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Introduction

The decision for your business to become an exhibitor at one or multiple trade 
shows is one that requires research, time, and financial availability. Not every 
company is at the stage where they are ready to exhibit, but for those that are, 
it is important to know what to expect. 

First off, ask yourself this question: what is your company looking to achieve by 
exhibiting?

The answer may vary coming from the different aspects of the company; a sales 
team member might tell you the reason for exhibiting is to obtain and finalize 
new sales leads, while a marketing executive’s motivation may be to build brand 
awareness in the industry, test new marketing campaigns, or strengthen profes-
sional relationships. 

Whatever the reason, exhibiting at a trade show can be very worth the time and 
effort. Don’t believe us? The numbers speak for themselves:

With proper planning and budgeting, as well as organization and exhibiting 
abilities, your company and trade show booth are bound to be a hit on the show 
floor. 

On average, 82% 
of attendees have 
buying authority, 
and 49% attend 
with the intent 

to buy within 12 
months of the 

show (EXHIBITOR 
online).

Attendees spend, 
on average, 9 

hours per show 
visiting exhibits 

(EXHIBITOR 
online).

Only 28% of 
attendees live 

within 200 miles 
of the show, and 

56% of attendees 
travel 400 miles 

or more to attend. 
Furthermore, 

about 20% 
attendees reside 

outside of the 
US (EXHIBITOR 

online).

65% of Chief 
Marketing Officers 

said “developing 
new relationships” 
was the top benefit 

of exhibiting, and 
41% said “building 
relationships with 

existing clients” 
was the top benefit 
(BPA Worldwide).

42% of sales 
managers and 
46% of event 

managers say “lead 
generation” was 

the biggest benefit 
of exhibiting (BPA 

Worldwide).

82% 9hrs 28% 65% 42%
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Objectives
This e-Book serves as your own personal guide to trade show success. Read it. 
Study it. Cherish it. Introduce it to your parents. (Or not – your own personal 
choice.) 
Regardless of how you utilize this e-Book, it is available for reference in your 
exhibiting journey – whether your company is a repeat exhibitor, a first-time 
exhibitor, or isn’t even sure it is going to exhibit. 

e-Book Objectives:
• Outline necessary planning, budgeting, and designing before the show 

occurs. 
• Discuss the SMART method of creating goals, as well as effective methods 

to choose your show, promote your exhibiting presence, and avoid being 
blindsided by hidden fees.

• Consider the best practices for lead collection, exhibit staffing, product/
service display and social media promotion during the show. 

• Review the importance of following-up on leads and fostering professional 
relationships after the show is finished.
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Before the Show
The greatest amount of setup is completed prior to the 

show. Without proper pre-show planning, your trade show 
experience is going to be a nightmare, to say the least. 

Market research indicates that the optimum time to begin 
preparing for your show is 8 to 12 months before the event. 

This isn’t to say that exhibitors who begin planning sooner 
to the show dates are bound to fail; remember, though, that 

the stylistic and logistic options available at 8 to 9 months 
prior are more abundant and dynamic than those available 

at 3 to 4 months prior. Give your company the freedom 
to decide what works best with their branding, instead of 

being stuck with what’s left over.
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Planning:
Choosing the Right Show 

Exhibitors often make the mistake of attending any show that is convenient for 
them in their industry. This “strategy” is an easy set-up for failure, regardless of 
your booth design or exhibiting abilities.
When researching potential trade show(s) to attend, it is important to consider 
the size, audience, and budget of the show.

Size 

Choose a show that will give your company the opportunities to build your brand 
and grow overall. Research previous year’s attendance size and use that data to 
determine if the capacity of the event is one that will complement your company. 

In addition to confirming the actual trade show size, ensure that the dimensions 
of your exhibit qualify as an acceptable size for that show. Remember, even if you 
are allowed to display a 30x30 exhibit, late registration might prevent you from 
getting a 30x30-sized space. 
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Audience

Knowing your audience is critical to choosing the show of best fit for your 
company. When conducting your research, ask yourself the following questions:

• Who is my company’s target audience?
• Was my company’s target audience a major portion of last year’s attendee 

population?
• Will the presence of a major competitor help or hinder my company’s trade 

show performance?
• Will this year’s attendees offer my company a large percentage of qualified 

leads? 

Researching while keeping these questions in mind will aid greatly in qualifying 
and eliminating trade shows. A trade show is only beneficial if there are attendees 
who are seeking your products or services. 

