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No loss in translation

In June the UFI Open Seminar took place in

Thessaloniki. Each year UFI introduces more

innovative features for the format of the programme

in order to move away from the traditional Powerpoint-

led presentations. So this year we had panel

discussions, on-stage interviews, interactive voting

from the audience and matchmaking. 

Introducing new formats is never easy and especially

so where English isn’t the first language for 95 per cent

of the attendees. I have always had great admiration

for people who are prepared to stand up in front of

nearly 200 people and ask a question in their second

or third language, and this year the bravery prize must

go collectively to all the speakers who delivered

extremely professional presentations in, what was for

them, a foreign language. 

There were several highlights for me: a very honest

and pragmatic presentation from Montgomery

Exhibitions’ Sandy Angus concerning trading in

difficult markets and Simon Kimble’s portrayal of how

Clarion Events retain show launch entrepreneurialism

in a rapidly growing company, both delivered during a

panel discussion. I was also impressed by Peter

Hazelzet, a member of easyFairs advisory board and

Anna Halzner of Management Information Systems and

Services on the very relevant topic of pricing strategies

– the road to increasing turnover.

This summer has seen a number of exhibition industry events take place. Steve

Monnington of Mayfield Media Strategies looks back over two of them; the UFI

Summit in Greece and A Taste of London.

hospitality. The festival is now in its fifth year and has

become a must-attend event for serious food lovers. 

Taste has a very specific format and is a perfect

event to replicate into different cities around the world.

Traditionally, it is trade events that have been

successfully rolled out internationally as they have a

number of global exhibitors who want access to a

number of different markets. There are few notable

successes when it comes to the replication of

consumer events, until now. 

Brand Events’ Alexia Antikides is responsible for

sourcing and supporting the international partners and

she explained the plans for the coming year. “The roll-

out is very fast and 18 cities will host a Taste in

2008-2009, of which 13 are outside the UK, and we

have plans for many more in the following year”.  

One of the key elements to a brand roll-out is the

Exhibition formats must translate well to bring in the crowds

“A key element to a brand roll-out
is the support the head office
gives to each local partner” 

With temperatures in the high 300s, I briefly

discovered the city of Thessaloniki and admired the

sun setting on the Aegean Sea  with the other

participants at the picturesque dinner venue, the

Palataki – Kyvernio. 

Then it was straight to London for something

completely different: Taste of London, in Regent s Park

organised by Brand Events. Taste is a showcase of

London’s finest restaurants together with exhibitors

selling gourmet food and drink, plus wine tasting,

cookery demonstrations and lots of corporate
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