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Tips for Making the  
Most of Trade Shows

 rade shows can provide great opportunities to market your products or 
 services to large numbers of potential buyers, network with current and 
prospective customers, and find out what is happening in your industry. But 
attending conferences and conventions can also be a waste of time and money 
unless you choose the right events and prepare for the shows well in advance. 

Rather than accepting or rejecting trade show invitations as they arrive—
or simply attending the same shows every year out of habit—investigate all 
the relevant events taking place in the course of a given year, and select the 
shows that make the most sense for your business. There are many factors to 
consider, including cost of attendance, proximity, size, and the potential for 
making valuable contacts. If you are considering participating in a show you 
have never attended before, try to get some feedback on the show from others 
in the industry who have participated in the event in the past. 

If you are researching a conference or convention online, start with the 
show’s official website, but also check out blogs and industry news websites 
that mention the show. Looking at lists of attendees from past shows can give 
you some idea about the scale of the event and the types of contacts you can 
hope to make by participating. Check out the topics of the seminars and in-
formational presentations at each trade show, as well as any formal evening 
events that might provide additional chances to network.

The next step is to choose your level of participation for each show.  
Create a budget for trade show attendance, and craft a strategy for allocating 
the funds across all the shows you plan to attend. Depending upon your  
company’s resources, you may want to invest in a high-quality display that 
can be used to exhibit at a number of conventions, or develop special themes 
for each show your company attends. 

Remember, however, that the largest booths and most expensive displays 
are not necessarily the most effective. Instead of devoting a large proportion 
of your company’s resources to creating big signs with flashy graphics, you 
may, for example, choose to take along additional staff members who can 
spend time talking to clients, demonstrating products, and distributing sales 
and informational materials. Alternatively, you may wish to participate in 
some trade shows as an attendee only, forgoing the costs of buying and  
staffing exhibition space, while still taking advantage of the networking  
opportunities these events offer.
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Recruiting: Staying One Step Ahead of the Competition

 hether you run a small, 
 family-owned business or a 
large company, attracting and retain-
ing key employees is challenging in 
today’s economy. Businesses often 
compete for skilled and talented em-
ployees in the same way they com-
pete for a customer’s business. So, 
how can your business set itself apart 
with top performers?

Robust Benefit Packages

In addition to a competitive sal-
ary, most potential employees have a 
certain level of expectation concern-
ing benefit plans. When evaluating 
prospective employers, selective 
candidates may compare the core 
benefits being offered. The following 
benefits may be among their primary 
considerations:

Qualified Retirement Plan. With 
the shift away from defined benefit 
plans toward defined contribution 
plans, personal retirement sav-
ings are more important than ever, 
and the 401(k) plan has become a 
sought-after vehicle for retirement 
savings. Prospective employees often 
expect, at a minimum, that a plan 
will be offered. Plans such as the 
401(k) are enhanced with company-
matched contributions.

Health Insurance. With the Af-
fordable Care Act (ACA), many 
workers have entered the market-
place to purchase their own health 
insurance. For this reason, employer-
sponsored health insurance, may still 
be considered an important employ-
ee benefit. Although the details and 
costs associated with company plans 
vary, prospective employees may 
place a high value on the availability 
of an employer-sponsored plan when 
conducting their job search.

w

Paid Time Off. As employees 
seek work-life balance, the amount 
of vacation and personal time offered 
by an employer is often an important 
consideration. In fact, many individu-
als value the amount of vacation and 
personal time available to them, even 
if they fail to use it all on an annual 
basis.

Flexibility. The change in work-
place demographics and technological 
advances have resulted in the need for 
greater flexibility on the job. There-
fore, it is important for businesses to 
recognize these trends and modify 
policies for flexible work schedules,  
as appropriate.

Work Environment. The work-
place atmosphere can also be a major 
factor in employee satisfaction. Pro-
spective employees may be looking at 
stress levels, communication styles, 
and the workload. 

Selective Benefits

In some cases, Internal Revenue 
Service (IRS) anti-discrimination rules 
limit the benefits received by highly-
compensated key employees. For 
executive-level employees, there are 
additional benefits that can be offered. 
The availability of these selective bene- 
fits can distinguish one employer  
from another. 

