
2015 INDUSTRY AWARDS

Passion to Succeed

T
he TGA Award 
is our industry’s 
official recogni-
tion of individual 
achievement, a 
public acknowl-
edgement of suc-
cess. And this 
year’s recipient, 
David Bieber, has 
enjoyed a lot of 

success over a 44-year career in the 
travel goods business. Jack Holodnicki, 
Olivet president and TGA Board mem-
ber, probably summed it up best in 
Bieber’s TGA Award tribute video: “A lot 
of guys can be successful one time, but 
what’s special about Dave is he’s been 
able to reinvent it over and over again.” 

Watching this year’s video, which 
was shown at TGA’s Awards Ceremony 
(and which you can view at www.vimeo.
com/122649021), it was uncanny how so 
many people – former bosses, co-work-
ers, competitors and friends – used the 
same word to describe Bieber: passion. 
Mike Allen, a rep for DELSEY, related: “I 
went to his house one time, and on the 
wall there’s a picture of his family, when 
his kids were little, and his kids were set 
in luggage for the picture. So yeah, he’s 
got true passion for the industry.”

When you talk with David Bieber, 
it’s apparent he’s very smart. And he’s 
very precise. “I have a lot of passion for 
the industry and my work and my integ-
rity,” he said, responding to the obser-
vation that everyone described him as 
passionate. “But employees, people who 
work with me, who I work for, they’ll 
say I’m completely dedicated. And that’s 
different from passion.” It’s a fine line 
separating passion from dedication, 
but it’s fine-line detail that often sepa-
rates the great from the very good, and 
Bieber is remarkably detail-sensitive.

The Magic of the Bell
“I was 16. One of my first jobs 

was working for a department store, 
G. Fox & Co. in New England, and 
luggage was one of the departments I 
had,” Bieber remembers. “I very quickly 

learned luggage, sporting goods, house-
wares, records, outdoor. I became an 
assistant manager pretty quickly, while 
working full time, and attending college 
full time.”

Bieber studied psychology, with a 

concentration in behavior modification. 
“When I was first going to school I 
wanted to be a psychologist, for a lot of 
different reasons, but mostly because it’s 
fascinating, this ability to help people. 

TGA Award Profile: David Bieber By Garrett Lai

One of the Christmas cards sent out by Atlantic to all its customers, during Bieber’s tenure, 
with the three Bieber children posed inside Atlantic luggage.

Former TGA Board member David Bieber (center) receives this year’s TGA Award, the indus-
try’s most prestigious honor, for his many years of success in the travel goods industry. On 
hand to honor Bieber are Cliff Ensley (right), chair of the TGA Board of Directors, and Scott 
Kosmin (left), chair elect.

Cont inued on page 52
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To be able to say, ‘This person had this 
problem, and now this person doesn’t.’ 
It’s awesome, that you can actually 
impact somebody’s life in a positive way. 
Even today, I read anything medical, 
anything psychology-oriented.”

“But what happened is I graduated 
college, and my store manager said, 
‘David, you’ve got to do retail.’ And I 
loved retail. Back then we had cash reg-
isters, and the last thing you’d do would 
make a bell ring. I used to love hearing 
that bell go off. If I designed a cash 
register, it would have a bell. It’d be elec-
tronic, but there’d definitely be a bell.”

So Bieber stayed in retail. “They 
put me in the main store, 15 miles 
away from the one I was at. I was a 
junior assistant buyer of luggage and 
electronics. I did that for a fairly short 
time, and then I was moved back to the 

branch I came from.”
“The first thing I did was set up 

an appointment with the buyers, and I 
asked how much advertising they were 
going to spend in Enfield (Connecticut). 
Advertising was important because it 
was something I had control over, and 
it would be for the local customer. The 
luggage business built up, we grew huge 
in sporting goods and housewares, and 
it was based on the ads in our area 
newspaper.”

“Then I became a buyer. I think I did 
a good job. I don’t think I did a great job. 
I was okay.” And then fate took a hand, 
changing Bieber’s career trajectory.

