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with big changes and a lot more energy 
– and Show Committee Chair David 
Lomas of Design Go was willing to 
share a glimpse of what’s to come in this 
insightfully candid and wide-ranging 
interview.

Travel Goods Showcase: Why change 
The Show? And why now?

David Lomas: Bricks and mortar 
retailers have a declining footprint, and 

THESE ARE CHALLENGING TIMES  
for trade shows of every type, in every 
conceivable market. It’s a ripple effect 
from the huge sea change taking place 
in the business landscape due to digital 
disruption and its impact on retail, not 
to mention acquisitions, mergers, con-
solidations and closures in retail, and to 
some extent, in manufacturing as well.  

The International Travel Goods 
Show is invaluable, both as a touch-
stone and a litmus test. It’s where the 
industry networks, and it’s where we 
discover the new items that will fly 
and the new trends that will shape our 
collective future. It’s our measure of 
progress, our crystal ball – essential for 
the here and now, and absolutely vital 
for the future.

Travel products have changed with 
the times and so must The Show if it’s 
not to go the way of steamer trunks and 
carpet bags.

For 2019, The Show is reinvent-
ing itself. Many changes are already 
well underway; some are still in early 
development. But what’s certain is the 
2019 edition will be an all-new Show, 
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their online competitors have an unfair 
advantage – they have no assets. Those 
retailers need to have something differ-
ent than online, or be better, or provide 
a better experience. And they’re only 

going to find that at the TGA Show.
The Show has to be relevant. It has 

to offer something. There needs to be a 
reason for the Macy’s of this world to 
come to The Show rather than feeling 
they do it because they ought to. They 
need to get an experience they can’t get 
from a catalog.

From the retailer’s point of view, 
they need more diverse and interesting 
products. They need to get visitors into 
the store, and get them to shop.

From the exhibitor’s point of view, 
we need more buyers. We’ve already 
come up with a list of potential vendors 
who could come and who already have 
their own followers in terms of buyers 
who’ll come to The Show.

Travel Goods Showcase: What’s  
guiding the changes?

David Lomas: We need to stay light 
on our feet, we need to be more adapt-
able and involve a more diverse core of 
opinion. We need a range of opinion. 
That doesn’t mean that we’re going to 
have a scattergun approach. The Board 
of Directors sat down and said, “What is 
it we’re trying to achieve?”

I set up a challenge, three proj-
ect teams made up of TGA members 
who’ve expressed an interest in help-
ing the association, and have a fresh 
perspective. Each team was given a 
mandate:

• Magi Raible of LifeGear Design 
and Moses Berger of Portmantos 
were charged with finding ways to 
increase and diversify the exhibi-
tors, to cover the full range of travel 
rather than just luggage.

• Andrew Hamilton of Antler USA 
and Neal Weinstein of Olivet 
International were tasked with how 
to improve and make more relevant 
the New Products Pavilion and its 
associated awards.

• Nate Haskell of it luggage USA and 
John Yu of Olympia USA were to 
figure out how to market The Show 
to attract more buyers, including 
millennials.

The teams reported their find-
ings at the end of July and their ideas 
were presented to the TGA Executive 
Committee, which deliberated and 
voted on which ideas to take action on, 
which was immediate.

Travel Goods Showcase: Let’s talk 
about the attendee presence. Retailer 
acquisitions and consolidations have 
thinned the buyers’ ranks. When what 
might have been four independents 
are absorbed into a conglomerate, the 
four buyers they would’ve sent to The 
Show are now represented by a single 
person. Retail closures take even 
more potential buyers out of the pool. 
What’s being done to boost atten-
dance for The Show?

David Lomas: We do need more buy-
ers, but what we really need are brave 
buyers. It is increasingly difficult for 
buyers, under pressure, to take a chance 
on new products and categories.

We’re investing more in social 
media efforts, for TGA and The Show. 
This is the television of today, especially 
for millennials, and if we want to attract 
a new audience of younger buyers we 
need a much more active, stronger pres-
ence. We need to reach them where they 
are, which in this era is social media.

We will also be mounting an adver-
tising push to target travel retailers as 
well as travel consumers. And Show 
staff has been seeking out potential new 
buyers and exhibitors from crossover 
industries like electronics, the travel/
cruise industry, apparel, lifestyle, out-
door, pet travel, baby travel and duty-
free/airport stores. More than 300 new 
companies have been added to the pros-
pect list so far, and as soon as the 2019 
Show website launches they’ll be tar-
geted by a comprehensive video promo, 
phone and email campaign.