Budget

There’s no way to avoid it: trade shows are expensive. But, smart budgeting 
and decision-making puts the control in your hands to make the best of your 
investment. When researching shows, look for a show that will fit both your 
budget and appeal to your target audience. 

When attending a trade show that fits the size, audience and budget needs of 
your company, keep in mind the growth you will experience in future years. As you 
continue to exhibit to your target audiences, your sales will improve, as will your 
budget for the shows to follow. With a larger budget, your company can make 
improvements to your booth, booth size, and marketing, subsequently drawing in 
greater amounts of qualified leads and sales. 
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Setting SMART Objectives
Before exploring the path towards successful trade show marketing and 
exhibiting as a whole, it is critical to define the objectives of exhibiting. In other 
words, what is your company looking to achieve by exhibiting?
When measuring strategic objectives, use the SMART method:

S – Specific:  Make your goals explicit. A goal of “doing well at my trade show”   is 
too general, and can be interpreted differently by others on your exhibiting team. 
Your goals should be easy to comprehend and have a clear focus. Examples of 
effective specific goals include:

• Attend seminars at the show.
• Establish relationships with non-competitive vendors.
• Obtain leads from trade show attendees. 

M – Measurable:  When creating your goals, be sure that each one has a 
method of measuring whether or not the goal was reached. Again, a goal of “doing 
well at my trade show” is lacking both direction and measurable properties. Using 
the same examples as above, some effective measurable goals would include:

• Attend 3 seminars at the show.
• Establish relationships with 5 non-competitive vendors.
• Obtain leads from 10% of trade show attendees. 

These objectives are both specific and measurable, although there are still steps 
to take that are necessary to perfecting these goals.

A – Achievable:  It is ESSENTIAL to have goals that are achievable. If you set 
objectives that are greater than the available resources, time, and talent, you are 
setting your team up for failure. Some examples of achievable goals are:

• Attend 3 seminars at the show. Seminar #1 occurs on Thursday at 2PM, 
seminar #2 occurs on Saturday at 11AM, and seminar #3 occurs on Saturday 
at 4PM.

• Establish relationships with 5 non-competitive vendors. SUBGOAL: research 
vendors pre-show to create a list of possible non-competitive vendors who 
may want to collaborate/do business with us.

• Obtain leads from 10% of trade show attendees. There will be approximately 
1500 attendees, so our goal of 10% would equal about 150 leads. With an 
exhibit team of 10, that is about 15 leads per person over the span of 4 show 
days. 
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R – Relevant:  Before attending your show, make your goals as relevant to 
what needs to get done as possible. Although this seems like a no-brainer, there 
are countless situations where improper planning or a lack of direction leads to 
wasted time and resources. Here are what relevant goals would sound like: 

• Attend 3 seminars at the show. Seminar #1 occurs on Thursday at 2PM, 
seminar #2 occurs on Saturday at 11AM, and seminar #3 occurs on Saturday 
at 4PM. The seminars consists of news and trends in the industry that my 
company can leverage as strong points in future shows and in our branding.

• Establish relationships with 5 non-competitive vendors. SUBGOAL: research 
vendors pre-show to create a list of possible non-competitive vendors 
who may want to collaborate/do business with us. By establishing these 
relationships, our businesses can share many of our clients and build business 
together.

• Obtain leads from 10% of trade show attendees. There will be approx. 1500 
attendees, so our goal of 10% would equal about 150 leads. With an exhibit 
team of 10, that is about 15 leads per person. Make sure your leads are 
qualified, fit your buyer persona, and are genuinely interesting in conducting 
business with your company. 

T – Time-bound:  Your goals need to have deadlines attached to them. Open-
ended, untimely goals are destined to fail. To complete your SMART goals, make 
them time-bound:

• Attend 3 seminars at the show. Seminar #1 occurs on Thursday at 2PM, 
seminar #2 occurs on Saturday at 11AM, and seminar #3 occurs on Saturday 
at 4PM. The seminars consists of news and trends in the industry that my 
company can leverage as strong points in future shows and in our branding. 
(Because the seminars are scheduled, they are already “time-bound”). 

• Establish relationships with 5 non-competitive vendors by the end of the 
4-day show. SUBGOAL: research vendors pre-show to create a list of possible 
non-competitive vendors who may want to collaborate/do business with us. 
By establishing these relationships, our businesses can share many of our 
clients and build business together.

• Obtain leads from 10% of trade show attendees. There will be approx. 1500 
attendees, so our goal of 10% would equal about 150 leads. With an exhibit 
team of 10, that is about 15 leads per person. Make sure your leads are 
qualified, fit your buyer persona, and are genuinely interesting in conducting 
business with your company. These leads should be collected by the end of 
the 4-day show. 
 

