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SHOW LOGISTICS

Show Logistics are all of the arrangements that must be handled pre-show.
When you’re planning to exhibit at a show, it’s important to know about the
city you’re visiting, as well as the rules and regulations of the convention
center. This includes the associated unions and contractors. Do not miss a
step, especially if you are budget-conscious, and who isn’t today!

9 TO 12 MONTHS BEFORE SHOW

3 TO 6 MONTHS BEFORE SHOW

1 TO 3 MONTHS BEFORE SHOW

1 WEEK BEFORE SHOW

+1.(949) 274-9535

TRADE SHOW PLANNING TIMELINE
.

IDENTIFY THE TRADE SHOW OR SHOWS YOU WILL EXHIBIT AT
Develop a detailed trade show budget & forecast your return on
investment. Be sure to set goals. Your goals for the show and who your
team will be. Register & reserve your booth space with the show organizer
and request full details on exhibit requirements & identify your booth
space needs. Ask yourself, what will you be doing at the show? Showing
product? Having meetings with clients & prospects?

ORDER YOUR GIVEAWAYS/PROMOTIONAL ITEMS
Confirm delivery dates & make sure you are submitting all your exhibitor
forms on time. Determine staffing requirements, develop booth schedules
& plan training sessions. Order uniforms/shirts if necessary. Identify
how you will ship your display & other items to the show. Begin making
travel, hotel & transportation arrangements. Launch pre-show marketing
initiatives & use social media as well as email marketing to encourage
attendees to see you at the show. Add your booth number & invitation to
visit you at the show to your email signature.

PREPARING YOUR THINGS FOR THE SHOW

Put together materials you plan to pass out at the show. Don’t forget
to register booth personnel for exhibitor badges. Finalize your exhibit &
confirm shipping date. Schedule dinners or other meetings to be held
at the show with prospects & customers.

FINAL DETAILS

You want to confirm shipping, reservations & double check that all
action steps on the timeline have been covered. Print out exhibitor
badge confirmations. Pack all items on your Trade Show Supply List.

www.fastexhibits.com 5



PR & PUBLICITY PLANNING

well-thought-out publicity approach to a trade show :

can yield thousands of dollars in free advertising as print |
space or air time. Plan your event with publicity in mind, E
seek media sponsorships, create helpful media kits, make !
it easy for the media to cover the event and brainstorm |
story ideas. Typically trade shows have media staff or a PR '
contact. A central aspect of PR planning will be to find out |
from them who will be covering the show. Ask for specific :
names and find out which print media, broadcast media !
and any online sites they represent. E

You must be newsworthy to have a good chance of getting
media attention. Without question, you must prepare a press
release to announce your exhibit. Once again, an interesting or
out of the ordinary angle is all editors think about here. You must
be different and unique. You must give editors and producers
specific reasons why they should visit you over all the other
exhibitors. Perhaps you have a new product to announce,
a new member of the management team to introduce or a
position that you are taking on an industry issue. That makes
your company newsworthy.

Many companies use celebrities or an industry expert to draw
crowds. Announcing celebrity attendance and schedules is
done via press releases, and private invitations and inclusion
in any trade show media. Other ideas for announcements
beforehand include asking them to stop by for a free gift or a
chance to win something extravagant, or to get their picture
taken with your celebrity or in an expensive car. Acquiring
attendee lists beforehand can be invaluable. Messages to
the list of what you’ll be exhibiting will help draw attention
to your booth and increase your trade show traffic. This is
also effective when following up after the show.
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PRE-SHOW MARKETING

News Re\esse

Pre—show marketing is a big ticket to your show
success. You can’t expect attendees to line
up to visit your exhibit if you haven’t promoted
anything or made it known that you’re going to
be there. Have your show and booth number on
all of your communication tools. Clients like to be
invited someplace and appreciate the time you
take with them just to check in. Take advantage
of this time and reach out to as many clients and
prospects as you can.

Write a press release announcing show-related
news. Invite editors to stop by the booth, or
set up appointments between them and your
spokespeople. Use tag lines such as: “see us at
Booth N1540 at the International Seafood Show”
in press releases and other communications
leading up to the show, as well as including it on
your email signature. If you have a giveaway or
something else interesting, say that too. “Michael
Jordan will be autographing his new book” or
“Visit our booth and take a picture with Beyonce.”
Emails will gather momentum as you can use the

tradeshow’s name in the subject of the email,
people will probably read your email blast.

Although much has been said about postcards
and snail mail having died - using this before
a trade show can be a golden invitation. Just
offer something cool or an expensive drawing
item at your booth, and attendees will beat a
path to your space. This will mean that they
keep the postcard handy once they receive it
and even during the tradeshow, which means
whatever else you put on there gets seen over
and over again. Just do not forget to put your
booth number on there!

