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Marketing Executive Urges ECEF Participants  
To Offer Fortune 500 Exhibitors New Options    

 
YRC Worldwide’s CMO Greg Reid advises show organizers to  

“Get me there without the need to go there” 
 
 WASHINGTON, DC, June 24, 2008— The keynote speaker at the 
Exhibition and Convention Executives Forum (ECEF), June 19, Washington, DC, 
alerted exhibition-industry executives they must provide cost-saving alternatives 
to traditional exhibiting if they hope to keep large companies as customers.  Greg 
Reid, Chief Marketing Officer of YRC Worldwide, said, “Decision-making in the 
C-level suites of Fortune 500 companies is driven in large part by an urgent need 
to do more with less.”  As a result, these companies are scrutinizing their return 
on investment from exhibitions more closely than ever, he said.   
 
 The conclusions reached by some of these companies are less than 
favorable, according to Reid.  Mounting time-pressures and travel expenses—
combined with the lack of control over customer interactions during exhibitions —
have propelled some to substantially decrease their investment in exhibitions 
and/or shift this investment to proprietary events. 
 
 To lure back these customers, Reid advised exhibition organizers to offer 
efficient alternates to the customary trade show exhibit, including virtual shows 
and online communities.  “Get me there without the need to go there,” he said. 
 
 Reid’s provocative words at ECEF were complemented by a full day of 
lively panel discussions and case studies, including presentations by Ruth 
Stevens, president, eMarketing Strategy and author of Trade Show and Event 
Marketing; Glenn Hansen, president, BPA Worldwide; Helen Marano, director, 
US Department of Commerce Office of Travel & Tourism Industries; and Galen 
Poss, president, Hanley-Wood Exhibitions. 
 
 More than 170 exhibition-industry executives registered for the seventh 
annual ECEF.  This invitation-only conference focuses on high-level strategies 
for income- and asset-growth and protection. 
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 “I’m delighted with the feedback so far from attendees, sponsors and the 
media,” said Sam Lippman, organizer of ECEF.  “On a scale of five, more than 
96 percent of the audience gave the 2008 forum either 5 or 4 for quality.  One 
hundred percent said they would recommend ECEF to a colleague.” 
 
 Several repeat participants praised this year’s event. 
 
 “The conference was great,” said William Carteaux, President, Society of 
the Plastic Industry.  “Many of the presentations had relevant and timely 
information, but more importantly ECEF was an opportunity to network with the 
industry’s top CEOs.  I made a couple key contacts that should pay huge 
dividends for our organization.” 
 

“ECEF's program gets better each year. I get a great return attending the 
only one day event where Association and Independent organizers gather to 
focus on the big issues facing our industry.”  Don Pazour, CEO, Access 
Intelligence. 

 
"The annual ECEF event provides a solid overview on the latest trends, 

concepts and strategies to help Event Executives make better decisions in 
leading their teams." Valerie Bowling, President, World Research Group 

 
 “This year's ECEF was the best yet - on target, new information and 
excellent presenters; a perfect day-long learning experience.”  Peter Nathan, 
President, PWN Exhibicon International. 
  
 Platinum Sponsors for ECEF were the Walter E. Washington Convention 
Center and Destination DC.  Sponsors included Freeman; ProActive; a2z; 
Ambassadors; Attendee Assistant; BDMetrics; Berkery, Noyes & Co.; 
CompuSystems; Convention Data Services; C.W. Allen Group; Experient; 
EXPOCAD; The Expo Group; Frost Miller Group; GES; IELA; Jacobs Jenner & 
Kent; Marriott Convention & Resort Network; Oscar-Einzig; PrivilegedAccess.tv; 
Renaissance Washington, DC Hotel; and USI. 
 
ECEF 2009 will take place June 11 in Washington, DC.  Information is available 
at www.eceforum.com. 
 
Editors Note:  Go to www.oscareinzig.com/ecef2008 for photographs and the 
results of the on-site polling questions. 
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Attendee Testimonials 

“The annual ECEF event provides a solid overview on the latest trends, concepts and strategies to help 
Event Executives make better decisions in leading their teams.” 

 Valerie Bowling, President, World Research Group  

 

“The conference was great!  Many of the presentations had relevant and timely information, but more 
importantly, ECEF was an opportunity to network with the industry’s top CEOs.  I made a couple of key 
contacts that should pay huge dividends for our company.” 

