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How this Duo is Keeping
Cosmoprof Dynamic

Despite a crowded market with numerous regional and national
competitors, Cosmoprof North America (CPNA) has quickly made
its mark in the beauty industry since its launch in 2002. The 2013
show, which ranked No. 94 on the 7SE Gold 100, spanned 198,271
net square feet of exhibit space and drew 26,000+ attendees.

Led by Eric Horn, CMP, show director for CPNA and associate
executive director of business development for the PBA, and
Daniela Ciocan, director of marketing for CPNA, the show
continuously tests new marketing concepts and special programs
that are new to the trade show industry.

In fact, Ciocan won The Marketing Genius Grand Award from
Trade Show Executive in 2013 for creating some unique programs
— like Discover Beauty, Live TV Open-See, and the Boutique
Sampling Bar — that others are now emulating. The 2012 CPNA
earned a spot on the Trade Show Executive Fastest 50, growing
exhibiting companies by 12.3% from 2011 to 2012.

Both Eric and Daniela are clearly passionate about the beauty
industry and driven to lead change and innovation at their event.
Eric has steered the association and its events through a major
transformation and rebranding effort since joining the organization
in 1995. Daniela brings her expertise as a successful marketer
with deep connections in the beauty industry to CPNA, and many
entrepreneurs have her to thank for helping them to launch and
grow their businesses to become multi-million-dallar beauty brands
that can found on the shelves of Sephora or seen on QVC.

As the show ramps up for its 12th edition in July, Eric and
Daniela are busy getting ready to produce what will likely be the
largest event in the show's history. They recently took time out
of their schedules to discuss some of the innovative ideas they
have tested and successfully implemented, serving as a source
of inspiration for 7SE readers.

editor-al-large
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DANICA: Launched in 2002, Cosmoprof
North America (CPNA) produced its
largest show in 2013. Last year’s
show ranked No. 94 on the Trade Show
Executive Gold 100. What has made
the show so successful so quickly?
CPNA was born out of the former
Beauty and Barber Supply Institute Trade
Show (BBSI) which was launched in
1904. At its most recent show in 2001,
the show spanned 140,000 net square
feet of exhibit space and drew 7,500
attendees. The BBSI show had been very
successful, and we had a strong base of
exhibitors and attendees that represented
the distributors in the beauty industry.
We incorporated the BBSI show into the
launch of Cosmoprof North America, so
we started out of the gate with a good
portion of the show already in existence.
My background and area of
expertise is in the beauty industry. Before
joining CPNA eight years ago, I oversaw
the brand management for a luxury spec-
ialty beauty product. So from my perspec-
tive, I think the reason the show has been

so successful is because we have so many
programs that specifically respond to the
needs of the beauty industry. We have
created a lot of value-added options that
exhibitors can tap into. For attendees,

it’s cost-effective to attend one event that
represents all sectors of the industry under
one roof. That’s unique in the U.S. market.

DANICA: Tell us about the
transformation and rebranding
of the association and show.

The branding is ongoing. Old
habits die hard, and you will still hear
some of the long-time exhibitors and
attendees call it the BBSI show. BBS! was
built on distributors only, but today the
Professional Beauty Association (PBA)
represents manufacturers, distributors,
major salon owners and salon profession-
als. In the beauty industry, the manufac-
turer sells to the distributor who sells
to the salon owner who sells to the hair-
stylist. CPNA serves the entire chain
of distribution and is the largest true
B-to-B beauty show in North America.
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Ever-Changing Looks. The marketing strategy for Cosmoprof is rarely the same each year. (L-R)

Daniella Ciocan, Eric Horn and Paolo Landi, the show's PR director, keep the approach as fresh as

the Spring's latest hair styles.
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DANICA: CPNA is produced by North
American Beauty Events LLC, a joint
venture between PBA and BolognaFiere
Group, a leading trade show organizer
based in Italy with an impressive port-
folio of 80 exhibitions. How and when
did your joint venture with BolognaFiere
come about?