You can maximize your trade show experience by following the 
SMART method in your goal-creation.
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Utilizing Pre-Show Promotion
A good way to spread the word about your company’s presence at an upcoming 
show is through pre-show promotion. With the growth of social media and 
other technological advancements, it is easier than ever to inform others of 
your upcoming event. 

Before you begin Tweeting and posting Facebook statuses, though, it is critical 
that you recognize where your current clients and buyer personas are receiving 
their information. Where do they spend the most time online? Do they spend 
more time on email, LinkedIn, on the phone, or other social media? If they prefer 
being emailed or called, for example, announcements on social media will most 
likely not reach your clientele. 

Emailing clients with incentives to visit your booth (free iPad, discounted 
services, etc.) is a good way to draw traffic. If your audience uses all different 
social media platforms, connect your email to your company’s pages and invite 
them to not only visit your booth, but “like” and promote posts on their personal 
pages, too.

Remember, just because a post on social media is 
shorter than an email doesn’t mean it is any less 
effective. Business relationships formed over social 
media are fragile and take extra nurturing. Instead 
of only posting a single “thank you” comment in 
reply to a visitor on your promotional post, take 
it a step further and send them a private message. 
Social media may seem like an “easy way out”, but 
because face-to-face communication is lost, it is the 
business that goes above and beyond who succeeds in 
building these relationships.
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Identifying Your Target Audience 
When attending a trade show, one of the most important aspects to consider 
is the attendee demographic. A target audience needs to be established before 
your company even decides on a show to attend. When putting together your 
ideal target attendees, ask yourself these questions:

Who are your existing clients?

Take the time to know your customers. What is the average gender and age 
range of your clients? Job title? Common buying patterns? By doing this, you 
will establish buyer personas, which are fictional but accurate representations 
of your customer database. Each of your customers will fit a buyer persona, and 
the process of identifying where a customer falls in terms of personas will allow 

targeting the right personas at the show to be done with greater precision. 

Which personas are attending which trade shows?

Do some research on the overall market – reach out to show contractors and 
repeat vendors to learn more about the attendees of year’s past. Identify the 
same qualities in the show attendees as you did to determine your company’s 

buyer personas.

Who are your company’s target personas?

Now that you can recognize who exactly you are targeting at the show, be sure 
to leverage that in your exhibiting. Instead of convincing the general public to use 
your product or services, market directly to those who are seeking you.

Need some help... 
identifying your buyer personas?

DOWNLOAD OUR E-BOOK HERE 

http://info.expomarketing.com/buyer-personas-how-to-identify-potential-leads
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Getting Through the Exhibitor Manual
The truth is, people don’t like reading manuals. Whether it’s a trade show or 
a build-it-yourself desk, accompanying guides are often skimmed, or worse, 
left untouched. The problem is, while a desk can be experimented on until it is 
perfected without the manual, a trade show is a one-shot opportunity that costs 
a substantial amount more than a desk. Tackling the exhibitor manual is a must-
do before exhibiting.

Need some guidance? Here are a handful of tips to aid in surviving the exhibitor 
manual:

Take some time to sit down and read it. Yes, the whole thing.

It is absolutely necessary, for both veteran and rookie exhibitors, to read through this dry 
piece from cover to cover at least once. To be, at the very least, familiar with the structure 
of the manual as well as the general location of each section makes the planning process 
significantly more organized and structured. As you read, add tabs or bookmarks to pages of 
great interest, company benefit, or relevancy.

Highlight and record all deadlines as you read them. 

The trade show manual provides an explicit schedule of when paperwork is due, the location 
of your booth, the move-in and move-out critical dates for your booth location/category, and 
most importantly, the consequences faced when those deadlines are not met. After reading 
the manual, determine any offered services your company may want to order and note 
deadlines. The day your company has access to the manual is the day you must find and mark 
your established dates and deadlines.
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Refer to the manual throughout the exhibiting process.

Once you have read the whole booklet, skim it often. Make sticky notes, highlight, mark your 
calendars, and ensure all requirements are met. Commonly overlooked information by the 
exhibitor include:

Rules and Regulations. Are there any height or line of sight restrictions? Do 
you need to submit both layouts to show management for approval?

Booth orientation. Is there a requirement for the direction your booth is facing? 
For example, some shows require booths to be facing in such a way that doesn’t 
demean or take away from the presence of its competitors.

