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THE BUZZ LEADING UP 
TO LAST SUMMER’S LAS 
Vegas Market was as electric 
as the energy on the casino 
floor at Caesar’s. Dozens of 
casual companies made the 
trek to the desert to move 
into shiny new showrooms 
on the 12th and 13th floors 
of the C Building at the 
World Market Center, a hefty 
chunk of valuable market 
real estate – 250,000 square 
feet, to be exact – devoted to 
the outdoor category. 

For both International Mar-
ket Centers (IMC), who oper-
ates the Las Vegas Market, as 
well as the casual exhibitors 
investing time, money and 

manpower into establishing 
new showrooms, there was 
plenty at stake with an under-
taking of this scope.

A year later, with two 
markets in the books, the 
gamble seems to be slowly 
paying off for both IMC and 
its casual tenants. 

“We were really shocked 
at how fast we gained trac-
tion with exhibitors coming 
out, but even more so with 
buyers,” says Scott Eckman, 
chief marketing and strategy 
officer, IMC. “We had quite 
a few companies that were 
selling casual before we dedi-
cated these two floors. But 
adding these two floors just 

added so much concentra-
tion that it brought out a lot 
of demand that was already 
there from furniture stores 
that either already do casual 
or are trying to get into it.”

The market saw a 50% 
increase over 2014 in 
casual buyers at last sum-
mer’s launch of the casual 
floors. At the winter market 
in January, 30 new outdoor 
companies – most of them in 
the temporaries – joined the 
casual floors as exhibitors. 
This year, new companies 
such as Napoleon Grills will 
make their debut, bring-
ing the count up to nearly 
100 permanent and tempo-

rary exhibitors filling the 
two floors. And others are 
increasing their presence, 
such as Pelican Reef, which 
expanded its showroom to 
8,300 square feet, up signifi-
cantly from its original 1,406 
square feet.

THE FULL PICTURE
The presence of full-line 

furniture retailers at the Las 
Vegas Market is a big draw 
for casual companies. Many 
of these stores don’t make 
the trip to Chicago, and 
outdoor manufacturers view 
Vegas as a means of reaching 
those buyers.

“There’s been a lot of 
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Outdoor furnishings are on full display during 
the casual launch at the Las Vegas Market.
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interest from a lot of full-line 
furniture stores wanting to be 
a part of the casual mar-
ket,” says Winnie Ng, sales 
manager, U.S. and contract 
division, Ratana. “We’re see-
ing a lot more players coming 
in, as well as different buyers 
wanting to be a part of our 
industry, and we see that 
growing in the future.”

Ratana already had a pres-
ence at the market, with a 
showroom in the A Building 
for several years. But the 
company decided to make 
the move to the casual floors 
for the January show, mov-
ing into a larger space on the 
12th floor. 

“We wanted to be with 
our industry peers so our 
customers have easier ac-
cess to finding us because 
we’re all grouped together,” 
says Lawrence Wong, U.S. 
sales manager, Ratana. “We 
also had the opportunity to 
double our size and felt it 
was an important time to 
make that move.”

Harnessing the market’s 
existing customer base of 
full-line furniture buyers 
was a big selling point for 

the casual floors. The market 
staked its bet on the grow-
ing popularity of the casual 
category, not to mention full-
line stores already attending 
the market looking to expand 
their product offering.

“We always start with the 
buyer; it’s a lot easier to sell 
buyers what they’re looking 
for than to bring in new buy-
ers,” Eckman says. “There are 
so many retailers coming who 
already do outdoor, so onsite 
advertising lets them know 
we have dedicated floors, but 
it also increases the aware-
ness at market for them to 
think about casual and adding 
it to their program.”

That buyer base spurred 
NorthCape to make a sig-
nificant investment in Vegas, 
sharing a 17,463-square-foot 
showroom on the 12th floor 
with ScanCom. 

“The traffic associated with 
indoor furniture is signifi-
cantly higher, and we knew 
some of the indoor regional 
and national players were 
trying outdoor,” says Tom 
Murray, president, North-
Cape. “And there’s nothing 
like having them in one place 

to bring them over and intro-
duce yourself.”

Adding the outdoor compo-
nent to the Las Vegas Market 
has been yet another move to 

position the event as a one-
stop-shop, with indoor and 
outdoor furnishings, as well 
as gifts and accessories.

