


bigchalk Leverages Icon to

Create “bigchalk Mania”
by Linda Graham

THE VOLESWAGEN BEEETLE WILL
pochably go down in history as the most
talkod about znd most sovecnnbesed car of
Al time. An feon of both the Roveer-power
& and the over-achicver ‘!liu.llmhdm“:l

iz porhaps Lhe only aulomobile thal
:l"gars w-:u'rrlp:wnmics from: the midd ke
aged and gleeful recognition from
preschoolers. And what other car earned
a tithe role i s o Disoey e

Well mowe over Love Bug, Herbie ddes
apain, this lime as a key component of an
integrated tradeshiw marketing pro-
gram. Bul this lime the Bug had second
billing while the leading nofe was played
with 5!.{!1: and firesse by bizdchalk.

Bigchalk vses the Internet b provide
mesareh, assesamend and stamdands, sup-
plementary curriculum, professional
development, libracy research, and web
resounces and serviocs that support leam-
ing for the K-12 educational conumumity.
The company debuted at the Florida
Educational Technology Confevence
(FETC) in 2004, where its integrabed
tradeshow markeling program had
achieved the goal of ceating industry-
widde pecognition foe the bigehalk nome
amd bramd.

Dme yaar Jatae, bigehall’s misston was
ko Sk the next steps o add knowledips o
the awareness it had alecady cocated by
educating its target audicnoe about the
ET e of pn:_l-:lucb% amel gEpwicos 1k aflfors,
Its ingesious plan? Hamess the memozas
hility, notoricty and waom fuzsies of (e
Volkswagen Beetle by developing ation-
tion-drawing strategies and bacties that
would enable the company to rule the
show, resulting in “bigebalk Maonta.”

PLAMNMING THE JOURMEY

The: bigchalk fvam starbed s plancing
process for FETC with a brainstorming
sessiom, The discussion focusid on the
company’s need fo reinforce the message
that educators and their students cam wse

Linda Grafam fs ¢ freclarce writer,
Cipigayer-byered Livie Muirteting iv o Jull-
service freslesiios segrdeling ayeniy,

bigchalk ko get comprchensive, soocesible,
and cagv-lo-use anline resournces, Then
came that magic “aha” moment. "When
Fomeone came up with the ikt
our products enrich and improve the odu-
cational joomney, we had our 3olulion,”
explains Paula Jackson, the company’s
director and vioe president of marketing.,
Playing off of Ihe word “journey.”
bigchalk sclected the theme *Your Pastnor
on the BEoad o Leaming.” This condopt
was then furiher r:i:pund:m] b bevorage
e drawing power, notoricty and desie
abifity of the Volkswagoen Beotle, using
the distinctive vehicle as both a visual
hopn and in i rarud i,

Mext, bigehalk called in its supplicr
team, which included tradeshow markot-
ing agencies Live Marketing and Traffic
Builders and graphic designer Wagner
Design. “It was imperative to have the
right support team in plece,” says Susan

Ruossel, bigehalk’s exhibit manager.

A the same time, the company el
soume very spedilic goals to drive its pro-
Eram, “We wanted S continoe our braod-
ing of bigehalk a5 a leading educational
produst provider, introdwes the organiza-
bicor of ouz peoducts inko five product cat-
egories, and drive inforest and fraffic to
nur bigehalk poctal, s bigehalk.com,”
savs Russel, In addition, bigchalk s
anpther highly stealegie poal — to devel-
op (he sales funnel process for ks nssess-
ment and professional development
products that weuld aid its sales fore,
amed enable prospects o quickly seli-qual-
iy and secopnize which products wens of
interest b them.