Hanging signs. Are they allowed? Is there a weight or size limit? What about 
extra fees – is the exhibitor charged for a forklift and/or show-provided labor?

General signs and lighting. Are there any restrictions on sign and lighting 
placement? Location? Size?

TIP: Use the summary sheet for access to quick information on-the-go.

The show contractor often provides the registered attendee with a “summary sheet” either 
at the front of the manual or on the contractor’s website. Print that sheet out or save the file 
electronically for easy access to basic show and exhibitor information.

WHEN IN DOUBT, CONTACT THE SHOW CONTRACTOR OR TRADE SHOW 
MANAGER.

If there are ANY questions, it is best to contact the general services contractor (contact 
information is readily available in the manual). They are the authors of the exhibitor 
instruction packet, so they can answer your questions most effectively. Don’t forget - they 
want the show to run as smoothly as you do.   
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Following Critical Dates
Critical dates are the same as deadlines, right? 

…Not exactly. Deadlines are the due dates for documents, payments, service 
orders and other necessary pre-show requirements, whereas critical dates 
have a much more specific purpose.

Critical dates are the dates and times which are assigned to your exhibit for 
move-in and move-out on the show floor.  Some shows issue target move-in 
and move-out schedules for exhibitors to follow. These dates are CRITICAL, 
because failure to arrive during your set time (not before, not after, but during 
your target time) almost always results in incurred fees and overall delay on the 
show floor. 

The show itself will not be the only one charging you, though; arriving and 
dismantling off-schedule from assigned critical dates often causes delay for 
your labor team. The longer the team is present, the more you have to pay 
them, whether they are working or not. 

Mark your critical dates as soon as they are available to you, and plan your 
shipments precisely. These dates are available in the exhibitor manual, as 
well as via email or phone to the general services contractor. It is nobody’s 
responsibility but your own to know the dates and adhere to them.
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Budgeting: 
Meeting Deadlines
Following deadlines is imperative to trade show success. Your first deadline? 
Registration. When you have decided on a show to attend, register as soon as 
possible. Doing this not only secures an ideal booth space on the show floor, 
but often means saving money (as compared to waiting). 

Other common deadlines that are important in the exhibitor planning stages 
include:

• EAC (Exhibitor Appointed Contractor) form
This form, to be submitted to the show contractor, is a document stating 
the decision to forego show-supplied labor for your own contractor of 
choice. 

• Credit card authorizations
Credit card authorizations are required for most external services, such 
as your exhibit house, shipping company, or labor provider.

• Pre-show-related fees 
Some show-related fees include miscellaneous deposits and additional 
exhibitor member badges.

Calendar the dates for these deadlines as soon as possible after registering for 
the show. The sooner you know when documents and other requirements are 
due, the sooner you can begin compiling all the research necessary for those 
deadlines.
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Identifying Hidden Costs
 
There are a handful of expenses that are implied at a trade show, usually 
identified by meticulously reading the exhibitor manual, or by years of 
experience. Regardless, there are always exhibitors who seem to be blindsided 
by these not-so-subtle charges on their post-show bill. 

While most expenses are easily distinguishable throughout the trade show 
planning process, there are three major “hidden” costs that go overlooked in the 
budget:

1) Hidden fee: Shipping
As most people know just from personal experience, shipping prices are fickle. 
While most of people’s financial worries lie in the shipment weight, exhibitors 
have a range of factors that ultimately decide the final shipping price. What are 
these factors, and why are they hidden costs?

The answer: Factors that affect shipping prices include weight, number of 
shipment pieces, shipping distance, and shipment dimensions. Additional factors, 
such as a fuel surcharge for the truck, wait times at the trade show dock, or late 
fees for missed critical dates/times can add to the overall shipping bill.

How to save money: CONSOLIDATE your shipments! The less amount of 
shipping pieces, the smaller the fees (even with increased weight). Additionally, 
to avoid missing critical dates due to unforeseen shipping delays, consider the 
option of shipping early to the show site’s advance warehouse. Shipping to the 
advance warehouse often means earlier move-in and setup in your booth space. 
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2) Hidden fee: Labor
Many first-time exhibitors do not look at labor as necessarily a “hidden” fee…until 
they experience it firsthand. So, why is it so important to note when formulating 
your budget?

The answer: hourly pay. Labor pay begins not when you need them, but when 
they arrive at the show site. If your shipping is delayed, or if your critical dates 
and times are not met, your labor crew will not wait for the booth to start their 
work hours.  Research the show’s labor rates; in most cities, rates are determined 
based on union jurisdiction.

