al sales offices, SMG is workino toward
standardized templates for contracts with
major clients. 'That is a ooal for this year.
We're now in the process of workino on
this with three clients.'l

TM: What's next for SMG?

GC: The growth very clearly for us is in the
smaller markets, those work- ing to boost
their convention base along with their
tourism base, places such as Knoxville,
Mobile, Savannah.

[Ten years ago you wouldn't have
iliought about a convention center in
some of these markets, but they've
become much more attractive as costs rise. You can find a lower
hotel rate, a lower cost of doing business, as long as there's some
reasonable air service and transportation mechanism.

Adding to that, we're seeing more vertical shows in more in-
depth marketplaces. It used to be just the mega shows in the mega
markets; now everybody is looking at vertical shows. They're
getting into second- and third-tiercities.

TM: What new markets are you looking at?

GC: We are primarily concentrating on markets that have a new venue or
expanded venue on their radar screen, espe-
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dally the Midwest and some of the smaller markets.

If there's no facility to ~erve a market, maybe we can invest in
a facility. That's one direction we've just started to explore. San
Francisco is a good example. Moscone is very difficult to get
dates in. If we could get a building in the Bay area for the right
cost of entry to the marketplace--without interfering with our
obligations to Moscone--I think that's a market that could use the
extra space quickly.

TM: What are the biggest technology challenges for the
convention centers you manage?

GC: Today it's about the fiber. And it's
about trying to get a grasp on what the
wireless Qeed is going to be. At the end
of the day, the toughest technolo- gy
challenge for a convention center is
planning ahead. The time between design
and construction is just unbe- lievable. As
we consult from our design division, we
literally just tell people to plan for their
conduit. We're going to run somethinB
through it, but what we're going to run
may not even be designed yet.

TM: What other tech demands are you
hearing?

CG: Twelve months ago we had video-
conferencing facilities in two or three
facilities; now we're up to 15 and adding a few
more. If people are look- ing for alternative
ways of getting peo- ple together without high
travel costs, we see videoconferencing as a
supple- ment to what big trade shows do.
[Connors adds that convention center clients
are lookinBfor more technical knowledBe at
the manaBement and executive levels. "This
was a theme of our recent corporate confer-
ence. This manaBement-level education is an
important Boal for us this year.'l S



