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 SECTION 1: VITAL STATISTICS 

 

CANDIDATE PROFILE 

My name is Ga Young Jung. I have a unique international background—I was born in South 
Korea, spent most of my adolescence in New Zealand, and attended college in the United 
States (U.S.). I hold a Bachelor’s degree in International Business from the University of 
Maryland (UMD). I started my career journey in the education industry as an Assistant 
Director at the Maryland Learning Center during my junior year at UMD. As an Assistant 
Director, I worked directly with the Center’s Director to sustain after-school programs and 
to provide services to over 100 students and their parents. In addition, I assisted teachers 
in implementing various programs and managing both student and teacher schedules. 

In 2009, after I graduated from UMD, I traveled abroad for a year to China, Japan, and 
Hong Kong to experience other cultures and to plan my future. After this journey, I was 

hired as a Marketing Coordinator at Frozen Yogurt 
USA, where I learned about marketing and events. In 
this role, I engaged in all aspects of marketing, 
promotions, and advertising, from maintaining the 
company’s website to creating graphics aimed at 
increasing brand awareness. Through my 
experiences as a Marketing Coordinator, I found 
managing events, marketing a product, and 
analyzing the results to be both rewarding and 
exciting.  

The marketing and events skills I gained at Frozen 
Yogurt USA have helped me immensely in my 

current work within AARP’s IT department, a role I began in 2013 as an Onsite Consultant. 
In serving as an Onsite Consultant, I played a key role in planning and executing AARP’s 
National Event Technology Pavilion. I oversaw the entire show planning process, from 
creating strategies to coordinating pre-, at-, and post-show operations, including 
overseeing shipping, booth set-up, and increasing customer visits to ensure all company 
objectives were met. I also created and recommended improvements for show 
documentation, instructions, guidelines, procedures, and reports.  

In addition, I worked on marketing and branding for the IT department, planned AARP 
Member Events (such as the Annual Member Trade Show), and managed multiple 
projects simultaneously, including internal/external corporate events and training 
sessions.  

In reflecting on the marketing experiences and skills I have gained in my professional roles, 
I decided it was time to further my education and expand my marketing knowledge. My 
manager at AARP introduced me to the CTSM program because she recognized my project 



CTSM Portfolio – Ga Young Jung 

3  

management skills and creativity as well as my potential in event marketing. The CTSM 
program has turned out to be the perfect next step to help me develop my career as a 
marketing specialist in the trade show industry. The program has instilled a greater 
passion in me for both my work and the trade show marketing field and it has helped 
provide me with the confidence I need to take my career to the next level.  

In November 2015, my position with AARP changed to IT Project Coordinator due to 
company restructuring. In this new position, I have been given new assignments and 
projects outside of the trade show marketing realm. While the position has provided me 
with exciting opportunities to expand my overall professional knowledge, I did not want 
to leave trade show marketing behind and so I sought out other opportunities I could 
pursue concurrently with my new position. 

In 2016, an acquaintance who owned a startup fashion company called BKLYN MAX 
approached me about working on an upcoming show. I was excited about the opportunity 
to assist her while keeping my IT Project Coordinator position, and so from February 2017 
to September 2017, I worked as an independent contractor for BKLYN MAX, and took on 
the role of Trade Show Manager. 

As the company’s Trade Show Manager, I managed, planned, and effectively 
implemented all show activities including the company’s trade show goals, purpose, and 
message, with the aim of creating a satisfying show that achieved company objectives.  

In addition, I worked closely with BKLYN MAX’s three core staff members. I worked with 
the CEO on overall trade show strategies; I worked with the Product Manager on setting 
a product vision and developing product ideas; and, I worked with the Marketing 
Coordinator by assisting with all aspects of marketing, including graphic design. 

The company is based in South Korea, and so I worked remotely through Skype meetings, 
via email, and by phone. Being BKLYN MAX’s Trade Show Manager provided me with a 
wonderful opportunity to gain additional trade show/event marketing experience while 
maintaining my full-time job with AARP as an IT Project Coordinator. 
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COMPANY HISTORY 

BKLYN MAX was founded in 2016. The CEO, August Jung, started the company after 
closing a successful small boutique in SoHo, New York that housed a winsome collection 
of hand-picked merchandise including clothing, bold accessories, and small gifts. Given 
the success of her small business, Jung decided to put her creativity and design skills to 
use and launch her own handbag brand. Instead of launching her own brand in the U.S., 
Jung returned to her homeland, South Korea, to study Yin and Yang and how they are 
incorporated in modern life. She felt that the coexistence of modern trends side-by-side 
traditional influences would perfectly encapsulate her brand’s personality. 

In Seoul, South Korea, Jung officially launched her own brand, BKLYN MAX, targeting 
women of all ages. The company started with three 
employees in a small office space and accepted custom 
orders through its website. Jung decided to launch her 
brand in South Korea because she sees the country as a 
fashion test market filled with trend-savvy consumers. 
What’s more, the country is perfectly positioned 
geographically, giving Jung the ability to target consumers in China, Japan, and other Asian 
countries that have been influenced by K-Pop culture and still retain many traditional 
Asian customs. Within the next five years, BKLYN MAX plans to expand into North 
American and European markets. 

