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How to Get the Most Out of Trade Shows

MARKETING PROFESSIONALS often offer advice on
how to get better results from trade shows. We have all
heard standard show wisdom like “Have a compelling
display, always stand up in your booth and don't chew
gum, and be sure to capture leads.”

Here are some less commonly known tips to ensure
that those days spent out of the office with sore feet,
“booth breath” and no sleep really do pay off for you
and your business.

Trade shows have four purposes for exhibitors and
attendees:

Commerce. Shows are the ultimate business “shop-
ping malls.” At the end of the day, commerce is how
most business people measure success (e.g., how many
“deals” did I do at or right after the show?) Although
every marketing activity should be evaluated in terms of
payback, some business people will consider a show a
failure if it does not deliver immediate financial results.
This can be shortsighted, because the true value of
trade shows lies in longer-term benefits and the three
areas below.

Creative Thinking. At shows with conferences or a
keynote, thought leaders reveal trends that will affect
your industry. New products are frequently launched at
shows. Use both these opportunities to re-energize and
gather new ideas for your business.

Deborah Hilfman, Group Show Manager at George
Little Management, recommends that businesses “be
open to traveling to shows outside their region — both
domestically and internationally.” It can lead to new
resources and new opportunities.

Community. Trade shows are terrific places to network
and re-connect with old contacts. You can pick up indus-
try best practices, recruit new talent, and discuss trends
with people who have similar concerns and interests.
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Celebration. After-hours entertainment can lead to
new relationships and solidify existing ones. Many com-
panies use shows as an opportunity to spend quality
time with their teams, clients, suppliers and prospects —
away from office pressures.

Before you go to a show, think about how your busi-
ness, marketing, and sales strategies will support each
of those purposes. After you get back, write down all
the new things you learned and people you met at the
show. If you spent your time wisely, that list will be long
and powerful.

Publish your notes and recommendations before you
get back to the office and e-mail them to your colleagues
who were unable to attend.

ATTENTIVE ATTENDANCE

Going to a show should be approached much like vis-
iting a new country on vacation. Before you leave,
research and plan for how you will spend your time and
plot out the roadmap for your on-site travels.

Ask yourself:

e What am I looking to buy or window shop?

e Who do I want to meet?

e What do I want to learn?

e How much time should I spend doing each of these things?

In effect, you're creating a “mini business plan” for
the show; one that you can use to ultimately measure if
your time and money were well spent.

If you are going primarily to buy products and
services, carefully study the exhibitor list (usually
available on the show's website) and note the “must
see” companies. Allow some time to simply wander
the aisles. If you are pressed for time, look for new
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product areas and at-show, they can be a great
“one-stop shop” and way to save money.

Phyllis Cambria, Event Planner and author, sug-
gests that if you're a small business owner who is
planning to place orders at the show, you should
attend with a colleague who owns a similar busi-
ness. “By placing a larger order, you'll be able to
bargain for better pricing.”

Be sure to carefully review the conference pro-
gram. Speakers and panelists may be people you
want to meet. Most speakers are willing to stay after
their sessions to mingle. (Do not cross that fine line
between “networking” and “hounding, however”)

Keep in mind too that many of the other confer-
ence attendees are potential contacts and
prospects. Read nametags and seat yourself next to
interesting people. If you get to the session early,
you'll have schmooze time.

Trade show registration lines, lunch areas, hotel
bars and gyms, shuttles to and from the show, and
after-hours receptions are also all great places to
mingle and meet.

A word of caution for show attendees: Do NOT
attempt to sell your services to exhibitors at their
booths. They are at the show to sell, not to buy. Be
respectful of their time and resources.

EXHIBIT INTELLIGENCE

If you are an exhibitor, look way beyond your
booth. Your piece of real estate on the show floor
and presence in it is just one aspect of your market-
ing strategy. Pay attention to your base of opera-
tion, but spend time and strategic energy on what
is happening beyond the booth “walls.”

“I didn't get enough traffic” and “The right peo-
ple just weren't there” are the most common com-
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plaints among exhibitors. Here are some proactive
steps every exhibitor can take to ensure he hones in
on the right prospects.

1. Work closely with the show organizer on
developing marketing opportunities. Consider
sponsorships of events, online marketing, on-site
signage and promotion, PR, and other ways to
make your business and brand more visible
before, during and after the show. Greg Topalian,
Group VP at Reed Exhibitions emphasizes, “Most
show organizers will customize a package that
targets the exact titles of buyers you're looking
to attract, and will help you build a plan to drive
them to your booth.”

One of Cambria's recommendations for at-show
promotion is the tried and true “heavy-duty fabric
tote bag.” “These are practical giveaways that
attendees will value...plus they will be moving
advertisements for your company” at and after the
show.

Ask about speaking opportunities too. Most
shows do not want speakers who are just going to
“hawk product,” but if someone at your company is
a thought-leader and can deliver an objective edu-
cational session, that can be great exposure. (Of
course, at the end of the talk, you can always say,
“If you have any other questions for me, please visit
me at my company's booth")

2. Pre-market: Most shows will make their
attendee lists available before the show. Even if you
have no plans to do a pre-mailing, that database is
valuable! The final list of attendees is often avail-
able for rent as well.
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Fay caraful attention to how you dasariba your company
in the show's direstery, Many attandess use thass quides
before and aftar the shew to soures suppliare, If your write-
up s ool desciplive, specile, and compellng. you may be
ovarlooked,

3. Bewiew tha floor plan; Get a good sansas of who slsa is
axhibiting [eepecially compatitars) and which companies
are located nearkby. You mught sven consider co-op promo-
tions and lead referrals with complementary exhibitors