It’s a funny story. Costnoprof
Bologna has always been known as the
flagship show for the beauty industry
worldwide, and it’s the show that every-
one in our industry emulates. Cosmoprof
Bologna attracts 193,842 attendees over
four days and features more than 2,390
exhibitors from 69 countries and 90,000
net square meters of exhibit space (about
968,742 nsf) in 36 different buildings.

I had never been to the show, so in 2001,
our executive director, two board mem-
bers and myself flew to Italy to see it for
ourselves. When we walked the show we
were impressed. On a whim, we went to
the show management office to see if they
would be interested in producing a show
in the U.S. As we were walking up the
stairs to the office, a peer in the industry
was coming out. We met with the owner
who told us he was interested in launch-
ing a show in the U.S. market and was
already meeting with potential partners.
Immediately, we went into sales mode

to convince him that BBSI would be the
best partner. Two weeks later, he called
to say they wanted to partner. Then we
had to convince our board. After months
of negotiations, we signed a joint venture
agreement with a 50-50 split. To this day,
I still wonder where we would be if that
trip didn’t take place. I wish I had a more
strategic story to tell, but I think it was fate.

DANICA: What role is played

by BolognaFiere and PBA?
BolognaFiere handles sales

outside of North America, and overall

event marketing, advertising, special

events and attendance promotion.

PBA oversees the show management

and operations, as well as exhibit sales in

North America. The process usually goes

this way: I conceptualize the ideas and

get the industry’s support and endorse-

ment. Once I receive confirmation from

all parties involved, I hand it over to Eric



and his team who then implements the
logistics on the show floor. We really
have a ying-and-yang relationship.

We don’t work in a silo, and that’s
what makes the partnership work so
well. Daniela doesn’t produce a single
marketing promo that doesn’t go to me
first for my opinion, and I don’t produce
anything at the show without calling and
asking her what she thinks. We’ve never
said, “That’s your job” to each other.

DANICA: How big is your team and
how is your department structured?

PBA has 31 employees who all work
on the show on site. We have two teams
— one for sales and one for operations.
There are eight staff members, including
me, who work on the event full-time.

There are eight people who
work on the event in the BolognaFiere
SoGeCos headquarters in Milan. [ am
based in Las Vegas, and I have two people
who work with me here on the event.

DANICA: What percentage of
revenue does the show generate
for the association?

PBA generates revenue from
membership and events. About 75%

of the association’s revenue comes from
the events. Our membership revenues
have been declining, and the events

are the main driver of revenue.

DANICA: Besides Cosmoprof, you
produce a number of other events.
Tell us about those.

We also produce the International
Salon & Spa Expo (ISSE), an exhibition held
in Long Beach, CA each January. In 2014,
the sold-out show featured 350 exhibitors
in 115,000 nsf and drew more than 40,000
attendees. In addition, PBA produces five
regional forums, the Distributor Executive
Conference and PBA Beauty Week, an an-
nual convention held in conjunction with
Cosmoprof. We host the North American
Hairstyling Awards, which celebrates its
25th anniversary this year.

DANICA: Tell us about the
health of the sectors you serve.

The show floor is broken
down into four pavilions, including:
Cosmetic and Personal Care (25% of
total); Packaging, Contract Manufactur-
ers, Private Label (11% of total); Spa and
Wellness (12% of total); and Professional
Hair, Nail and Tools (52% of total).

Two sectors — Professional Hair, Nail
and Tools and Cosmetics and Personal
Care — are doing phenomenally well.
The other two sectors aren’t doing as well
as we would like. In the beauty industry,
we are typically the last to feel the impact
of a recession, but we are also the last
to benefit from economic growth.

The health of the Spa and
Wellness sector is really a reflection of
what’s going on in the industry. When
the economy declined, exhibitors pulled
from the spa and wellness pavilion. We
see lots of opportunity in the packaging
sector in the coming years.

DANICA: What strategies do you
employ to sign up exhibitors and spon-
sors in the weak-performing sectors,
and on the flip side, how do you capital-
ize on those in high-growth sectors?
We buy lists to build our database,
and we partner with trade magazines

Continued on next page
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Where to BEegin? Attendees in the aisles

of Cosmoprof have a wide array of the latest
beauty products to comb through. The Boutique
Sampling Bar offers a one-stop opportunity to
get the details on some of the newest offerings.