 William Carteaux, President, Society of the Plastics Industry 

 

“ECEF gave me valuable insights into the future of exhibitions.  Learning about Corporate Events was 
very interesting and the detailed analysis of what attendees like and don’t like about shows was very 
good.” 

 Larry Graham, President, National Confectioners Association 

 

“For the past three years I have found ECEF to be an effective event for both learning and networking.  I 
gained few take-away lessons from each of the presentations and found my fellow attendees eager and 
accessible for networking.  I will definitely attend future event.  Production quality by Sam and his team 
is high and quality is contagious…it sets the right tone for everything else.  Keep them comin’, Sam!” 

 Ben Kozuch, President, Future Media Concepts 

 

“ECEF expertly packages a wealth of networking opportunities and important information about our in-
dustry into one efficient day – highly recommended!” 

 Tom Mitchell, President, Messe Dusseldorf North America 

 

“This year’s ECEF was the best yet – on target, new information and excellent presenters; a perfect 
day-long learning experience.” 

 Peter Nathan, President, PWN Exhibicon International 

 

“ECEF’s program gets better each year.  I get a great return attending the only one-day event where 
Association and Independent organizers gather to focus on the big issues facing our industry.” 

 Don Pazour, CEO, Access Intelligence 

 

“ECEF again proved to be a valuable event with conference content, valuable networking and useful 
information on products and services vital to the exhibition, event and conference world.  ECEF’s one 
day format and Washington D.C. location further enhance its value.” 

 Margaret Pederson, President, Amirex and Incoming Chair, IAEE 

Jess
Text Box
3



2008

Association 62
Independent 38

under 5,000 18
5,001 to 10,000 18
10,001 tor 20,000 11
20,001 to 40,000 26
over 40,000 27

under 50,000 nsf 8
50,001 to 100,000 nsf 18
100,001 to 250,000 nsf 20
250,001 to 400,000 nsf 17
Over 400,000 nsf 29
Not Applicable 10

18+ months 9
12 months 56
6 months 26
3 months 10
1 month 0

Not at all important (exhibitors indicate they have no interest) 16
Not very important (only a few exhibitors expressed interest) 20
Undecided 4
Somewhat critical (many exhibitors expressed interest) 43
Very critical (specifically raised by most exhibitors) 16

Not addressing it at all 25
Not very aggressively (thinking about it for the future) 34
Undecided 12
Aggressively (program in place) 9
Very aggressively (program and enforcement procedure in place) 10

Even with the growth of digital media, industry-specific events continue to be more important to 80% of 
business decision-makers (BDM's) 55
Industry-specific events rank #1 with BDM's for finding out about new products and services 73
Industry-specific events are among the top ways BDM's validate purchase decisions 52
B2B marketers rank in-person events #1 for building brand image 47
B2B marketers rank in-person events #1 for generating qualified leads 48

What messages are you using to market your event to exhibitors?

ECEF ON-SITE POLLING RESULTS (in %)

Is your organization

STRATEGY

Is the total attendance (exhibitors/buyers/others) at your largest event

Is the net square feet (nsf) of exhibits at your largest event

EXHIBIT SALES

How many months in advance do you start marketing your main event to attendees?

How much of an issue is intellectual property protection for your exhibitors?

How aggressively are you enforcing intellectual property protection on your exhibit floor?
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2008

Excellent - their senior executive sign our non-disclosure agreement and we share our marketing plan 26
Good - they send a salesperson to visit us yearly 54
Poor - they only contact us when they want us to buy something 20

Offering exhibit space discounts for a multiple show agreement 17
Selling packages of sponsorships, ads, and exhibit space for a lower cost than buying them separately 38
Negotiating lower rates from your contractors 48
Hosting their 'key' customers 48
All of the above 70
None of the above 8

Expanding "exhibitor" definition to allow these companies to participate in new ways 32
Encourage corporate events to be held in conjunction with your show 35
Bid on managing these corporate events using your staff 12
Increase exhibit sales staff and exhibit sales budget
Increase attendee promotion efforts
Write off these exhibitors and reduce net profit expectations
Creating a more customer centric culture to strengthen exhibitor relationships 58
Attacking it head on, e.g., practicing "Deviant Leadership" 27
No specific approach to that objective at this time 14
Other 4
None of the above

Increased 35
Stayed the same 41
Decreased 1
Not concerned 23

Already decided 36
Almost decided 21
Neutral 18
Not really considering 16
Won't do it 9

Under 3% 47
4 to 6% 25
7 to 10% 10
Over 10% 10
Not applicable 7

TECHNOLOGY

With your largest and/or most important exhibitors are you?

