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Why Exhibit

Exhibiting has long been a part of a success-
ful marketing plan for many companies.
The ability to meet face-to-face is the most
TFIERY TuPEaulOUEUDEWTOEROOUT XUy
prospects and clients. Exhibiting provides
the perfect venue to collect sales leads,
launch a new product and promote your
company brand.

O0oiofitoiboboitooooo

S0EEAUEYTOET WTEGETEOTTEuiUOOUIUUNEY
few years ago and expects an interactive
event experience that begins before the show
EOEWEUIUP TOWESTUIT Tl YTOWTEUWTOETES

- OEYTUETTUEYTOETTUEUTWUXTOEROTUl TP TUL
days onsite and are looking to make the
OOUHOUNOMITTUTYTOUWTTAEY T0E /Ul
planning tools like social networking,
TRTENROOUOExxDO TUEOEWETTEUMO TUEWNOPU
EYTOETTUIOIOEOTWTTIOOUMT SENTOWUUITION
their time onsite by researching exhibitors,
UTUUROOUECEIOITTUEYTOETTUWO 0T UinOu
advance.

3TOUIUEOUOEITUBOICEYTOET TP TOUTEY Ty
booked much of their onsite time and have
predetermined to a large extent which exhib-
itors they are going to visit. Itis important
to make sure that you, as an exhibitor, have
TOYT0uaduUuT0OOIOEYTOET T 0RO TUEURT Udu(lu
is also imperative that your booth presenta-
tion be as welcoming as possible in order to
EYUEENYDURIOUITEWTEEWOOU0EOOT EsOOuYHURU-
ing you during the event.
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OFIEAENURTORO TUELURO TOTux 1UUOOWOLE 110
charge of the leads collection process. This
person has several roles. They will set goals
for the meeting, coordinate training for the
EOOUTWUUE FOUTOTERU T Tu0TEEWUTI0RT YEOT @UDX-
ment, monitor and report on goals, and most
importantly, make sure that leads are deliv-
ered into the right hands for follow up.
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It is important to achieving success at an event
to have an exhibiting presence that is compat-
ible with your company’s marketing plan. The
company message and brand should be incor-
porated throughout the booth and fully sup-
port elements from the marketing program.

{lffitmooObitinoibomiinooa

311w 000 U0T xudOu EUTEMRG Tu Ey UUEETOUIUM TRTRE-

p0BOTu TEOQ Ty x0EQu bl 00w ETrOTy 20U TR THENRO T
objectives. Typical objectives include collect-

0Ty @UERY TEN01EENNL UTD0IOUEROTuITTUEOO XEDaw
brand and announcing a new product launch.

Whatever your goals are, it is important to
write them down in order to create a game
plan that will meet your objectives.

Oooiibibobondiiooiooon

With the current emphasis on Return on In-
vestment (ROI), many options have emerged
to help companies gauge the success of their
TRTOEDRO Tul FOUIUGW - OTuOTPulO0UITTIOOMO Ty
1 - (130000l ETYT00x1EudOuEuiop0l TFOUIET-
tween CEIR (Center for Exhibition Industry
Research), PCMA (Professional Convention
Management Association) and Exhibit Sur-
veys, Inc. Sign up and use the free tool at:
http://roitoolkit.exhibitsurveys.net/Home/

Welcome.aspx.

There are also several simple formulas for
helping set goals and determining ROI that
are explained in the following sections.

e

Oo0iooiombooooon

6 TTOWTYBOTUEITOEMIOUOTEEUEONTEIROOIOEO Ty
sure it is realistic considering the total num-
ET0OluEYTOETTUi B TOEUTy @UER Y TELOTEE D Ely
the event. When a goal is determined, create
ELOTITOENOUUEEORO TualUUuT FOUIUGm  uipO x0T
spreadsheet is enough to determine if each
EOOUTuUIEFTUuBU OTTRO T OBUURO TuOU TRETTE-
ing their individual lead goal.
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Select an achievable number for your interac-
tions per hour. Around four interactions is a
reasonable number to use as a starting point.
Each day onsite, review the number of leads
collected and check against the goal. Discuss
what changes can be made to help collect and
@UERIau1OOUT TWOTEEUIOUO TT1ia0UUTOEN
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Reinforce the importance of leads to your
EOOUTuUIEF EOEUEIT UL TOUETUEORO Tu T 1110000y
up by assigning a value to each lead. Incen-
tives can be matched to lead collection and
follow up.