Finally, trade shows are a rare chance for
face to face meetings. Set appointments with
industry read magazines and blog writers, as
well as existing and potential clients. This is
a great time to meet with vendors as well as
potential partners. Start calendaring and keep
your appointments leaving plenty of time for the
walk-ins!
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BOOTH STAFFING

Too often the booth staff that is at the show is a result of their being available or in the
right location to be drafted for services. But when accuracy precedes momentum, the
staff is chosen for their skills in the unique exhibition environment, rather than their location or
availability. That particularly means everyone need not be a sales person, rather tech people
that have back door product knowledge.

Someone has to be there to greet browsers, engage them in conversation, and take their
questions, this is where sales people shine. Sending a new staff person is not always the wisest
decision as they may not have all the answers about products or services. For every new staff
member, an experienced employee should be sent as well.

Pre-show training is important! Your staff needs to know what is expected
of them. They need to be briefed on all new programs that should be
emphasized. They must know how to run the demos and presentations,
and they should know some basic trouble shooting. Nothing looks more
unprofessional then demos that don’t work. Anyone who works at
shows should be aware of company goals for being there. They should
participate in pre-show training, should know the products on display,
and be prepared to answer basic questions about them. Most
importantly, they should exhibit behavior that makes attendees
feel welcome in the booth at all times.

ot

oatone,

If you sent out a pre-show promotion and a client brings in a
coupon, does your booth staff know what it is for? If you have
the option, pick a booth captain at least three months prior to
the show and make sure that adequate staff training occurs.
Your chosen booth captain should be able to convey what is

expected, what makes a good staffer, how to have the right

conversation, how to listen to to an attendee, and what the

appropriate etiquette looks like.

OO
SO0 s
e ea e e ers
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Give people who approach your trade show display a
friendly greeting and welcome their questions. Here are

some quick rules:

» Be sure that body language is friendly.

» Don’t stand there with your arms crossed over your
chest.

+ Chat with booth visitors, and find out what aspect of the
business they’re most interested in.

« Be prepared to offer specific solutions to their questions.

The trick is to draw them in without intimidating or
overwhelming them.

What is proper booth etiquette? not eating, drinking, sitting,
talking with booth staffers, and using technology devices. Any of
these behaviors can make attendees keep walking past your trade
show exhibit. The cell phone should be checked at the door - it is
unacceptable and user-unfriendly.

+1.(949) 274-9535

LITERATURE & PROMOTIONAL MATERIALS

hoose the right marketing materials that

will best support your booth objectives.
Marketing dollars are very commonly spent
on the same materials over and over again
at a show. Are they working? Discuss with
your team what the main message you want
to translate is. Are you introducing a new
product, do you want prospects to get on your
email list? Whatever it is, gear your marketing
materials to the message you are trying to
achieve. For example, if one of your objectives
is to get your newsletter out there, have your
booth staffers carry iPads to encourage
attendees to sign up on the spot. Attendees
appreciate the convenience to sign up at the
show, and the iPads are a great technology
to incorporate in your booth literature and
handouts. Seventy two percent of the literature
collected at trade shows is thrown away before
the attendee leaves to go home. If you want to
hand out literature make it inexpensive, general
and include something that the attendee can
use while at the trade show.

If your marketing collateral needs to be
updated or redesigned, take care of this early.
You don’t want to run the risk of having no
brochures to hand out. Info request forms for
filling out prospect information—clear forms
eliminate guesswork. Consider giveaways to
generate attention and a sense of fun. These
don’t have to be expensive. Pens with your
web address and a catchy slogan can be very
effective and stay on the desk or in the hand of
the prospective client.

There are many ways to deliver collateral to
show attendees, especially since everyone has
a preference on how they like their materials.
You should have hard and electronic copies to
snail mail or email after the show or at the end
of the show day. Postcards are a great tool as
they are an affordable takeaway option and
not as bulky as a catalogue. Don’t forget to put
your booth number on your materials because
you’ll never know who will come back.

Printing takes longer than you think — design
early and order with enough time to handle
problems.Branded table throws, colorful
banner stands, logo’d giveaways, swag bags,
and even furniture must be planned and
shopped for much earlier than you think. See
Giveaways under Show Logistics.
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VIDEOS & DEMOS

; he demonstrator understands how their
H product can be presented to address
E the visitor’'s needs and what the BIG IDEA is
' as the takeaway for the visitor to remember
when they leave the trade show exhibit. The
demonstrator understands how their product
can be presented to address the visitor's
' needs and what the BIG IDEA is they want
' the visitor to remember when they leave the
, trade show exhibit. This does not occur if we
' select demonstrators and only tell them what
1 their timeslot is to work the exhibit. Accuracy
i means planning, preparing and practicing the
E demo before the first visitor sets foot in the

10 +1(949) 274-9535

exhibit. 5
Let's be honest, not every company has .
that special someone that can do a live!
presentation. Effective product demos and live .
presentations can turn prospects into clients in .
minutes. On the other hand a poor presentation |
may tip the scales in the other direction. There :
are companies that can provide live marketing !
specialists for you. They can be hired to do as .
little as acting as your spokesperson for two :

to three days ...or as much as providing a
complete marketing campaign.

