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them. Being able to instantly hand over
your contact information to vendors makes
you appear professional and prepared to
do business.

* Display confidence — Exhibitors expect to
deal with the people who will be reselling
their products. The primary basis for your
visit is to establish relationships and build
a rapport with companies who may poten-
tially become long term suppliers to your
business.

* Manage your time wisely — With so much
to see and so many people to meet, you will
quickly run out of time if you don’t devise
a plan. Stay at a company’s booth only if
you genuinely want to learn something from
them or network with them. By spending
too much time in conversation at an ex-
hibit that doesn’t interest you, you will only
waste your time and theirs. Time is of the
essence at a trade show; don’t waste valu-
able networking opportunities.

By knowing your objectives and whom you
need to see, your visit to a trade show will
be time well spent. Aim to be focused and
organised and the event will be rewarding
and beneficial to you and to your company.

Successful exhibiting

As a trade show exhibitor, you have an
unmissable opportunity to showcase your
products or services, build relationships
with existing clients and establish new ones
with potential clients. The greatest way to
gain maximum exposure from your exhibit
is to work to a plan, and to know your objec-
tives and how you plan on achieving them.
Also, it's not enough to focus on only the
dates of the trade show. To maximise your
success, it’s crucial to include the pre-show
and post-show periods in your planning.
Many exhibitors fail to create a plan that
encompasses all three stages.

* Marketing Plan — Develop a meaningful
theme that ties in to the use of all three pe-
riods as this will help to guide decisions.
Incorporate as many mediums as is nec-
essary and appropriate. Direct mail, email
campaigns and advertisements in trade

publications will all help to foster aware-
ness of your brand.

* Direct mail — Direct mail remains one of
the most popular promotional vehicles used
by trade show exhibitors. Many of the mail-
ings originate from the show’s manage-
ment’s lists and consequently, everyone
receives everything. Use the following to
optimise direct mail:

- Compile your own customer and prospect
list to target the people and/or companies
you want to visit your exhibit.

- Design a piece that makes an impact and
is benefit-oriented.

« Utilise the press — This is one of the most
cost-effective and successful methods of
generating large volumes of direct enqui-
ries and sales. Before the trade show:

- Find out from event organisers which pub-

lications are planning a special trade show
edition and enquire as to what opportunities
are available.

- Dispatch newsworthy press releases fo-
cusing on whatever’s new about your prod-
uct/service.

¢ Give incentives — Whatever options you
use, make sure you provide attendees with
a reason to visit you. With halls show-
casing an enormous range of fascinating
products and services, and given the time
constraints upon everyone, people need an
incentive to visit.

- It's up to you to create value at your ex-
hibit; a reason to visit yours instead of any
number of others that may have similar
product offerings.

- Even if you don’t have a new product or
service to introduce, devise a new angle to
promote what you do have.
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* Differentiate your products/services — Too
many exhibitors are content to be one of
the crowd, yet still expect incredible results.
At shows that attract large numbers of ex-
hibitors, very few seem to make the effort
to stand out. Your exhibit should leave a
strong and memorable impression on visi-
tors. It should display what’s different about
your company and why attendees would
want to deal with you.

e Make the most of your booth — On the
show floor your exhibit should make a
strong statement about who your company
is, what you do and how you do it.

 Offer a warm welcome — Make your trade
show booth a welcoming space.

- Create a focal point and devise a strong
key message that communicates a signifi-
cant benefit to your prospect buyers.

- Opt for large graphics over detailed copy.
- Create an experience that allows visitors

to use as many of their senses as possi-
ble.

¢ Prepare your people — Trade show exhibit
staff training is essential for a unified and
professional image.

- Make sure that they know how to sell
instead of tell and that they know how to
close the interaction with a commitment to
follow up.

- Assign specific tasks for staff and draw up
a roster to accommodate busier times such
as the start of the show.

e Follow-up — The key to your trade show
success is wrapped up in the lead manage-
ment process. The best time to plan for
follow-up is before the show. It's to your
advantage to develop an organised, sys-
tematic approach to follow-up.

- Establish a system that lets you deal with
leads efficiently.

- Don’t let the client go cold.

- Set timelines for follow-up using available
tracking systems.

- Make sales representatives accountable
for all leads given to them, and then mea-
sure results.

Trade shows require a lot of hard work and
effort to be successful. The key to getting
the most out of your exhibit is to make sure
you are prepared and ready to apply the ef-
fort. Don’t simply rely on the event to suc-
ceed for you. Make your exhibit an event
in itself so that you make the most of what
you’re outlaying.

Remember to let your customers and pros-
pects know you’ll be there. Make the im-
pression when you meet and then follow
up! Ultimately, your trade show success is
dependent entirely on how much you are
willing to put into it.
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