Leaving Retail
“Samsonite was coming to give a 

big presentation, and the day before 
they came in one of their New York reps 
passed from a heart attack. Their local 

rep wanted that territory. So they inter-
viewed me and offered me the job of 
local rep, and all this took place four feet 
away from my boss, who didn’t know 
what was going on. I accepted, and my 
biggest nervousness was wondering if G. 
Fox would retaliate and not do any busi-
ness with Samsonite. Samsonite was 
willing to take that risk, and they weren’t 
the big vendor at G. Fox – American 
Tourister was the big one (Editor’s note: 
Samsonite and American Tourister 
weren’t affiliated at the time).

“I started with Samsonite in 1981, 
and did that for a little over five years. 
Samsonite moved me to Texas, and it 
was a big, big territory but I was unhap-
py there. Then American Tourister got 
me, and moved me back. That’s where 
I worked under John Pulichino, and 
learned all that stuff.”

“All that stuff” left a very deep 
impression on Bieber, who called 
Pulichino his mentor in his award 
acceptance speech, saying, “I learned 
more from this man about business 
than any one person has ever taught 
me. I would go out of my way, using any 
means available, just to be around him, 
so a little of his brilliance would rub off 
on me each time.”

The biggest perk, according to 
Bieber, was being on Pulichino’s staff 
as a direct-report. And that, in turn, let 
Bieber show off some of his own bril-
liance. “We’d take a private jet to the 
parent company for meetings,” Bieber 
recalls. “John said, ‘I want you to come 
to this meeting. I’ll do the talking, you 
set up the product.’ We had a company 
newspaper, and our parent company 
had a sign division that was featured in 
it. So when the driver picked me up at 
the airport I asked if he could take me 
to the sign shop. I gave them eight signs 
to do for the eight new groups, so every 
product had a small display: tablecloth 
on the table, with a sign explaining 
what it was all about. John walked in 
and was completely floored, asking, 
‘How did you get these signs?’ I told him 
I went to the sign shop. ‘I read about it 
in the company paper a couple months 
ago, and remembered it.’ I guess I’m 
kind of resourceful. I was much more 
aggressive, more assertive, when I was 
younger. I think a lot of success is 
about being resourceful. There’s always 
a solution in front of you, you just have 
to find it.”

Towards the end of his time at 

“I still have my first paycheck, I think I made 
$1.65 an hour. Every now and then I look 
at it to motivate myself,” says Bieber of this 
pay stub.

Bieber wearing a 
captain’s hat given 

to him by his  
appreciative staff 

at his retirement, in 
recognition of his 

leadership.

The Bieber family, proud parents and sons, on the occasion of a surprise retirement party for 
David. Back row from left: Ryan, David and Brendon. Front row: Eric and Cheri.

Cont inued from page 51
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American Tourister, Bieber was being 
courted by Atlantic. He turned them 
down, but they kept coming back and 
eventually the deal became too good 
to pass up. “It was a very hard thing to 
do, and I was very emotional,” Bieber 
remembers. “I had enough friends left 
at American Tourister that I knew what 
was being said about me, I’d hear things 
like, ‘We had a meeting today, John 
(Pulichino) was making fun of you 
saying you went to a company that’s 
going out of business.’ Two years later, 
someone called to say, ‘Oh my God, we 
just had a meeting and John said David 
turned that whole company around and 
what the hell’s wrong with us?’”

During his 5-year stint at Atlantic, 
the company went from being a $17 
million business to about $70 million. 
After he left, Bieber started and sold a 
luggage company before getting picked 
up by DELSEY.

The DELSEY Years
“I think they’d heard about me from 

John Pulichino. He’d left American 
Tourister then, and had started his own 
business,” says Bieber. “When I accept-
ed the job I was told by the owner, 
‘Move the business closer to your home, 
make it easy on yourself.’” The lease was 
coming due on DELSEY’s Baltimore, 
Maryland headquarters – hundreds of 
miles from Bieber’s home in Rhode 
Island, where he’d lived since 1986. But 
Bieber began thinking about it. “Here 
was this company doing very little busi-
ness, losing money every year, that was 
so fragile. And I thought about what 
makes a company, and gives it its cul-
ture and personality. It’s the people. And 
I just knew, moving this company could 
break it. So I renegotiated the lease, 
made my alliance with the employees I 
thought would take this company to the 
next level, and the rest is history.”

Until now, Bieber’s career arc con-
sisted of 5-year stages at various compa-
nies. But at DELSEY he found a home, 
where he remained for 15 years. Which 
means he commuted for 15 years, hop-
ping a one-hour flight to Baltimore on 
Monday, returning Thursday night to 
work from home Friday, giving him 
three days at home with his wife Cheri, 
and his three children Eric, Brendon 
and Ryan.