Every BKLYN MAX bag features fabric patterns and shapes designed by Jung. Jung draws 
inspiration for her designs from Yin and Yang and the natural world. The main fabric used 
for BKLYN MAX’s custom bags is Korean silk. Korean silk is a traditional Korean fabric 
called “Bidan,” (pronounced Bee-Dan) which is comprised of 100% organic silk and is 
naturally dyed. All BKLYN MAX bags also have unique hand sewn cherry blossom flower 
patterns that portray nature in a fashionable way. Customers can customize their bag by 
choosing its fabric color, tassel color, and flower pattern. It takes between five to 10 days 
to create each bag because the company works closely with a Korean-based manufacturer 
who delivers bags of impeccable construction. The “Bidan” bag works well for both casual 
and formal occasions and comes in a variety of colors and in three styles: handbag, 
crossbody bag, and clutch. 

Currently, there are no custom silk 
handbag competitors in South Korea, 
however there are potential competitors in 
the U.S., such as 1Atlier, Laudi Vidni, and 
SOBO Fashion. 

Handbag 
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In addition to the “Bidan” silk bags, BKLYN MAX produces scarves made with 100% 
organic cotton and natural dye that feature unique patterns and shapes designed by 
Jung. 

 

 

  

 

 

  

 

 

Crossbody 

 

100% Organic Cotton Scarves 

Clutch 
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SECTION 2: OVERVIEW 

 

As a Trade Show Manager for BKLYN MAX, I have been able to effectively apply the 
knowledge I’ve gained from the CTSM program. What’s more, thanks to my CTSM training, 
I gained the confidence and needed skills to help BKLYN MAX organize and execute its 
exhibit at the 2017 WWDMAGIC (Women’s Wear Daily Magic) February show from start 
to finish.   

While BKLYN MAX’s custom bags have been sold online through its website and have been 
marketed through social media, the company wanted to expand beyond its current 
customer base.  I found Session 20115 – Selecting the Right Shows: The Critical Decision, 
Section 1: Background Analysis particularly helpful in this regard. The session assisted us 
in deciding which first-time shows to pursue and which shows to attend throughout the 
year so that we could proactively find new clients and a new market. An interview with 
Jung helped me determine the company’s objectives, marketing goals, and strategies. 
Using this knowledge and the expertise I gained from the CTSM program, I recommended 
that the company attend the WWDMAGIC show held in Las Vegas, Nevada (NV) from 
February 21-23, 2017. I selected this show for the following reasons: 

 The UBM Fashion Group is a leading producer of fashion trade shows; 
WWDMAGIC is the UBM’s largest showcase of women’s apparel and accessories 
and the largest show that BKLYNMAX could attend. The show is traditionally held 
in the U.S. at the Las Vegas Convention Center and Mandalay Bay Convention 
Center each year in February and August as well as at other times internationally. 
The show runs for three days in both Las Vegas convention centers and boasts 
more than 80,000 attendees and 5,000+ exhibitors occupying approximately 
99,000 net square feet of exhibition space. Attendees represent all levels of 
industry involvement, from manufacturers to distributors, in addition to buyers 
and distributors from small boutiques and large retailers.  

 On the show floor, exhibitors and attendees alike encounter the most sought-after 
brands, the hottest emerging designers, and the latest fashion trends. This 
opportunity would allow BKLYN MAX to have exposure to national and 
international decision-makers and influencers within the fashion industry. 

 BKLYN MAX’s brand is primarily centered around its unique custom silk bags. 
Given this, the company wanted to attend a show where it could compete against 
other companies in the handbag industry. More specifically, the company wanted 
to see how its bag quality and reliability (among other features) would hold up to 
its competitors. 

After we settled on exhibiting at the WWDMAGIC show, we decided to feature our 
scarves alongside our handbags so that we could display a larger variety of products and 
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show consumers what makes our scarves special (i.e. their unique designs and 100% 
organic cotton fabric) as compared to others in the scarf market. 

The CTSM program classes provided me with the knowledge and ideas I needed to 
execute BKLYN MAX’s entire show, from the planning phrase through the show move-out. 
In the process, I gained a greater passion for trade show work, improved my exhibit 
management skills, and gained experience in a leadership role, all of which allowed me to 
advance to the next step in my professional journey.  

  

Special Circumstances 

The portfolio requirement that we did not include in our WWDMAGIC show planning was 
an RFP for a new build. Considering the company’s size and current budgetary constraints, 
we decided to design our own graphics and rented furniture through the show’s general 
contractor, GES. Information on this can be found in Section 4.  
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SECTION 3: SHOW SCHEDULE AND MEASURABLE SHOW OBJECTIVES 
 

WWDMAGIC is the largest trade show that mid- to low-priced brands can attend; no 
requirements or qualifications are needed to participate in the show. Additionally, the 
show draws buyers from diverse retailers, including small boutiques and big-box stores. 
Given this low barrier of entry and exposure potential, we decided to participate in all 
WWDMAGIC shows throughout the year as they provided a great opportunity to promote 
our products to larger markets. While we decided to attend all WWDMAGIC shows, please 
note that my portfolio only focuses on the planning and management elements for the 
February 2017 show. 