Executive Bonus Plan. An em-
ployer may offer key employees a 
compensation bonus to be used for 
paying the premium on a life insur-
ance policy. If an employee owns 
the policy, the bonus amount can be 
a deductible business expense for the 
employer. The employee must claim 
the annual bonus on his or her tax 
return as ordinary income. Any death 
benefit paid to the employee’s estate 
or beneficiary is generally income-tax 
free.

Disability Income Insurance. 
For a highly-compensated employee, 
a group disability insurance plan 
may provide only a limited amount 
of coverage for sustaining an illness 
or injury that prevents him or her 
from working for a length of time. 
To supplement this coverage, an em-
ployer may offer additional, individual 
disability income insurance.

Voluntary Benefits. Through a 
voluntary benefit plan, an employer 
can offer a menu of benefit options in 
addition to existing core benefits. Em-
ployees choose the benefits that meet 
their respective needs and pay for 
them through payroll deductions, as 
defined by the specific plan. Because 
voluntary benefit plans are offered in 
a group setting, costs are generally 
more affordable than if an employee 
were to purchase similar benefits 
individually. 

Business owners are realizing that 
a competitive salary is no longer the 
only factor sought by highly skilled 
employees in today’s tight job market. 
Just as you shop for key employees, 
they shop for the employer that offers 
the best combination of salary and 
benefits for their specific needs. There-
fore, you may want to consider creat-
ing a benefits package that keeps you 
one step ahead of the competition. 
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Many	trade	show	exhibitors	try	
to attract visitors to their booths by 
offering special promotions or give-
aways of products or promotional 
items. If you decide to distribute 
small gifts, choose items that prom-
inently display your company name 
and contact details, and that people 
are likely to keep in their offices, 
such as pens, note pads, mouse 
pads, or stress balls. You may also 
want to reserve some premium gifts 
for large customers. Any contests 
or giveaways should be designed to 
draw attention to your company’s 
products and brand, not just to cre-
ate a spectacle. 

Once you have settled on a con-
ference schedule, publicize your 
attendance and let people know 
where they can find you by posting 
the information on your website 
and sending out a mailing. When 
talking on the phone to long-
distance contacts, don’t forget to 
ask if they will be attending a show. 
Whenever possible, set up appoint-
ments to meet with clients well in 
advance of attendance. Invite par-
ticularly important clients to meet 
you for a meal or cocktails, or at 
your hotel suite.

If you are launching a new 
product or making an announce-
ment at a trade show, contact in 
advance any trade press writers or 
editors who might be interested in 
reporting the news or interviewing 
a representative of your company. 
The trade show organizers should 
be able to provide you with a list 
of media likely to be in attendance, 
and how to contact them after the 
conference has begun. Even if you 
have no news to announce, find 
some time during the show to 

tips for making the most of trade shows
continued from page one

network with members of the media 
who may be interested in covering 
your company in the future. Have 
a press kit available for distribution 
with information about your firm and 
pictures that the media can use.

Try to get to shows early to allow 
plenty of time to set up the exhibit 
and discuss schedules with staffers for 
manning the booth and meeting with 
clients. If the people staffing your 
booth were hired for the event, make 
sure they have been properly coached 
and know what they are expected 
to say to prospective customers who 
stop at the booth for information. 

While the pace at a trade show 
can be busy, take some time out from 
meetings with clients to walk around 
the exhibition halls and look at the 
other displays. The booths of your 
competitors can provide you with 
information about their products and 
marketing strategies, and may give 
you some ideas for your own busi-
ness.  

If you decide to attend a number 
of trade shows in distant locations, 
consider ways to manage your firm’s 
travel costs. When possible, book 

flights to maximize the number of 
frequent flyer miles accrued. When 
reserving rooms, don’t restrict your-
self to the hotels recommended by 
the convention organizers. You may 
be able to negotiate a bulk rate dis-
count with chains that have hotels in 
locations convenient to several of the 
trade shows your firm is attending.  