When asked to account for his suc-
cess at DELSEY, Bieber replies, “I think 
I dotted my i’s and crossed my t’s. We 

came up with product the consumer 
was looking for. I used to tell people, 
when I was in my young 20s, ‘It’s a 
simple business, not an easy business.’ 
I’m a really good salesman, but cer-
tainly in this industry there’s a lot better 
than I am. I’m a pretty good marketer, 
but in this industry there’s a lot better 
than me. I’m a pretty good product 
development person, but there’s a lot, 
a lot, better than me. I’m pretty good 
at business, at finance. But there’s no 
one person who can put it all together 
like I can. It’s not because I’m super 
smart, but because all these companies 
have conflicting departments, where it’s 
more important to fight for who gets to 
the coffee pot first, not what works for 
the consumer. I focus on that.”

Was there a particular product at 
DELSEY that exemplified success? “Oh 
yeah, oh yeah,” he responds immedi-
ately. “Helium 100, Helium 200, Helium 
300. Helium is a name DELSEY owned 
many years ago but had stopped using. 
It’s synonymous with light weight. And 
we had a good, better, best proposition. 
Helium 100 was a huge, huge success. 
We used some new technology, the 
logo made it look like the whole case 
was light, it was see-through. That was 
groundbreaking.”

“DELSEY had 
always been a hardside 
brand, that was tradi-
tionally less than 5% of 
the market in America. 
Now hardside is basi-
cally lighter than 
softside. It’s more 
colorful, there are so 
many more things 
you can do with it. 
We always did hard-
side, we pounded on 

the hardside, harder and harder and 
harder, and got more innovative with it. 
DELSEY may be the leading hardside 
brand. I don’t have the statistics to say 
that with 100% confidence, but it’s up 
there. And there’s a line called Shadow 
that’s completely awesome, the numbers 
on that are completely insane.”

So what does the future hold for 
Bieber, newly retired from DELSEY? “I 
don’t know,” he says. The wistfulness in 
his voice, as he says it, is reminiscent of 
how he opened his acceptance speech 
for the TGA Award: “All I ever did is 
what I love to do.” And that pretty much 
says it all. This is a man who’s going to 
miss going to work.

When asked what the future holds 
for the industry, Bieber says, “I think 
it’s completely on the leaders of these 
companies and where they bring it. 
This industry performs a lot of R&D 
– research and duplicate. I don’t think 
it’s a horrible thing. If you knock some-
body off to a T, of course it’s a horrible 
thing. But a few companies do incred-
ible things, like Bob Plath did with the 
Rollaboard® at Travelpro, and that was 
obviously duplicated. But the key is he 
gave people a reason to buy. You always 
have to give them a reason to buy.” And 
pursue that goal. With passion.

The Helium sub-brand was  
a game-changer for DELSEY  
in 2004. “We set up, you  
can almost say, a culture,  
with very specific controls  
on weight and size. If the  
suitcase made all the  
criteria then it could 
become a Helium product,” 
says Bieber.

 Industr y Awards cont inued on page 54
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The Product Innovation Awards:

New, Meaningful, 
Marketable

Second Place: Benga 2S Duo™
Benga, a German newcomer to The 

Show, wowed the Awards Committee 
with its 2S Duo™ polycarbonate 
hardside, and its completely different 
approach to the concept of expand-
able luggage. The 2S Duo™ looks like 
a standard 4-wheeler in shiny Bayer 
Makrolon® polycarbonate with YKK 
zippers, Cordura fabric liner and Travel 
Sentry TSA lock; but here’s the magical 
difference: It can be split into two full-
featured, 2-wheeled hardside/softside 
cases, each with the same volume as 
the original hardside. The company 
envisions this being popular with busi-
ness travelers with asymmetric luggage 
needs (like carrying samples on the 

outbound or return legs of a journey), 
or couples who travel together but may 
take the occasional detour alone.