BKLYN MAX SHOW SCHEDULE 2017  

Event Name Show Location City, State Dates 
Booth 
Space 

WWDMAAGIC - 
Accessories 
TheShow 

Las Vegas Convention 
Center 

Las Vegas, NV Feb 21 - 23, 
2017 

10x10 

WWDMAAGIC - 
Accessories 
TheShow 

Las Vegas Convention 
Center 

Las Vegas, NV Aug 14 - 16, 
2017 

10x10 

WWDMAAGIC - 
Accessories 
TheShow 

Tokyo Big Sight Tokyo, Japan Sept 26 - 28, 
2017 

10x10 

 

In Jefferson Davis’s elective session, Session 302 – Move from Roadie to Trade Show 
‘Rock Star’, ELC #2 Play to the Right Crowd, I learned that if I wanted to make an impact 
at our chosen trade show that I first needed to identify the company’s “whos,” “whats,” 
and “whys.” The company’s top “who,” “what,” and “why” questions included: 

 Who is the decision maker? 

 What do we want to achieve throughout each of the shows? 

 Why does our company do exhibits? 

The obvious answer to the first question was that the CEO is the ultimate decision-maker. 
However, I believed that it was important for all BKLYN MAX’s core staff members to 
provide feedback on goals and decisions. And so, I decided to have a one-on-one meeting 
with each staff member to find out what mattered to them and what they wanted to 
achieve throughout the show to answer our “what” question. 
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Generally, C-level executives look for new cost-cutting approaches, how to have a 
competitive advantage, and how to measure success by profitability. As CEO, Jung had 
the following goals in mind for the WWDMAGIC show:  

 Anticipate market developments.  

 Expand the market for her products.  

 Raise awareness about the company throughout the show. 

While a CEO often focuses on the big-picture goals outlined above, core team members, 
such as directors and managers, typically oversee core frontline functions and activities 
with a focus on improving operations and measuring the performance of core-level 
operations. Support roles, on the other hand, provide assistance to core team members 
and those at the C-level.  

In terms of show goals, BKLYN MAX’s Product Manager (a core team member) was 
interested in positioning/differentiating the company’s products in the new market and 
improving product design/quality following the trade show. BKLYN MAX’s Marketing 
Coordinator (a support team member) wanted to increase brand awareness and help the 
company achieve its overarching goals. 

After I found the answers to our “who” and “what” questions, I focused on our “why” 
question: why does our company do exhibits? The common answers among all team 
members included that BKLYN MAX does exhibits for (1) branding purposes, (2) to enter 
a new market, and (3) to conduct lead generation. Answering our “why,” “who,” and 
“what” questions provided the crucial starting points we needed in order to move 
forward with our planning process. 

In addition to identifying the company’s “who,” “what,” and “why” questions, we also 
identified our overarching goals. These goals included: 

 Obtaining a better understanding of our “Bidan” bag’s market potential. 

 Building relationships with new distributors. 

 Debunking the myths that custom bags are pricey and have long production times. 

 Showcasing the “Bidan” bag in a variety of styles and colors alongside some of our 
100% organic cotton scarves.  

 Offering a distribution option of pre-designed bags in case a distributor does not 
want to offer customization. 

In considering these goals, the CEO, Product Manager, Marketing Coordinator, and I 
collaborated to come up with the following objectives for the WWDMAGIC show:  
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MAIN OBJECTIVES: 

1. Create brand awareness. 
2. Generate leads and set the pipeline. 
3. Build relationships. 

 
I was able to understand the difference between objectives, strategy tactics, and mission 
statements thanks to Session 30814 – Business Strategies and Trade Shows, ELC #1. Clear 
definitions of each term helped me to analyze the company’s market position by 
reviewing strengths, weaknesses, opportunities, and threats. Understanding these term 
differences and doing this SWOT exercise also helped me assist my team in creating the 
following measurable goals for our trade show program: 

MEASURABLE GOALS: 

Objectives Measurable Goals 

Create brand awareness  Engage at least five attendees each day for at least five 
minutes over the three-day period 

 Show at least one actual product sample, including the 
catalog and website 

 

Generate leads and set the 
pipeline 

 Gather at least 10 contacts at the exhibit (no lead 
machine conducted) 

 

Build relationships with 
clients 

 Pre-schedule at least three on-site meetings 

In Session 30814 – Business Strategies and Trade Shows, ELC #3, I learned that strategies 
are important because they spell out exactly which tactics you need to use to achieve 
your goals and when and how to use them. Creating our strategies and tactics turned out 
to be one of the most important parts of our trade show planning process. During our 
pre-show meetings, we role-played possible scenarios of attendees stopping by our booth. 
These role-playing exercises helped us identify the most effective strategies and tactics 
for engaging potential customers. Our chosen show strategies and tactics can be found 
below.  

SHOW STRATEGIES AND TACTICS: 

Measurable Goals Show Strategies and Tactics 

 Engage at least five attendees 
each day for at least five 
minutes over the three-day 
period 

 Pre-show marketing to drive traffic through 
website and social media 

 Provide a comfortable setting with seating 
and provide light refreshments for attendees, 
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 Show at least one actual product 
sample, including the brochure 
and website 
 

allowing them to take a break from the bustle 
of the show floor 

 Utilize face-to-face time with attendees to 
introduce detailed product information 
o Ensure attendees feel and touch the 

product 

 Show how customers can customize their 
bags through the website and highlight the 
available options, including fabric color, bag 
style, fabric pattern, etc.  