This is going to be controversial, 
but the Executive Committee voted 
unanimously to open The Show to con-
sumers on the last day. This is an 
extremely disruptive idea, but we need 
to shake things up so we’re not just 
going about the same old business as 
usual. This is a growing trend among 
trade shows, to have a designated con-
sumer day, and it’s been quite successful 
for many segments of specialty retail. 
The consumers will have their own 
distinct badges so vendors will know 
who they are. I believe it’s going to be a 
benefit to the vendors because it gives 
us more market research on what the 

“We do need more 
buyers, but what we 
really need are brave 
buyers.”

“This is an extremely 
disruptive idea, but we 
need to shake things up 
so we’re not just going 
about the same old 
business as usual.”
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customers like. And the buyers will gain 
insight because they’ll see what people 
are picking up and looking at.

Travel Goods Showcase: What’s being 
done for retailers, specifically?

David Lomas: Everything’s being done 
for them – they’re the reason we have 
The Show. The idea of the changes is if 
we introduce more and diverse vendors 
it’ll give retailers more opportunity to 
buy stuff that’s interesting and can 
compete, giving the customer a better 
experience.

We’re going to have an educational 
component which we’ve seen work at 
other shows. We’re reviewing propos-
als from companies that coordinate 
and deliver on-site education at trade 
shows. It could be a daily panel of 
experts or keynote discussions or pop-
up learning experiences in the exhibit 
hall. TGA would have to approve the 
topics and experts, but this would be 
a no-charge service for retailers that 
could really help them back home.

For the vendors, if we can introduce 
better, different retailers, then every-
body benefits. We’re adding diversity 
to the mix.

Travel Goods Showcase: In an era 
where buyers can find information 
about anything, anywhere, on their 
phones, what’s being done to keep The 
Show relevant?

David Lomas: We need to give buyers 
an experience they won’t get anywhere 
else. We’ll be enlarging the New Products 
Pavilion and opening it up to everyone in 
2019. There will be a stage area nearby 
where NPP participants will be offered 
10-minute time slots to demonstrate 
their products, which will really help 
those vendors with more complicated 
items that aren’t intuitively understood.

There will also be an interactive 
component to the NPP, which in a way 
is an extension of the demonstration 
stage idea. It will be a special, pass-
word-protected page on The Show web-
site that buyers and media can access 
on their phones. Each item will have a 
number, and on the site exhibitors will 
be able to demonstrate their products 
with short videos or PDFs. And the 

buyers will be able to lay hands on the 
product in front of them and experience 
these features.

The product awards are going 
to change. Instead of the Product 
Innovation Awards, we’ll have three 
categories: Best Use of Technology, Best 
Design (based on practicality and func-
tionality), and Most Eco-friendly. We 
need to have awards that are relevant 
and that pick up innovation that is 
relevant to our industry and not just 
highlight the latest gimmicks. There is a 
place for gimmicks – who knew sticking 
wheels on a carry-on would revolution-
ize the industry? That was a gimmick 
but it became relevant.

Last year’s Launch Pods were a 
success and we’ll have more of them. 
The idea is to try and expand those 
exhibitors into slightly bigger booths 
as well. We need to nurture new-
bies because they’re the future of the 
industry. We need to help them grow, 
especially if they have something that’s 
worth selling.

Travel Goods Showcase: In your  
opinion, what’s going to be the most 
obvious change when we first lay eyes 
on The 2019 Show?

David Lomas: It won’t be your eyes 
that see the difference but your ears. 
We’re going to permit something new 
at The Show this year: sound. I was at 
an outdoor show in Munich looking 
for inspiration for our booth. What 

interested me was a video for some 
kind of new clip system for skis, and it 
showed someone’s feet as they climbed 
up a hill in the snow, accompanied by 
the sound of the snow crunching under 
their boots. It then showed a side view 
of the boots being fitted onto the skis, 
and you could hear the audible Click! 
as they connected. The final shot was 
the user skiing down the slope accom-
panied by the swooshing sound of the 
skis through the snow. The soundtrack 
brought the whole thing alive and made 
me think we could introduce sounds 
into our booths at The International 
Travel Goods Show, to improve the 
experience and add some energy and 
another dimension to The Show.

I said sound, not noise. We don’t 
want to disturb our neighbors but that 
is easily fixed with a simple rule, that 
the sound level within three feet of your 
booth should not exceed 65 decibels, 
about the level of a regular conversa-
tion. Anyone can download a phone 
app and measure the sound level so it’s 
a completely accessible standard.

This is just the start of what will be 
a continuous program of evolution. We 
have to change and adapt, to survive as 
an industry. This involves retailers as 
well as vendors.

The whole point of what we’re 
doing isn’t just an appeal to vendors and 
retailers. It’s an appeal to the industry. If 
the industry is to survive, buyers have to 
say they’ll take a chance on it. We need 
to bring these things to The Show. And 
we will. b

“…if we introduce more 
and diverse vendors 
it’ll give retailers more 
opportunity to buy stuff 
that’s interesting and 
can compete, giving 
the customer a better 
experience.”
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