Third Place: Buddy Pouch
Buddy Pouch is a clever belt-free 

waist pack that works with any cloth-
ing with a waistband (pants, shorts, 
skirts). It consists of two pockets that 
are joined at the top, like an A-frame, 
and you wear it by slipping the inner 
pocket inside your waistband, with the 
outer pocket draped outside. Powerful 
magnets sewn into the pockets hold 
them securely together, sandwiching 
your clothing. It’s not only more discreet 
than a standard, belted waist pack, but 
carries better, too, since the magnets 

In the words of Awards Committee Chair Robert Dodson, the Product Innovation Awards are about prod-
ucts “That are new. That are different. But are also meaningful and marketable.” In other words, they need 
to be problem-solving solutions for travelers.

With nearly 300 exhibitors at The 2015 International Travel Goods Show, this year’s Product Innovation 
field was the biggest ever. More than 120 items were vying to be recognized for bringing a new solution 
to market, which means the winners had to really be extraordinary to stand out. Here’s who managed to 
break out of the pack and grab the Awards Committee’s attention (for more about the selection process, 
visit www.vimeo.com/122649021).

First Place: LugLoc
LugLoc applies technology to the 

nightmare problem of lost luggage, with 
a cell phone-sized tracker that slips into 
your luggage and uses GSM cell tower 
triangulation to determine its location. 
The developers chose cell location over 
GPS because satellite signals may not 
penetrate deeply into a building (for 
example, an airport baggage handling 
area), but there’s plenty of cell cover-
age in airports so it’s more reliable for 
this application. The device reports its 
location to your iOS or Android smart  
device (a Windows version is in the  
works), and has a 15-day battery life. It 
won’t prevent misrouted luggage, but at 
least you’ll always know its whereabouts.

New exhibitor Julie Bradfield 
receives third place in the Product 
Innovation Awards for the  
Buddy Pouch, a well received 
and versatile accessory pouch, 
from chair of the TGA Awards 
Committee Robert Dodson.

Benga’s 2S Duo™, a 2-in-1 rollerboard, 
nabbed second place in the Product 
Innovation Awards, presented by TGA 
Awards Committee Chair Robert Dodson. 
Receiving the award is North American 
Sales Manager Roxana Garcia and Andreas 
Giannakou, CEO of Benga International. 

LugLoc’s team swarms the stage to accept their first place 
Product Innovation Award from TGA Awards Committee 
Chair Robert Dodson. Congratulations to 
COO Carlos Esnal, Director Max Keglevich, President 
Nicolas Keglevich, Business Development Manager 
Ignacio Giusiano, Technology Head Ignacio Tabo, and 
Office Manager Daniela Pomares.
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prevent the outer pocket from bouncing 
up and down, making it extremely pop-
ular for running and other active pur-
suits. It’s slender, low-profile, extremely 
functional and about a thousand times 
less nerdy than those old fanny packs 
everyone wore clubbing in the ’90s.

The Buzz Award:
Crowd-Sourced Favorite
The Buzz Award is The Show’s crowd-sourced 
trophy, voted on by attending retailers and 
media. It can only be awarded to brand new 
items, as the ballot is restricted to items from 
the New Products Pavilion (which was the 
biggest ever this year, at more than 120 items).

 This year’s win didn’t just go to a 
new product – it went to a brand new 
company as well. ShelfPack by McKaba 
Luggage garnered more kudos than any 
other item. Voters were intrigued by its 
unique concept – it’s a 2-wheeled roller 
that you lay on its back. Undo the zipper 
that runs around the sides and top, and 
you can pop up and erect four shelves, 
while the front of the case becomes a 
vertical, multi-pocketed organizer. Pack 
the shelves, lower them into the case, 
get to your destination, pop the shelves 
back up and you’re unpacked. It’s really 
that simple. And that novel.

Community Service 
Award:
Personally Putting Time in 
Where it Counts

This year’s TGA Community Service 
Award went to Lauri DeLaczay, of Clark 
& Mayfield, for her volunteer work at 
Father’s Heart Street Ministry in Oregon 
City, Oregon. While there were a lot of 
entries this year, the Awards Committee 
was impressed by DeLaczay’s personal 
commitment – this isn’t a donation of 
cash or goods, but personal time, and 
on a weekly basis.

Father’s Heart Street Ministry is 
a homeless refuge, a place where the 
homeless can have access to food, 
showers and basic medical care, among 
other necessities.

