Event Branding

BACKGROUND

The National Association of Chain Drug Stores (NACDS)
represents the nation’s leading retail chain pharmacies and
suppliers, consisting of nearly 200 chain community pharmacy
companies. Today, the chain community pharmacy industry

is comprised of 20,849 traditional chain drug stores, 9,818
supermarket pharmacies and 6,777 mass merchant pharmacies.

NACDS’ top revenue-generating annual convention,
Marketplace, takes place on a massive, half-mile long

show floor. NACDS, however, began recognizing a sharp
decline in show revenue. An $8 million event, Marketplace
was experiencing a steady decline in attendance. Standard
promotions citing show statistics but not necessarily the
tangible benefits of attending seemed to be less effective than
previous years.

Association management discovered that its members felt
deluged with show information and mailings. Attendees were
not staying for the entire show or taking advantage of the array
of available business opportunities at Marketplace. In short,

CHACTHE they were not seeing the value in the show.
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Enticing audience members to not only read your promotions
but take action is a challenging, daunting assignment.

Su've "h e da‘l'e! NACDS needed a speedy, effective way to resuscitate their top

JUNE 7-10, 2003 revenue-generating convention and turn around its declining

\ San Disgo attendance.
NACDS turned to Bremmer & Goris to strategically reposition
S Marketplace and promote it as a “must-attend” industry event.

Challenges we faced included:

+ Repackaging and creating renewed interest in an
existing show;

+ Illustrating to attendees and exhibitors alike the value
and many benefits the show had to offer; and

+ Halting the steady decline of show attendance.
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“Save the Date” announcement let the
audience know something new was coming.
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c.SZnd Event Branding APPROACH

To help “stop the bleeding” and jumpstart this critical NACDS
event, we decided to abandon the traditional association
approach of sending out separate attendee and exhibitor
brochures. Instead, we published a 32-page glossy magazine for
both audiences that stood out from other mailings.

Marketplace Magazine became the vehicle used to launch the
show’s new brand identity. By packaging the show promotion
in an editorial format, we could direct timely, targeted
information to specific audience members. Articles featured
how to make appointments with key personnel at the show
(a main goal for attendees), how to increase booth traffic,
industry trends, show checklists and more.

Bremmer & Goris art directed a photo shoot for the magazine
and all follow-up mailings. The image and branding became
so strong, in fact, that conference attendees wanted to see

the model in the photo shoot at the conference. A survey
conducted by NACDS revealed that the magazine had a
readership rate of over 75%. In addition, the show was so well
received that an unprecedented 80% of booth space for the

following year was sold during the conference.
Marketplace Magazine established the new
show brand and packaged a large amount of
information into a high-value piece, including a
special “get-a-free-registration” offer.
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Print advertising in related trade publications was another key
component of this new campaign. Bremmer & Goris decided
to use fold-out insertions in lieu of traditional space ads. These

inserts were mini-versions of the magazine and ran in a series

of three. The inserts reinforced the look of the magazine,
I e ace which appeared in recipients’ mailboxes at the same time.
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' Trade magazine inserts were designed to
reinforce the new Marketplace Magazine.
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c.SZnd Event Branding

The remaining show promotion was executed with a series of
eight postcards. Each illustrated a quick tip about the show or
presented registrants with a special offer. The postcards were
printed together in advance to minimize print costs, and were
sent out in two-week intervals to build the show identity and
encourage registration.
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A series of postcards was mailed at two-week intervals
Make the Miosl of Marketplsee, Here leading up to the show.
are Sommwe Exbbit Do's aned Don'ts: GAVE THEM, & REASCH 0 MEET TOLS
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DON'T Miss it!
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