 Show scarf samples – different designs, 
patterns, and colors 

 Gather at least 10 contacts at 
the exhibit 

 Build buzz on social media for pre-show 
marketing to draw attendees to our booth 

 Utilize face-to-face time with attendees to 
learn about their current needs 

 Capture prospective client information at-
show and post-show. No lead machine 
conducted. Record at least 10 staff 
conversations. 
o At-Show: Uncover the following details 

about each prospective client: 
 Milestone: Timeline for their 

needs   
 A budget: How much money they 

are willing to spend 
 Future needs: Is there a need for 

our products?  
o Send at-show follow up emails to each 

prospective client 
o Post-Show: 

 Send follow-up emails to each 
contact within two weeks after 
the show 

 Pre-schedule at least three on-
site meetings 
 
 

 

 Our CEO sends emails and makes phone to 
clients and prospects to schedule meetings 
at the show 
o Make phone calls and send emails 

asking about each contact’s specific 
needs and interests before the show  

 Set-up a private dinner for at least three 
clients and prospects to manage and 
strengthen relationships 
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As I mentioned in the Section 2, WWDMAGIC is a large show with over 80,000 attendees 
and thousands of exhibitor booths. Given the size of the show, we could have chosen to 
set very ambitious goals. However, we wanted to keep our goals reasonable considering 
that we were new to the U.S. market and that we were an unfamiliar brand. And so, 
instead of setting high goal numbers we chose to start small and pay extra attention to 
our first show objective of creating brand awareness. Once the show was underway, we 
realized that even our small goal numbers were difficult to achieve as we had no brand 
power since we were new to attending buyers. To overcome the challenge of being a new 
exhibitor, we put a lot of effort into following our outlined strategies and tactics to 
achieve our goals. 
 
During the show, three staff members floated in the booth to set up a new pipeline and 
generate leads. Our CEO was responsible for meeting and greeting customers and 
providing basic information about the company. The Product Manager was responsible 
for the product, providing a detailed explanation about the product and showcasing the 
product itself. I handled pre-scheduled meetings and took on a floater role while other 
staff members were engaging with potential clients. However, we all shared booth duties 
whenever one staff member was engaging with a customer.   
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SECTION 4: MANAGEMENT OF EXHIBIT DESIGN/PRODUCTION 

 

MANAGEMENT PLANNING 

BKLYN MAX had to purchase a new 10’ x 10’ exhibit in preparation for the show with a 
total budget of $10,000. Even though we had ambitious goals for the WWDMAGIC show, 
our budget was very small, and had to also cover international/domestic travel and 
expenses. Prior to the show, I created a list of what trade show assets we needed to pull 
and prep for the show and what we needed to ship from Korea and from within the U.S. 
To cut down on costs, we decided to rent furniture and AV equipment needed at the show. 

Assets  Ship from Korea Ship from U.S. 

Bidan Bags   

Scarves   

Display Mannequins   

Hangers   

Graphic Design (Table Skirt)   

 
The Session 62015 – The @show Experience: Understand the Essentials of Exhibit Design, 
ELC #1 taught me that a good “Big Idea” for a great exhibit can come from your forward-
thinking CEO, custom exhibit houses, quick sketch ideas done on cocktail napkins, and/or 
myself, as the experienced Trade Show Manager.  

As we set up the management plan for this show, we conducted a few brainstorming 
sessions with the entire staff to come up with concepts for the booth and the show in 
general. In order to have a productive brainstorming session based on what I learned from 
Session 62015, we revisited our previously defined goals, objectives and brand identity. 

 

EXHIBIT DESIGN 

As we planned the show, we did not realize how difficult it would be to design the booth 
and maximize the design effect with a limited budget. However, we persevered and 
figured it out together, thanks to our brainstorming meetings and the knowledge I gained 
from Session 62015. 

Together, we gathered graphic resources, such as exhibit designs, from other companies 
in the same industry. During our research phase, we all agreed that Bidan bags would 
represent the company and that they should be the shining stars at our booth. We knew 
it was important to have visually appealing graphics, but we decided not to have any 
graphics on the booth panels; instead, we decided to display the company logo on the 
tablecloth. We decided to minimize the booth design to ensure that our products’ colors, 
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designs, and patterns stand out to visiting consumers and the show audience. However, 
after taking several graphic sessions through CTSM, I would definitely include graphics in 
future booths as I learned that effective graphics can create brand awareness, brand 
identity, and bring customer attention to our products.  

A formal RFP process was not established for our design needs, but we did create a list of 
booth design requirements for the 10’x10’ exhibit, and a budget for the complete project 
was set at $10,000.  

Our design needs included: 

Exhibit Needs 

1 Table 3 Chairs 

Company Sign Table Skirt 

Extra Shelves Lights 

 

To begin the process, I thought back to Session 210 – A Guide to Completing Show Forms 
and Ordering Show Services, which taught me the tips and guidelines I needed to tackle 
show forms. According to ELC#3, I had to make sure to read the show contract 
instructions/agreement to avoid any penalties. After I reviewed the show contract form, 
we decided to purchase a 10’x10’ booth package. The form clearly shows the package 
price and the booth rendering. Fortunately, the package included all of our exhibit needs 
minus the table skirt.  