How to save money: Plan your labor crew hours carefully. Know your critical 
dates and times like the back of your hand, and schedule your crew accordingly. 
Also, remember that while it is sometimes unavoidable to schedule labor on the 
weekends (due to the nature of the trade show or targeted move-in), weekend 
hours always count as overtime for labor crews. Schedule booth install and 
dismantling on weekdays if possible.
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3) Hidden fee: Drayage
When your shipments arrive to the trade show, how do they get to their booth 
space? They don’t magically find their way across the floor, but somehow, they 
seem to settle in the right space. 

The answer: drayage. Also commonly referred to as “material handling”, drayage 
is the fee that is charged when your booth is moved from the truck or advance 
warehouse to your specific booth space. One more thing – it is extremely 
expensive. In fact, often times, it costs more to move your booth across the show 
floor than it does to ship it across the country. Drayage can account for upwards 
of thousands of dollars in exhibitor fees, and for those unaware of this truly 
hidden fee, this can be a devastating blow to the budget.

How to save money: While drayage costs are non-negotiable, there are factors 
that can be altered to soften the blow. First and foremost, it is important to know 
exactly what drayage fees consist of:

• MINIMUM FEES: Each shipment piece has a minimum drayage fee 
attached to it. Minimum fees range from $100 to $200 per piece, and are 
independent of the shipment’s weight. 

• WEIGHT: Drayage is calculated using a measurement known as CWTs. 
One CWT equals 100 (C = 100 in roman numerals, and WT = weight). To 
determine the basic drayage fee, follow the equation below: 

1. Divide your shipment weight (example: 2000 pounds) by 100 (1 
CWT).  
 
2000 (lbs) ÷ 100 (1 CWT) = 20 CWTs 

2. Multiply the number of CWTs by the minimum fee, which is published 
in the exhibitor manual (example: $200 minimum per shipment piece).

20 CWTs x $200 each = $4000 for basic drayage fees.  

• DELIVERY TIMES & MISSED DEADLINES: If critical dates are missed or 
the truck driver for your shipment is late, you can be charged upwards of 
35% of your total drayage bill in late fees. 



19Back to Table of Contents 

So, how do you save money? As mentioned before, material handling fees are 
non-negotiable and account for a decent percentage of your budget. To save as 
much as possible…

…consolidate shipments. As much as weight accounts for drayage costs, 
shipping multiple pieces adds up much more rapidly. 

…ship lighter pieces to the hotel. Whatever you can bring to the show 
should be sent to you, not the show floor. Be sure to consult the 
show contractor’s policies for bringing in shipments before making 
arrangements.  Contractors usually only allow what one person can carry 
to be brought to the booth space

…stick to deadlines. It is too easy to accrue excess fees by missing 
deadlines or critical dates. Mark all dates on your calendar, set alarms, 
make notes, and share dates with others from your exhibiting team. Don’t 
forget when things are due!

Stay organized 
with our Trade Show Budget 

Checklist!

AVAILABLE HERE

http://info.expomarketing.com/trade-show-budget-checklist
http://info.expomarketing.com/trade-show-budget-checklist
http://info.expomarketing.com/trade-show-budget-checklist
http://info.expomarketing.com/trade-show-budget-checklist
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Renting Your Exhibit vs. Buying
You’ve made the decision to exhibit at a show in your industry. The next step 
is to begin planning, but first you must determine which path best fits your 
company: buy your exhibit or rent it?

While people often associate the word “rental” with impersonalized, reusable 
quality, exhibit rentals do not fit those stereotypes. The most advantageous 
reasons to rent are:

• Minimal initial investment 
• Great amount of flexibility when redesigning booth from show-to-show 

(change of furniture, lighting, and other variables)
• Ability to exhibit at more than one show at a time
• Minimal storage fees by exhibit house
• Adaptability to show’s audience
• Adaptability to show’s booth dimension requirements or other changed 

factors
• Minimal maintenance/”wear-and-tear” costs

On the other hand, rentals come with a small degree of risk – failure to plan 
ahead can mean lack of inventory at the exhibit house for your trade show 
booth. With enough planning, though, inventory will be stocked and allocated to 
your project.

For those who are looking to purchase their booth, the advantages of doing 
so work in sync with the ability to have complete access and control of your 
exhibiting experience. Additionally, because all inventory is purchased and 
owned by your company, there is no risk of lack of inventory come show time.

