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Background

Slide 2

• Who are Media 10?

• What do we do?

• When did we acquire    
the Ideal Home Show?
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Presentation Overview

• What we inherited 
- The History/Brand
- The Legacy/Figures
- The Team

• What we did
- The Strategy...

• What we achieved
- Results
- Summary



The History
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• 102 years old

• 65 million visitors

• Regular Royal 
attendance

• Regular celebrity 
endorsement

• Largest consumer 
exhibition in the UK

•WHAT A BRAND!



Ideal Home Show 2009
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• 159,000 visitors over 28 
days

• Late night opening 
every night

• 7,000 visitors on 
opening weekend

• 220 exhibitors

•Dominated by headline 
sponsor 



The Team Structure 2009
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Marketing Director

Marketing Manager

Brand Manager

Event Director
Trade marketing exec

Online marketing exec
Marketing Assistant

Partnerships exec



Creative 2009....and proposed 2010
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What Did We Do?
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Simplified the Team Structure

• Marketing Director
• Marketing Manager
• Marketing Executive

• The Digital Marketing Executive joined our 
web team
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Cut the marketing budget

Slide 10

• The first thing I did was cut 
the marketing budget by 60%

• Cut waste on expensive 
agencies

• Buy media more effectively

• Changed agencies where 
necessary.....

• In this case it was all of 
them



Add some celebrities
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Creative 2010
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• Brand becomes hero

• Celebrity endorsement

• Segmentation of show

• Simple but fresh

• No gimmicks
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Key Messages
• Britain’s best loved consumer show
• A trusted and historic brand – now revamped & 

better than ever!
• Packed with thousands of ideas and inspiration for 

the home
• Eight shows in One: the ultimate and largest home 

show for interiors, kitchens & bathrooms, DIY, 
gardens, technology, shopping and much more...

• A great day out for all the family – something for 
everyone 



London is quite a big place
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• Spent money where the 
audience is likely to come from

• Use initiatives to attract the 
Home Counties set

• Didn’t waste money on radio in 
the Midlands

• Used ATOC to attract the 
visitors from further afield

• Got our timing right



Marketing Campaign 2010
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• Advertising 
• Direct Mail
• Monthly E-newsletters
• Website
• Social Networking
• PR 
• Special Events 
• Partnerships 
• Complimentary Tickets 



Direct Mail
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• Appeal to previous visitors:

- The disgruntled of 2008
- The uninspired of 2009
...hadn’t even been contacted

• Work on the data...
65 million previous visitors is 
something not be sniffed at

• White mail x 150,000 records
• E-mail x 450,000 records



TV advertising
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VIDEO



Simplified the website
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• Eye catching design

• Time lapse camera

• Interactive floorplan

• Daily videos

• Relevant content

• It’s about selling tickets



Results
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• 270,000 visitors over 17 
days

• 43,000 visitors on 
opening weekend

• 600+ exhibitors

• 2,300 press attendees

• 60% rebook on site
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Key Successes

• Attracted 270,000 visitors across a new 17-day show format
• Broke the all time record for tickets sold in advance 
• Significantly improved visitor experience and dwell times 
• Attracted an affluent audience: 88% ABC1 (63% AB)
• Attracted 40% new audiences (only 22% in 2009)
• Website achieved a record 1 million unique visitors
• Raised £115,000 for charity ‘Ideal Homes for Heroes’ appeal 
• Reduced CPV by 68% from £13.45 in 2009 to just £4.26 in 2010
• Turned a loss making show into a profit making venture
• AEO Award for Best Consumer Exhibition



Summary

• Significance for the industry
• Good shows breed more good shows – Ideal 

Home Show Scotland
• Bucked the trend…it can be done
• Made more people want to visit events
• Made more exhibitors want to take stands
• Did we enjoy it??
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We loved every minute...
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