Purpose

This document was created to assist show hosts.  It should not be construed in any way to be the National Insulator Association (NIA) trying to dictate how a show host operates or promotes their show.  The mission is to help those hosts who have little or no experience and to possibly generate some new ideas for more veteran hosts as relates to  promoting their show.

As NIA Public Relations Chair for 2008, I hope that my years in public relations in real estate and the building industry and working with non-profits to promote their programs can be translated into meaningful dialogue for show hosts.  Additionally, I have been a collector since 1969 and have attended many insulator shows, bottle shows and other collectible shows, too numerous to mention.  I offer my observations from these years of experience.

I view this document as a nucleus upon which we can build.  Therefore, I invite every reader to submit comments, opinions and additional ideas, especially those being employed and found to be successful.  I have personally been involved with many organizations that build a “binder” of information which is expanded each year until the program is almost flawless and makes life so much easier for a new chairman to operate.  Hopefully, this document can be improved each year from your feedback and criticisms.  No idea is insignificant.

-- Jim White (NIA Public Relations and Promotion Chairman for 2008) 

Why this format?

In the few months I have been involved with this task, I have come to realize that in some portions of the year there is an overwhelming number of shows.  Since I am one person, it was my thought that a written document might be the best approach.  It could be consumed at the show host’s leisure and in advance of the need to start public relations and marketing efforts.    

While I have been involved in public relations and doing media releases for a good portion of my career, I would note that no one formula works for all shows or events.  For example, a media release probably makes little sense for a tailgater or backyard get together.  I have spoken to some show hosts who have tried press releases with little success.  I will attempt to cover as many areas and thoughts as I can and you can pick and choose those things that are within your budget and your resources.  I encourage you to try some new things and track their success.  If they do not work, you might attempt at least one more time and then determine whether that approach is going to be worthwhile.  I have seen an approach work one year and not be as successful another.

I apologize if some of the discussion appears too simplistic, but I want to gear this to help show hosts at all levels of sophistication.

Conflicts

This might be the obvious, but check the calendar for conflicting events.  In our world there is so much that competes for our attention, time and our money.  It may be impossible to avoid all conflicts.   This is especially true of local events, if you hope to attract new collectors.  Check local and regional show calendars.  

Once a location is secured and date chosen, you cannot start promoting any too soon.  Get the word out in every way feasible and ask collectors to help spread the word.  

Show Promotion

There are essentially three audiences to be addressed when promoting a show:

1. Dealers - Crucial to the success is getting the sellers 



there.  This is generally an important (possibly sole) 



revenue source (table rentals). It is a cyclical thing…



collectors travel some distance and expect to have some nice 



selection to chose from, and conversely the dealer likes to 



see some sales for his effort to rent a table and to haul 



his/her inventory for miles.  I have seen shows be successful 



from dealer-to-dealer sales, but the really successful show 



attracts those who are not dealers.  Some might differ and



say it is all about the people, but viewed from a purely 



promotional perspective, you need dealers and dealers want 



buyers, which translates to walk-ins.



I believe it very important to tap the repeat business.  In 



other words, you will spend less money on those getting 



dealers to return than to attract new dealers.  The same



also holds true for buyers.  In most of my sales training 



reading it is underscored how important it is to record



the detail for contacting all dealers and all attendees.

This is your first line of attack.  Make sure you get notices or, better yet, personal calls to all of your past dealers and walk-ins.  Get them to make a commitment to the next show while at the show, and hopefully while they have a good memory of the show.  If you can tie down the details that early (at least dates), a preliminary flyer handed out at the show is a GREAT idea.  

Incentify:

Many shows I have participated in as a dealer (these were 



generally not insulator shows but other collectibles) give 



preferential treatment for table location or booth location 



based upon reservation date…first come first served.



I find many sellers get attached to their location in an 



event and willingly commit to the following show in order 

to secure their specific location.  Always remember, human 

nature will dictate, that if there is no sense of urgency to making a reservation, most will wait right up to the day before the show.  While that is a slight exaggeration, I used to run a large black tie event.  If I went into the office the day of the event, people were calling to literally make reservations and/or change the table arrangements hours prior to the event.  If you have never operated a show, try to set it up so most of the administrative work is conducted in advance of the show.  Trust me, you’ll enjoy the show much more.