How do you create a corporate video to

coordinate with your company branding

on the show floor? Media is not just for the

big guys anymore. A video can showcase

the best parts of what your company has to

offer through the words of the people that love

it most! Who better to believe than current

clients or employees to share in

their words how amazing your
company or product truly is.

Your brand and marketing

are vital in increasing
awareness, new business

and staying a step ahead

of your competition. What

you look like to the world
should demonstrate what

your company stands for:
your set of values and your
unique selling proposition.
When people see any of your
marketing materials or your
trade show exhibit, they should
immediately recognize your
company and its personality.
Additionally, corporate videos
move from the show floor to your
website and reach thousands of potential

clients.

TRADE SHOW SUPPLY CHECKLIST

E Bring a Box of Everything! There is no successful way to go to a trade show without your “Box E
i of Everything.” This box of stuff will make your life easier every time you go to a tradeshow. |
i You can start with a small, inexpensive plastic box from Walmart or go for the gusto right off with .
E a warrior case — roto-molded, compartmentalized, and ready to go to war. You won’t use all the :
' stuff every time, but | guarantee you will use an unpredictable subset every time. 1

...........................................................................................

All Purpose Cleaner (Wipes are the best).........ccocvvviiriiiiieiieniieceeeeeeee

Bowl for Business Card colleCting ...........ccocuerverniiiiinniiecsee e
BOX CULErS & SCISSOIS ....veiurirerreiereesrereesre e s nne e
BUSINESS CardS .......eeiieeiiiieiieeiee ettt ene s
CalCUIATON ... e s
Change of Shoes (comfortable)..........c.uerreiiiiiiiinieee e
Chargers for All DEVICES .......cccutiiieeieeiieriteeee ettt
Container for GIVEAWAYS ........cceveeiiiiiiiiiiie e e
Empty Boxes (You will have things to bring back) .........cccccevveiiiiinniennenn.
Extension Cords

Fingernail Clipper & File .......ccovuiiiiiiiecie e
First Aid Kit (lots of band aids) ........cccccceeeiiieieiie e
FOIABIS. ..o e
Pens, Glue Stick, Highliters, & Sharpies ..........cccceeriieiiiieriniiee e
HaNd SANIIZEN ....eeeeeceeeee e
(=T o] (o] o J @] F= o =Y USRS P PSPPI
Medicine for colds, headaches, stomach aches..........cccccevvvvvevvvverveeererevnnnnnn,
YT T FoT] IS = OO
Note Pads & Post-it Notes
Paper Clips & Binder Clips (assorted Size€s)........cccouvevriveriiiriiniieciee e

= 101 G 1011 £ SR
Photos of what your booth should 100K liKe.........ccccovieiiiiiiiiiieeeeeee
Rubber Bands (aSSOrted SIZES) .......cociviiiriiiiiiiee et
SAFELY PINS ..
SNACKS ...ttt ettt n et n e nr e ne e
STAPIE GUN....eiiiie e e s
S =T o L= g Sy =T o] L=
Tape (Asst - double sided, electrical, packing)...

Bags - Trash and ZiploC ......cocuuei it
VEICrO TaDS ..o

Zip Ties & Cable TieS....ooiiiiiiiiiiee et

Business Card Binder Kit (organize the cards you get).......cccccvveeeieiniiennenn.

Oobooooobooooooggddoooonoogooooooood
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SOCIAL MEDIA SOCIAL MEDIA
- -

Both small and large companies use social media as a way to connect with their customers. In the  Whether your company is tweeting on twitter, posting on Facebook, uploading videos to YouTube or
same way trade shows are using social media to connect with both the exhibitors at the shows and ; using LinkedIn to connect with and develop stronger relationships with your prospects and clients,
attendees. Trade shows of any industry can easily bring in thousands of people so how do you get people 1 social media is an incredible asset to leverage and expand your trade show marketing. This allows
to remember to visit your booth or how do attendees make sure they don’t miss any speakers? Social ; you to create pre-show buzz, drive traffic to your booth, increase your brand recognition, expand
media is the answer. Social media can be a powerful way to break through the overwhelming distractions | networking opportunities & deepen relationships, and promote special offers.

in a convention hall and drive traffic to your booth as well as keep all attendees informed of the events | =TT T
for the day.