4. Ba sure you hawe news. [f your boeoth is identical year
after year, it becomes boring 1o attandess, The madia alao
look Lor new and hol products a1 the show, Make sure you're
an the “must sea” list, Cambria advisas axhibitars “to offer
ahow apacials to encourage attandess to place discounted
ardars wnmediately or within days of the slow

5. Look for creative ways to deaw trafflc to your boath. By
attending trade shows in other industries [that hawva little
to do with your ewn businsss), you can oftan pick up cra-
ative ideas for dowing traffic. Oatherings like the BiEBaszh
[Cvent & Siyle Show and THZ, because they are locused
exclusively on the svent mndustry, can be great places to
axpand your mind, Engaging the services of prefessional
matketing companies to help with yeur show concept can
algs breaths new lile into a stals trade show presence.
Eren simple ideas can be powarhal,

Craative food and games add wearmth and fun to a beoth
amd creats opporiunities for prospects o “linget” and for
youl lo meet them Mau Wowt served custom smoothies Lo
attandees at the Lagal Tech Ehow and Amusitronix provides
interactive virtual reality gamas (ks hang gliding fhght sim-
ulatere amd roller coastara) for exhibitors. Walting time can
also mean relationship-building time for your booth stafl

6. Spand time on building business, not building wour
boath. Lana Shaken, the Special Eventa and Faclity Manager
for Pann Plaga Pavilion Exhibition Hall, streesses that
bolh
reading and undorstanding the specific miles and regquire-
mants of the venus, to prevent misunlaratandings or last-
mirie srdars,

7. Listen, listen, listen.. .and then listen @ome more. Mane
Fherar, President of Event Management, says, “Too ofton
axhikbitcrs are 80 intant on getting thair message out that thay
losa aight of the need to create a melationship, Like m a mat-
rage, you nesd o lsten, understand and then (maybe)
spaak.” Hilfman adds, “Treat everyone who anters the booth
with tha sams leval of respect, Tha old adaga, 'Den't judge
a beok by itz cowver’ 18 cantral 1o a suceasafinl business, "

exhibilors  can  save time  and monsy by

Helpful Resources for Exhibitors/Atendees

The Handy Dandy Guide fo the Web (pre-order at v thean-
swilch.com: 1o be publishad in Novarnber 2007)

& wiww.bizbash com

» hitp ey, exhibitaronling. com'

= hiHtp: oo tsea orgd

» hitpfwww. tsnn.com/

* fiktpwn ts2show.comy
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You may consider conducting a survay or holding foous
grenps during a trade show, Be sura to offsr a compalling
inesntive for respondars too,

B Get out thers! Assign at least one parson to “work the
flaor™ at all times, If you don't hare adequate internal staffing,
angage the samvicas of a publicist or marksting company.
Somse of your bast prospacte may be i conference gassions,
lunch areas, or seme ol the “mingling areas™ noted above,

8. Hold team meetings to troubleshoot and brainstorm. Of
coursa, your booth staff will be exhaustad and drainad aftar
etamding and selling for kours on end. But try 1o find a time
(lake breakfast) when you are relreshed and can all get togeth-
ar to talk akout what's working and what's not, share idaas,
and lay out your game plan for the 1est of the shew, If you
hawe sigmificant isswes, consider angaging the show organiz-
mr in your disoussion. They seill, of courses, want oo o reharmn
naxt year 5o if you are axperiencing problems; thoy noed o
Enow about them immsdiataly,

10. Hang In there. No matter how burned out you are,
never closs your booth prior o show's end, advises
Hilfman, “One of our exhibitors got a substantial order
from & booth visitor two minutes bafore the floor closad,
That was the etart of a long, profitable, relationship. You
never know swwho your last visitor is going to be "

KEEF THE SHOW ALIVE, 365

Both attandess and axhibitors meat this aams challangs
— wonl get back to your office and bave 100% of a-mails (at
least) o deal with. Fapers, meslings, and messsges have
accurmilated. You have to retum to your “real job.”

Mo net lat those faw valuahle tradae show days fade
into distant memasries. Begolve to bulld on the leads vou
gensraled, the deas you collscted, and the psaople you
mot. Keap the show directory in a prominent place on
wvour boskshalf as a reminder. Register early for the next
wvaar's show [on if vou decids not te returmn, ressarch
altermative shows). Provide [sedback Lo the show argan-
izeTs, s0 they know what neesds improvemant. Sat an
hour each week for “trade show follow-up® and den't
eactifice it for other businase priorities,

Whether you attend one or 100 shows a year, thess lme-fes)-
ol stratecpes will onsnure there's oo busmess ke show businoess.”

Nancy A, Shenkar, Foundar and Primcipal of theQNaswitch
(wrwrantbheonewiich.com) 18 a marketing professional whe
has spent most of her B0-ypear carser involred n sofmnes aspect
of ovents and trade shows - as an exhibitor, attendes, and in
show managemant, thaONswitch provides creative strate-
gies and services (marketing plane, FR. events, wabsites,
and more} to a wides range ol companies and indostioes,
MNancy was Zanior VP of Marketing at Boeed Exhibitions and
has also hald executive positions at Citigroup  and
MastarCard and m the publishing industey, @

She iz the author of "Your Handy Dapdy Guide to the
Weh™ and "Your Handy Dandy fida fo Trade Shows”™
{Nowvamber HW0T). She lacturas on markedilsy topics aé NV
Trump University, and professonal conferences. Heach ber at
mancysi thaonmatich.com.
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