There are other side benefits to the early reservations.  



First, there is a fair amount of paperwork involved in 



operating a show.  The more you can achieve "up-front", 



the better and the smoother the show will run.  It literally



can provide a little more time to “put out fires” that 



inevitably occur.  Second, show reservation funds are 



received earlier and can be placed in an interest bearing 



account to help finance the show.  I am not sure many are 



doing this?  While I am not intimately familiar with the 



proforma of each 
show, I am aware that many have 



shortfalls and look to do other fund raising activities to help


cover costs.  Most hosts 
desire to keep their table costs very and entry fees (if any) at an affordable level.  But in my opinion, the show should work financially.  So make a budget which estimates revenue and expenses.  The major reason I mention this in promotions is that you now have some reasonable idea of what to spend to promote the show.

2.

New Dealers

Most show hosts like to see the show grow in size.  So once you have worked those previous dealers and collectors who 



had tables, it is time to explore the balance of the pool of 



collectors.  In both instances, nothing makes the job of 



selling table reservations easier than to have conducted a



highly successful show the prior year.  Word of mouth



spreads the news.  I think this is one area that hosts could 



concentrate on more.  A couple of testimonials from well 



known collectors and / or dealers relaying their experience 



can possibly create some interest.  I truly believe that is why



the Springfield Ohio show (just to mention one) has grown 



over the years.  There is an inertia that builds and becomes



tradition that you just do not want to miss each year.



The follow-up reports in Crown Jewels and the postings on



ICON have a considerable influence as collectors weigh the



resources they are willing to expend to get to a show.  So 



make sure that a thorough report with good photos is 



placed after the show.  Employ a few collectors to take 



photos so a representative collection is created for the 



report.  You are selling next year’s show even as it is going 



on.  Make sure promotional photos are more than just 



insulators.  People love to see themselves and it adds to the



post show discussions.   Also, for those who cannot attend, 



their appetite is wet for the following year.  I cannot tell you 



how many e-mails I get from people regarding photos I 



posted; some wanting to know who had a specific piece in 



a photo for sale.  I especially enjoy those contacts as it tells 



me collectors are studying the images that closely…WOW!



Another nice reminder and follow-up is an appropriately 



and timely mailed photo to a prior dealer as a reminder. 



There are postcard now that accept a 4 x 6 photo and result



In a nice postcard mailer.

What avenues are there to gain the attention 

of "New Dealers”? 

Here are some ideas?

Tell your previous dealers to bring in new


table reservations from friends and fellow 


collectors.  For example, give them a $2.00 


credit against their table rent for every new


dealer they secure.  They could pay for their


table in the process.  Or, have a special door  


prize.  For every new dealer they bring in they


are entered for a chance.  What we have 


effectively have done is created an expanded 


sales force for dealers.

Collector publications - Crown Jewels, bottle




publications,  antique publications (we have one




in Indiana that covers several states and lists




shows, flea markets and auctions), local 




newspapers (many have a "let's go section that 




lists activities happening that weekend…and 




most are free listings).  At the end of this 




document I will provide a list of contacts you 




might consider using based upon geography.




Place notices early so dealers know of the event.

Insulator Collectors on the Net - ICON


You have to be on the list of upcoming shows!


Really NO EXCEPTIONS.  Best of all, no cost; 


however, I would encourage a small  contribution to 

support the website and Bill Meier’s time.

Notices mailed to all clubs that might have members desiring to attend captures a large group at one time.  Again, I will include a list at the end of this document.




If your show is open to more than insulator 




dealers, you must then expand your search




to those publications and venues where such 




dealers are to be found.  In some locales, there 




exist lists of dealers who have shops.  These are




are great mailings lists.  Better yet, if time 




permits, call them personally or drop in and 




leave flyers (if they will permit).  You have now




covered the second level audience as well (the




general public).

3.

