Bcmc & Your Business Plan

Exhibitor Connections

by Emmy Thorson-Hanson

“When it comes to making here is no doubt about it...exhibiting at BCMC takes time and money.
connections nothing replaces When companies consider exhibiting there are many questions to be
looking someone in the eye answered, like...If we exhibit, what size booth should we have? How much staff

time will it require? Should we bring equipment? Some may even ask, When times
are tough like they are now, is it still worth coming to BCMC?

and shaking their hand.”
—Linda Resch, Viking WPS

These were the same questions going through Linda Resch’s mind early in 2007
when she was trying to make the decision on whether Viking WPS would exhibit
at BCMC in Columbus. Viking is a 60-person company whose wall panel division
accounts for just five to ten percent of their business, so the decision to exhibit is
a significant one.

“If we do come and take equipment it's a substantial
chunk of our marketing budget each year,” shared Resch.
“We have to consider what our cost is, and what the pay-
back is. We went round and round last year. We missed
the early-bird deadline because we were still debating.”

Resch wanted to be sure the Viking trade show group

M”.E HIGH PERFORMANCE was making the most informed decision possible, so she

kept a close eye on industry trends. She also monitored

BCMC 2008 ® DENVER, COLORADO ® OCTOBER 1-3 the BCMC site to see who was exhibiting in Columbus
and what the booth sizes were.

Bringing equipment gives people a reason to stop at an exhibitor’s booth.

Although they were hesitant in coming to a conclusion, the group felt very strongly
about how things should be done if Viking did decide to exhibit. One such issue
that quickly became non-negotiable was whether or not to bring equipment.

“There are a few reasons to bring equipment,” said Resch. “Perhaps someone will
be interested in your solutions. But the best reason is because it gives people a
reason to stop.” So when it was suggested that they not bring equipment to cut
costs, the Viking trade show group quickly decided that was not an option.

“Dean Bodem (president of Viking) stated in one of the trade show meetings, ‘If we
are going to attend at all, we are going to ATTEND. We aren’t going to just do it
halfway, even if the attendee numbers are down.’”

INEEAGIERCENIN  viaking the Decision

In the end, one of the reasons that Viking decided to exhibit was because of the
type of people that go to BCMC. “At BCMC a large percentage of attendees are
WTCA members that have already made the business decision and commitment to
be part of the industry by belonging to the association,” explained Resch.

(1 At association tradeshows, attendees
tend to be more attentive and dedicated.

0 BCMC is a channel to providing better
customer service through connections

made at the show. “Generally when they care enough to be part of an association they are more than
QO Regardless of the state of the housing willing to help us provide solutions for the changing marketplace.” She continued,
market, exhibitors will find value in “If they are showing up to the tradeshow then they are paying attention to what is
coming to BCMC. going on, which makes their input invaluable to us.” Continued on page 20
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‘BCMC is the premier
industry event bringing
component manufacturers
together with key product
and service suppliers.

No increase in BCMC
booth fees for 2008!

2008 Rates: e persaure oo This Show offers us a great

SQUARE THROUGH 5/1/0 AFTER 5/1/08 opportunity to showcase our
FOOTAGE* MEMBER  NON-MEMBER | MEMBER  NON-MEMBER | TR Tolo BToTalel 2 (110 el e 1e 1[0 E)

100 - 300 $12.70 $16.70 $15.90 $20.85
400 - 600 $10.10 $13.20 $12.20 $16.00 customers and other
700-1,000| $ 955 $12.50 $11.15 $14.60 industry leaders....
1,100 - 2,000 | $ 9.00 $11.80 $10.10 $13.20 We look forward to next
2,100 -4,000| $ 8.20 $10.80 $ 9.30 $12.15 : : e
ears show in Denver!
Over 4,000 $ 7.40 $ 9.75 $ 850 $11.10 4

*If you are exhibiting a trailer, crane, or forklift contact
Jan (jpauli@qualtim.com) or Stephanie (swatrud@qualtim.com)

and to network with our

Frankie Emerson,
Simpson Strong-Tie Co.

Watch for your
exhibifor promotion
or register-online foday!
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For additional information about
. BC_MC 2008 ».608/268-1161
www.bcmeshow.com

www. visitdenver.com

For reader service, go to www.sbecmag.info/beme.htm
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In God we trust,

all others bring data.

-W. Edwards Deming, American Statistician

New product?

Improvements to a current product? PSS~

Since Viking makes solely wall panel
manufacturing equipment, Resch feels
that “connections” are of even more
importance to her company. “We don’t
offer all of the tools needed for a busi-
ness to be successful,” shared Resch. “So
what a great opportunity it is to meet
1 fellow vendors/suppliers and listen to
them explain their business offerings so
that 1 am better able to help our clients

Proprietary Confidential Testing

find the right solution for them, whether
they need a solution we have or some-
thing else.”

Call us today to develop your
product’s testing plan!

./ RESEARCH  (ontact Peggy at (608) 310-6723.

Resch also feels that the partnerships she
gains with fellow exhibitors (who aren’t
direct competitors) helps her serve her
customer’s best interests better. “BCMC
is a channel for providing better cus-

www.qualtim.com/testing.htm tomer service because it gives you a bet-

For reader service, go to www.sbcmag.info/qualtim.htm
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Continued from page 18

Successful vendors are always looking to gain a better under-
standing of their customers’ needs, as well as a general
knowledge of their markets. And exhibiting at BCMC sets the
stage for accomplishing it, Resch said. “After the show we
go over what we’re hearing is working and not working, and
what the customers are asking for,” said Resch. “We have
never gone to BCMC and not come back with a better under-
standing of what the industry needs and is looking for.”