DeLaczay was moved to help 
because she spent her childhood 

principally in Mississippi, but also in 
Louisiana and Florida, and witnessed a 
lot of poverty growing up. She also had 
nuns for teachers, and they instilled in 
her the importance of trying to help 
and be of service, and it’s a lesson she’s 
passed on to her two daughters.

Her involvement with Father’s Heart 
began five years ago, when her daughter 
held a Christmas party and asked guests 
to bring items to donate for the minis-
try’s hygiene packs – kits given to the 
homeless containing items like shampoo, 
deodorant, toothbrushes, razors and the 
like. The goal was to gather enough 
materials to fill 30 packs. The following 
year, they wanted to do 100 packs.

Father’s Heart hosts two big din-
ners for the homeless each year, at 
Thanksgiving and Christmas, where 
they feed upwards of 300 people. 
Volunteers are asked to contribute a 
meal, and DeLaczay began by bringing 
two meals, but wishing she could do 
more. “I began challenging my friends 
on Facebook to do it with me, and 
I’d get a bunch of people to do this. I 
started calling them ‘my elves,’ and I’d 
post on Facebook, ‘So-and-so is going to 
be Elf Number Three – who else is in?’ 
and it grew from there.”

DeLaczay began volunteering week-
ly at the shelter almost by accident. She 
was dropping things off, and asked if 
they needed any help. “They were like, 
‘Yay! A live body!’ They showed me 
around the different areas, and I chose 
to work in what they call the Clothes 
Closet. I chose that because you really 
get to interact with the people – we joke 
that I’m like their personal shopper.”

It’s an impressive, humbling 
task, something DeLaczay does every 
Tuesday. She was completely taken by 
surprise by the Community Service 
Award – she didn’t even know she’d 
been nominated. And she’s setting a 
fine example, not just for the industry, 
but at home. “My oldest daughter (now 
10) just joined the National Charity 
League, which helps put volunteers 
in touch with organizations to donate 
their time.” It’s the best type of legacy 
to pass on.

Learn more about Father’s Heart 
Street Ministry and Lauri DeLaczay, 
in her own words, by viewing the 
Community Service Award presentation 
video from TGA’s Awards Ceremony: 
www.vimeo.com/122648065.

Robert Dodson, Chair of the TGA Awards 
Committee, presents the Community Service 
Award to Clark & Mayfield founder Lauri 
DeLaczay for her volunteer work at Father’s 
Heart Street Ministry in Oregon City.

Go to Seen at The Show (pages 30-49) 
in this issue for an up close look at these 
award-winning products and over 100 
other new travel goods that were on dis-
play at this year’s Show.

Buzz Award recipient Ken McKaba of 
ShelfPack by McKaba Luggage swept 
the votes from retailers and media for his 
luggage with integrated pop-up shelves, 
structured like a dresser on the go.

About five years ago, Lauri DeLaczay’s 
relationship with Father’s Heart Street 
Ministry began when her daughter began 
assembling hygiene packs for the home-
less. Today, mother and daughter – seen 
here at a recent event for Girls, Inc.’s Power 
of the Purse – continue to set an example 
by giving back.  Industr y Awards cont inued on page 56
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Michele Marini Pittenger,  
president of TGA, poses with  

HEX-ers Dan Maravilla (right) and 
Ian Gundlach (left), winners of  

the award for Best Booth in the  
200 to 300-square-foot category.  

The HEX booth featured a  
1963 VW Bus, an unmistakably 

cool hipster vibe and  
substantial street cred.

Best Booth Awards: 
Raising the Stakes
Everyone loves a good show. And in an 
effort to help improve the International Travel 
Goods experience, this year the TGA Show 
Committee made a spur of the moment deci-
sion to hold a best booth contest, recognizing 
those exhibitors who are upping the show-
manship ante and inspiring others to elevate 
their game as well.

Winners were determined by popular 
vote from among The Show’s attending retail-
ers and media, with winners to be declared in 
three different categories:

100 square feet
200-300 square feet
400-600 square feet
Voting was restricted to smaller-size 

booths because the intention was to reward 
inventiveness, as opposed to willingness to 
spend; it takes a lot more resourcefulness 
to make something awesome within a small 
footprint and correspondingly tiny budget, 
as compared with a behemoth booth and 
Hollywood blockbuster-like spending.

And here are the winners, three clever 
companies that demonstrated what their tro-
phy plaques describe as “extraordinary cre-
ativity and innovative use of display space.”

