




















The key to great exhibiting is marketing. But

marketing is a very inexact science that leaves room

for a multitude of errors to occur. The following are

10 of the most common marketing mistakes that

exhibitors often make. Learn to avoid them and you

will increase your chances for a successful tradeshow.

1.  Have A Proper Exhibit Marketing Plan

Having both a strategic exhibit marketing and tactical plan

of action is a critical starting point. In order to make

exhibitions a powerful dimension your company's overall

marketing operation, there must be total alignment between

the strategic marketing and your exhibit marketing plan.

Exhibitions should not be a stand-alone venture. Know and

understand exactly what you wish to achieve - increasing

market share with existing users; introducing new

products/services into existing markets or into new markets;

or introducing new products/services into new markets.

This is the nucleus on which to build.

2.  Have A Well-Defined Promotional Plan

A significant part of your marketing includes promotion

pre-show, at-show and post-show. Most exhibitors fail to

have a plan that encompasses all three areas. Budget is

naturally going to play a major role in deciding what and

how much promotional activity is possible. Developing a

meaningful theme or message that ties into your strategic

marketing plan will then help to guide promotional decisions.

Know whom you want to target and then consider having

different promotional programs aimed at the different

groups you are interested in attracting. Include direct mail,

broadcast faxes, advertising, PR, sponsorship, and the

internet as possible ways to reach your target audience.
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3.  Use Direct Mail Effectively

Direct mail is still one of the most popular promotional

vehicles exhibitors use. From postcards to multi-piece

mailings, attendees are deluged with invitations to visit

stands. Many of the mailings come from show management's

lists and as a result, everyone gets everything.

To target the people you want visit your stand, use your

own list of customers and prospects - it's the best one

available. Design a piece that is totally benefit-oriented and

makes an impact. Mail three pieces at regular intervals

prior to the show, starting about four weeks out, to help

ensure your invitation is seen. Wherever possible, use first-

class mail. There's nothing worse than a mailing that arrives

after the show is over.

4.  Give Visitors An Incentive To Visit Your Booth

Whatever promotional vehicles you use, make sure that

you give visitors a reason to come and visit you. With a

hall overflowing with fascinating products/services, combined

with time constraints, people need an incentive to come

and visit your booth. First and foremost their primary

interest is in "what's new!" They are eager to learn about

the latest technologies, new applications, or anything that

will help save them time and/or money. Even if you don't

have a new product/service to introduce, think about a

new angle to promote your offerings.

5.     Have Giveaways That Work

Tied into giving visitors an incentive to visit your stand is

the opportunity to offer a premium item that will entice

them. Your giveaway items should be designed to increase

your memorability, communicate, motivate, promote or

increase recognition of your company. Developing a dynamite

giveaway takes thought and creativity. Consider what your

target audience wants, what will help them do their job

better, what they can't get elsewhere, what is product/service

related and educational. Think about having different gifts

for different types of visitors. Use your website to make an

offer for visitors to collect important information, such as

an executive report, when they visit your stand. Giveaways

should be used as a reward or token of appreciation for

visitors participating in a demonstration, presentation or

contest, or as a thank-you for qualifying information about

specific needs etc.

Source:

marketing.about.com

Susan A. Friedmann,CSP, The Tradeshow Coach, Lake

Placid, NY, author: "Meeting amp; Event Planning for

Dummies," working with companies to improve their meeting

and event success through coaching, consulting and training.







1. What are your objectives of participating?

Stall design may vary depending on your exhibition

objectives. If your objective is relationship building with

existing clientele, then a conference room is needed in the

booth to spend quality time with your clients to finalise

deals.

However, if you are new to the exhibition, you would want

to generate leads. In that case, your stall should stand out and

should have lot of open space to attract buyers.

Exhibitors whose objective is to focus on building image

of their organisation tend to prefer designs with strong

branding and high resolution images.

2. In how many exhibitions and fairs do you plan
to participate in a year?

If you wish to participate in several national and international

shows, you may consider having different booth sizes.  In

this case, you can have larger stands in bigger shows which

can be dismantled and reused for smaller shows. If you wish

to participate in only one show in a year, you can go in for

custom or modular stalls.