BCMC: The Single Best Opportunity

“No. Why should we?” This was Resch’s matter-of-fact
response when asked if Viking exhibits their wall panel
product line at other tradeshows. “Those other shows are so
broad based that we are just a little fish among thousands.
At BCMC, showing up there means something,” she empha-
sized. “There is a much higher percentage of people walking
through the door that are interested in our solutions.”

“I've been doing trade shows for 25 years, and from an
exhibitor’s perspective, BCMC is consistently the most well
run show across several industries,” stated Resch. “BCMC is
the single best opportunity for us to have good face time with
people, meet our target market, and to find out what’s going
on in the industry.”

Key Connections

According to Resch, BCMC isn’t just about getting sales
leads and prospects, it’s about making connections. What’s
the difference? “I define connections as relationships that are
mutually beneficial in one way or another, and not necessarily
in terms of money,” explained Resch.

20 March 2008

Structural Building Components Magazine

ter understanding and closer relationship
with people who provide solutions that
are complimentary to what you offer.”

“It really comes in handy when | have a customer who needs
something we don’t have a solution for, but | can tell them
‘here is who you should call for that.” | don’t know of any
other place besides BCMC where you will make those kinds
of connections.”

Lessons Learned

After all is said and done, Resch came away from the BCMC
2007 experience with more than just connections and what
she learned about the industry. She gained a different per-
spective and a new appreciation for the show. “I showed up
to Columbus thinking ‘I don’t know how this is going to go.
| don’t know what we’ll learn, who will be here or who we’ll
talk to.” I was one of the people who thought we should stay
home. I'll admit | was wrong,” she said.

“Here’s what | found: When times are good, people show
up to BCMC and its very social and kind of like a little party
break. It’s a trip that is used as a reward system,” observed
Resch. “But when times are tougher, the people attending
are more of the decision-makers. In Columbus they had very
specific strategic business needs that they were trying to find
solutions for. There was more focus this year.”

No one knows what 2008 will bring for the industry.
Regardless of the economy and housing market, one thing is
for sure—anyone who makes the decision to exhibit at BCMC
in Denver will not walk away empty-handed. SBC

BCMC 2008 is October 1-3 in Denver, CO. For more information, visit
www.bcmceshow.com.
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WE’VE ADDED MORE PLUSES
TO THE ZERO'’S.

ANNOUNCING MITEK’S NEW ZERO-TO-LOW PERCENT FINANCING
ON AN EXPANDED LIST OF ELIGIBLE EQUIPMENT.

We didn’t just extend
our zero-to-low-interest
financing program
through Dec. 31, 2008.
We also added more
eligible equipment,
longer loan periods,
smaller advance
payments and lower
minimum purchase
thresholds (now just
$60,000).

But that’s no reason to
automate your plant.

saws, all gantry systems,
automated jigging, laser
imaging systems, convey-
ors, stackers (automated
horizontal and vertical),
assembly tables and wall
panel machinery. The pro-
gram now includes some
non-automated options for
increased labor efficiency.
The MiTek website explains
all the details.

Plus there’s more. Also
. included with the financing

The real reason to

automate is the massive

labor savings. Those savings are rapidly making
some CM’s much more competitive than others.
Automated plants are saving on labor costs every
month, which lets them reduce prices while increas-
ing margins. As for those who haven’t automated -
well, they’re struggling.

Still, it’s hard to justify automating if you have to
invest all your available cash. That’s where the MiTek
Automated Turnaround Program comes in. It lets you
hold onto your capital reserves, so you won’t go out
on a limb. Essentially MiTek invests in your automa-
tion — at zero-to-low interest rates. Then automation
labor savings pays it back. How soon? Depends on
the equipment and your operation, but typically it’s
as little as 18 months. Ask your MiTek rep about your
own payback scenario. And remember that after
payback, all those savings go straight into profits.

An expanded range of equipment from MiTek, Pacific
Automation, The Koskovich Company and Virtek is
now eligible. Included are component and linear feed

© 2008 MiTek® ALL RIGHTS RESERVED.

V. program on most equipment
— is - no-charge personnel
training - installation startup and check-out - extend-
ed technical support and extended software upgrades
for 12 months - a no-charge spare parts kit - plus
full-network assistance to sell your used equipment
that’s displaced by your MiTek-financed purchase.

Talk to your MiTek rep about all the pluses of the
Automated Turnaround Program. Before your
automated competitors leave you with zero.

* Easy financing options:
12 monthly payments - 0% interest
24 monthly payments - 3.5%
36 monthly payments - 5.5%
48 monthly payments - 6.5%
60 monthly payments - 7.0%
72 monthly payments - 7.5%
84 monthly payments - 7.9%.

Get details at
www.mii.com/zeropercentplus

1.800.325.8075
The
/;\_utomatecc‘lj 5
urnaroun - >
It works. M ITe k

POWER TO PERFORM.

For reader service, go to www.sbcmag.info/mitek.htm. See additional ad on pages 2-3.
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Dear Reader:

Copyright © 2008 by Truss Publications, Inc. All rights reserved. For permission to reprint materials-
from SBC Magazine, call 608/310-6706 or email editor@sbcmag.info.

The mission of Structural Building Components Magazine (SBC) is to increase the knowledge of
and to promote the common interests of those engaged in manufacturing and distributing of struc-
tural building components to ensure growth and continuity, and to be the information conduit by
staying abreast of leading-edge issues. SBC will take a leadership role on behalf of the component
industry in disseminating technical and marketplace information, and will maintain advisory commit-
tees consisting of the most knowledgeable professionals in the industry. The opinions expressed in
SBC are those of the authors and those quoted solely, and are not necessarily the opinions of any
affiliated association (WTCA) .
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