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Steps for a Successful Trade Fair
What are the steps to ensure Trade Fair success?

The Virtual Enterprise Trade Fairs can be a large investment for a company, especially if the company is traveling a significant distance in participate in the event.  Frequently, the answer to a successful Trade Fair is not in fancier booths or more expensive graphics.  Rather, the solution is found in better staff training and advanced preparation.  By following these simple steps, a company can maximize their investment in this great “opportunity” event:

1. Establish clear, realistic exhibiting goals and objectives.

The biggest mistake a company can make is going to a trade Fair without marketing goals and objectives on how to meet these goals.  A simple plan would be to have one major goal and five to six objectives to meet that goal.  Also, it is important to devise a thorough follow-up plan and delegate tasks ahead of time.  Follow up materials (form letters, literature, thank-you, etc.) can also be prepared before the show.  

2. Build a checklist and stick to it.  

A checklist should include everything from the shipping information, if necessary, down to the materials to be displayed in the booth.  The best bet is to appoint one person whose chief responsibility is to make sure everything is carried out to the last detail.

3. Promote the company.

Prior to the fair, the company should send out promotional literature to existing customers and prospects inviting them to the company’s booth.  If the booth number or location is known, it should always be included in the literature.  Invitations, flyers, special catalogs, and order forms are examples of pre-show promotion materials.  The company sales representatives should also call and/or email potential customers, individuals and companies.  The company’s web page is an excellent way to promote the company’s attendance at a Trade Fair.

4. Train booth staff before the show.  

It should not be assumed that both staff will naturally use the right method to engage visitors, qualify prospects, and give out information in the most effective manner.  One of the biggest mistakes managers make is sending staff to a Trade Fair as a “reward.”  Proper booth staffing is hard work and should be based on ability, not seniority.  The staff should know how to handle traffic, understand local business etiquette and business customs, and be prepared to spend their staffing time on their feet.  There should be training in all areas.

5. Arrive early.  

By arriving early, the staffers can check out the exhibit and make sure everything that was set up the day before projects the company’s desired image.  This also gives staffers time to check any electrical equipment and marketing materials.  It is important that each company be considerate of their neighbors with their booth display.  If any changes need to be made before the show, there will be time to do display.  If any changes need to be made before the show, there will be time to do so. 

6. Decide upon a marketing and sales message.  

The marketing and sales message delivered via the booth graphics can be one of the most powerful sales tools at a Trade Fair.  Companies only relying on bold colors, bright lights and flashy audio and video will attract attention, but ultimately may confuse the prospective customer with an unclear marketing message.  At a Trade Fair, a company has approximately seven to ten seconds to attract a potential customer.  A marketing message that is clear and concise will tell customers why they should be interested in your products or service and convey what your company can do for them. 

7. Select premiums and giveaways wisely.

Giveaways can add enormous value to your product or service.  Placing generic giveaways on a table isn’t very effective and doesn’t help potential customers remember their experience at your booth.  Giving a customer who has spent significant time at your booth something unique can be a very effective marketing tool.  A good premium will have a direct link to your company, your product and/or your service.  Also a company may want to consider giving away door prizes or raffle items.

8. Determine graphics.

The booth graphics are a company’s first introduction to a potential customer in that seven-to-ten-second time frame.  A customer needs to know who the company is, what you are selling, and why they need it.  Understanding your customers and your competition will help you define a Trade Fair objective and craft a message that will attract customers.

9. Show your product, demonstrate your service.

Sixty-four percent of potential customers are drawn to exhibits that have products and demonstrations.  Having photographs or videos isn’t enough, especially if you’re launching a new product.  Customers who are serious about buying prefer to see the actual product or service rather than a representation. 

10. Cultivate prospects,

Trade Fairs give a company a very targeted, but small window to reach potential customers.  This environment doesn’t afford sales people the luxury of “taking it easy.”  The booth staff needs to be efficient in order to maximize the company’s return on investment.  Talking on cellular phones, talking with co-workers, eating, or leaving the exhibit area puts a barrier between your company and potential customers.  Customers do not want to feel intimidated, ignored or that they are imposing.

11. Understand Trade Fair guidelines.

All too often, exhibitors do not take the time to thoroughly read their Trade Fair guidelines.  Crucial elements such as electricity, internet connections, set up guidelines, and take down guidelines are explained.  Not understanding the show specifics can seriously hinder the effectiveness of the exhibit. 

12. Always follow-up.

It is estimated that a large number of exhibitors do not follow-up or do poor follow-ups.  Immediately upon returning from the Trade Fair, the company sales representatives should send follow-up correspondence to those potential customers.  Also, accounting representatives should send invoices to customers who have purchased products and/or services from the company.  The most common error made is failure to follow-up in a timely manner.  A quick follow-up e-mail allows the company to touch base with potential customers while the company and the Trade Fair is still fresh in their minds.

13. Debrief and evaluate the Trade Fair. 

The Trade Fair evaluation process will tell you if it’s worthwhile to attend a future Trade Fair or what to do differently next year.  Evaluating the number of leads that generate into sales is a good place to start.  Evaluating your marketing objectives will yield additional information.  For example, if you are looking to educate your customers, how many product/service demonstrations did you do?  If you are promoting a specific product and/or service, how strong was your pre-show promotion?  There is a great amount of marketing information available at the Trade Fair.  What you choose to gather and utilize should be directly related to your marketing objectives.  After the performance at the Trade Fair has been evaluated, no matter how successful your show was, meet with the marketing and sales team and utilize the information to improve upon future events.  