After taking the CTSM Session 61714 – Graphics Boot Camp: The Basics Every Event 
Manager Should Know, ELC #7, I learned that there are two to three levels of messaging 
hierarchy in any branded environments and as the levels of messaging get closer to the 
attendee, they become more specific. To assist with creating our branded environment, 
we called on BKLYN MAX’s Marketing Coordinator to design the tablecloth, and I reviewed 
the design based on the criteria I learned from Session 61714.  

As seen on the table skirt rendering image below, the company logo was enlarged and 
the website URL added below it. One of the main objectives of our design was to create 
brand awareness, and so, we made sure to apply consistency to our design’s color, font 
and size, and made the company name more prominent on the table skirt.  

 

Table Cloth Rendering 
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PRODUCTION STRATEGIES 

For our WWDMAGIC 2017 show, we were given a 10’x10’ booth where all bag exhibits 
were located. It was also very close to the freight door entrance where people could take 
a shuttle to the other exhibit hall.  

The booth had a great location where people could stop by our booth on their way back 
and forth between the exhibit halls.  

Please reference Appendix A for the entire floor plan. 

 

 

 

 

Keeping our main objectives in mind, we turned our focus to the booth product display. 
As I mentioned earlier in the Exhibit Design section, we decided to go with white booth 
walls, foregoing graphic design, so that we could make our products the most prominent 
design element. In addition to this, we rented six extra adjustable shelves from GES, the 
general show contractor, to display our scarves.  

Pictured below was our initial floor plan, with products displayed on the left, right, and 
back sides of the booth, and the four-foot table stationed on the left side corner. Our goal 
with this product display was to ensure that people could freely touch and feel the 
products as soon as they entered the booth.  

BKLYN MAX 

Booth #76246 

 

BKKLYN MAX Booth Location 
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BUDGET PLAN 
My budget worksheet was an important resource for us as it helped us manage and 
forecast show expenses. As Session 20413 – The Nuts and Bolts of Budgeting for Results, 
ELC #2 taught me, there is always a “but” in budgeting. Keeping this in mind, I tried to 
leave a safety cushion in our budget for unknowns because it is impossible to plan for 
them, yet they will always happen. 

Our total budget was $10,000, including international and domestic travel and expenses. 
Since the booth space took half of our budget, we had to save on the other expenses. 
Session 20915 – Show Operations Basis – Part 2: On-Site Implementation, ELC #2 taught 
me that our full-time employees could set up our booth in 30 minutes or less in Las Vegas. 
And so, we had our team set-up together, saving money in the labor expenses category.  

The table below displays our estimated show expenses alongside what our actual 
expenses ended up being for our WWDMAGIC exhibit.  

2017 BKLYN MAX's WWDMAAGIC Budget 

Category Estimate Actual Variance 

Booth Space $5,000 $5,235 ($235) 

Show Services: 
Shelf (self-adjustable) 

 
$250 

 
$399 

($149) 

Shipping (Boxes)  $400 $400 $0 

Table Skirt  $100 $150 ($50) 
 
 

BKKLYN MAX Booth Location 
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2017 BKLYN MAX's WWDMAAGIC Budget (Continued) 

Category Estimate Actual Variance 

Marketing Expenses  $200 $250 ($50) 

Staff Expenses:  

Housing $1,000 $630 $370 

Travel $2,500 $2,378 $122 

Dining $450 $200 $250 

Ground Transportation $100 $74 $26 

Total Estimate $10,000 

Total Actuals $9,716 

Difference $284 
 

As seen in this table, we came in under budget for the show. While there was not a huge 

difference from the estimated budget, we agreed that it would be a good idea to 

increase the graphic design and marketing expenses for future show budgets.  
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Booth Set-Up (Before) 

Booth Set Up (After) 
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Bag Display 

Scarves Displayed on Mannequins 
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Table Cloth on a Four-Foot Table 
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SECTION 5: MANAGEMENT OF INTEGRATED MARKETING COMMUNICATIONS 
 

In Session 31514 – Integrated Marketing Communications, I learned various marketing 
techniques that could help amplify our brand. The communication method chart from 
ELC#5, in particular, helped me accomplish our main brand awareness objectives as we 
were able to identify different communication methods for each part of our show process, 
from pre-show to after-show. Our show communication method chart, based off of the 
ELC#5 model, is copied below. 

 Integrated Marketing – Communication Methods 

Communicati
on Method 

Rationale for 
Choice 

Objective Measurable 
Goals 

Results 

Pre-Show: 

Pre-show 
email to 
clients 

 Inexpensive  

 Audience reach 

 Brand awareness  

 Invite attendees 
to our booth 

 Generate leads 

 Emails opened 

 Goal – 15% 
open rate 

 124 emails 
sent 

  15 out of 
124 opened 
(12% open 
rate) 

Phone calls to 
customers 

 Inexpensive  

 Audience reach 

 Direct person 
contact/feedback 

 Brand awareness  

 Invite attendees 
to our booth 

 Set meetings 

 Set three 
meetings with 
clients and/or 
prospects 

 Three 
meetings 
held 

Social media - 
Instagram 

 Inexpensive  

 Broader audience 
reach 

 Create buzz 

 Brand awareness  

 Invite attendees 
to our booth 

 Engage with 
attendees 

 Not 
established 

 

 Unable to 
track due to 
lack of 
monitoring 
tools and 
industry 
metrics 

 Name 
recognition 

At-Show: 