8
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Determining the cost per lead establishes
the amount of money spent on collecting
each lead. When compared to the value of
each lead, ROI can be clearly established and
tracked.
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Using the Lead Value and Cost Per Lead for-
mulas, you can determine the return on in-
vestment that can be expected from exhibit-
ing at the show. In our example, net revenue
generated by the show is $140,200 (value of
leads — cost of exhibiting). When subtracting
the cost of each lead from the value of each
lead, the example yields a value of $649 per
lead.

1OUTuUTTu 010 UTOPY UTYTOUTY EOE rOEN YEIU T
per lead clearly show the ROI for exhibiting.
The crucial step is to make sure you reach
your lead goals.
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Many salespeople consider leads from trade-
shows to be cold calls. This perception has
ETYT100x1EWEU TWOEENUUTUONIT TEOOUTWIE Fu
to collect all necessary information or fully
GUERI AT TWOTEEUITEWEUTUEGOTEITEdw WTOOEL
lead is more than just a scan of the badge. It
UT@UBUT UeY TURr EEIRDOOWTEWITTWUEEOOTEWOIOU-
OEROOWUEOUUTEINEOO r UOEROOWTEWITTWTEEY
BULELETERUDOOUOEOTUOUMORUTOETUnOUTUTUIT Ey
in your products and services as well as the
lead’s desired follow up action.

6 OUOUPBITWTTWENTWETEUIOTOUWIGET Ol
ITTOT1OUOEROOWTENUTAUBUT ELiUOOUEQu
ideal lead. Basic information will include
the lead’s name, company, position and
contact information. Additional information
UT@UTU0T EuE2auabUuUET Ui TEOUOEaOEOUE Tdiu
the lead has purchased your products in the
past, are they familiar with all your product
families, etc.

**UTEOTER00O I T TugUTUIBOO UL TE(u00i UER T u
each lead as “ideal” and make sure there is a
game plan or script for collecting the neces-
sary information. This information can also
be used for rating leads.

8
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6 TTOWTOROTWOTEEWTIUDTYEWI@UDXxOTOWIOU
your booth, there will be a standard list of
@UEMY 100EUTEE auE Up0lOUOW T TuU O Gw3 TTUTy
@UTUhOOUIAxDEENaOEIUE TIEUaROTUROT -
IVEOTUETENUROCUOEOT Wl VESWSOUEECuUTOTEN
EVUIOOWUERY TU@UTUROOUNPDITUITTuUTOUEN
of your Convention Data Services X3Press
+TEEWETYOETow" ' UUIOOWBUE® Y TUIEUTuxUTxU0-
grammed into the lead collection unit. Work
with your sales force to determine the most
useful information to collect from leads us-
O TUEUUIOOuUE®Y 1005
(OuEEEDROOUIOWUURO TUEUUIO O UEMY TUULIG
EUNEIEIxUOr 0 Tul OUEWTEEWIT Tu@UERY TUNEEG
be used to conduct surveys. Questions like
“how did you like product x?”” With re-
sponses rating the product excellent, good,
ok and poor can provide valuable informa-
(BOCUIUOOEYTOETTUbw , EO2u0TEEWUTI0DT YEQ
devices will allow you to add comments to
@UTUROOUITENxUOYDE TOUIT TUHOIOWTUxOO0U-
es.
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The easiest way to help sales successfully
follow up—and to realize the value of the
leads collected—is to establish a rating sys-
ITOWOWETOMTaulTTu@UEMIAOTuT EETWOTEES

Develop a simple system to rate leads based
on the criteria that is most important to
your sales team. For instance, if making
sales is the ultimate goal of exhibiting, the
important criteria would include “Decision
Maker”, “Ready To Buy”, “Our Product
Meets Their Needs”

Using this criteria, set up a lead rating sys-
tem, for example:

00n0fioomoomog
000000 OONMO0JC000000 0000000010001 00000000
i 00000000 oo oo
N 0000C00o 001000 Domoo
an (000000000 aon 0ooomon

0o00ooooio

As stated in the background section of this
EOQEUOT0IMIOEEAEYTOET TUTEUTUIEERUTTEy
a set itinerary to make the best use of their
time onsite. It is therefore important to
make sure that your exhibit is on their list of
places to visit. Itis also important to make
sure that the right prospects are going to be
at the show.

