






*excludes hardware

4 year warranty available
Finally a Marquee company offering exceptional 
quality with full colour branding options to suit. 

Fully printed Canopies from $695 inc gst *
Conditions Apply

Place YOUR BRAND in the most prominent 
position at all outdoor events. 
M A R Q U E E S  G A Z E B O S  P O R T A B L E  S H A D E

“BUILDING YOUR BRAND BETTER” 1300 784 552
info@altegra.com.au

Let us do a 

FREE 

design for you

today!

quickly make them notice you and want to 

walk over to your booth. 

To make your booth graphics have im-

pact and work for you rather than against 

you, remember: 

Making Your Booth Stand Out
Focus on your products or service’s “ben-

efits” rather than “services.” Use text very 

sparingly. You want your booth to look 

more like a billboard than a brochure. 

Make sure there is a single focal point. 

Find the essence of your business and 

make sure everything revolves around that 

central idea. 

Make sure your name and your position-

ing statement are very prominent in the de-

sign. Remember, if you’re a new company, 

you have to create an impression, and if 

you’re an existing company you have to 

maintain and build on that impression. 

The trends these days in booth graph-

ics are large visual backdrops with only 

the most concise, key text statements to 

communicate a message or theme. For 

example, a company that manufactures 

scissors or chain saws could use a single, 

larger-than-life photograph of its product 

as the background for the booth. The mes-

sage is immediately obvious, as opposed 

to the booth that posts several small pho-

tos of its products with descriptive text 

along side them that can only be read at a 

distance of 2 feet (0.6 m). 

Now, if your company is a service-ori-

ented company, you may have more diffi-

culty posting a single image, but think hard 

about it. You can usually come up with an 

image or simple montage that can commu-

nicate the essence of your business. 

So now you have an idea about the type 

of booth you want and  how you want it to 

look. 

How do you make it happen? First, check 

with booth vendors in your area. It is gen-

erally better to have local access to your 

vendor so you can easily go to the show-

room to see the products, get ideas, and 

also be able to easily get support, extra 

parts, and supplies. Most exhibition com-

panies will also show you what the booth 

will look like prior to building it to make 

sure you are happy with it. Also the ex-

hibition builders are also great resources 

for ideas for designing your booth. They 

know what works and how to make your 

booth effective. Use their experience and 

advice as it is free! Check references of 

the vendors you speak with. Talk to their 

customers and see if they are happy with 

both their booth and the service from the 

vendor. Or, go to a local trade show and 

ask some of the show vendors about their 

booths and whom they work with. You are 

about to make a potentially large invest-

ment, and a little product research is very 

valuable. 

Also, many vendors will store your booth 

in their warehouse or showroom while it’s 

not in use, for no additional charge. Some 

will also make sure it’s clean and in good 

shape, and ship it for you when you need 
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UFGlo LED Balloon Lights are set to revolutionise the balloon & promotional 
industry, for years to come.

UFGlos are a revolutionary self-levelling LED lighting device that is designed to turn
regular latex balloons into illuminated promotional & party spheres. At just under 
5 grams, UFGlo LED Balloon Lights are speci�cally designed to be used in either  air 
or helium �lled balloons.

For further information or samples please contact us or visit:  www.ufglo.com.au/promo 

12+ hours
Lunar Blue Martian Green Asteroid Orange Cosmic Red Star White

LOOK!  Its a Bird, Its a Plane... na its UFGlo!

Welcome to a world of light & illumination.

it. Make sure you know what they charge 

for this service (if anything -- some ven-

dors provide it free) because those fees 

can add up. 

Usually, the booth vendor can either cre-

ate your graphics from images you supply, 

or they may offer services to create the im-

ages for you. Here, cost is usually the key 

difference. If you have an internal graph-

ics staff, you’ll save money, but make sure 

they are in good communication with the 

vendor graphics staff to ensure that the ap-

propriate sizes and formats are supplied 

It seems there are always little things you 

didn’t think about that greatly affect how 

much you love or hate a product you’ve 

purchased. Exhibit booths are no excep-

tion. First, if you plan on shipping the booth 

yourself, know the size and weight limita-

tions of your shippers, as well as the con-

ference locations for the trade shows you 

are attending. One company purchased a 

large custom 20-foot (6-meter) booth that 

could be broken down into two 10-foot 

booths for smaller shows, but didn’t take 

into consideration the weight and size of 

each of the 10-foot sections. The com-

pany shipped a 10-foot section to a small 

regional show that did not have the equip-

ment in their facility to move a 700-pound 

(318-kg) carton into their exhibit hall. The 

company’s sales reps had to quickly and 

creatively come up with a good reason 

for   why they were standing in an empty 

booth space! 

Second, know the tools you need to put 

the booth together, as well as the muscle 

required to do it. This comes into play both 

from your booth staffing standpoint, and 

the convention centre requirements. 

Third, if you get a portable booth, make 

sure the cases that your booth ships in 

are very durable, as well as replaceable. 

Shippers never give your shipments the 

tender loving care you would like, and it 

won’t take long for cases to start showing 

wear. Once this happens, you stand the 

chance of having your booth damaged, 

which can  be a disaster if it’s en route to 

an important show. 

When you have decided on your trade 

show bookings and have your booth, its 

time to start getting out there in front of 

customers. Take advantage of any mar-

keting opportunities that the show might 

offer. For example, The Australian Promo-

tional Expo offers a service whereby you 

can have custom designed invitations sent 

directly to all your current, past and pro-

spective clients, completely free of charge. 

This not only would increase your suc-

cess at the tradeshow but will most prob-

ably  generate pre show business for your 

company.

Remember you are spending a lot of 

money to be there so don’t forget to mar-

ket yourself and give your company the 

best chance of success it can have.

James Matheson
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