The General Public - 



By all standards, a majority of dealers will weigh the 



success of the show by the walk-in traffic.  Don't get me



wrong, many collector/dealers have had very successful 



shows when dealing just among themselves, but the public 



walk-in should always remain a goal.  These are the folks



that often bring in some exciting new find, might be

potential closet collectors, and are the prospective new collector members which grow the numbers in the hobby.  These are all good things.

Many of the avenues discussed are approaches to reach this group.  Here are some thoughts:

1. Look at what local organizations exist and might like 


a speaker in advance of a show.  Here is your shot at


promoting the show and possibly even some media 


attention.

2. Assess what local places (libraries, power or telephone 




companies, public buildings, etc. have opportunities




for a display. You provide a service of education while




also being able to promote the hobby and the 




upcoming show.

3. Look at youth groups like boy scouts and girl scouts.

4. Create a power point show that can be presented to 


various local groups or school groups.


5. If an antique mall or store has an empty display case




see if they would permit you to do a display and 




promotion of the show.  You might create free entry 




coupons they can hand out to their customers.  They 




give value added to their customers and you get more




walk-ins.

6. Talk with the local historical society and determine if




there is some opportunity to promote the show.  They 




may have a fund raiser, or an ice cream social, or a




seminar series.  Who knows? You have to explore and 




determine what is available.  I always try to find how




they “win” by helping me.  Possibly a tailgater could 




be coordinated on their grounds which encourages 




people to visit the museum.

7. Maybe you are so fortunate as to have a glass factory


in the area.  Here is an opportunity.

8. Utility and Power Companies many times have public 




office space.  Our telephone company had an 




insulator display in the corner of its offices right 




downtown in Indianapolis.  The public could enjoy it 




through the glass exterior walls and also when they 




entered the lobby.

9. In general, think “Where do people go?” and become 




creative.  Do not be afraid to ask permission to create 




a display.  Some malls have dead space between 




tenants.  As long as the display is secure, what a great




location to reach a large number of people.

10. Some malls do "on the mall events" featuring what


people collect. These venues allow collectors to 


educate the public about their hobby.  Maybe you


spearhead an event and simultaneously promote 


your show.

11. Here is one that is sort of sneaky.  Whenever, I go to 




a related show (say an antique show), I will approach 




dealers as I shop and ask if they are familiar with




the upcoming event.  If they are not, I happen to have 




a flyer handy.  I also pick-up one of their cards to 




follow-up later.  Always, get the flyers made as early 




as possible.  Have someone proof them.  Then make 




plenty and carry them with you …everywhere.



12.
OK show hosts, here is a useful tip.  Start today to




build a database.  Get control of knowing who is 




attending your shows….dealers, public, etc.




My dentist does this thing I really like and can be 



used for show promotions.  He has a blank 



postcard and he has me fill it out with my address.  



He fills in the appointment time (in this case, the next 



show date and time and details) and has it to send 



prior to the next show as a reminder.  I think people 



would appreciate 
it.  As an additional kicker, tell 


them to bring it to the show to be eligible for a 


special door prize.



13.
Research the local or regional collecting groups that 

may be related (e.g. – railroad collectors, model railroaders, bottle clubs, etc) and get in front of them.

You cannot beat consistency!

I recently returned to my hometown to attend a funeral and was running late.  I had failed to check the address of the funeral home.  Well, all my life there had only been three such establishments and the one I was headed for had been in the same place for decades.  Guess what?  Moved to the other side of town.

I read a lot of sales training material and one common theme is that "You have to make it easy for the client to find you".  That translates to can they can physically find you EASILY?  Can they can reach on the phone without 4 minutes of frustrating messages?  Have several people review your flyer…can they understand when, what, and where?  Don’t assume.  Is there more than one way to contact you?  Can they contact you the day of the show if they are lost?  If the show has to be cancelled, where can they check to see that?  This actually happened a couple of year s ago and the people who traveled long distances were MAD and 

I am sure that attendance suffered the next year.  Remember how you 

would want to be treated.

So try to get a location and start a tradition at that location.  The only exception is if the location is found to be terrible for any number of reasons or physically you cannot secure it again.   People are creatures of habit.  You are going to lose some, probably a lot, by moving all the time.  If you have to move location, date, etc.  Publish it…let them know.  Here we go back to the benefit of that database.  If you had them all on e-mail, two keystrokes can up-date or remind everyone.