Continued from page 43

and associations to offer education on the
show floor to attract buyers. In the pack-
aging section, we try to keep the flagship
companies involved. Exhibitors want to
be where the big companies are. On the
spa and wellness side, it’s a little more
difficult. There are not a lot of distribu-
tors who only sell spa or wellness prod-
ucts. It’s been a challenge to try to keep
that pavilion at our target level. Every
year we try to come with new ideas

to see what will stick. Stay tuned.

DANICA: CPNA hosted a live TV Open-
See for key merchants from QVC, HSN
and The Shopping Channel to meet
exhibiting companies for the first time in
2013. How did you come up with the idea
and establish these retail partnerships?
The idea came from
watching the TV show Shark Tank,
where companies pitch products to get
funding from investors. I thought why
couldn’t we invite the decision-makers
from TV shopping retailers and do the
same thing? I had done business with
some of these merchants in my former
job, so I had relationships with them.
They were already coming to the show
to look for new products. The program
would help them maximize their time
at the show and create some excitement
and buzz for exhibiting companies.
I spoke to the merchants, and they were
receptive to the idea of sitting together in
a room for three hours of live auditions.
The program was open to all exhibitors,
but the merchants chose the final list of
the exhibitors to include. QVC selected
five brands that are going on air to sell
their products, and HSN has selected
four companies. There was no fee for
exhibitors to participate.

DANICA: Daniela, you launched the
Discover Beauty Program eight years
ago, and it continues to match new beau-
ty brands with national and international
retailers. Tell us about the program.

It’s a challenge for entre-
preneurs to get retail buyers to pick up
the phone and meet with them, so this
concept addresses those issues. We select
the brands that are most innovative and
bring in specialty retailers. As part of a



package, the brands get large, beau-

tiful all white booths and eight to ten
guaranteed meetings with retailers on the
first day of the show. It’s a labor-intensive
program in terms of finding and vetting
the brands, generating PR and setting

up the meetings with retailers. There are
only so many companies we can support,
and the max is 20. Five years ago, we
added the Discover Beauty Award. At the
end of the first day, media and retailers
vote on the brand/product most likely

to succeed on a retail shelf. The winner

is unveiled during the Discover Beauty
Cocktail Award Reception, which is another
opportunity for brands to continue
networking with retailers.

DANICA: Boutique, the sampling bar
that you introduced in 2013, generated
a lot of buzz. Not only did attendees get
deluxe premium samples, but also the
show collected $10,000 in donations for
the City of Hope for diabetes research
and treatment. How did you come up
with the idea?

I'm constantly watching beau-
ty industry trends, such as the subscrip-
tion box model, which has been done so
successfully by innovators such as Birch-
box and Glossybox. I talked to Eric about
how we could bring it to life in the trade

show environment. The customized sam-
pling bar was open to all attendees during
the three days of the show. One of our
high-end packaging exhibitors HCT Pack-
aging created a custom box. We wanted
attendees to engage in this area, and they
were able to select seven samples out of 20
featured products. Exhibitors paid a fee
to participate and provided samples. In
return, they received a second spot on the
floor to showcase their brand and get leads
from buyers who received samples. At the
wrapping station, we suggested a donation
of $10. We didn’t want the donation to be
a hindrance. We gave out 5,000 boxes and
ran out of some samples.

'The design piece was a challenge
to create. We wanted it to look like a
high-end retail environment, but you
can’t just go buy that counter from Nord-
strom’s. GES did a great job of designing
the area. PBA launched a similar section,
called the Beauty Bar, at the ISSE show in
January. It sold out immediately. We put
it in an area that was viewed as undesir-
able and now that area is very desirable.

DANICA: What do you think it takes
to succeed as a show organizer?

Flexibility. I tell anyone who
works for me to forget about logic and
reasoning and don’t expect all things to
go as planned. Unexpected changes are
not inherently bad, but you have to have
the flexibility to deal with them.