The only way to ensure the right people are
DOUEYTOEEOETUECEWTEMITTaUEOO TIEQEYDURL
you is to market to these people before the
event starts. There are many vehicles for
promotion discussed later in this document.
Regardless of the promotional channels
you use, a list of prospects to target must be
developed.

There are many sources, both internal and
external, for building a prospect list. Con-
UDETUITTUTUERFTUTOWUOUUET Ui TTOux U0 T
together your prospect list:
Ju UTOETTu0lux UUETEUT EuitdOWTOPY
management
Ju+E00at EVEYTOET Tutell
Jurr0OxEQau"*1 , upul
Ju" OO XEQanO@UNRI U
Ju#AUIIEUBOOETEOO TOEOOIEENU
Ju20EENOTIPOUOO TulBI T T (WU xul OUIT Tu
event
3 UUOEREROOLO TOETUUTDxutUU

The prospect list will act as the basis for
a0UUxUTLUTOPLOEUOT (OTuT FOUIUS
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There is a sales axiom that states that the
rU00eO T1a0UEOOIEEUIOOTO0 T1a0UIEUTIEY
UIUESTTUMITTWTEOOEUDO TUEOUEE@UEDOUEQE 10y
the third time a friend. Following this
theory, your goal should be to touch each
prospect three times before the event to get

ITTOWOIEYTOEIEOEYURIaOUUEOOUT?
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It cannot be em-
phasized enough

how crucial pre-

event marketing

DULOITTYRO W Ty

EYT00O0u0iu>UOU-

pects.

The promotional

message needs to

Attendance Decreased Attendance Increase

support the goals
of exhibiting as
well as support-

‘ ing your com-
\ \ pany’s overall
marketing plan.
The message
should also be clearly stated or illustrated
in each piece of marketing material that is
distributed for show promotion.

In addition to your primary message, each
marketing piece should clearly display com-
pany name, products and services, the event
OEOTUWEE(TUEOEWOEEIROONEOENTOPUIONrOE
you at the event.

One of the best ways to get a response to
your promotional campaigns is to include
an incentive for the recipient to respond or
IEOTUEEROONTTTREYTOEWTTUIYTOUm 1xU0O0-
tional campaign can include a coupon or

invitation to come by your booth to receive
a special promotional item. Contests create
a good response rate. For instance, choose
prizes to give away each day of the show
and allow campaign recipients to register
00RO EUNUT@URITITT OwOWlIOxuEauad U
booth to collect the prize.

0o0Qoooouonomo

Once you have determined your audience
and message, it is time to choose the right
vehicles to deliver your information. There
EUTLOECaUTOPUUX TEBrEu0x DOOUE YEROEEOTHOL
addition to traditional advertising avenues.

Traditional options include advertisements
online and in periodicals, direct mail, email
blasts, public relations and press releases,
web ads and personal contactiu80UIOTU-
sage and exhibiting goals will help deter-
mine the best advertising approach for your
business.

Event management has also put in place a
variety of opportunities to reach prospects
with your message.

Many shows have setup web sites that
include a social networking component.
20EpEQOTIPOUONO TUENO P UEYTOETTUEDEY
exhibitors to search for individuals that
OEUETuIx TEDrEux VO r0TuEUUTWEEOEWTTOUOED T
contact. In addition to sponsorships, exhibi-
(OUULEEOUEOOUEE i@ UE Y TEuxUOUX TEIUEDUT EN02w
either through the application’s messaging
system or by generating lists for mailing or
emailing.
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SYTOIUOFTUEYEWRTlaudlisponsorship oppor-
tunities both onsite and pre-event through
banner ads and mention on the event web
site. —1PUOTYTUINEOEWTOPWXEENTU also
commonly have sponsorship opportunities
available to exhibitors.

HUEUUUPAITWTOPIOEOETIOT0UITIUEDFIU-
ent options that are available for reaching
out to registrants and prospects. Associat-
PO TUaOUWOEIOT RO Tl FOUIPAN T TOUTOIu
the show puts your company in the context
of the event and makes people more open-
minded to your message.