In the past year, your concern that your important exhibitors will reduce their spending with you to start their 
own event has:

What percent of your total event revenue is coming from Internet activities like virtual events, distance 
learning, ads, sponsorships and enhanced exhibitor listings?

How likely are you to replicate your show's brand online 24/7/365?

How would your most important exhibitor answer this question: "Our relationship with the producers of our 
most important USA event is."

If your show is losing key exhibitors because they are outboarding or creating their own private corporate 
events, what strategies are you implementing and/or considering? 
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Up to 5% 30
6 to 10% 25
11 to 15% 18
16% and higher 26
Not applicable 5

Not at all 17
International participation is up but not as much as it could be with eased visa restrictions 36
International participation was down 1 - 10% 28
International participation was down 11-20% 6
International participation was down more than 20% 0
Not applicable 13

China 42
India 15
South Korea 3
Brazil 15
Not applicable 23

Not a factor - we won't have a large international presence 11
An increasingly important factor and growing 82
On par with our US revenues 5
Larger than our US revenues 3

No plans to export 28
North America (Canada, Mexico) 18
South America 14
Europe 26
Asia (including United Arab Emirates) 35
Australia & Oceania 5
Africa 5

In the next three years, into what areas are you planning to export your event? (either pavilions, parter/co-
locate, organize your own show)

Have tighter visa regulations reduced the number of international attendees, exhibitors and media at your last 
event?

INTERNATIONAL

In 10 years will revenue from your international events be:

What percent of your attendees, exhibitors and media are from outside the United States?

If yes, which three countries present the biggest challenge for your customers to get a visa?
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2008 Session Descriptions and Speaker Biographies 

KEYNOTE SESSION 

Chief Marketing Officer Reveals Strategy that Created Corporate Event and Reduced Exhibition Participation 

Greg Reid, YRC Worldwide’s Chief Marketing Officer and Executive Vice President of Enterprise Solutions, will present a 
case study on why and how a $10 billion Fortune 500 company reduced its exhibition participation by 45% and significantly 
reduced its exhibition, advertising and sponsorship budgets, while channeling marketing funds into developing and 
executing its own corporate event. 

Mr. Reid will explain the thought process and analysis the YRC Worldwide “C-level” executives used to determine that 
participating in exhibitions no longer provided sufficient ROI.  He will share the launch strategy and business plan that 
evolved his event into the 3-day “Transformation” conference.  By 2006, Transformation had nearly 2,000 attendees, more 
than 40 educational sessions and a unique trade show with company and external exhibitors using over 90,000 net square 
feet of event space. 

Mr. Reid will discuss his “deviant” leadership principles, and how the ECEF audience can use them to reinvent current 
exhibition approaches to create a unique educational and business development experience, not just a better exhibition.  He 
will also recommend specific steps to convince Fortune 500 companies to cancel their own events and again participate in 
industry-wide exhibitions. 

GREGORY A. REID 

EVP—Enterprise Solutions Group 
Chief Marketing Officer 
YRC Worldwide, Inc. 

Greg is responsible for developing solutions that focus on Fortune 500 accounts of 
current and prospective clients.  As Chief Marketing Officer, he is responsible for 
brand and marketing strategies for YRC Worldwide and all its operating subsidiaries 
including Yellow Transportation, Roadway, Reimer Express, USF, New Penn and 
YRC Logistics.  He joined the company in 1997 as Senior Vice President of Sales 
and Marketing for Yellow Corporation. Prior to joining the corporation, he held 
management positions with Proctor & Gamble, Bristol-Myers, Shaklee, Memorex and 
Ryder Logistics. 

He serves on a variety of boards, including the Arizona State University Center for 
Services Leadership, Kansas City Public Television, Kansas City Starlight Theatre, 
National Defense Transportation Association, the Negro Leagues Baseball Museum 
and the national board of First Candle/SIDS Alliance.  In 2006, Reid and his wife 
Rebecca established the Vincent Legacy Foundation to provide scholarships for 
minority youth who demonstrate outstanding citizenship and exceptional talent in the 
performing arts. 

He holds a BBA in Marketing from the University of Cincinnati. 

