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Agenda

My background

The impact of trade shows on
Industries and customers/potential
customers

Using trade shows to grow a
business

Career opportunities in trade shows



My Background

College studies

First job

My start in exhibitions/trade shows
Current job

Why | think trade shows are vital to
Industries



Nothing Rivals
Face-to-Face Marketing



Exhibitions/Trade Shows Are To...

« Showcase and demonstrate new products and
services

o Establish and maintain customer relationships

« Comparison shop all potential suppliers in one
location



Exhibitions/Trade Shows ...

* Range in size from small meeting rooms to huge
convention centers

« AKA: fairs, expositions, annual meetings and
conventions

e Not public or consumer shows (car, boat, home,
travel)



Besides Exhibits...
Other

Important Elements of a
Trade Show

» Educational Sessions
* Receptions, awards presentations, galas

« Company sales meetings and other allied
events

 Social networking events



Why do
Companies Exnhibit at
Trade Shows??









EAT IT!

an Exhibiting Case Study
EAT IT - the company - began in 2004

e Launched at the 2005 International Toy Fair in
a 10’ x 10’ booth; staff of 2

« Marketing budget allocation
Tradeshows & Conventions - 74%
Samples - 22%, Print Materials - 4%






Eat It... case study continued...

« RESULTS

e 100 % increase Iin sales in 2005 (first year of
sales using tradeshow marketing)

o Several well known retailers placed orders
based on prototype at 2005 Toy Fair!

e 112% increase in sales in 2006



Exhibiting at Trade Shows
Incorporate the
Four “P’s” of Marketing

Product
Price
Promotion
Place



Exhibit at Trade Shows and Use
ALL Marketing Disciplines!

Before the Show -

* Develop a cohesive message/mission for the show

* Build uniform branding for all trade show components - graphics,
messaging, contests, etc.

Prospect to attract customers and potential customers

Advertise to drive traffic to your booth

Public Relations for press coverage and buzz building

Direct marketing to attract people to the show and to your booth

Telemarketing to set appointments, invite customers to receptions
and dinners, and potential customers to events or to the booth



Marketing Disciplines Used at Trade Shows,
continued...

At the Show...

 Personal selling to existing and potential clients
 Lead gqualification

 Market Research

e Client Retention

 Messaging

o Competitive Analysis

e Sampling

e Contests




Marketing Disciplines Used for Trade Shows,
continued...

After the Show...

* Provide requested info to clients and potential
clients

* Follow up on leads generated at the show
e Add to potential client data base

* Public relations/press releases

 And more!!



Why Exhibit?

* [nitiate and conclude sales

* Introduce new products and services
 Generate leads

 Manage customer relationships

« Conduct market research - most
customers and potential customers
attend!

* Recruit distributors and sales reps
 Open new markets

» Develop/maintain public relations
e Build brand image

 And more!



Exhibitions Serve
Business Goals

e Generate or increase

Buy/Sell Meet sales
' i} e Display products and
services
The e Educate customer,
Discuss Exhibiting potential customers, and
EXPERIENCE  See the press

% & « Network
Learn



Companies consider FACE-TO-FACE EVENTS
as the #1 marketing tactic _ used to effectively
build BRAND IMAGE

(2007 Forrester Research)

In-person events 61%

Public relations 52%

Industry-specific / trade magazines 50%

Custom publications 45%

v 43%

Online marketing 40%

Direct mail 349%




Companies consider FACE-TO-FACE EVENTS as
the #1 marketing tactic  used to effectively

GENERATE QUALIFIED LEADS
(2007 Forrester Research)

In-person events 63%
Industry-specific / trade magazines 47%
Public relations 45%
Online marketing 42%
Direct mail 42%
Custom publications 41%
v 36%




Marketers invest a significant portion
of their budgets on
IN-person events.