Goodwipes
First-time exhibitor (and last-min-

ute Show addition) Goodwipes lived 
up to its name by cleaning up in the 
100-square-foot category, with a fun 
showcase for its products – body wipes 
and other wipes intended for use “down 
there,” south of the beltline – by placing 

a commode prominently in front of its 
booth, with an empty toilet paper roll 
on the holder next to it.

Sam Nebel, co-founder and manag-
ing partner, explains, “We wanted to 
bring to life the situation where people 
can be using Goodwipes. So up front 
there’s the toilet, putting people in the 
situation where you’d use these (an 
empty roll also inspired Goodwipes’ 
invention). In back, we wanted to bring 
to life the situations where people could 
use Goodwipes – at the beach, commut-
ing, backpacking, camping.”

“The one thing people would always 
tell us, and we know, is it’s very hard to 
bring a new product to life and to mar-
ket when they don’t know the brand, 
or the product. So putting that empty 
toilet paper roll out there, people can 
feel that unfortunate situation, they get 
a kick out of it. It’s been working.”

HEX
This year marked the second appear-

ance of HEX at The International Travel 
Goods Show. This year they brought 
an even bigger selection of items, all of 
them giving off a sharply hipster vibe 
that resonated strongly with younger 
Show-goers, and won them the Best 
Booth award in the 200 to 300-square-
foot category. Central to their display 
was what’s officially known as a 1963 
Volkswagen Type 2 Transporter, or what 
most of us know as a VW Bus (which 
cool, in-the-know kids would call a 
Split-window, for its two-piece wind-

shield configuration).
“We have a long history with VW 

Buses that goes all the way back to our 
days as musicians,” says HEX co-found-
er Trent Valladares. “We traveled up and 
down the Sunset Strip to our gigs in a 
VW Bus, so when it came time to think 
about transportation for HEX, we really 
felt that only a vintage VW Bus would 
do. We wanted it to be an extension of 
our brand vision, and we wanted to be 
able to pull it up anywhere as a pop-up 
shop (or in this case, as a trade show 
booth), and have it speak our brand 
message instantly.”

It helped that HEX has such a strong 
sense of identity, which shaped its booth 
(or bus) design direction toward the 
youthfully hip end of the spectrum. “The 
most difficult part was finding the bus in 
the first place. There are very few panel 
buses (no rear side windows) that have 
double doors on both sides, but that’s 
what we felt was best. Much of the inte-
rior is vintage, and we kept that intact. 
We added some features and upgraded 
the roof rack,” says Valladares. “We did 
fabricate all our own floor displays to tie 
in with the bus and powder-coated them 
‘HEX Turquoise’ to match.”

“We always love the conversations 
the booth creates. It seems like every-
one has some kind of connection to a 
VW Bus – a drive to college, a road trip, 
warm memories of family vacations as 
a child. So we always love the positive 
attention and know we’ll be having 
plenty of good conversations.”

Every sale begins 
with a connection. And 
starting a good conversa-
tion is the best lead-in 
you could have. With a 
big ice-breaker like a ’63 
VW Bus in your corner, 
well, you’ve got one of the 
best conversation start-

Sam Nebel and Charlie Siciak of Goodwipes received 
the inaugural Best Booth Award in the 100-square-foot 
category, with a funny and irreverent booth that included 
a toilet (and an empty toilet paper spindle).

 Cont inued on page 58
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ers available. And judging by 
the positive response – both 
from a voting standpoint and 
a business perspective – HEX 
has a winner with its booth, 
one based on its core identity.

Playluggage
When your company is 

named Playluggage, having 
fun with the booth seems 
like an obvious decision. And 
being playful helped propel 
Playluggage to first place in 
the 400 to 600-square-foot 
ranks. “Our products are all 
about having fun while travel-
ing, so the booth had to make 
people feel fun and relaxed,” 
says Leila Tamm, general manager 
for this Estonian newcomer to The 
International Travel Goods Show.

“Everything was created by our-
selves. If you do something with pas-
sion it reflects on others, and brings 
success. The main idea for the booth 
came from the owner of the company, 

Hanno Remmel. He also wanted to cre-
ate blocks stands full of small bricks. 
We put the concept together with the 
whole team, changing it at least 10 
times before the final result. If you cre-
ate something colorful, and your prod-
ucts are also colorful, then the design 
must be carefully picked.”

