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IFDA was charged with the task of

finding out how to make food shows
more efficient and effective

We began the process last year by
collecting some data about what you

thought were the problems with food shows.

STRATEGIES FOR A ="
Successful Future @F@;{nggé



2005 IFDA SALES & MARKETING CONFERENCE

We reviewed all your responses and
created a list of problems that were

classified into three categories

* Problems that seemed to be related to:
— Show planning
— Show execution
— Show follow-up

 The commonality of your responses was
amazing as you all seemed to be able to
focus on the same Issues.
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Your responses are shown in the
forms that you were given

e The classification system was mine and
subjective.

 The numbers after the problems were
references for me to go back to who said it
without revealing the source. Itis not the
frequency it came up.

* And you may note something that you think
IS a problem may not be mentioned in the
list.

— If so please let me know

STRATEGIES FOR A =
Successful Future @"@;!ggapﬁaﬂg



2005 IFDA SALES & MARKETING CONFERENCE

Knowing the problem is only the first
step to correcting It

* The next step is to offer up a solution. And
that is part of what we intend to do this
morning.

 But | am not as naive as | might appear. |
think we all know that the problems will not
be solved easily. If they could, they might
not have been a problem in the first place.
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Remember the words
of Phil Mickelson

“Golf Is a simple game, just put the ball
In the hole. It just is not easy!”

* Fixing our problems may look simple
but not easy.

* There will be obstacles in the way.
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The second part of your
assignment will be to identify
the obstacles and suggest
ways to overcome them.
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Your round table assignment will be to:
Pick any two of the problems and come up
with both the solutions and the obstacles
that may be faced.

 When completed you will submit your
conclusions in writing (like we did last
year with the problems) and you will also
be asked to share with all of us your
conclusions.

* Your tables have been assigned a scribe
and a presenter.
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NEXT STEP

| will take all this and create a book that
should have all our food show problems
and how to solve them along with
anticipated obstacles that will be thrown
In your path.
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To get us started and get our juices
flowing, we have people who will give
us their view on a couple of these

problems and will answer some
guestions when they are done.
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Evidence of Success: Guidelines
for Great Food Shows

Panelists:

Barb Beurkens
Events Manager, Gordon Food Service

Micheal Center

Marketing Manager, Shamrock Foods -
Colorado Division
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Evidence of Success: Guidelines
for Great Food Shows

Panelists:

Steve Scales
Vice President, Food Service, Campbell Soup Company

Dan White

Director of Foodservice Marketing - Tyson Foods, Inc.
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Food Show Incentives

Are we rewarding
the right behavior?




It’s a Feeding Frenzy!

* Gizmos and Gadgets
* Electronics

* Trips

« Cash




How do you want customers to
spend time at YOUR show?

Paperwork or
Discovery?




We’re Losing Control

 Inflated Orders
* Short Ships
* Force Ships




Where does it end?

Who pays for it?




Customer Surveys

* Find New Products - 87%
* Learn New Techniques - 65%
 Attend Seminars - 62%




New Item Incentives

* Orders for New Items
* New to the Customer
* New to GFS




Positive Results

* Professional Environment
* Incremental Sales Growth
* Focus on Education / Trends




Stop the Feeding Frenzy!
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Getting Customers

Prepared to Buy at the Show




Customers Attend a Food Show for

= New product ideas

* Purchasing their menu items at a
discount

= To get better deals than they
currently have

» Socializing

* Training




What Do Distributors and
Manufactures Want
from a Food Show

* New sales
* Lock up the business with existing customers
= Public relations and good wili

= Get a pulse on the market




What Really Happens !

= Customers shop but don’t buy at the show

= Customers purchase the wrong item or
quantity

= Customers don’t purchase any new items
for their menus




What Really Happens !

=Customers don’t show up for the show

= Customers purchase limited amount of
items

= Customers purchase new and existing
menu items at the show




Obstacles

= DSR and/or customer are not organized
and ready to buy

= Customer is confused about the ordering
process at the show

= Customer does not spend enough time at
the show to meet buying objective




Obstacles

* DSR does not have a plan for new item
introductions

= Customer cancels out at the last minute
(cook calls in sick)
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re-ShW Pre_p-aration
is the Key

Most customers need some form of assistance from the
distributor in order to be prepared to buy at the show.

= Current Product Usage

= Show Guides

= Hot Deals

= Time Management

= Defining the value for them to attend
= New Menu and Product Trends




Plan Anticipate Train




* Develop show objectives by account

= Schedule pre-show planning meeting with
customers

* Prepare accurate sales history by account for the
relevant time period

= DSRs and marketing develop new item
promotions for customers




= Place all show information in personalized show
folders for each account

* Prepare benefit statement, tell the customer
“What is in it for them”

= Use pre-show period to clean-up order guide, get
new items set-up




ANTICIPATE
= Have DSRs identify each account’s lead buyer

and back-up for the show

= Prepare personalized customer maps to key
vendors at the show

= Review proposed show orders and the amount of
time a customer plans to be at the show. Is it
enough time to meet everyone’s objectives?




ANTICIPATE

= Keep a back-up copy of the customers show order
guides at the show

= Have DSRs partner with another DSR to work each
other’s accounts If they get slammed at the show.




= Review menu trends, new items and introduce new
applications for old products to the sales force as
part of the show build-up

= Utilize experienced district managers and sales
reps to role play successful planning activities in
training sessions

= Create incentives that reward preparation for both
customers and DSRs

* Pre-show training and planning cycles take an
average of 90 days




Prepared To Buy ?

= Distributors must have detailed customer data

= Sales and Marketing management must set clear
expectations for show preparation

* Customers and DSRs know their usage

= Customers understands “What's in it for them”

* DSRs and Customers are up on current menu
trends and have identified new products that can
build business for both of them

= Plan, Anticipate and Train




“One important key to success is self-
confidence. An important key to self-

confidence is preparation.”

- Arthur Ashe
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Booth Strategy and Coordination - Issues

= Unfocused conversation
= Objectives not defined
= Operator ordering process

= Pre-show coordination between
manufacturer and distributor

= Are manufacturers/brokers prepared for the
show (personnel, samples, booth
appearance)




OBJECTIVES

Booth Strategy and Coordination - Issues

= Distributor sales people’s preparation and
engagement

* |s the show and booth design conducive
to good operator interaction

= Are we set up to provide an area where
customers can learn (i.e. trends, new
product, outsider, eftc...)




Lack of pre-show planning on the
manufacturer’s/broker’s part

Misalignment of distributor and

manufacturer/broker show goals

Inadequate facilities and resources
(i.e. kitchen to prep samples)

Not having a “Wow” factor for the operator




Written goals and expectations from the
distributor to the manufacturer

Thorough understanding of distributor’s

customer base (i.e. segment)

Operate with the “Customer is First”
mentality

Make the operator order process quick and
simple




= Manufacturers/brokers should have goals
and objectives that they measure success by

Pre-engage distributor sales people to

engage them around product and customer
opportunities

Survey manufacturers/brokers and operators
after the show to learn how to best improve
for the next show
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L uncheon

Consumer Insights:

Converging Needs Related to Flavor,
Menus, and the Food Industry

Salon I - Promptly at Noon