Show product 
samples – 
actual 
products, 
brochures and 
website 

 Inexpensive 

 Targeted reach 
 

 Brand awareness 

 Generate leads 

 Brand 
awareness 

 Show at least 
one actual 
product 
sample 

 Engage at least 
five attendees 
each day for at 

 Brand 
awareness 

 Showed 
actual 
products to 
all clients 
who we had 
conversation
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least five 
minutes 

 Gather at least 
10 contacts at 
the exhibit 

s with at the 
booth 

 Gathered 
five new 
contacts 

 Integrated Marketing – Communication Methods (continued) 

Communicati
on Method 

Rationale for 
Choice 

Objective Measurable 
Goals 

Results 

At-Show: 

At-show email 
to clients and 
prospects 

 Inexpensive  

 Audience reach 

 Follow up 
conversation 
after booth 
meeting 

 Brand awareness  

 Invite attendees 
to our booth 

 Generate leads 
 

 Emails opened 

 Goal – 50% 
open rate 

 Eight emails 
sent (to five 
new clients 
and three 
pre-
scheduled 
meeting 
clients) 

 Five out of 
eight emails 
opened (62% 
open rate) 

Private dinner 
with clients  

 Casual 
environment to 
talk to clients and 
prospects 

 One-on-one time 
with 
clients/prospects 

 Manage and 
strengthen 
relationships 

 Continue 
conversations 
after booth 
meeting 

 
 

 At least three 
clients/prospec
ts at dinner 

 Total of 
three clients 
attended the 
private 
dinner with 
three BKLYN 
MAX staff  

Post-Show: 

Thank you 
email   

 Inexpensive 

 Targeted reach 
 

 Reinforce brand 
awareness 

 

 Emails opened  

 Goal – 15% 
open rate 

 129 emails 
sent 

 21 out of 129 
opened (16% 
open rate) 
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PRE-SHOW MARKETING 

Our main pre-show marketing tool was a branded email crafted by BKLYN MAX’s 
Marketing Coordinator that went directly to our target markets. The email message was 
simple and included our booth location and a link to the company website, which 
encouraged attendees to visit BKLYN MAX’s exhibit at the show. However, the pre-show 
email did not meet our goal of a 15% open rate as the invitation yielded only a 12% open 
rate. When I looked over the pre-show email after reviewing these results, I realized that 
the email did not contain a lot of information about our booth and that it could have been 
crafted in a way that better engaged our invitees. While we were disappointed with the 
result of our initial communication, it did make me aware of what I need to improve upon. 
For their next shows, I would recommend that BLKYN MAX adopt the following strategies:  

 Expand BLKYN MAX’s customer pipeline and increase the number of clients in the 
company database using viral marketing, such as media coverage, Pinterest 
marketing and/or by getting featured in blogger newsletters  

 Use more images in marketing communications and provide enough context to 
catch the interest of our audience in the email message 

 Insert web links for product information in emails 

 Create videos about the company and the products that catch a customer’s 
attention to customers 

In addition to the pre-show email invitation, we used other communication strategies, 
such as telephone calls and social media, to 
reach out to prospective clients and 
consumers. We set up three on-site 
meetings with clients through phone calls 
so that we could get direct feedback from 
them about our products and tactics. 
Through these conversations, we learned 
how we could better target our audience 
and expand our reach. We also used social 
media (Instagram) to promote our 
attendance at the WWDMAGIC show. 
Unfortunately, we were unable to track this 
method due to a lack of monitoring tools 
and industry metrics. However, social 
media turned out to be great way to share 
our brand and products with a broader 
audience. 

  
 

 

Pre-Show Email 
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AT-SHOW MARKETING 

Our two key goals for attending the WWDMAGIC show, especially as a new company, 

were to generate leads and set the customer pipeline. Our measurable objective during 

the show was to gather at least 10 contacts at the exhibit. In order to do so we showed 

our actual products to all of the clients who we talked to at the booth. The prospective 

clients were happy to experience the products in real life as they were able to see the 

designs and true colors and feel the texture of the fabric. Through these interactions, we 

gathered five new contacts. Even though this number seemed low, our CEO thought it 

was a successful outcome given that the business was just starting out. We will likely 

adjust the goal for our next show so that we increase the number of contacts we obtain. 

Based on the leads that we collected, we sent at-show follow up emails so that we could 

continue conversations with our contacts and invite them to a private dinner. With these 

follow up emails, we met our open rate goal, with five emails opened out of a total of 

eight sent. 

I personally enjoyed our three on-site meetings during the show. Having one-on-one time 

with clients during the show was an easy way to gather feedback and strengthen our 

relationship with them. These on-site meetings were held in a casual environment and 

we provided snacks and beverages. It was our first time having a face-to-face with two 

out of the three clients and so these meetings were helpful in getting to know them and 

establishing new business relationships. The private dinner was also beneficial as we were 

able to further strengthen relationships with our new clients. We plan to continue using 

the private dinner technique for future shows as a relationship-building platform. 

Our entire team played a critical role in making sure we met our trade show goals and 
objectives. We had three core staff members at our booth—myself, our CEO, and our 
Product Manager. Together, we worked hard to promote our brand and products and we 
encouraged each other to remain focused on our goals. 

POST-SHOW 

After the show, we sent a thank you email to all newly collected leads and current 

customers, with a link to the company website. Our goal was to have a 15% open rate. 