“We built the booth in 
Estonia, turned it into small 
pieces and sent it to the 
U.S. The day we came and 
discovered our booth had 
arrived safely at The Show 
was my happiest day.”

“The concept worked 
very well during The Show. 
The ‘blocks’ stands with 
small bricks were fun to set 
up, especially when other 
exhibitors were watching 
how we were creating every-
thing from small pieces and 
tiny bricks. People came to 
play, and it was fun, and 
we got many good contacts 
because people couldn’t pass 
by without smiling.”

It might have been a playful booth 
focused on fun, but generating a host of 
good contacts for this first-time exhibi-
tor also means Playluggage’s booth 
made good business sense, too. And 
that’s what it means to have a good 
Show experience – to build your busi-
ness while remaining true to yourself. b
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Export Managers Brandon Allen (right) and Kadi-Liis Allen (center), 
General Manager Leila Tamm (left), and Graphic Designer Kristjan 
Luiga, all from first-time exhibitor Playluggage, celebrate their win 
in the Best Booth Contest in the 400 to 600-square-foot category. 
Playluggage woke up The Show with their innovative products and 
their kinetic street-style booth.

trigger via iOS, Android or Windows 
Phone app to make your Chipolo-
equipped item easier to find. It also 
works in reverse – shake the Chipolo, 
and your linked phone will vibrate, even 
if it’s in silent mode. The Chipolo costs 
$29.95 for one, or $49.95 for two, with 
deeper discounts the more you buy. The 
user-replaceable battery lasts six months 
(Chipolos ship with a spare battery, so 
your new Chipolo is good for a year).

HONTUS showed the Space Case 
1 for Planet Traveler USA, a two-piece 
hardside set with biometric fingerprint 
lock, self-weighing scale, GPS-enabled 
tracking, Bluetooth speaker and built-in 
power bank for charging smart devices.

Andiamo’s iQ is a hardside spin-
ner with remote lock activated via 
smartphone, built-in Wi-Fi hotspot for 
secured wireless Internet (which works 
globally when you swap out the SIM 
card for one that works in the local 
area), USB battery charger and built-in 
scale. It also alerts you if it gets out of 
Bluetooth range, or if it’s coming into 

range (helpful in baggage claim). 
Power banks are a big deal, and 

they’re becoming as commonplace as, 
well, smartphones. Last year, Urban 
Junket showed a line of eco-friendly 
bags with on-board power courtesy of 
a Joey 3,600 mAh power bank. Genius 
Pack had an on-board power bank as an 
option. And Go Travel/Design Go made 
a splash in 2014 with its flashlight-
shape 2,000 and 4,400 mAh Single and 
Twin Power Banks, but went one better 
this year with a new 2,000 mAH power 
bank in a smaller footprint than a credit 
card, and only a few millimeters thick, 
that will top off a standard-issue smart-
phone without any trouble whatsoever. 
MTM brought its brand new LEVO 
Luggage Tray with Removable Power 
Bank with 6,600 mAh capacity. And 
En Route Travelware showcased a big, 
10,000 mAh battery – almost enough to 
bring a completely depleted iPad back 
to 100%. Expect to see more of these, 
as battery prices (and cell phone power 
levels) keep dropping.

First-time exhibitor DIGIPAS USA 

showed off its eGeeTouch® electron-
ic luggage lock driven by Bluetooth-
enabled smart devices that can also be 
unlocked by a coin-size RFID key. It’s an 
OEM product, not something a consum-
er could add on – but they had booth 
traffic, so maybe there’s a smartphone-
enabled luggage lock in your future.

Even the humble luggage strap 
can’t escape the electronic revolution: 
Luggage-Mate and Enroute Travelware 
both came to The Show with locking 
luggage straps featuring built-in lug-
gage scales.

Big Three-Oh, Big Four-Oh
Maybe it’s just a coincidence, but 

2015 was a big anniversary year for 
some exhibitors. Eagle Creek and David 
King are marking 40 years in business 
this year. it luggage celebrates its 30th 
anniversary – still under the same own-
ership, and leadership, of Steve Selvi, 
who founded the company. And Travel 
Goods Showcase marks its 40th year 
covering the ins and outs of the travel 
goods industry. b
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