We implement a lot of new

things that have never been tried in a
trade show environment and that takes
vision and creativity. You also need
organizational skills to meet deadlines,
because you can’t change the deadline.

DANICA: What’s the riskiest
business move you’ve ever made?

It was a risky move for the asso-
ciation when we opened up the show to
retailers for the first time. We thought we
might lose some people, but it’s the way
the industry is going now. It’s another
distribution channel that is evolving.

When T joined the company,
it was a risky move to launch Discover
Beauty. 1 didn’t know if we would have a

Continued on next page
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pool of innovation to bring forth every
year. Would retailers want to come again
even if they came the first year only
because of their personal relationships
with me? In the first year, [ was talking
to retailers who were not familiar with
the show. I was asking them to give me

a day of their time to sit in meetings in
Las Vegas in July. It’s nice that they now
come to the show year after year.

DANICA: Who are your sources
of inspiration or mentors?

My peers. I have a group of about
eight guys in other industries. We bounce
ideas off each other all the time. My first
mentor was Ann Havens, who was my
boss at Hyatt Hotels and Resorts when
I was a 22-year-old convention services
manager. She taught me one lesson that
I've never forgotten. Think about what
you are doing to someone else’s position
when you fail at your own job. I tell my
staff, don’t worry about what you do
unless you are worrying about how

it affects your peers, co-workers, the
board and customers.

My inspiration comes from
strong independent European profes-
sionals who came from foreign countries
and different cultures. Women such as
Arianna Huffington and Anastasia (of
Anastasia Beverly Hills) who were able
achieve international success. They also
serve as mentors to me, as I respect their
drive to succeed and their work philoso-
phies in business. Art and technology
also play a big role in my inspiration
both personally and professionally.

DANICA: What product or service
should industry service providers
create to make a show manager’s
job more efficient or successful?
Something has to be done about
drayage and the high cost of exhibiting.
Our exhibitors are fed up, and I can’t
blame them. We do everything we can
to keep the costs down, and Global Ex-
perience Specialists (GES) does also. But

World View. The Discover Beauty section at Caosmoprof specializes in new products from overseas
that have not yet hit the U.S. market. The feature also gives sales reps for foreign brands an efficient

means of making contact with U.S. buyers.
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there is only so much they can do, and
drayage costs are still exorbitant. T would
love to see the elimination of drayage or
a new pricing structure. We lose a lot of
exhibitors because of the high costs.

DANICA: Indulge in some daydreaming:
If money were no object, how would you
reinvent your show and/or the show site?
I wish Wi-Fi systems worked
well in all convention centers. We offer
free Wi-Fi at both shows, which is
sponsored by GES, but the service
doesn’t work consistently.

[ would offer premium
concierge services, especially for our key
buyers. Their time at our show is so short,
and they are so busy with appointments.
[ would love to have someone on staff who
really understands what the buyer wants
and could help them maximize their
time at our show. This requires not only a
financial investment, but also a significant
amount of time, resources and staffing.

DANICA: What does the future
hold for your shows?

Cosmoprof and PBA have many
ideas yet to be seen . . . stay tuned for new
ways that our joint venture will be pre-
senting to increase visibility and sales for
new and old exhibitors . . . we constantly
look for new and innovative paths.

The future is bright with new
initiatives. My goal is to continue to make
CPNA the industry’s leading B-to-B event,
while incorporating new and exciting con-
cepts that unite the beauty industry and
continues the success of the show. There
may be spinofts of Discover Beauty one day
in New York and Los Angeles; I feel that
the electricity of the show will carry on
past the show floor and into year-long
initiatives. For example, this year we are
unveiling a Glossybox Limited Edition Box,
which will be a valuable partnership that
will provide exhibitors consumer and
social media / PR visibility before and
after the show. We'll see . . . as I said,
the future is bright.

Reach Eric Horn at (480) 455-3431 or
eric@probeauty.com; Daniela Ciocan
at (702) 297-1060 or daniela.ciocan@
sogecosamericas.com