Online Events
17% 15%

Other

6% D|rect Mail
9%
Directories
3% Trade
magazines
TV and radl 7%
15%
General
_ publications
Marketing 12%

communications
16%
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How Exhibitors Attract Buyers to
Their Booths
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To see and feel new/different products or services
To find the best companies to buy from
Comparison shop

Meet company representatives

Network

To stay on top of industry trends

To gather info on competitors

Grow their businesses



/7% of executives attend multiple trade
shows/conventions annually!

Senior executives attend 2.1 trade shows/conventions per year

Mid-level executives attend 1.7 trade shows/conventions per year



Attendees Have Buying

Power

In 2006:

e 83% of attendees...

* had final say, specify and/or recommend
for purchase one or more products
exhibited

 38% had final say

Source: Exhibit Surveys



How Do Exhibitors
Measure Success?

Sales lead generation

Sales conversion

Meeting qualified buyers in the booth
Sign up new dealers/distributors

Post show recall of your booth/product
Press coverage (column inches)

ROI (return on investment)




The Impact of Exhibitions as a
Marketing Tool

o 14,124 exhibitions a year in the US and Canada

e 82% Business to Business...18% Business to Consumers or
Public Shows

* Average size 34,569 net square feet (2/3 the size of a football
field) and 115 exhibiting companies

* 50% held in hotels, conference centers & other

e 50% held in Exhibition Halls & Convention Centers

75 million attendees/visitors

Source: Center for Exhibition Industry Research (CEIR) 2006 Census



As Companies and Attendees
Recognize Their Value...

Exhibitions are Growing

Since 2000, exhibitions have grown -

e + 99 In attendance
e + 22% In size of exhibit floor
 +10% In the number of exhibiting companies

e Source: CEIR Index



e Spending = $122 billion
o Taxes = $21 billion

« Employment =1.71
million jobs

Source: 2005 Economic Impact Study released by the Convention Industry Council



Rank

Host City (# of shows)

Las Vegas, Nevada

Orlando, Florida

Chicago, lllinois

New York City, New York

Atlanta, Georgia

Dallas, Texas

San Francisco, California

Anaheim, California

Ol (N OB WIDN]|PF

Los Angeles, California

=
o

Rosemont, Illinois

Source: Tradeshow Week 200












Exhibit builder

Ad Agency

Convention Center

Hotel & Restaurant

Show
management

General
service
contractor

Transportation
(airlines, buses,
trucking companies,
shippers, etc.)

Exhibitor

Exhibitor

appointed
contractor




It's Fast Paced, Exciting, and

Fun!

Exhibition Centers
Convention & Visitors
Bureaus

Trade Associations or
Professional Societies

Independent Show
Organizers

Decorators or General
Service Contactors

Hotels and Airlines

Hospitality Industry
Shipping companies
Exhibit builders

A/V suppliers

Electrical and
telecommunications
suppliers

Advertising & PR
agencies



Resources

Trade Shows Examples
www.cesweb.org
www.buildersshow.com
www.nabshow.com
WWW.packexpo.com

Trade Show Associations
WWW.SIS0.0rg
WWW.iaee.org
WwWw.caem.ca
WWW.pcma.orqg
www.tsea.org
www.asaecenter.orq
www.mpiweb.org
WWW.Ceir.org
Wwww.conventionindustry.org

Publications
www.tradeshowweek.com
www.tradeshowexecutive.com
WWWw.expoweb.com
www.exhibitornet.com
www.mimegasite.com
www.meetings-conventions.com

Technology
www.corbinball.com

Other
Wwww.tsnn.com

www.esca.org/documents/Industry
Glossary.pdf




Trade shows deliver
unparalleled value
for exhibitors & buyers
and also exciting

career opportunities



Nothing Beats Face-to-Face!

e Trade Shows Offer Exhibitors the
Best, Most Efficient Way to Reach
Existing and Potential Customers In
Any Industry.

* In Your Marketing Career, Make Sure
Trade Shows are a Significant Part of
Your Companies’ Marketing Mix!!



Thank You

e Questions
o Speaker’s contact information



