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Sue and Tl]l"lf Klﬂmp knew they were taking a cal-
culated risk when they invested $15,000 to participate in
a London, Ontario consumer show last January. Although
their 17-year-old design-build firm — Klomp's Landscaping
Inc. — serves residential and commercial clients within a
two-hour driving radius of 5t. Mary's, where they are located,
“the nearby London market was new to us,” Sue says.

At the show their display generated *a lot of communication
on the floor which helped to attract visitors,” Sue adds. "We
came away from the show with a hundred sales leads. We're
still working on some of them but at least 25 percent were
good solid jobs — well over $100,000 in new business.”

For landscapers and other businesses in the horticultural
trades, consumer and trade show participation represents
a sizeable chunk — if not the lion's share — of their
promotional budgets. In order to maximize return on
investment, experienced exhibitors say that it's not enough
to have an attractive booth. The payoff, they sav, comes from
effective strategy planning before, during and after the show,

NOVEMBER/DECEMBER 2006 | LANDSCAPE TRADES

SET GOALS

A successful show event beginsg with asking questions and
setting goals. Why are you participating and what do you
expect to gain from it “Our main reason for exhibiting at
consumer shows is to generate sales leads,” says Sue Klomp,
“These shows provide the face-to-face contact and credibility
with potential clients that you can’t get from, sy, just a
website.”

Shows provide a venue for a variety of business goals.
For example, Kato's Nursery, a 54-year-old family outfit in
Abbotsford, B.C., exhibits at Vancouver and Edmonton trade
shows to “step up relationships with our existing clients and
maintain our name in the industry” says co-owner Mike Kato.

Interior landscaper Joanne Young exhibited at the Calgary
Horticultural Society’s three-day consumer fair last April to
create awareness of her business among new audiences. "Our
main goal was to recruit potential employees who might be
interested in working with us. Secondly, we wanted to reach
consumers who might refer us at their work places,” explains






