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hen you think of the benefits of exhibiting at BCMC you probably think of
new sales leads, strengthening relationships with existing customers and

increasing the recognition of your product in the marketplace. But there is one
HUGE opportunity that exhibitors often overlook…market research!

Don’t assume that market research involves complicated procedures that take time
away from the “important stuff.” Philip Kotler in Marketing Management (1999)
defines market research as “systematic problem analysis, model-building and fact-
finding for the purpose of improved decision-making and control in the marketing
of goods and services.” Market research is the “scientific” approach to building
value in the eyes of an organization’s target market. 

Most companies in our industry aren’t able to afford a separate market research
department to gather and monitor information and make decisions based on that
information. However, all successful businesses must know their markets, competi-
tors, customer wants and needs, and “what it takes to be competitive.” It is not
enough to know the answers to the what, where, when, and how questions about
our businesses. We also need to know why people buy (or don’t buy) our products
and services.

Market research is an effective means of learning about your customer and is not
complicated. In fact, you may be surprised to know that you conduct market
research unconsciously. While there are formal approaches, market research can be
as informal as having a conversation with your customer. A good example of a
barebones level market research campaign is something many of you already do. If
you have ever held a meeting before BCMC to outline the company’s goals with
regard to collecting information and then regrouped after the show to compare and
analyze feedback, you may not have called it market research but that is what you
have done. Next year, try adding another layer of depth to advance your research
goals; make a list of things you’d like to find out from your customers at BCMC and
work those questions into your conversations during the show. Then plan on ask-
ing all staff members to share their findings when you regroup after the show. If
you make this as systematic as possible, your chances of finding jewels of informa-
tion among the chaos of BCMC will increase dramatically.

Because BCMC attracts component manufacturers from across the world to one
place for an action packed two and one-half days, it is the perfect venue to learn
about current market conditions, have a few conversations with your competitors,
and most importantly learn more about your customers’ wants and needs, and
what it takes for you to be most competitive. 
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Don’t let the value of market

research slip between the cracks;

make use of it at BCMC!

❑ Market research is systematic problem
analysis, model-building and fact-find-
ing for the purpose of improved deci-
sion-making and control in the market-
ing of goods and services.

❑ You can increase your chances of find-
ing jewels of information at BCMC by
using a systematic approach to ask all
your staff members to share their find-
ings when you regroup after the show. 

❑ According to one Loyal Attendee, “it
doesn’t matter how long you’ve been in
the business, you can always learn
something and pick up something new
at BCMC.”

at a glance

All successful businesses must know their markets, competitors, customer wants 
and needs, and “what it takes to be competitive.” It is not enough to know the answers 

to the what, where, when, and how questions about our businesses. We also need 
to know why people buy (or don’t buy) our products and services.
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What you learn from your customers will not only reveal what is driving their deci-
sions, but you can also develop new marketing strategies as well as shape new
product development based on your findings. Let’s explore some more formal yet
simple ways that you can learn as much as possible and draw more value from the
BCMC experience. 

Establish an Objective
The first thing to determine is your knowledge objective for BCMC. Do you need
to test a new product concept? Create a strategy to strengthen your full range of
product line sales? Identify market trends? Whatever the case, first define your goal
and then choose a means for obtaining the information you need.

Quantity vs. Quality
There are two main approaches that you can take. The first is quantitative—num-
bers-based—and draws conclusions about a group based on the most common
answers. The results are used for evaluation and can measure product satisfaction
and performance as well as customer attitudes and behaviors. The results are pro-
portionate to the total population, so it can be used to decide if one product or con-
cept is better than another.

The most popular means of quantitative research is a survey. The best surveys are
brief and ask questions that are targeted to deliver the specific responses you seek
to improve your business or product. 

Surveys can be conducted on paper, a laptop computer or with a “lead retrieval
system” available for rental at the show. This scanner makes it effortless to follow
up with contacts by organizing and delivering the contact information of leads,
prospects and customers who stopped by your booth. 