OUR ATTENDEES SPEAK 

Ruth Stevens, Author of Trade Show and Event Marketing, Moderates a Panel of Executive Buyers 

Cleve Barham, President of Fine Eyes Optical; Bill Guinard, Vice President of Olympus Imported Auto Parts; and Fred 
Young, CEO of Forest City Gear; collectively dedicate 32 days a year attending 14 tradeshows in the United States and 
abroad.  Their companies, ranging from $500,000 to $25 million in sales, commit 25% to 100% of their annual purchasing 
based on what they see at these shows. 

Ruth Stevens, a B2B marketing expert, will question these buyers about how they: 
 1.  determine which shows to attend and for how long; 
 2.  prepare for these shows; 
 3.  maximize their time at shows; and 
 4.  realize their return on investment from a show. 
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RUTH P. STEVENS—Moderator 

President 
eMarketing Strategy 

Ruth P. Stevens is a consultant on customer acquisition and retention for both consumer 
and business-to-business clients.  She began her direct marketing career in 1986 at 
Time Warner, where she spent seven years in marketing, new business development, 
and general management at Book-of-the-Month Club and Time-Life Books.  She then 
went to Ziff-Davis as Vice President of Marketing for Computer Library, the electronic 
publishing division.  She left Ziff-Davis in 1996 to join IBM and spent three years in direct 
marketing management.  Then Ruth went on to work in senior marketing positions at two 
Internet startup companies in New York City before starting her consulting company in 
2000. 

Ruth serves on the board of directors of Edmund Optics, Inc.  She is a trustee of 
Princeton-In-Asia, past chair of the Business-to-Business Council of the DMA, and now 
president of the Direct Marketing Club of New York.  Crain’s BtoB magazine named Ruth 
one of the 100 Most Influential People in Business Marketing in 2002.  She is the author 
of two business books, The DMA Lead Generation Handbook, published in 2002, and 
Trade Show and Event Marketing, published by Thompson in 2005.  A teacher of 
marketing at the graduate level at Columbia Business School, she has studied marketing 
management at Harvard Business School and holds an MBA from Columbia University. 

CLEVE BARHAM—Panelist 

President 
Fine Eyes Eyewear, Inc. 

Fine Eyes is a retail optical boutique specializing in fashion prescription glasses and 
high-end sunglasses in Ridgeland, Mississippi.  Cleve decided when he went into 
business for himself that he would go to Vision Expo East in New York and has done so, 
every year since 1996.  In 2000, he thought it would also be beneficial to attend  Vision 
Expo West.  Because of his drive to attend these shows, he was appointed to the 
Attendee Advisory Board for Vision Expo in 2007. 

Cleve started his optical career in 1984 as a sales representative for the German frame 
line, Menrad, selling to optometrists and optical retailers in Louisiana, Alabama, and 
Mississippi.  In 1992, Cleve was the first sales representative hired by Calvin Klein 
Eyewear to represent it in Louisiana and Mississippi, and he attended his first 
International Vision Expo in Anaheim, California with Calvin Klein.  In 1995, Cleve 
started Fine Eyes Eyewear. 

BILL GUINARD—Panelist 

Vice President 
Olympus Imported Auto Parts 

Bill has directly contributed to the company’s growth and development as head of 
purchasing and IT for Olympus Imported Auto Parts (formerly Olympic Imported Parts).  
He has been developing the company website, www.forparts.com, since 1995, and has 
authored its new, comprehensive, online catalog that has few rivals today.   

Bill began at Hi-Gear, in 1978, and joined Olympic Imported Parts as a driver.  He 
moved into the warehouse operations where he learned all aspects of the fledgling 
import parts business.  In 1986, he took a prominent position with Hansa Products, Inc., 
working primarily in sales and cataloging.  He initiated the company’s use of personal 
computers and created a catalog for the air-cooled VW.   
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FREDERIC M. YOUNG—Panelist 

President and CEO 
Forest City Gear 

President since 1968, Fred has a strategy of reinvesting 25 to 40% of gross sales 
annually in plant and equipment, which puts his company among the most modern gear-
producing facilities in the world.  He has been involved in all aspects of the business 
from machine setup, gear inspection, and equipment acquisition, to marketing, human 
resource management and strategic planning.  His company was selected Small 
Business of the Year in 2000 and 2004.  In 2007, American Machinist named Forest City 
Gear one of the Top Best American manufacturers. 