“It would be great to see 
the indoor and outdoor 
experience merge into one 
channel,” says Megan Pier-
son, VP of sales and market-
ing, Polywood. “Vegas has 
primarily been successful in 
the indoor segment, and we 
believe this could help both 
channels grow.”

TRAFFIC PATTERNS
Full-line retailers aren’t 

the only buyers that casual 
companies tap into in Vegas. 
Interior designers and inter-
national buyers account 
for a large part of casual 
floor traffic.
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NorthCape made a significant investment 
in showroom space in Vegas to attract the 
attention of full-line furniture buyers.   

Ratana relocated from 
Building A to the casual floors 
in Building C in January and 
greatly expanded its space.  
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“We’ve been very happy 
with the traffic,” Pierson says. 
“As a result, we’re actively 
creating new partnerships 
with both West Coast and 
international dealers. Com-
pared to other shows, we’ve 
noticed an increased number 
of designers and international 
customers at Vegas Market.”

The proximity to the West 
Coast has been a big draw for 
both dealers and exhibitors 
who want to reach regional 
buyers who may not make the 
trip to Chicago or High Point.

“With the geographic 
location on the West Coast, 
it attracts a lot of buyers we 
might not see in Chicago and 
this gives us a good location 
so we can be in both areas,” 
Ng says.

Polywood counts the Vegas 
market’s status as an event 
and its geographic location 
as their deciding factors. 
“We previously didn’t have a 
showroom presence on the 
West Coast – Vegas Market 
seemed like the best step 
to expand our exposure 
on the West Coast with an 
established and flourishing 
venue,” Pierson says.

The location of the market, 
ease of travel, and myriad 
housing and entertainment 
options lure both casual 
exhibitors and buyers, espe-
cially in comparison to the 
High Point Market, which 
offers comparable full-line 
furniture and designer traffic. 

“The fact that the facility 
itself is so easy to work in 
Vegas, and there are lots of 
restaurants, it’s easy to fly 
in, easy to get hotels and get 
around, plus it’s covering the 
West,” Murray says. “For us, 
Vegas seemed a lot more 
attractive than High Point.

Those exhibitors are likely 
to see even more outdoor 
retailers, with the market 
luring the Casual Classics 
Buying Group for the upcom-

ing summer show. The pres-
ence of the group, represent-
ing more than 250 casual 
stores throughout the U.S., 
Canada and Puerto Rico, 
points to a growing interest 
from patio specialty retailers. 

LOOKING FORWARD
As the market rolls into 

its second year of dedicated 
casual space during the sum-
mer show, July 31–Aug. 4, the 
floors are on track for growth 
projections, with most of the 
permanent and temporary 
space on both floors leased. 

“At this point we’re really 
filling in around the edges, 
because our initial launch 

was 75%–80% of exhibitors 
there for the first year,” Eck-
man says. “That first year we 
added a few companies that 
were big names – Telescope, 
Ratana – and we added a grill 
company, Napoleon. We’re 
trying to add companies that 
complement one another.” 

According to Eckman, 
occupancy on the casual 
floors is currently at 83% with 
more than 210,000 square 
feet of permanently leased 
space, plus temporaries.

He also emphasizes that 
the casual floors aren’t the 
only place at the market 
making the investment in 
the casual category. “We also 

have companies not on those 
floors that are expanding 
their casual footprint in their 
showrooms – companies like 
Klaussner, Modway and Mal-
lin,” he says. “They’re seeing 
growth in casual, as well.”

To support this push for 
the casual category, IMC has 
implemented new buyer pro-
grams to draw traffic to the 
floors, and added educational 
events to offer added value for 
casual buyers.

“We have made significant 
investments in building out 
casual showrooms, augment-
ed by a robust buyer outreach 
effort, as well as new on-site 
programming and events 
specific to the outdoor indus-
try,” Eckman says. “We plan 
to continue to invest in the 
casual side of our business 
and to offer buyers more 
resources to choose from 
in the category – which is 
poised to see continued 
exponential growth.”

As the West Coast mega-
show finds its place in the 
casual market landscape, 
exhibitors seem satisfied, 
thus far, and optimistic for 
the future. We predict they 
will continue to roll the dice 
on Las Vegas.  

V E G A S  Y E A R  I N  R E V I E W

Continued

Nevada Lieutenant Governor Mark Hutchison (center left) joins IMC president and CEO Bob Maricich 
(center right) and a host of casual exhibitors to cut the ribbon on the casual floors at the summer 2015 
Las Vegas Market.

Polywood reported good traffic during its first year on the casual 
floors at the market.