Maps

People are graphic!  NO EXCEPTIONS.  Yes, they can google Mapquest or use GPS, but make it easier for them.  Send them a map.  Provide them a good map.  If you have a website, get a map on it if you don't do anything else.  

Websites

Here seems to be another missed opportunity.  There are fairly simple programs that help you create a website to promote your event.  DO NOT COUNT ON IT TO DO IT ALL.  But the electronic age is here.  For example, do you know that 70+% of all new home buyers research housing before going out with a Realtor?  The success of the site depends on promoting the website.  BUT here is what the site does.  If you let people know, they can get most all the answers at their convenience, at any hour.  Secondly, you post a load of photos that show how neat this event is.  Possibly you include some video footage..even better.  Illustrate how many come. Show how much glass and porcelain is displayed and sold/traded.  It is your kick start to building a brand image….and that is what you are doing if you intend for this show to be on-going.  Again, people tend to be graphic learners.  Photos will excite them and possibly build some level of anticipation of the show.  Contact the NIA website webmaster at webmaster@nia.org to get assistance.

Ever notice that Coke and Pepsi keep spending millions each year to promote their soft drinks?  And how well known are they?  Extremely!  They advertise to keep market share.  As a show promoter, you are really not much different.

Money….. Costs

As a rule, every show host wants to keep costs down and quality of the event up.  Advertising can be extremely expensive.  I have recently visited with show hosts that have spent considerable money and not really yielded any return in terms of additional traffic.   In my personal business, a one-page ad might run $3,500 for a one-time placement.  Over the years we have spent thousands of dollars and to this day I cannot point to one sale that resulted.  That does not mean you should avoid print advertising.  You have to weigh that out if it has had success, but I always start with the free stuff or low cost stuff first.

Here are some to consider:

1. Word of mouth…always a good one

2. Notices to prior participants

3. Notice to local "event calendars"

4. Flyers mailed or hand delivered

5. Speaking before groups

6. Displays that help promote the event

7. Working with groups that can help promote



(e.g.- historical society)


8.
Articles with local media on the hobby


9.
Attending similar shows or events and subtly promoting


10.
Press releases


11.
Purchase ad / radio spots


12.
Networking…get to know the local/regional collector clubs 



and the contacts within the insulator hobby 


13.
SIGNS SIGNS SIGNS …watch local rules and regulations



but I can tell you from experience that one good sign 



$90 sign in my business will out perform thousands of 



dollars invested in print or radio.  Get a professional made 



sign(s).  Good quality will last several years.  Make sure it



is legible from the road and has directional arrows.  



Keep in mind where people are coming from and use the



Yellow Brick Road Approach…..follow the signs…..MAKE 



IT IDIOT PROOF.

Everyone has to weigh out their resources in terms of exploring the above.  Numbers 10 & 11 are probably the most expensive.  Many on the list only require time and little to no expense.  Creativity is the by-word.  

Look at every opportunity.  I am a sales guy.  When I am in the barber chair I am socializing but I am always looking for an opportunity to sell my product or a friend's product or service.  The old Zig Ziglar saying works:  If you want to be successful, help someone attain their goal.  So keep your mind open and your eyes and ears receptive to the environment around you.  Always be promoting your show and looking for new opportunities no one thought about.  I am aware that most hosts

use a flyer but consider other means as well.  I like business cards because I have them with me all the time.  In fact, I am carrying cards of friends and help promote their businesses.  It is just good Karma and 

you cannot believe how many people remember that lead you sent.  Besides, it makes me feel good to help someone else.  Most people are desirous of helping, you just have to ask and I think you have to make it easy for them to help…not too complicated.  You need a 1 minute elevator speech when someone asks: What is an insulator or insulator show? 

Press Releases

If you decide to try the press release approach to getting some free publicity there are two major components: (1) the creation and distribution of the release and (2) being prepared to receive the actual media attention you wanted.  