Fred has been featured in Modern Machine Shop and American Machinist, as well as 
profiled by the Navy Best Management Practices team in 2004.  He has presented a 
number of technical papers before ASME and other organizations and was a panelist for 
the International Manufacturing Technology Show (IMTS) exhibitors in 2006 and 2008.   

MEASURING ENGAGEMENT 

Exhibitors’ ROI Quantified by Marketing Experts at ECEF 

Marketing executives are under increasing pressure to demonstrate the return on investment (ROI) from their various 
marketing efforts.  To measure the ROI from exhibiting and sponsoring exhibitions and conventions, new quantitative 
methods have been developed.  But the specificity of these metrics still lag behind those of other marketing methods that 
compete for the same dollars.  As a result, some companies have decreased their investment in exhibitions and 
conventions and increased spending on other marketing activities. 

At ECEF, Glenn Hansen, president and CEO of BPA Worldwide, will tap into his experience with and access to both event 
organizers and exhibiting companies to moderate a panel that uses the latest data to demonstrate that participating in 
exhibitions drive a strong connection and behavior to exhibitors’ brands.  Panelist Dr. Raymond Pettit, Advertising Research 
Foundation (ARF), will explain how to use the 2008 ARF’s Event Engagement Consortium’s study, “Experiential Marketing: 
A Master of Engagement,” to convince companies to participate in events.  Gordon Hughes, president and CEO, American 
Business Media, will use data from the Forrester Research study, “The Power of Industry-Specific Events,” to reveal the 
strength of events in lead generation and brand building.  Bob Liodice, president and CEO, Association of National 
Advertisers, will explain how today’s CMO allocates marketing spending and what the ECEF audience has to do to get its 
share. 

GLENN J. HANSEN—Moderator 

President and CEO 
BPA Worldwide 

In his current position since August 1999, Glenn has been instrumental in expanding 
BPA’s media membership globally.  Under his leadership, BPA pioneered independent 
circulation auditing in China beginning in 1996 and has expanded its presence in 
greater Asia Pacific, Europe, Latin America and the Middle East.  He began his career 
with BPA 28 years ago as an auditor in BPA’s headquarters. 

Glenn is past chairman of the International Committee of the American Business 
Media (ABM), serves on the Executive Board of the International Federation of Audit 
Bureaus of Circulation (IFABC) and is President of the Asia Pacific ABC regional 
group of the IFABC.  He served on the Honorary Committee of the IAEE establishing 
standards for auditing exhibitions and events which led to the creation of the Exhibition 
and Event Industry Audit Commission (EEIAC).  He also serves on the International 
Standards Organization’s Technical Advisory Group for exhibition measurement 
standards and the Interstandards steering committee for web measurement in the 
Middle East. 

Glenn is a magna cum laude graduate of John Jay College of Criminal Justice.  Prior 
to joining BPA, he was an officer with the U.S. Customs Service, working in narcotics 
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GORDON T. HUGHES—Panelist 

President and CEO 
American Business Media 

Gordon has been president since July 1994 and chief executive officer since May 
2000.  During his tenure, he has repositioned the association from a traditional 
publishing group to a global organization of business information providers.  Under his 
leadership, American Business Media has won major victories before the Postal Rate 
Commission. 

He has developed a number of initiatives to raise the visibility and stature of business 
media in general.  These include the Business Information Network (BIN), an ad 
tracking system for business media print publications; the prestigious Creative 
Excellence in Business Advertising (CEBA) Awards; and the Timothy White Award for 
editorial courage and integrity. 

Gordon has 25 years of advertising experience.  Prior to joining American Business 
Media, he was president of the Marketing Division of the Outdoor Advertising 
Association of America.  He also served as vice president of marketing for CBS 
Stations Division.  While at CBS, he won two Emmy Awards as a producer of major 
sports and entertainment events, as well as the Alfred I. DuPont-Columbia Broadcast 
News Award.   

BOB LIODICE—Panelist 

President and CEO 
Association of National 
Advertisers, Inc. 

Bob was appointed to his current position in 2003.  He was previously executive vice 
president, responsible for member relations and business development focusing on 
strengthening relationships with ANA member companies and broadening the member 
base.  He joined ANA as senior vice president in 1995. 

Prior to the ANA, Bob was vice president of global marketing and sales for Grupo 
Televisa, a major worldwide broadcaster.  Previous experience also includes more 
than 15 years in marketing and financial management at Kraft General Foods, 
including category marketing manager for the Jell-O and Bakers brands. 