We sent 129 emails and 21 of them were opened, which represented a 16% open rate, 

landing us over our 15% target.  

As a team, we conducted pre- and at- show meetings together as well as a post-show 

meeting. Session 20414 – Don’t skip the Meetings – Pre-, At-, and Post-: Guideposts to 

Success taught me the importance of these meetings. These meetings were valuable for 
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us because they allowed us to review important details before the show, discuss 

improvements needed during the show, and review the entire program after the show.   

We held pre-show meetings before we left for Las Vegas. Session 20414 helped me clarify 

our show goals and objectives, understand our focus, and figure out how to best explain 

our show strategy and build team spirit. I made sure to have a pre-show meeting session 

with our team before the show floor opened on the first day to go over show details, such 

as product display positions and the information we needed to capture from prospective 

customers.  

At-show meetings were held before and after each of the show days. At these meetings, 

we discussed what worked and what didn’t work in addition to each team member’s show 

insights. We tried to keep these meetings short at 10 minutes and I made sure to record 

everyone’s comments so that we could reference them for future show preparation. 

Our post-show meeting was held two weeks after the show. At this meeting, we discussed 

what worked at the show and what didn’t work along with how we could improve our 

strategies, tactics, and goals for future shows.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CTSM Portfolio – Ga Young Jung 

26  

SECTION 6: MANAGEMENT OF RESULTS REPORTING 
 

When I began planning BKLN MAX’s trade show, the company hadn’t yet explored any 

mechanisms for measuring and reporting results. I wanted to assist them but I did not 

initially have any specific reporting templates to provide. However, after taking Session 

20214 – Basic Project Management and Reporting Skills, ELC #9, I learned not only the 

importance of a post-show project report, but also how to create one for BKLN MAX.  

Through this session, I discovered that a post-show report is one of the best ways to 

communicate show successes, shortcomings, and recommendations for the future. This 

session also provided me with an easy-to-understand tool that I could use to capture and 

analyze our show results.  

But before we could reflect on our show results, we first needed to review our show 
objectives and measurable goals. Our objectives and goals for the WWDMAGIC show are 
contained in the table below.  

Objectives Measurable Goals 

Create brand awareness  Engage at least five attendees each day for at least five 
minutes over the three-day period 

 Show at least one actual product sample, including the 
catalog and website 

 

Generate leads and set the 
pipeline 

 Gather at least 10 contacts at the exhibit (no lead 
machine conducted) 

 

Build relationships with 
clients 

 Pre-schedule at least three on-site meetings 

 

After reviewing our objectives and measurable goals, we were able to gather our results 
in a meaningful way so that we could compare them against the goals we had set for this 
show. The following table illustrates our show results in relation to our measurable goals. 

Measurable Goals Results 

Engage at least five attendees each day for 
at least five minutes over the three-day 
period 
 

50% of goal achieved  

 Engaged an average of two to three 
attendees each day 

 Held three pre-scheduled meetings 
with clients, one per each of the show 
days  
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Measurable Goals (Continued) Results (Continued) 

Show at least one actual product sample, 
including the catalog and website 

 

100% of goal achieved  
One product was shown to all attendees 
who visited the booth 

Gather at least 10 contacts at the exhibit 
(no lead machine conducted) 
 

50% of goal achieved  

 5 new leads captured manually 

 Three prospective clients attended 
the private dinner with three BKLYN 
MAX staff members. 
o One client was a new customer we 

met at the show 
o The two other clients attended pre-

scheduled on-site meetings with us  

Pre-schedule at least three on-site 
meetings 

100% of goal achieved  
Successfully pre-scheduled three on-site 
meetings during pre-show planning 

 

Our post-show meeting was held two weeks after the show. I shared Lessons Learned 

with the core team (CEO, Product Manager and Marketing Coordinator) including 

recommendations. 

Please reference Appendix B for the Lessons Learned that I shared during the post-show 

meeting 

Even though it was BKLYN MAX’s first time attending a show, our staff was prepared and 

knowledgeable and worked together to achieve our objectives. We considered this a 

success because we showed all of our products to the attendees who stopped by our 

booth and scheduled on-site meetings so that we could enhance relationships with clients.   

Looking back on our work together, I would recommend the following tactics for future 

trade shows: 

 Make phone calls and send emails asking about each contact’s specific needs and 
interests before the show.  

 Have all product samples that are listed on our website ready at the show. 

 Invite all prospective clients to a private dinner to further develop relationships.  

In addition to these tactics, I would recommend we make the following improvements 

in the future:  

 Set up a lead retrieval system to capture prospect information rather than using 

a manual capture system.  
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 Send pre-, at- and post- email blasts using an email marketing system such as 

MailChimp or Constant Contact. 

 Ensure that the budget is discussed ahead of time so that we have enough 

financial capacity to accomplish our goals of enhancing brand awareness through 

graphic design.  

These improvements would help BKLYN MAX easily set up a client database and help the 

company effectively coordinate marketing activities throughout the show planning 

process and during show activities.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CTSM Portfolio – Ga Young Jung 

29  

SECTION 7: CONCLUSION 
 

ASSESSMENT AND RECOMMENDATIONS 

Launching an exhibit at the 2017 WWDMACIG show in Las Vegas, NV for BKLYN MAX was 
like making something out of nothing because the company was (1) only a year old at the 
time, (2) new to the industry, and (3) had never attended a trade show before. However, 
by setting objectives and measureable goals and applying effective strategies and tactics, 
we were able to successfully participate in the U.S. show and were able to achieve some 
of our main objectives. Overall, I would consider the planning and execution of the show 
successful as we did what we set out to do. I am proud of our entire team for working 
hard and collaborating with each other to meet our trade show goals and objectives.  