3. How can you get maximum returns out of your
budget?

In this case, it is very important to choose the right exhibition

design agency which can create a design of your choice in

a cost-effective and efficient manner. If budget is a constraint,

you can go for modular or simple set ups. It is important

that you communicate your budget before the design is

prepared and also keep your requirements simple.

4. What is that “one thing” about your stall which
should be in the visitor’s top of the mind recall?

Is it your company’s brand image?  Or your product

image?  Or is it your competitive edge over others.

Whatever it is, your stall should communicate the key

message to the visitors in the first few seconds. The mantra

is -“Less is more”.

The design should be crisp, compact, simple yet defining

goals. Decide your key communication message and ask

your Exhibition Designer to design the stall accordingly.

5. What are the other attention grabbers for your
stall?

The aesthetic appeal of the stall goes a long way in grabbing

attention of the visitors. Your stall should be well dressed

right from top to toe.

Adequate booth lightening can make your product stand

out and can make your stall look bigger. Proper colour co-

ordinated end to end carpeting is another must have. Stall

colour can also go a long way to attract customers.

Source: www.designdesk.in
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1. You think Exhibitions are fun and glamorous!
...think again - they are not just what they
appeal from outside

A first timer exhibitor/marketer may think that since

they have paid rent and hired space in an exhibition,

they will automatically generate leads and sales. This

is not the case. Booking a stall space only implies getting

access to your buyers and customers. This is an

opportunity that you have to make good use of.

Prepare a clear marketing and sales plan, lead generation

techniques and targets, staff training and orientation.

Hire competent exhibition service agencies to design

your exhibition stall and develop effective marketing

and promotional strategies to complement your efforts.

2. Mere participation at Exhibitions does not
guarantee business or success

From outside, Exhibitions means flying around, staying

in top hotels, tourism ...almost a corporate picnic! But

in reality, well planned and successful exhibitions demand

a lot of hard work. To get return on your exhibition

investments requires paying attention to several minute

details, co-ordination with diverse vendors, last minute

changes and a clear target plan. To get best returns

from your show, you need to start planning well ahead

and in detail!

3. Designing and Setting up Exhibition stands
can an expensive affair - but it is only an
Investment

The first thing you often do after you decide to participate

in an Exhibition is think of hiring an exhibition service

company which can offer varied services right from 3-

D designing to quality fabrication. The output you aim

to get is an exhibition stand where you showcase your

products and services.

This involves a lot of cost for the Exhibitor. However,

the first impression for your company and product is

created by the presentation of your stand! A poor quality

stand can discourage visitors and create a negative

impression about your product, service or organisation.

A positive and high quality image on the Exhibition floor

goes a long way into improving visitors response, lead

generation, image building and ultimately your return

on exhibition investment!

4. Break inertia - create new momentum -
explore more exhibitions

You may be an exhibitor/marketer who has been

participating in a list of trade shows over the years. But

are they still worth it? Did you succeed in some exhibitions

because your competitors were not there? Has your

client base evolved away from some of the exhibitions

you exhibit at?  Have some exhibitions eroded their

visitor base by not reinvesting in strong marketing and

promotional strategies? Are there some unexplored

exhibitions in a related vertical which is worth

participating? It is important for you to review this from

time to time.

5. Immediately after the exhibition closes is
when most damage happens to your exhibition
stuff

Once the exhibition is over, you may tend to get impatient

to leave. If you have products on display or portable

display items that your booth staffers pack up, this is

when they are most likely to get damaged. Always have

proper packing for your display materials and have a

clear briefing with your team about safe after show

dismantling & packing!

Source: www.designdesk.in
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You may be asking “Why would I want to green my

exhibition stand?” Here are just a few reasons:

1. Reduce any negative impact on the environment

2. Cost savings

3. Positive reputation for your brand

As well as having benefits, many greening strategies are

simple and easy to adopt, like the ones listed below.

However feel free to be creative and come up with solutions

that suit you and your brand.

Water

Water is a precious commodity that should not be wasted.

