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From today: Insights that will help you make 
your market decisions
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Todays Source Decisions that you will 
need to think about

Insights you will 
need to develop

Where to find 
info. & helpers

Calof – Market research, 
Choosing markets
Graham – Getting ready for 
markets
Luckett
Laurel Broten, NSBI

Rhys Waters and Jonathan 
Burns, podcasting
Calof – Market entry and trade 
shows

Williams – Elevator pitch

Others – friendlies in the room
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Market entry: A few stories
• The rope manufacturer and Europe: Mode and partner 

insight

• Germany and the trade show booth
1) A test of seriousness; 
2) Which market am I selling to?

• Branding and packaging in Japan – Insights from a trade 
show and shopping 

3Market research and insights are needed
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Event intelligence quotes from 
the intelligence field

Conferences furnish the greatest potential for collecting intelligence in the 
shortest span of time, for the least amount of money. .. Many formal and 
informal activities take place at conferences that can furnish a plethora of 
collection opportunities…Too few people approach these situations as collection 
opportunities, especially in a systematic, pro‐active way.         ~ Shaker and 
Kardulius

Properly organized, a competent well‐briefed team should be able to gather 
more useful information than they could ever hope to collect in a full year in any 
other set of circumstances. ~ Prior

companies waste 30‐50% of their entire trade show budgets by not having a 
collection plan Bourey
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Why events are a great opportunity for 
insight/intelligence

• Everyone is there – suppliers, customers, 
competitors, government...your entire value chain

• Most want to talk – it’s called trade “show” not 
trade “protect”

• Validation is easy
• Early warning all over the place
• Multi‐method approaches can be used 
(interviewing, observation, etc.)
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What can you learn at events 

Calof experience VoiceofBusinessAcademy
New trends Your competitive 

environment
How to penetrate a market Market trends
Emerging customer needs New technologies
Potential changes to 
technology

Market opportunities

Government plans Competitor plans and 
products

Competitor plans Acquisitions
How to brand
Find new 
partners/investors
Innovation opportunities
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Customer insight – what I have learned

• What are they looking for in your products/services? What are their 
needs?

• What changes are they planning to their 
products/services/strategies?

• How do they view the future of the industry and how do they plan to 
deal with it?

• What problems are they having? What are their pain points? What 
are the trade‐offs?

• What opportunities do they see in the industry? What help do they 
need going after it?

• What am I seeing at the event that I can use or develop to help make 
my customer more competitive? 8



I have even used TSI to…

• Figure out what shows I should go

• Help make sales happen both before, during and after the 
show

• Develop appropriate booth design including collateral 

• Find partners/jv/venture capital, learn how to do these
9



A few tips from some
of my columns for your reading

• Best practices from our members: Time for an event 
intelligence quiz

• Working with friendlies
• Trade show intelligence: Intensive, exhaustive and fun 

(the first article)
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Have a plan ‐ where will you be, when and why

For CI To learn Future CI Fun

Workshops

Meeting people

Walking the floor

Staffing the booth

Parties
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Experts estimate that companies waste 30-50% of their entire trade 
show budgets by not having a collection plan (Alison Bourey):

Go through every element of the event, every person going, exhibitor, session 
Etc. to identify how each fits with your organization’s intelligence needs
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Hayes: Example of a trade show schedule:SME –
one person team

13

Time Event Location KITS Contacts

6-8 Breakfast Foyer of Ballroom A 1-5 Mark Anderson

8-9 Opening Remarks Ballroom A Meet at least 2 people

9-10 Chris Alton speaking Room F 5 Chris Alton – see if he knows anyone at Target Y

10-11 Networking Event Trade show Floor Any Open – collect contacts 

11-1 Lunch – Meet Industry Analyst Hotel Grill 1-2 Focus on KIT 1-2 if possible -

1-2 Work Target Q booth Floor Booth 225 6 Sales people

2-3 Work trade show floor Floor Any Open

3-4 Work trade show floor Floor 10 Open

4-5 Refreshment/Lounge Level 5 Any Open

5-7 Dinner Ballroom C 1-5 Look to sit with Trenton Smith

7-11 Networking Event Off-site 1-5 Work on KITS 1-5 - anyone



Look for people who can help you collect –
other collectors

• It helps to split up the work
• Another perspective for asking questions
• A network that you can use 
• Complementary skills

• People who care about me, including my friends
• People who are about my company : My 

organization’s network , customers, association 
executives, government employees, suppliers, 

• My company’s employees at the show 
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At one show I had close to 100 people gathering for me



Market entry – Finding as Pete Luckett said. The 
right relationships

• What relationships are you trying to find at market 
entry?

• What are the indicators that they are the right one?

• Where do you find the information?
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Joint Venture Checklist: Beamish

16Beamish 2017



For more information
Jonathan Calof

J.calof@unb.ca    ciforesight@gmail.com  
613‐292‐5007
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