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Icebreakers: Should You Stay or Should You Go?
Gordon Plutsky, director of marketing and research for King 
Fish Media, which consults with its clients on the implementa-
tion of integrated packaging, including events, weighs in on this 
week’s icebreaker question: Would you rather attend a face-to-
face trade show/conference or a virtual event?

Gordon: If I’m looking for information on a single topic, and 
experience and personal networking aren’t factors, then a vir-

tual event makes more sense—they require 
minimal time and cost commitments. How-
ever, I prefer face-to-face conferences when I 
have greater informational needs. I’d also base 
my decision on how important the network-
ing component is to my company. If we don’t 
get a lot of value from actually being there, a 
virtual event makes more sense.

Niche Face-to-Face Media Comes Into Focus 
By John Failla, CEO, Tesoro Events LLC

The development of trade shows that target a specific market 
segment has been driven by the need for both exhibitors and 
attendees to have a more relevant experience and realize greater 
returns on their investment of time and money. When planning 
a niche trade show, the goal is to create an event model that 
becomes part of a buyer’s workflow for sourcing products by ef-
fectively creating the physical manifestation of a Google search. 
The more important the niche—or buyer segment—served, the 
more value created for attendees, exhibitors and organizers. 

Early efforts to create niche events focused on vertical prod-
uct categories or buyer segments in the interest of creating a 
more relevant and productive experience. While the events were 
more targeted, the interaction between exhibitor and attendee 
remained random. During the last 10 years, organizers have 
begun developing events that target vertical product categories 
in addition to taking responsibility for scheduling meetings be-
tween exhibitors and buyers. The combination of targeted cat-
egories and facilitated meetings has proven to be a compelling 
model for driving greater ROI for attendees and exhibitors. The 
model has proven effective, in part, because traditional horizon-
tal show organizers find it difficult to counter.

Categories of Targeted Niche Trade Shows
Following are four niche trade show model categories that you 
can consider using to serve your market more efficiently. Virtu-
ally every market has the potential to support at least one of 
these models and, in some markets, the potential exists to sup-
port all four. 

Category 1: Regional approach to a market. While a maga-
zine can be delivered very efficiently to the majority of a given 
buyer universe, it is difficult to achieve total audience penetra-
tion with a national trade show given the time commitment re-
quired to attend a show. Publishers can utilize the development 
of a regional extension of an existing event to enter a market as 
attendees are being more selective about leaving their office to 
travel across the country for four to five days.

Category 2: Events targeting a specific product category. 
Serving a market by isolating a single product category or a logi-

cal grouping of product categories 
is a proven approach to delivering 
greater ROI in a market. In ad-
dition, these types of events have 
proven to be very effective at cre-
ating a strong sense of community 
among the attendees and related 
suppliers. When supported with 
a companion Web site deliver-
ing information online 52 weeks 
per year, substantial value can be 
created. Tech Target has deployed 
this strategic approach to the tech-
nology market.

Category 3: Events targeting big buyers. In most b2b mar-
kets, buying power is concentrated in the hands of a limited 
number of companies. Where this market dynamic exists, ca-
tering to the unique needs of these “big buyers” can create value. 
Significant value is created for both attendees and suppliers try-
ing to serve them. Magazines that publish Top 200-type issues 
often have an opportunity to convert an editorial franchise into 
a compelling event.

Category 4: Events that “host” buyers and facilitate meet-
ings. Beyond targeting specific buyers and products, organiz-
ers are increasingly scheduling appointments for attendees with 
exhibitors. When exhibitors arrive, they have a detailed sched-
ule of meetings and have prepared specific presentations based 
on the expressed interests of attendees. Conversely, buyers are 
able to accomplish in two or three days what would normally 
take weeks. Technology can be leveraged in these events to ef-
fectively imbed the event in the middle of the vendor selection 
and product sourcing process.

The key to success is using one of the targeted event models 
above to serve an important audience segment more effectively 
than existing face-to-face alternatives. 

John Failla can be reached at 914-819-0693 or by email at 
john@tesoroevents.com.
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