Purchasing your exhibit can be a viable option for your company, but before 
deciding to do so, consider the short and long-term investments of buying. 
For one, purchasing requires a large initial financial investment – one that 
is significantly larger than that of a rental. In addition to the investment, 
purchased booths require storage costs (for the hundreds of days your exhibit 
will NOT be exhibiting on a show floor), maintenance costs (accounting for 
wear-and-tear, damage repairs, et cetera), and refurbishment costs (for when 
your company wants a fresh booth design). 

Need a visual?
Download our “Renting vs 
Owning” infographic here!

http://info.expomarketing.com/renting-vs-owning-infographic
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Booth Design:
Standing Out on the Show Floor 
1) Graphics 

One of the very first thing people will notice as they approach your booth is 
the graphics. For this reason, it is crucial that your exhibit graphics convey a 
message that represents the quintessence of your company. Ask yourself this: will 
attendees know what your business does and the products/services you represent from 
looking at the graphics alone? If the answer is no, now is the time to evaluate what 
is limiting your graphics and find solutions to make your message to consumers 
explicit. 

Aspects of your graphics include color, size, and text. When it comes to color, 
it is important to consider both your company’s branding and the mood your 
company wants to convey. For example, the color red grabs attention the best – 
but don’t use red if it clashes with your company completely. Colors should tie in 
your branding and set the initial mood for visitors. 

The size of your graphics should be large enough that they are visible from afar 
away, but not overwhelming. Consider these three tips when sizing graphics:

• Large format graphics can be fickle, but they must look clean on a large scale. 
Employing a professional graphic designer is your company’s best route for 
creating graphics with remarkable resolution.

• Lights and graphics should complement each other; no matter how large the 
graphic is, it is still important to have complementary lighting to illuminate it. 

• Graphics on a computer screen will never truly represent the real, tangible, 
large graphics. Keep this in mind when designing and sizing. 

2) Lighting
Another mood-setting element is the lighting of your booth. The overall 
atmosphere can be very contingent on the illumination aspects of your exhibit. 
You want to highlight your products/services and graphics, but avoid harsh 
lighting or lighting that is too dark. Also, keep in mind that warm lighting tends to 
be much more flattering on people than cool lighting. 
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3) Structure
While the overall booth structure is contingent on your own preference, it should 
be noted that the most inviting trade show booths are simple and spacious. 
Symmetry and floor space can make or break a booth; give your visitors enough 
room to explore without making them feel claustrophobic. Contrarily, it is 
important to be unique and engaging in design. Charlie McMillan, President of 
McMillan Group Inc., offered this word of insight: “If I took away the logo and 
the product, could the design be used for another company? If so, the design isn’t 
good enough yet.”

Consider this quote and ask yourself that same question regarding your booth 
design. A compelling booth isn’t solely dependent on the color, logo, graphic and 
light displays; adding a unique touch to the overall layout gives your company the 

upper hand on the show floor.

Need a visual?
Download our infographic 
“Creating the Right Mood 

for Your Trade Show 
Exhibit” HERE!

http://info.expomarketing.com/create-the-right-mood-for-your-trade-show-exhibit
http://info.expomarketing.com/create-the-right-mood-for-your-trade-show-exhibit
http://info.expomarketing.com/create-the-right-mood-for-your-trade-show-exhibit
http://info.expomarketing.com/create-the-right-mood-for-your-trade-show-exhibit
http://info.expomarketing.com/create-the-right-mood-for-your-trade-show-exhibit
http://info.expomarketing.com/create-the-right-mood-for-your-trade-show-exhibit
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Staying Organized
Planning for a trade show can be extensive, time-consuming, and 
overwhelming. Let’s recap the essentials to keep your execution running 
smoothly:

• CHOOSE THE RIGHT SHOW – Factor in target audience, show size, and exhibit 
limitations into your show choices. Size, audience, and budget are the top reasons to 
either attend or skip a show.

• SET SMART OBJECTIVES – Specific, Measurable, Achievable, Relevant and Time-
Bound objectives will encompass all goals that need to be addressed in trade show 
management and planning.

• TAKE ADVANTAGE OF PRE-SHOW PROMOTION – The more that know of 
your presence at a specific show, the more who will stop by! Offer visitation incentives 
before the show takes place to bring in greater amounts of traffic at the event.

• IDENTIFY YOUR TARGET AUDIENCE – When your target audience is explicit 
and easily identifiable, your company can then begin to market towards their needs and 
pain points. This, in turn, attracts the most qualified leads to your exhibit.