For its measurable  objectives,
bigehalk's goal was simple: beal the pre-
yeous year's landrmark pecferrmanoe,

MULTI-PRONGED ATTACK

The attendess’ Flest exposuce e
bigchalk's “¥our Martner on the Boad to
Learoing™ campaign was heough o dicect
mail invitation to the exhibit, Through
this mailing fo approzimately 5500 pre-
segistered attendecs, bigchalk introdusad
its theme artweork: o blee YW Beotle dyi-

ving by a streel sign listing the live
bigchalk product categorics. The mabler
also introduced its in-exhibit promotion
with a blue VA Beetle as the grand prixc.
This memage was repealed on & room
drop to 2000 atendoes staying at hotels
near the confercnoe, and by bigehalk nops
who handed out additional brochures in
the hotel Tobbies,

All three of these communications
shazed 2 flashing VW Beotbe-shaped pin
that read “Frm on the road to learning
with bigehalk.com.” Allendess weme
requined to wear the pins in order to g
ister for o chonce to win the car and in
the prooess, l:hu:].' bocame active portiei-
pants in spreading the wond on (e show
Mesor, “T seersed like cveryons at FETC
was wearing s bigchalk pin” reporls
Elaine Colwen, president, Live Marketin
“Bverywhin: wunt ol the show, all
you saw wai bigchalk, bigehalk,
bigehalk,”

Leaving no stone unturned, bigchalk
rembed n Billkooed truck o cazrey 22 med.
gage back amd forth im front of the con-
venbion center during the show, *We
ke b e suceessful we had to be overys
whens says Russel,

BIGCHALK MANIA

When attendoes ontoeed the exhibit
hall, they weee impressed again by the
quantity and varicty of bigeholk musaag-
ing. Its inbegrated tradeshow marketing
campaign continued theeagh ovoey aspect
nf the company’s exhibit presence, and
the company’s existing 2040 exhibit wos
given a geaphic Facellil, covedng virtaally
all stratepie surfacos with theme astwirk,
Ancd as though the moving billbaard,
flashing ping, mailers nmclmqgruphlm-'
weeen't enough, bigehalk placed the Blue
VW Beetle grand prize along a highsted
fic aisle, capiuring avan mos atlendion
froun the attendecs.

Mozt attendoos cotered bl exhibil
througl A thealer avea where Bigchalk
alternated between twe live prasonta-
tinns, ong for it Homemom asscament
product and one for 8 Son YES pml'm-

&
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“Yry

stonal development programo Al the 3 chaet that organized the list of
entad of each presentation, viaitoss who  bigchalk's products into the five <ai-
returmed thasr coosedeted bead
cacds were pewarded with 3
Bl VI Bowetfe Pt atad s
chance to win a bigchalk
goodie bog eoslainag a 12-
ineh modal YW Boctle and
bigehalk Twshirt.

“The easponse b the poc=
sentations was overw helng-
ing,” savd Bussel. “We bad 15
chairs which were always
full, 3= well as Betwesn L5
and 35 more poople tand-
—

SALES FUMMEL AT
WORK

A Ry element of the pro-
gram was bigchalk's “sales
nnel,™ Abtendass siaekod
thiz peacess by visiting one of thees
denvo stations that were uied 1o Tigis
ber people for a chanoe b win the g
To enter the drasving, atbendees wied
askead 4o gean theie badee, thea noviow

solulland they wend interedbod in,
Fram there, aany dtbendsed moved
iy b dhe live paedentation area bo leaen
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indeneit contnued, cops wene on haaad
t el wiskhy sty 3 Oee O Bix p.'-.:-!-

{104+ dma Hlabiong,
Dowmawi L aldais sLieted with
an onadreen charl wiaw of
thar saama chat of blpchali’s
proxluct ¢ bemanlet Mt
had soen whan they nogi-
peved o win the car. From
itheree, vl Tl (e opieon
[ |mh|i|.:.: B i I BOdTege
ibon on le apedili podduidts
-lil.n.::,' el intenealed in, OF
enliating with the help of o
pacingg ahiie chad mombor of

o the blgehals salad tean. For

pactIchpating. fhl::,f Wl
pewsreled with o matehbox.
sbred VW o ke home, I8
oo, bore  the alogan:
l:i;.;,-:h.'llli: = YALE PATINET G
the toad to lynrming.
Becaude abtendess hagd