Following up on contacts made 
in the course of a trade show can 
help you close some additional 
sales. When you return from a trade 
show, meet with all staff members 
who attended to discuss what leads 
have been generated and how best 
to follow up with each prospect. 
Make	sure	that	any	business	cards	
and other contact information that 
were collected in the course of the 
show are filed or entered into your 
contact management system. Call up 
any important clients you met with 
during the event and thank them for 
their time, or send them an e-mail or 
thank you note. These small courte-
sies increase the likelihood that cus-
tomers and prospects will be pleased 
to discuss business with you again at 
future events.  



 
The information contained in this newsletter is not intended as tax, legal, or financial advice, and it may not be relied  
on for the purpose of avoiding any Federal tax penalties. You are encouraged to seek such advice from your professional 
advisors. The content is derived from sources believed to be accurate. Neither the information presented nor any opinion  
expressed constitutes a solicitation for any insurance or financial product.

Financial Business Edge is written and published by Liberty Publishing to help keep you up-to-date on the issues which may affect your financial well-
being. The opinions voiced in this material are for general information only and are not intended to provide specific advice or recommendations for any 
individual. For specific advice on how to apply this information to your particular circumstances, you should contact your insurance, legal, tax, or financial 
professional. 
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Understanding Creditor Protection with FLPs

t he family limited partnership 
 (FLP) has been touted as a pow-
erful tool for estate planning and 
for managing and protecting family 
wealth. One of its major benefits—
increased creditor protection—has 
been emphasized with, perhaps, too 
little attention given to the potential 
complications that could arise.

In theory, assets that may otherwise 
be attractive to a creditor may become 
unattractive once transferred to an 
FLP. After the transfer, the limited 
partners own partnership interests 
rather than the specific assets them-
selves. 

Under many state partnership 
laws (which incorporate Section 703 
of the Revised Uniform Limited Part-
nership Act), the only remedy gener-
ally available to a creditor against a 
partnership interest is in the form 
of a “charging order” by a court. A 
charging order is considered a limited 
remedy, in that the creditor’s interest 
against a partner is limited to distri-
butions of income or principal made 
from the partnership and not to the 
partnership interest itself.

Consequently, the creditor does 
not obtain any right to influence the 
operation of the partnership. Further-
more, since the general partner, who 
is a family member, determines the 
timing and amount of distributions, 
the creditor’s ability to gain satisfac-
tion under a judgment can effectively 
be blocked. The ultimate deterrent 
for a “judgment creditor” is that,  

by obtaining a charging order, the 
creditor risks receiving “phantom” 
taxable income. The creditor may 
be treated as being the owner of a 
portion of a partnership interest for 
income tax purposes and must there-
fore pay income tax on his share of 
the partnership income, even though 
he or she may not receive an income 
distribution. 

•	 If	a	court	deems	the	creation	of	 
the FLP was for the sole purpose  
of protecting assets, it may not 
limit the creditor’s remedy to a 
charging order. 

•	 If	the	general	partner	is	a	corpora-
tion, a judgment creditor of that 
corporation may indirectly gain 
control of the FLP by gaining  
control of the corporate general 
partner.

•	 Most	state	partnership	laws	allow	
that an event causing the with-
drawal of a sole general partner 
could result in the FLP being  
dissolved, allowing access to  
distributed partnership assets  
by a judgment creditor.

•	 Should	a	limited	partner	grant	a	
security interest obtained under 
the Uniform Commercial Code to a 
creditor, the creditor could obtain 
the partner’s ownership interest in 
the partnership.

The family limited partnership has 
become particularly popular as a tool 
for managing family enterprises. An 
estate owner can give away limited 
partnership shares, possibly reducing 
the size of his or her estate for estate 
tax purposes, while retaining control of 
the operation of the business. However, 
the overly aggressive use of FLPs could 
lead to undesirable results that may 
potentially undermine an individual’s 
overall planning objectives. As with all 
important business decisions, be sure 
to consult your professional advisors 
about your unique circumstances. 

Not So Fast. . .

While this mechanism does pro-
vide significant asset protection, it 
would be unrealistic to think the 
creditor protection feature of an FLP 
is absolute. Here are some possible 
situations to consider in which the 
asset protection benefit could be 
compromised:

•	 If	assets	placed	within	the	FLP	
have inherent liabilities associated 
with them, they could generate a 
liability within the family limited 
partnership, thereby subjecting 
partnership assets to the claims of 
creditors.