He is a member of the boards of directors of The Advertising Council, Advertising 
Research Foundation, National Advertising Review Council, Partnership for a Drug-
Free America, Advertising Educational Foundation and an executive committee 
member of the World Federation of Advertisers.  Bob holds bachelor degrees in 
accounting and management and an M.B.A. in finance from New York University. 

RAYMOND PETTIT, PhD—Panelist 

Senior Vice President 
MarketShare Partners 

Ray provides advice and counsel to agencies and clients, focusing on holistic return on 
investment and marketing accountability solutions.  His clients include Global 1000 firms 
in financial services, technology, retail, consumer package goods, entertainment and 
automotive.  He has been a quantitative and research consultant and executive for a 
number of U.S. and European firms. 

Ray also teaches for the American Marketing Association in Chicago, and has lectured at 
the University of Illinois Executive MBA Program.  He has been an adjunct professor at 
the Zicklin School of Business, Baruch College, and the City University of New York.  He 
is a frequent speaker and consultant to top firms in marketing science, advertising and 
brand strategy, and a senior research advisor to the Advertising Research Foundation in 
New York. 

Ray is the author of three books on marketing and advertising research, including the 
new, Learning from Winners.  He received his bachelors degree from the University of 
Michigan and both masters and doctoral degrees from the University of Illinois. 
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WHY SOME FORTUNE 500 COMPANIES FAIL AS EXHIBITORS 

Ruth P. Stevens, president of eMarketing Strategy and author of Trade Show and Event Marketing, will tap her first hand 
experience working for, consulting with or writing about scores of Fortune 500 companies to dissect why smart companies 
become such stupid exhibitors.    

Ruth will discuss several core reasons for the gap--the roles silos, distributed decision making and the power shifts between 
marketing and finance interests--in a well-reasoned analysis of what prevents these giants from achieving the success they 
deserve from trade show marketing. 

Ruth will reveal to the ECEF audience of show producers: 

1. why it’s hard to sell exhibit space and sponsorships to Fortune 500 companies; 
2. the real reason why these companies make such fundamental mistakes; and, 
3. how show producers can help these companies become better exhibitors. 

GETTING INTERNATIONAL DELEGATES TO THE U.S. 

Many organizations rely on the revenue they receive from international attendees and exhibitors as well as the worldwide 
coverage provided by international editors.  With strict visa laws in place, travel to the United States remains unnecessarily 
challenging and many executives in the exhibition and convention industry are looking to the government to make the visa 
process less of a hassle for international visitors. 

At ECEF, Helen Marano, Director of the Office of Travel and Tourism Industries, will present the latest information on how 
the U.S. Department of Commerce is working to facilitate international travel to the United States so international attendees 
and exhibitors will continue to support your events. 

This interactive discussion will highlight the latest trends among international business travelers and visitors for conventions 
and exhibitions to the United States, the various U.S. federal government initiatives aimed at providing a more welcoming 
environment at U.S. airports and an update on the U.S.–China Memorandum of Understanding, signed by Commerce 
Secretary Carlos Gutierrez, to facilitate group travel from China to the U.S. 

RUTH P. STEVENS 

President 
eMarketing Strategy 

Ruth P. Stevens is a consultant on customer acquisition and retention for both consumer 
and business-to-business clients.  She began her direct marketing career in 1986 at 
Time Warner, where she spent seven years in marketing, new business development, 
and general management at Book-of-the-Month Club and Time-Life Books.  She then 
went to Ziff-Davis as Vice President of Marketing for Computer Library, the electronic 
publishing division.  She left Ziff-Davis in 1996 to join IBM and spent three years in direct 
marketing management.  Then Ruth went on to work in senior marketing positions at two 
Internet startup companies in New York City before starting her consulting company in 
2000. 