gtk wried 1,|.;-|;ﬁn.],|;:: which blﬁuh.llh ..1|:n_'.1,|,|:,-' farnillacheed thomaelvan with
Blgchalk's products whain Hatening to
thar v prsdnbations anil i bR ing bis
whin thi ear, they kil o Basle avarview
rrore about bigehnlk offarings, If thelr  of the company’s praduct offerings



price to speaking wilh the gales team.
This enabled the sales force 1 conoen-
teake its attention on specitic questions
rather than on giving general everricws,
“The s2les foroe repocted that the quality
of ie individual conversations was vory
high. Almost evervone we spoke 16
already had some knowledge of our
products, and most had very specific
products they wanted Lo dizguss™ sayve
Jacasomn,

In addition fo it events on the show
foor bigchalk held key mectings with
customers and press, ncluding an
Author Breakfast with childesn’s author
Peter Reynolds for its key customers. A
group of bigchalk reps alws held one-on-
ond customér méctings al a noarby holel
auibe.

BIGCHALK MANIA ACHIEVED

Anxious to capitalize on the momen-
tuni cocated al the show, bigchalk began
its follow-up efforks immediatoly after-
wards by notifving its grand prizewinnes
and distributing its leads to the sales
foree, In addition, cvery exhibit visitor
who had registered (o win the car
received a personalized letter thanking
thom for vigiting the exhibit, naming the
winner, and reiterating bigchalk's interedt
in being their pactner on the coad to
lehgming,

As they reviewed Lheir results, the
bigehalk team eealized that they had nsal-
Ty ercated "big::hu.lk tania® on the show
Hoor. Mome of blgchalk™s compotitors
exhibiting al the shw had :n‘g'l.hl.ng O
pacable, and altendees had willingly
lined up in necord numbers to participate
in oll of bigehali's exhibit promotions
and edocational activities,

“The atlendees wore 50 excited by the
prives and incentives Lhat many asked

our staff “What ¢lsc can [ do in your -

oot “reports Rusael. “And the grand
prize YW Beotle giveaway was g0 popu-
lar that stanchions had to be broughl in
1 manage the crowd of people waiting o
nepisen”

"The crowds were s2 large we own
had to adjust our stafiing,"” reports
Cohen. “The show Noor was s busy that
we had o reassign stall from the hotel
lobbies 1o the uu?:l.bil, and mosl of the
sales staff worked beyond their assigned
hours to help process the overflow
="

Even by the aumbers bigchalk was a
winner, casily bepting every qualitativg
and quantitative benchmiark from the
yaiur bofiore, Bated on a combination of
afi-dite spot checks and the number of
flashing pinz digtribvied, ndarly one-
third of all antendoes were wearing the

flaihing VW Bootle pine theaughout the
show. With nearly 6,000 in-exhibit
impressions, bigehalk drew alaest J00%
of all atbendees to its exhibil, with hald of
thiein registering to win the car. Even
miare impeessive, the sales force moge
than doubled the number of high quality
conversationa it had with prodpects in the
exhibis

“Owur “gales funnel’ worked,™ reports
Russel. “Ingtead of giving quick
OvervEeIvE, Wi were able o use this limdt-
wd face lime with prodpects to andwer
thoie questions regarding vory specifie
mbds.”

An unexpécted result of “bigchalk
mania™ was the positive energy and
enthusiasm that infectad the b:g-:‘halll‘.
team. “The group who participated in the
ihow brought the mtﬂﬁm back b the
offics whers it infected the entine conipa.
ny,” Rusee] sayi.

But the most impressive aspect of
bigehalk's sucdiis was the memorability
they crested for their name 2nd their
t;-mdu-:u.. *Tv capitalizing on the popis

arity of the can we were able to transfer
much of ity notociely and excitement bo
durgelnes and dur produdts,” Lays Busael

Afterall, the Bectle's still got it. %8
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