The Release:

Content:  This is pretty straight forward.  It involves telling the reader the WHO, WHAT, WHEN, WHERE, HOW AND WHYS.

I generally write these out and then review a time or two to check grammar, spelling and content correctness.

But foremost, one has to remember that the NEWS CONTENT is infinitely more important.  That is what captures the media's attention.  They literally have many stories to cover and they have to decide on the big story and/or the most interesting or unusual to the reader or viewer. 

Always, always make sure there is a main contact and that there are multiple ways to contact that person.  That contact should be prepared to answer questions…more specifically to point out what makes the event unusual or news worthy.  Why should they send a cameraman or reporter to cover it?  From my personal perspective, I always like to use the local angle.  Is there a collector in the immediate area that can be interviewed (needs to speak the King's English and is knowledgeable of the subject).  Maybe the tradition of the show is the angle you use…longest running show in the US?  Maybe the angle is the rarity of the displays?  You get the idea.

Remember, we do have an advantage of having a somewhat unusual hobby or collectible item.  But to the media you still have to sell them that it is not just another antique, collectible show or flea market.

Clarity, honesty and straightforward details supporting the release are appreciated by media.  Here, possibly you attach a photo of last year's show or displays; something that sells and that creates some curiosity.

The media will reformat or rewrite the material from the release in almost all occasions.  Expect it, do not be offended.  

Distribution:

Make sure the press release is going to publications that are appropriate.  For example, a press release to a home and garden magazine about an insulator show is probably not going to get any attention.  Their readership will likely not be interested unless the insulators were used to decorate the garden.

I encourage you to make the contact as personal as possible.  Let me explain.  Media literally are inundated with FAXes, especially of things they are requesting to build a story.  So call if possible and try to develop a relationship with a writer/reporter.  Bounce the event off them and see if it might have interest to them.  Again, they are probably not going to write a feature story just to promote your event.  It has to have some human interest angle.  They may also have an events calendar and willing offer that as an option too. For example, I am in real estate and many publications will have a month where they feature remodeling, golf course developments, etc.  So they will call and try to sell some advertising for that specific publication.  I try to work in the opportunity to write an article about golf course lots.   If you get lucky, maybe they are doing a feature on collectibles?  Take whatever you can get.  It's free and it all helps get the word out.

Keep the release as brief as reasonably possible.  Always use the style of a journalist; that is, put the most important information in the first paragraph.  Otherwise, you may never get the information to them as you lost them by paragraph two.  The least important information follows.  Generally, if written to form, you could cut the story starting at the end and moving forward without loosing a lot of meaning.

Edit your work.  Assume your audience is around the age of thirteen.

Remember the good release is intended to help make the writer's job easier.  

Keep out the fluff, verbal padding, and advertising puffery.  Write tight sentences and short paragraphs.  Don't editorialize.    Releases should be written as if you are the object reporter writing the piece.

If you can get a copy of The Associated Press Stylebook and Libel Manual, it is of great help.  Refer to it frequently.

If radio, remember to write for the ear.  It may be helpful to write a separate release for radio.

When writing a feature, keep these in mind:

1. Don't think commercial, think human interest

2. Save the plug for the third to fifth paragraph

3. Keep it short, but don't skimp on facts and details

4. Peg the feature to an event ( a given with the insulator show)

5. Recycle - don't be afraid to distribute to more than one source

Basic Do's and Don'ts


Company name - Club Name - Individual name (as appropriate)

Make sure to invite the media to the event.  Sometimes they will want to come early to meet a specific deadline or to get undivided attention.  If that is the case, make sure they are treated well and that their needs are met with respect to information and that photographers have photo opportunities.

Displays, which unfortunately are not set up early, offer great opportunity for specific photos and a story.  Again, if a local collector is willing to be the centerpiece, the media may wish to do the coverage at their home as a lead in to the show.  That is a great opportunity.

Resources:

General Comment:  Using Google is an important resource.  The following contacts will definitely change with time, so a quick check of the net may yield some updated information.