Ruth serves on the board of directors of Edmund Optics, Inc.  She is a trustee of 
Princeton-In-Asia, past chair of the Business-to-Business Council of the DMA, and now 
president of the Direct Marketing Club of New York.  Crain’s BtoB magazine named Ruth 
one of the 100 Most Influential People in Business Marketing in 2002.  She is the author 
of two business books, The DMA Lead Generation Handbook, published in 2002, and 
Trade Show and Event Marketing, published by Thompson in 2005.  A teacher of 
marketing at the graduate level at Columbia Business School, she has studied marketing 
management at Harvard Business School and holds an MBA from Columbia University. 
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HELEN MARANO 

Director 
Office of Travel and Tourism 
Industries 
Department of Commerce 

Helen heads the National Tourism Office for the U.S. on behalf of the Department of 
Commerce.  Her organization is part of the International Trade Administration of the 
department.  She oversees the International Tourism Promotion program for 
Commerce, policy and advocacy issues affecting tourism industries in the U.S., and 
the statistical center on international travel and tourism for the country, incorporating 
the economic impact and forecasting of international travel and trends. 

With more than 25 years experience in product and market development and 
research, Helen is also responsible for technical assistance to the industry in helping 
companies enter the international marketplace to increase exports and to encourage 
product and economic development in the United States. 

Prior to joining the Office of Travel and Tourism Industries, Helen was the Director of 
Research and Policy and Planning for the U.S. Travel and Tourism Administration 
(USTTA) where she performed similar duties.  She was responsible for establishing 
the research department for the Orlando Convention and Visitors Bureau in Orlando, 
Florida, using her expertise and previous experience at the Gallup Organization. 

ALL THAT GLITTERS IS NOT GOLD 

President of Hanley-Wood Exhibitions Presents Case Study of the Surfaces Show 

Finish your ECEF day with this reversal of misfortune, a good-news case study.  Galen Poss, President of Hanley-Wood 
Exhibitions, will explain how his team responded when, after their most successful Surfaces Show ever (925 exhibitors in 
535,275 net square feet of space), eight of his ten largest exhibitors pulled out within a 10-day period of the next Surfaces 
Show exhibit space draw.  (30 days after the space draw, additional exhibitors pulled out or downsized for a total loss of 
20% of the show’s exhibit space). 

Mr. Poss will reveal the successful turnaround plan his team created that included: an increased marketing/communications 
budget; allocating additional staff, plus the outside resources used.  He will tell how they partnered with major buying groups 
and added new Pavilions to rejuvenate the show.  Mr. Poss will conclude his session with his “lessons learned” – making 
sure other projects don’t get short changed and the value of their internal marketing database – ADAPT. 

GALEN POSS 

President 
Hanley-Wood Exhibitions 

Galen is responsible for managing and growing Hanley-Wood Exhibitions’ exhibition 
activities, which are concentrated in the building and construction industry.  A certified 
exhibition manager since 1987, he has been with the company, a division of Hanley-
Wood, LLC, since its inception in January 2000. 

Prior to joining Hanley-Wood Exhibitions, Galen spent six years as Group President for 
the Dallas Division of Miller Freeman, Inc., in Dallas, Texas, where he was in charge of 
real estate, design, decorated apparel, sewn products, building, association 
management and equine markets.  He began his career in the tradeshow industry in 
1977 in sales with the Greater New Orleans Tourist and Convention Commission, and 
went on to the Automotive Service Association.  In 1983, he formed Precision Planning & 
Sales (PPS), Inc., an exhibitions management company, providing exhibition and 
conference services for associations.  PPS was acquired by Miller Freeman in 1993. 

Galen is a former board member of the International Association of Exhibition and 
Events (IAEE) and the Center for Exhibition Industry Research (CEIR).  He is a Past 
Chairman of the Society of Independent Show Organizers (SISO), the IAEE Service 
Corporation, the IAEE Foundation and CEIR.  He was the 1999 recipient of IAEE’s 
highest service award, the William Hunt Eisenman Career Achievement Award and 
Tradeshow Week’s 2006 Honoree. 
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ECEF FACILITATOR—WAYNE JACOBS 

ECEF PRODUCER—SAM LIPPMAN 

CEO & Director of Research 
Jacobs Jenner & Kent 

Wayne leads an industrial marketing and market research company in the exhibition 
industry.  He is a much-published author of research and international marketing 
studies with more than 25 years of experience in the design, data collection analysis 
and presentation of qualitative and quantitative market research.  He has conducted 
“state of the industry” studies for clients such as Exhibition and Convention Executives 
Forum (ECEF) and the Consumer Electronics, Business Products, Manufacturing 
Technology, and Residential/Commercial Building Industries. 

Wayne is the author of the internationally-recognized annual “State of the Trade Show 
Industry Report—AttendTrend®.”  He also moderates approximately 200 focus groups 
per year and teaches classes on the use and practice of qualitative research.  He is a 
market research advisor to the American Red Cross, and a member of the American 
Marketing Association, International Association of Exhibition and Events, and 
Marketing Research Association. 