Qooobmoooiobonootodo

T
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Regardless of the adver-
tising options you use,
there are two important
factors to keep in mind:
1) touch your pros-

x TEJOUEUUT@UTOU0AUE Uy
possible—at least three

times, and 2) keep track of your advertising
results. The ease of tracking results varies,
campaigns with contests where prospects

respond or signup will be the easiest to track

PTTOETEAOLEENEITIOOUTEDSEUI

0o0OdiduoronItoooogn
Lo0D00IDoIO0obUoonoo

Convention Data Services in conjunction

P TWTOPIOECETTIOTOMOFTUITY TUEGT FIE-
tive ways to market to prospects and build
(UE SE0iabUUEOOUTS

XUPress VIP Evite
3TTu73/01005 (/1 V0 TUEOIENO P U RTDEDIOUU
to invite top prospects and clients to the
event with free or discounted rates to the
exhibit hall. An online administration area
is given to exhibitors allowing them to track
responses and acceptances from their VIPs.

XUooooooooooo
"*00Y100B00w#EIER2TUYDETWOFTULEOuT OEN
blast program that can send either plain text
Ol 3, +ul OENUwS OENNEUTUEOUT FTERY TUEOEY
EOUINT SEDTOluPEaWlOWUTEE TuxUOUX TENUGwL 1T0U-
trants and potential registrants are likely to
open and read emails that contain the show
name in the subject line since the email is

relevant to their interest in the show.

Qo

For some events, Convention Data Services
TEWEYTOETTuUIUEYEROEEOTiwe TTUTTUuxUU-
ETEVTEETIOUTWOUESTUIT T YTOITIEYTOET T
list contains valuable information beyond
just names and contact information. The list
includes demographic data which enables

ITTRETOIrEEROOIO U@ UE® Y TE1xUOUX TENVE

XUOO0Oooooiommooaoa

The X3Press Exhibit Tracker is a marketing
xUOTUEOWTEWUTOEUEOUT OENWOEYTOETTUL
providing links and contact information of
the exhibitor’s booths they visited. Each
exhibitor name is linked to a contact card
with additional exhibitor details including a
link to their company web site. The Exhibit

Tracker is free to exhibitors.
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3UERORO TuO LA UEOOITUUIE FuxOEAUEIEVUEDEN
role in the success of exhibiting. The booth
UUEFB0UTUxOORENTui OlOONOOIAECTERDOTY
OTEEUNEUREUOROTUIT Ti@UTUIROOUI TE (U@ UEMD 2w
leads and determine if they are legitimate
prospects. By holding one or more train-
O TUUTU0ROOULPBI T T TWIE FaOULEEONT OUUUTY
that the right information is collected and
visitors leave your booth with a positive

impression.

UOi0i00000do

Creating a script and engaging in role play-
DO TUBULEQuT F1ENRY TubpEaulOuxUT < EUTuia® UUOUE Fouw
HTYT00xuEWEID> Wl TEW@UDEOOUEOEIEOOEDU T 0aw
solicits from each visitor the information
ETTOTEDOOUIEONEaua0UMUENWUIEF| (1TTu
@UEM®Y 100G *OOURE TUENTUOERY TugUTUBOOU
10U UOU 1 EUITENPpWOOWEOUP TUi@ U TUBOOU
directly.

8
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SRxIEDOWOWIE FuO TOETUUITTUTOEUEDE
marketing message of exhibiting. The target
OTEEUWTOEQI O EETWIEFIOTOETUWUTOUIEE Ty
explained as well as the number of interac-
(BOOULx TUTOUUUT@UBUT ExIOEE TOT Y Tul T TuTOEdw
A system of accountability should also

be put in place to make sure each person
achieves their assigned goals.

0Ooomnoidinoinooiooon

Convention Data Services distributes leads
100px O TORENITTETTHOONO TLOIITTUTYTOW
P10l BTOENOUEUTur UG TUDO TWUxul T To0
booths. Set aside time to train your booth
VEFOOWTTIOU WO T Tul @Upx O 10 0u(OuOUETUL
to achieve a relaxed and smooth interaction
PoITuxU0Ux TEIURUIE FuIO TOETUIO UUILE TLEESTY
(OuTEUR0uOx TUEITWIT Tul @Upx O TOUiusbE ONDEURIaw
with how to update prospect information
EOEuTOITUUTUxO0UT Ul Gu@UERTab0 TugUTUBOOUL
20O > OUUEOUIOuT U002u@ UEGR a0 Tul EETuxUOU-
pect.

"*00Y10BO0#EIER2TUYDETOT Ul (3 /1
(Delivery, Installation, Training and Pickup)
UTUYDET6w3UEDODO TuiOUAOUUT OBUTWIEF 0T
MUTEEOEBUITTLOOUNT SEN OlupEaulOLOEOTY
UOUTUT Y1000 10U xu00uwx TTEOOuT gUpx O 100
operation.
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