• READ THE EXHIBITOR MANUAL – Don’t skip this. Dissect the manual to make 
it easier to digest, bookmark important points, and mark critical dates for all marketing 
employees to see.

• FOLLOW CRITICAL DATES & MEET DEADLINES– Failure to follow critical 
dates (specific move-in and dismantle dates and times) or deadlines (form submissions 
and required materials) can lead to extra fees incurred by your company, as well as added 
stress before, during, and after the show.

• IDENTIFY HIDDEN COSTS – Recognize what drives up the “hidden” costs of 
shipping, labor and drayage, and how your company can maximize their budget.

• TO RENT OR TO PURCHASE EXHIBIT? - There are advantages and setbacks of 
both routes; weigh the pros and cons of each to determine the best fit for your company.

• BOOTH DESIGN – Pay special attention to the graphics, lighting and overall structure 
of your booth to ensure that your exhibit works as a toll to naturally attract visitors. 
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During the Show
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Choosing Your Booth Team
When choosing your exhibiting team, it is critical that each individual 
represents the core values of your company and is well educated in the industry 
and in the company’s products/services. 

DO… Choose employees who are knowledgeable. Remember, these people 
are out to SELL YOUR PRODUCT! Just because someone is a relatable person 
does NOT mean they are qualified to sell your products and/or services. Pick 
staff members who know the in’s and out’s of the company’s branding.

DON’T… Let the booth do all the work. The point of your trade show exhibit 
is to naturally attract visitors and draw attention to your company. After that 
initial step, it is the job of the company’s exhibit staff to provide information and 
answer questions to potential customers. The booth is a prop for your company. 
If it is doing all the work, why have a staff present? 

DO… Have a friendly group representing your company. Visitors who feel 
uneasy about sellers will likely pass on buying anything. Choose a team of 
people who can build and foster trust with visitors. REMEMBER – good service 
is overlooked, excellent service is remembered, but bad service is NEVER 
forgotten.

DON’T… Task the pushy salesman with taking on the exhibiting job. There’s 
a difference between someone who is passionate about the company, the 
products/services, and their job, and someone who heckles the customers until 
they buy something. Nobody enjoys being strong-armed into a purchase.

DO… Make the most of your exhibiting experience! All the time, money, and 
hard work put into creating this masterpiece should not go to waste just 
because of an unqualified company staff. Choose your trade show employees 
wisely and witness the positive effects it has on your company’s trade show 
performance.
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Exhibiting Your Products 

Your exhibit may be the star of your trade show, but the products are the star 
of your exhibit. Be sure your exhibit reflects the key characteristics of your 
products. In other words, attendees are seeking a solution to a problem they 
are facing; your products need to solve that problem, and your exhibit needs to 
be the platform that entices visitors to purchase your product.

To maximize the impact of your products on the show floor, follow these five 
guidelines:

1) Product Knowledge: 

It is CRITICAL to know your product like the back of your hand. Know all the 
functions, pros, cons, and features of your product. You must serve as a reliable 
resource for attendees to consult. Additionally, you should be able to identify the 
intended audience for the product, and how your product will address their pain 
points.

2) Competitor Product Knowledge:  

While it is essential to know your own product, studying the pros and cons of 
competitor’s products gives you the extra edge. You can use information collected 
from competitor’s products to compare yours against theirs. Why is your product 
the SUPERIOR product? Don’t give attendees skewed information about the 

competitor’s products either – that affects you and your company’s credibility.

3) Enthusiasm:  

It’s one thing to know a lot about your product. Anybody who researches enough 
can attain that same level of knowledge. What adds the selling factor best is the 
emotion and attitude you have when educating booth visitors. This goes hand-
in-hand with selecting proper booth staff.  If you show enthusiasm about your 
product, the audience will feel that positive emotion as well. By being passionate 
about what your company has to offer, your sales and customer satisfaction 

ratings will increase.
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4) Demonstrations:  

Presenting company products at trade shows using live demonstrations is a great 
way to attract crowds and spread the word about your product(s) and branding. 
This is especially important if your message is one that focuses on the science or 

ingredients of your product.

5) Research Additional Platforms:  

Find out when and where you can promote your product even fither. 
Demonstrations are good, but getting your product outside of the booth space is 
great. You can do this by offering samples, hosting Exhibitor-Presented Seminars 

and/or Showcases, or providing product or service inserts in the retailer bag.
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Collecting Leads
Extract the right information from each lead. Before the show, evaluate the 
motivations and desires of the customer: 

• Why are they attending the show? 
• What is their “buyer persona”?
• Does their buyer persona match a buyer persona created by your company? 
• If not, do you need to expand your company’s personas? Consider the 

possibility of the attendee simply being an unqualified lead. If so, move onto 
a more-qualified lead. Time spent with an unqualified lead is wasted time.