The following are potential clubs, organizations, and print media that should be considered in releasing a press release and otherwise getting the word out about the show:

Regional Insulator Clubs:  These can be an excellent resource and many will provide free publicity in their newsletters.  See the following link for the latest club contacts:

http://www.insulators.info/clubs/

National Insulator Association (NIA)

President – president@nia.org

Bottle Collector Clubs:

My first suggestion is that you might periodically Google 

Bottle Club or Bottle Collector to up-date the following 

information.  I was very surprised how much information

existed.  Since names and address do change, it makes sense 

to check the Internet occasionally for updates.

Alabama:

Mobile Bottle Collectors Club

Jim Simmons

8851 Four Mile Road

Irvington, AL 36544

251-824-2697

e-mail:  josphs@email.msn.com  CHECK THIS

Rod Vining

8884 Lee Circle

Irvington, AL  36544

334-957-6725

e-mail:  vinewood@mchsi.com
Conneticut

Southern Conneticut Antique Bottle Collectors Assn.

e-mail:  2gmills@csi.com
Delaware

Delmarva Antique Bottle Club

Ed Detwiler, Treasurer

50 Syracuse Street

Ocean View, DE   19970

Rick Preston  

302-934-8922

e-mail:  sunnyfieldrick@aol.com

Florida

Emerald Coast Bottle Collectors 

No contact information found

Georgia

Southeastern Antique Bottle Club

e-mail:  Fred-Taylor@worldnet.att.net
Maryland:

Baltimore Antique Bottle Club

www.BaltimoreBottleClub.org

Mary Collins

mallardame@aol.com
FAX:  410-997-1887

Battman Antique Bottle Club Inc.

Eric Ewen

teresaanderic@comcast.net
Baltimore Antique Bottle Club Inc

Eric Ewen

e-mail: teresaanderic@comcast.net
New Jersey:

Jersey Shore Bottle Club

e-mail:  djtripet@comcast.net
New York: 

Genessee Valley Bottle Collectors Assn.

Rochester, NY

Chris Davis

e-mail:  gvbca@frontiernet.net
North Carolina:

Piedmont Bottle & Pottery Club

Johnny McAulay

704-719-7108

e-mail: www.antiquebottles.com/piedmont
Raleigh Bottle Club

e-mail:  raleighbottleclub.org

e-mail:  raleighbottleclub@gmail.com
Antique Bottle Collector’s Haven

Reggie Lynch

e-mail: rlynch@antiquebottles.com
Western North Carolina Bottle & Collectible Club

TimothyBranch@att.net
Ray Smith  828-667-1396

Willmington Antique Bottle and Artifact Club

Lad Bright

e-mail:  Brightco@wilmington.net
Robeson Antique Bottle Club

Lumberton, NC

Richard Stephens

1830 Riverside Blvd

Lumberton, NC  28358

910-738-6075

e-mail:  rhstep@nc.rr.com
Southeast Bottle Club

(Florida, Georgia, South Carolina, North Carolina, 

Virginia, Maryland, Kentucky, Tennessee, Alabama,

Mississippi)

e-mail: Southeast@antiquebottles.com
704-221-6489

4734 Pimlico Lane

Waxhaco, NC  28173

Virgina:

Apple Valley Bottle Collectors Club

Frank Kowalski

3015 Northwestern Pike

Winchester, VA  22603

540-877-1093

e-mail:  polishbn@shentel.net
Poisonbottle.com

Virginia:

Apple Valley Bottle Collectors Club

Frank Kowalski

3015 Northwestern Pike

Winchester, VA  22603

540-887-1093

e-mail:  polishbn@shentel.net

Canada:

The Bytown Bottle Seekers Club

jonchurch@sympatico.ca
Check out the Local Print Media for your area:


Newspapers


Magazines


Newsletters


A few telephone calls can get you the contact and mailing address.


Tell them you would like to send a press release on a local event.


See if there is a Calendar of Events that is published each week or



month.  Get on it.

Insulator Collectors on the Net (ICON)


Bill Meier 


103 Canterbury Court


Carlisle, MA  01741-1860


978-369-0208


ICON@clubs.insulators.info

Other Related Clubs:
Other Periodicals: 

Check out the other local collector clubs, especially bottle shows.

Leave flyers at antique stores and malls.