President 
Integrated Show Management & 
Marketing 
 

Sam provides executive-level consulting in strategic planning, marketing and 
management to the convention and exhibition industry.  He is also a skilled facilitator 
for customer advisory groups and boards of director.  Before launching his company, 
he was Vice President of the Graphic Arts Show Company (GASC), producing 
megashows such as PRINT and GRAPH EXPO, as well as regional shows.  Before 
GASC, he was Group Vice President of the Consumer Electronics Shows, managing 
CES winter and summer, and creating new shows such as High End Audio and CES 
Mexico.  His first show management job was with the National Computer Conference 
from 1980 to 1984.  He started his career with United Exposition Service Company 
(now GES), producing shows in Chicago, Detroit and New York City. 

Sam was presented an IAEE merit award for his contributions to education for the 
convention and exhibition industry.  He is an international speaker, author and 
teacher, and is often quoted by the media.  He earned his facilitator certificate from the 
A.C. Nielsen Burke Institute and is an adjunct lecturer on marketing and producing 
exhibitions at George Washington University.  He is a graduate of the University of 
California at Santa Barbara. 
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ECEF 2008 Take Aways 

Deviant Show Producer—Greg Reid 
• Shows not talked about in C-level suite 
• Costs going up—value is not 
• How to win back / retain Fortune 500 companies 

• Create Change 
• Let go of what doesn’t work 
• Realize you’re not in exhibition business 
• Expose the staff to the show virtually 
• Stop selling floor space—sell access to 

markets 
• Educate—don’t entertain 
 

Our Attendees Speak—Ruth Stevens 
• Pre-Event 

• Use show info as competitive advantage 
• Planning starts 1 year to 90 days out 
• Invitations and information delivered by 

reps 
• At Event 

• Learn from non-competitive colleagues 
• Meet supplier execs and get solutions 

• Post-Event 
• Staff motivated and educated 
• Vendor follow-up can be limited 

 

Measuring Engagement—Glenn Hansen 
• Corporate management needs objective data from 

exhibitions 

• Help clients secure revenue & grow profitability 

• Still difficult to link marketing efforts to purchase 
motivation 

• Exhibition producers must measure the power of 
face-to-face engagement to position show value 

Why Some Fortune 500 Companies Fail as 
Exhibitors—Ruth Stevens 
• Elusive decision making process (many can say 

“no” - who can say “yes”) 
• Show responsibility delegated to logistics person, 

not marketer 
• 71% of exhibitors don’t set objectives 
• Marketers don’t speak language of finance 
• Too little budgeted for pre-show promotion 

 

International Travel to the US—Helen Marano 
• They stay longer and spend more 

• Policy is more welcoming environment 

• Still issues with Visas and Model Ports 

• Organizers need to aggressively inform / educate 
their audiences 

 

Surfaces—Galen Poss 
• After best show lost 20% of exhibit space 

• Dominant players didn’t want to show which 
would help international competition 

• Response—increased positive messages 

• Response—created new benefits 

• 3rd year = record revenue & attendance 

• Shows are fragile! 
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Photos from ECEF 2008

Greg Reid, CMO of YRC Worldwide, delivers the 
ECEF 2008 Keynote Speech.

Another “sold out” ECEF crowd.

Don Pazour (CEO, Access Intelligence) and Michael Hart (Editor 
in Chief, Tradeshow Week) focus on a case study at ECEF.
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World Class Speakers

Power buyers Bill Guinard, Frederick Young, and Cleve Barham
reveal what they like and do not like about shows during the Our

Attendees Speak session moderated by Ruth Stevens.

Galen Poss, Hanley Wood’s President, shares his 
“lessons learned” saving Surfaces at ECEF.

Helen Marano from the Department of Commerce briefs the 
ECEF audience on getting international visitors to the U.S.

Glenn Hansen, Bob Liodice, Ray Pettit and Gordon 
Hughes share the latest marketing trends.
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Networking

William Cartezux, President of SPI, is one 
of the many executives at ECEF.Ruth Stevens, author of Trade Show and Event Marketing, engages 

in a spirited discussion with the ECEF audience.

Gia Carunchio and Sandra Toms LaPedis relax during the 
ECEF Welcome Reception.
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