: 

• Adoption of planning tools increased year-to-
year 

– Our biggest challenge! 

• Overall, delivered over 600,000 leads to 
customers prior to events 

 

 



What are you doing to drive  
adoption of digital tools?  

86%

4%

1%

9% A. Dedicated emails to attendees 

B. Integrate with registration 

C. Using social media to promote usage 

D. All of the above 



E Products to drive added exposure 

We’re all using them: 

• Web Banners 

• E Registration banners 

• Pre-show attendee 
email sponsorships 



E Product Revenue 

• A reliable, incremental revenue source 

– Drove revenue from all E-products in 2011 

– From 0 millions in 5 years 

• Currently have 20% of exhibitor base purchasing 
E products 

– There is more opportunity 



• Integrated E-Sales into the booth sales process 

– On-site and post-show 

• Complete sale: 

• Booth 

• Sponsorships 

• Web/E products 

• Success across entire portfolio - increases Y/Y 

Unifying the sales process 



Webinars 

• Great for generating new customers 
and leads 

• Cost effective way to reach people 
not attending the events 

• Adds on-going customer 
engagement between events by 
extending brand relevance 

• Re-purposes content we have in a 
“new” way 

• Educates our customers 



Webinars 

At Reed Exhibitions: 

• Over 100 Webinars conducted 

• Average over 200+ registrations per webinar 

• Stats for 2011: 

– 76% Satisfaction 

– 74% likely to refer a friend 

– 68% likely to attend again 

• Drove increased traffic to websites and increased # of 
fans on social media 

 Driving New Attendees to Events 



Social Media 

How are we using it? 

• Drive and expand awareness of 
the brand 

• Generate engagement and build 
community  

• Drive registrations 

• Identify relevant content from 
customer insights 

• Sell booth space- Twitter and 
LinkedIn generating leads!! 



Events are using all platforms…and now Pinterest and Tout! 

Social Media 



Social Media is everywhere 



Changing the way we work 

 

• Re-directing spending and resources to focus 
and engage communities 

• New staff hired 

– Community Managers 

• Sharing best practices across portfolio 

– Learn as we go 



Social Media Wins 

• We are in front of our customers all year 

• Full-year content strategy based on customer 
interest and needs 

• Developing a “voice” for our brands to 
participate 

 



Online Portals 
 

 

• The Jewelry Industry’s Essential Sourcing Tool 

– Year-round, 24/7 product finder for jewelry retailers 

– Over 30,000 products, from 3500 companies in 22 
countries represented 

– Showcasing the latest industry trends, products and 
news 

• The JCK brand lives beyond the show, engaging 
customers all year on all platforms 

 



Online Portals 

The Evolution of the JCK Brand 

 

And now… 



JCK Marketplace Integrated with JCK Online 

Product 

search 

Blogs 



Content On-Demand 

• Live Streaming 

– Why we like it: 

• Engages a broader audience who are 
either not allowed to attend shows (i.e. 
consumers) or unable to attend 

• Additional exposure and value for 
exhibitors 

• Extend the reach of the event  

– RX experimenting with different 
models 

– Focused on delivering customer 
value 



Accessible from RX Event Web Site 



Live Streaming 

PAX East 2012 

- 360k unique 
viewers  

- 800k views  

- 3.7M viewer 
minutes 

 

In just 4 days!!! 

 

 



What’s Next? 
• Always looking to enhance customer value at and beyond 

the events 

• A lot to try and learn 

– Either in-house or by hiring consultants or agencies 

– Need to look for non-traditional skill sets (i.e. 
Community Managers) 

• Content Management 

– Using digital to leverage all the content we have from 
events to engage customers between events 

– Have an industry voice 



What’s Next? 

• Keeping up with technology 

– Got to get in the game in some way 

• Watching the next generation of customers: Millenials 

  “Companies intent on attaining high performance must 

accept and adapt to achieve the transformation potential this 
always-connected, instant-messaged generation can offer.”   

  – Accenture Global Research 



Thank You. 
 

Questions? 