• How do they prefer to be contacted - email, phone or snail mail?  

Just like creating a course of action, collecting the right information from 
leads can both sort out the true potential clients and build trust with these 
individuals. If your company’s method of contacting leads is focused solely on 
the best interest of the customer, converting a lead to a client will become more 
natural. Keep communication between you and the visitor personalized to their 
needs and pain points.  A visitor becomes a lead when they feel as though your 
products/services solve a problem they are facing.
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Interactive Social Media 
Promos
Social media is a fun, relatively new medium for promoting trade show 
presence. To properly utilize this resource, find the balance between 
professionalism, relatable content, and fun interactive promotional posts. 

Need some inspiration? Here are a few creative social media ideas that can 
separate your company from the rest of the exhibitors:

1) Countdowns
When promoting via social media, you must be consistent. One post will simply 
not suffice; try publishing a countdown every day to your trade show date. Start 
weeks, even months prior, increasing the countdown as you get closer to the 
show date (e.g. two months, one month, three weeks, two weeks, one week, 
six days, five days, four days, et cetera). By using this countdown method, your 
posts will not be overly-repetitive, and you will be able to spot the trade show 

attendees who are looking forward to the event!

2) Meet-Ups
Want to offer incentives while simultaneously establishing relationships with 
your followers? Promote a Twitter meet-up (also known as a Tweetup) leading 
up to the show. Send out a tweet prior to the show informing followers of your 
booth’s meet-up location and time of the Tweetup. Your followers on Twitter will 
see your scheduled Tweetup, and those who attend will receive something cool to 
take away for coming to the meeting. Not only will this establish the face-to-face 
communication with followers, but it will attract more followers who want the 
giveaway!
Another way to use this idea is to eliminate the scheduled meet-up and replace 
it with a code word. Tweet out the code word and encourage followers to visit 
the exhibit. At the exhibit, if they say the code word, they will have access to 

giveaways and other incentives.
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3) Hashtags 
Create an original company hashtag for your show. Be creative, be goofy, and 
think out-of-the-box. You don’t want something that will be easily replicated by 
another company. By doing this, you can promote your hashtag and utilize it with 
full force. 

4) Selfies 
Start an Insta-contest: tell the attendees to take a selfie in front of your business’s 
booth with your unique hashtag in the description and post it to Instagram. 

Anybody who does this will be automatically entered into a drawing for a prize!

Need more help?
Our “Social Media Manual” 

is filled with tips and best 
practices.

AVAILABLE HERE!

http://info.expomarketing.com/the-social-media-manual
http://info.expomarketing.com/the-social-media-manual
http://info.expomarketing.com/the-social-media-manual
http://info.expomarketing.com/the-social-media-manual
http://info.expomarketing.com/the-social-media-manual
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After the Show
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Turning Leads into Clients
The Importance of Following-Up

Post-show involvement with collected leads is critical in reaching trade show 
goals and growing your business. This might seem like a given; the exhibiting 
team collects the leads at the show, and the sales team follows up with those 
contacts. But, a statistic from the Center for Exhibition Industry Research 
states that “79% of leads are not contacted after the show”. 79 percent! Either 
the problem lies with the leads being unqualified (posing an essentially different 
problem with the target audience and attendee demographics at the show), 
or with the leads simply failing to be contacted. Either way, the lack of follow-
up both wastes time, resources and money on exhibiting, and weakens your 
company’s sales tactics and credibility as a whole. 

One mistake that is consistent with sub-par exhibitors is lack of post-show 
involvement. Many companies fail to recognize the way this transforms their 
trade show presence for the better. The simple fact is, people are social by 
nature. If quality service and additional resources are given to visitors even 
after the show has ended, your company’s rapport is built and is translated into 
future trade shows. People remember the positive (and negative) impressions 
they feel, and that will either help or hinder your company. Keep it positive, 
friendly, and resourceful – the leads will turn into clients, and the clients will 
refer more leads.
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Conclusion
Your trade show is a crucial part of expanding your brand and 
your company’s products and services. With proper planning, 

goal creation, and execution, your show will become more than 
just a show; it will become an experience. 

Even with appropriate planning, the greatest attribute you can 
add to your exhibit is passion. When passion is evident, the 

attendee feels it as well.
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