Success, however, doesn’t come overnight. While we worked hard to achieve many of our 
objectives, we ended up meeting only 50% of them.  Although this was initially 
disappointing, we did learn a lot from the entire show planning process and were able to 
identify areas to improve upon for future shows.  

Based on our results, I would recommend that BKLYN MAX implement the following 
improvements and strategies to continue its growth:  

 Set measurable objectives and detailed goals for the company 
o Strategies: 

 Send out a customer survey on a regular basis to get direct 
feedback about products and services 

 Make phone call to prospects and consumers on a regular basis to 
learn how the company could better target its audience and 
expand its reach in order to set future goals 

 Set up an aggressive pre-show email marketing strategy 
o Strategies: 

  Use an email marketing system such as MailChimp or Constant 

Contact  

 Set up scheduled emails and send multiple emails with 

show/booth information and product information with visuals 

 Integrate marketing in all aspects of the trade show 
o Strategies: 

 Create a buzz with social media and use monitoring tools 
 Create public relations (PR) opportunities through media coverage 
 Provide handbag sponsorships to  Social Network Service (SNS) 

influencers 

 Set up reporting procedures and make sure to report and reflect on results 
following the show 

o Strategies: 
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 Create a Lessons Learned Template that includes overall show 
information and a budget analysis of the most recent show  

 Use graphics effectively during the show to increase brand awareness  
o Strategies: 

 Put graphics on the booth panel 
 Place the company name and logo higher up on the table cloth for 

better visibility  
 Have 1-2 customized banners at the booth entrance to catch the 

attention of prospective customers 
 Add a TV screen at the booth to run videos about company 

products  

 Maximize budget dollars, especially for marketing expenses 
o Strategies: 

 Increase sales revenue 

 Develop customer service training program 

 Develop new product line; use a customer survey 
about new products to help develop a new product line 

 Find new customers using promotions such as giving out 
discount coupons or sweepstakes 

 Reduce travel costs; allow only core staff to travel internationally 

When we were planning the February 2017 WWDMAGIC show, Jung decided to 
participate in all WWDMAGIC shows throughout the year as they provided a great 
opportunity to promote our products to larger markets. Unfortunately, Jung changed her 
mind after our first show and decided not to exhibit in August and September 2017. She 
agreed with my recommendations and said that she will use them to improve in future 
shows. However, she did not want to move forward with the shows in August and 
September 2017 because she wanted to take time to better prepare for potential 
shortcomings and to build up a stronger budget.  

 

LEARNING EXPERIENCE 

The lessons I learned while pursuing the CTSM Certification over the past few years 

helped me in plan the first WWDMAGIC show for BKLYN MAX. I have learned that exhibit 

management requires a detailed plan that includes results reporting, pre-, at-, and post- 

show meetings, and the use of marketing communications. In addition, putting together 

this portfolio helped me pull back from the details and see the bigger picture, an 

important skill for a trade show marketing consultant. I will use what I have learned 

through this process—such as when and how to use the right strategies to achieve goals 

and how certain marketing techniques can amplify a company’s band—to assist me in 

planning and executing future trade shows.  

https://www.business.qld.gov.au/running-business/growing-business/becoming-innovative/developing-products/new-products
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This CTSM program has been an important part of my professional development. I plan 

to pursue additional levels of CTSM certification, through which I can gain new exhibition 

skills, discover new processes and techniques, and learn about new trends.  

I couldn’t have completed this portfolio and CTSM certification courses without 

significant support. And so, I would like to thank: 

 Everyone involved in the CTSM program 

 August Jung, BKLYN MAX’s CEO, who gave me the opportunity to work on her 

company’s first trade show 

 The CTSM program as a whole, for the opportunity to learn more about trade 

show marketing and for the chance to enhance my professional growth 

 My advisor, for all the helpful feedback and encouragement 

 My former boss, who introduced me to the CTSM program  
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SECTION 8: REFERENCES 
 

Session CTSM Session Title Page 

 Required  

20115 Selecting the Right Shows: The Critical Decision 6 

30814 Business Strategies and Trade Shows 10 

62015 The @show Experience: Understand the Essentials of Exhibit Design 13 

61714 Graphics Boot Camp: The Basics Every Event Manager Should Know 14 

20413 The Nuts and Bolts of Budgeting for Results 16 

20915 Show Operations Basis – Part 2: On-Site Implementation 16 

31514 Integrated Marketing Communications 21 

20414 Don’t skip the Meetings – Pre-, At-, and Post-: Guideposts to Success 24 

20214 Basic Project Management and Reporting Skills 26 

 Elective  

302 Move from Roadie to Trade Show “Rock Star,” ELC #2 Play to the 

Right Crowd 

8 

210 A Guide to Completing Show Forms and Ordering Show Services 14 
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APPENDIX A: WWDMAGIC FLOOR PLAN 
 

 

BKLYN MAX 

Booth #76246 
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APPENDIX B: LESSONS AND LEARNED 
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