The second kind of market research that you might conduct is qualitative, which
involves in-depth discussions with prospects in your booth. Questions build on
previous responses, providing in-depth insight to your customers’ viewpoints.
Qualitative research can generate new ideas, help with decision making and aid in
initial learning about a new concept/product. Stan Axsmith of Panels Plus says,
“Our best ideas for new products come from this show because customers give us
information on what they need to accomplish their goals.” 

This can also be as simple as engaging attendees who stop by your booth in a con-
versation where detailed responses on their satisfaction, expectations and interests
are given. “[BCMC] allows us to hear exactly what the customers’ new needs and
concerns are,” said Blake Bailey, BOSS Tiedowns & Strapping. The feedback you
receive can help you to better understand your customer and exactly they are look-
ing for. 

Conclusion
When there is something you want to know about your market, or if there is input
that could help you in making a decision, don’t forget to consider focused market
research at BCMC as a useful tool to help you achieve your objectives. Whether
you are looking to measure product awareness, establish customer profiles, deter-
mine market share or generate new ideas, knowledge gained at this show will help
you reach better conclusions.  SBC

BCMC 2007 will be held October 3-5 in Columbus, OH. For more information about exhibiting at
this year’s show, go to www.bcmcshow.com.

Loyal Attendee*: Daryl Blevins

Company: Truline Truss, Inc., Sparta, NC

SBC: When was the first BCMC that you attended?

D.B.: It was the 2000 BCMC in Milwaukee.

SBC: In your opinion what sets BCMC apart from other trade shows?

D.B.: It’s a very focused tradeshow, not broad spectrum like other tradeshows can be.

SBC: What is the value of attending BCMC?

D.B.: You can shop for what you need and what you are looking for at the time in person,
not through videos and brochures.

SBC: What is your favorite part of BCMC?

D.B.: The best part of BCMC is the networking with other companies and seeing what they are
doing. It’s about developing relationships and getting outside the realm of my area.

SBC: How do you prepare for the show? 

D.B.: We usually go with a predefined agenda of things that we are interested in. I make
sure to take a look at new products or upgrades, and then I visit other booths where
I know people.

SBC: Why should other component manufacturers attend? What do you want fellow CMs
to know about the show? 

D.B.: It doesn’t matter how long you’ve been in the business, you can always learn some-
thing and pick up something new. Lots of networking goes on there, and the show
floor shows everything that you can’t see in the books, plus you have someone to
answer your questions so that you don’t have to play phone tag. The sessions are
great because they aren’t rehearsed. The presenters are people who have worked or
work in the industry and can answer the questions that you have.

*The BCMC Loyal Attendee Program rewards attendees and their companies for support-
ing the show. Here's how to qualify. 

To qualify for the Company Program:

• Your company has to have sent at least one person to BCMC for each of the last five
years (2002 - 2006) and must be a component manufacturer member of WTCA.

• One pin will be given to the owner, president or other representative from your company.

To qualify for the Individual Program:

• You must have attended BCMC five out of the last seven years (2000 - 2006) and BCMC
2006. Your company must be a component manufacturer member of WTCA.

Companies and individuals who qualify as Loyal Attendees will receive perks at BCMC
2007 in Columbus. Perks include extra tickets for prize drawings, discounts on WTCA pub-
lications and a commemorative pin.

We believe in long term relationships!
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Dear Reader:
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The mission of Structural Building Components Magazine (SBC) is to increase the knowledge of
andto promote the common interests of those engaged in manufacturing and distributing of struc-
turalbuilding components to ensure growth and continuity, and to be the information conduit by
stayingabreast of leading-edge issues. SBC will take a leadership role on behalf of the component
industryin disseminating technical and marketplace information, and will maintain advisory commit-
tees consisting of the most knowledgeable professionals in the industry. The opinions expressed in
SBC are those of the authors and those quoted solely, and are not necessarily the opinions of any 
affiliated association (WTCA) .
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