Supply jugs of water and glasses on your stand, rather

than bottled water. Every plastic bottle for water requires

another two equal sized bottles of  water and a quarter

bottle of oil to produce, and the transport of it contributes

to carbon emissions. Tap water is just as clean and healthy,

and supplying it through plumbing is not nearly as energy

intense.

Waste

In order to reduce the amount of waste going to landfill

we need to reduce, reuse, and recycle to enhance the concept

of a closed loop system.  Ways you can do this include:

• Where possible, use generic branding (without dates,

venue names, and so forth) on your stand so that 

you may reuse it again at future events.

• Do not print large amounts of materials to hand out

to visitors at your stand; the majority of handouts 

are discarded before the visitor even leaves the 

exhibition. Rather limit the use of printed materials 

and promote the electronic spread of information, 

for example through websites, emails, mobi sites, 

QR codes, taking photos on cell phones, and other 

innovative ideas.

• Do not use excessive packaging, and aim to re-use 

packaging where possible. An example of this is 

keeping bubble wrap and boxes from build-up for 

reuse in break-down.

• Request the exhibition organizers provide a recycling

system you can use for your waste.

• Should you be purchasing a new exhibition stand, 

ask your stand designer to design it for long term 

use at future exhibitions.

• At the end of the show, if you have materials you no

longer need – such a brochures, branding or even 

structural materials from your stand – investigate if 

there is a community project that would be glad to 

accept them to use. Brochures may be useful 

resources for under-privileged schools, branding can

be made into bags, and wood from your stand could

be used to build things.

Greening (def):

the process of making or becoming more aware

of environmental considerations.
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Energy

The majority of South Africa’s energy is generated from

coal, a non-renewable resource, and therefore we must

conserve energy where possible.

• Switch off the plug points, AV, lights and any other 

electrical appliances on your stand when not in use 

to help save electricity.

• Choose energy efficient products on you stand, such

as LED lighting instead of incandescent bulbs, iPads

instead of flat-screen TV’s, and so forth.

Eco-procurement

Organic and locally produced food, drink, and arts and

crafts, generally have a smaller carbon and ecological

footprint than imported products. They also stimulate the

local economy.

• Please commit to procure sustainable goods and 

services whenever possible, such as ones that are 

locally produced, and / or environmentally friendly.

• On your exhibition stand, this can be done by 

considering products such as:

• Fabric branding – it is reusable, lightweight and 

packs small, reducing its carbon related travel 

emissions

• System stands that can be reused and 

reconfigured to different stand sizes

• Biodegradable carpeting

• Should you want to have giveaways on your stand, 

please choose products that are useful and are eco-

friendly. For example, recyclable or recycled stationary.

• If you are hosting an event on your stand, ask your

catering company to provide a menu that uses only

local produce, and which is seasonal and organic. 

Having more vegetarian options is also more 

environmentally friendly.

Transport

Vehicles emit greenhouse gasses that contribute to global

climate change. Some ways to limit this are:

• Find accommodation close to the venue, so that you

may walk to the show daily.

• Lift share with other exhibitors.

• Use public transport whenever possible.

Accommodation

When looking for accommodation, ask hotels and guest

houses if they have an environmental policy, and take this

into consideration when making a final decision on where

to stay.

Carbon Offset

Consider calculating the carbon footprint of your team

travelling to the show, and then offsetting this through an

initiative like Food & Trees for Africa (FTFA).

FTFA is a social enterprise addressing sustainable

development through climate change action, food security

and greening, with a strong focus on environmental and

global warming education and awareness. There website

features a carbon calculator, and you can then purchase

the equivalent amount of trees needed to offset your

footprint: http://www.trees.co.za/carbon-offset-

calculator/carbon-calculator.html

Planting trees is just one option for carbon offsetting, but

you can do other things such as donating a solar water

heater or solar cooker to a clinic or orphanage. Both will

reduce electricity consumption, and consequently the carbon

emissions from burning coal.

These guidelines were supplied by Scan Display. Please

contact them for additional ideas and support towards

greening your exhibition stand. You can contact Justin

Hawes on +27 11 447 4777 or justin@scandisplay.co.za,

or visit the website www.scandisplay.co.za.

More information on event greening can also be found on

www.eventgreening.co.za.
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