Follow the trade show’s Facebook page. Post questions regarding the trade show, the special events at
the show and other relevant information (like where to stay or best places to eat in town) that will help
you get more engagement and exposure. Promote the trade show, your booth number in the exhibition
hall on your company brand page. Change your cover photo at the top of your page promoting your

trade show special offers or contests. And don’t forget to “friend” attendees or fans of the trade show
USING FACEBOOK e

Find out if the tradeshow is using a hashtag (example: #tradeshow) to share news and events with
attendees and start using it. Follow any of the users who are using the #tradeshow hashtag you identify
based on their Twitter feed to be a prospective customer. Follow the show organizer on Twitter and
U SI NG TWITTER retweet their posts. Oftentimes when you retweet them, they retweet your tweets or comments, giving

your business more visibility. Publicize your booth number. Offer a sample or free trial of your product/
services for a retweet. Twitter only contest. Have people visit your booth, take a selfie there and use a
special hashtag and the event hashtag to post it to Twitter.

Create quick little testimonial videos from customers. If you have a current customer visiting your booth, it’s
a great opportunity to capture a quick 30 second video testimonial. Take a video of the activity at your booth.

Tu b e U SI N G YO UTU B E Show off the number of people visiting the booth or interview an employee working in the booth. Participating
in the trade show contest, a presentation being given or special event speaker. Don’t forget to link to your
company’s website within the description of the video as you upload it to YouTube. And make sure your

description describes what is happening in the video. Don’t just upload videos with no information.

® Join groups and engage in “conversations” or start one yourself in trade groups related to the show. Share
I n USI N G LI N KE DI N thoughts about the industry or market to establish yourself as an authority in your industry. Use your LinkedIn
“share an update...” to show your upcoming contest or post your company’s most recent press release.
Connect with people going to the show. Tell them where to find you at the show. Start building a relationship

with them. Don’t forget to look for similar business interests/connection that you have in common with fellow
attendees. Use that “common ground” as a reason to have a conversation at the trade show.

12 +1.(949) 274-9535 www.fastexhibits.com 13



TRADE SHOW SECRETS HELPFUL HINTS

E Ask yourself, am | organized for the show? Preparing for a show well in advance can save
' you both time and money. You will be surprised at the add-on costs if you don’t meet certain
good first impression is half the battle. First you must pre-plan, prepare, and practice. Then you i deadlines. If you follow a budget and a timeline, problems will be at a minimum. Read the show
hit the show floor where you need to know how to create a favorable first impression time and - manual. Everything you need to know about the show should be there, including a proposed or
time again, over the long hours and days that you’ll be at the trade show. When you’re at a trade . final schedule, registration information and forms, floor plans, exhibit specifications, invitations

show, what you're selling is you. for potential speakers, and other important details.

+1.(949) 274-9535

PRESENT YOURSELF, THEN YOUR PRODUCT

Today’s buyers are nervous. Some have been through the dot-com bubble.
They have seen the 2008 market crash, and corporate scandal follow
corporate scandal. Yet they still have to do business. How do they know who
they can trust? First Trade Show Secret: People have to ‘buy’ you before
they can buy your products.

Trade show attendees are constantly watching. If your body language
conveys the fact that you don’t want to be at the show, would prefer not to
engage with attendees, or are just going through the motions, they’ll pick
up on that and go elsewhere. Arms folded, on the cell phone, talking with
fellow exhibitors sends a clear message that you are not interested in me.
Second Trade Show Secret: People won’t come in if your body language
says “Go away!”

The over-talker engages with a constant stream of chatter. Talking is
important, but listening is more so. Shift the focus from your sales pitch to
actually listening to the customer and you’ll find your results immediately
improve. Ask attendees questions, and listen to their answers. Give them
your full attention. The fact that you’re focused on the attendee is one of
the easiest, most effective ways to create a positive first impression. It
sets a good precedent, establishing how you will do business with this
client further down the road. You’re laying the foundation for that positive,
profitable relationship. Third Trade Show Secret: Focus on the attendee for
maximum results.

To begin new relationships, you must first create a positive impression.
Take heed of the fact that people need to trust you before they can feel
comfortable doing business with you, avoiding offensive body language, and
paying attention more than you talk will help you do exactly that. Remember
pre-plan, prepare, and practice — then create a environment of intimacy with
the show attendees.

HAVE A GOAL

A goal helps you make the decisions below and provides a yardstick for
whether the tradeshow was “successful,” and therefore whether you should
do more. Do you want to increase visibility, gain exposure to a large number
of customers who might be interested in your products, or check out the
competition? Create a unique identity for your booth staff. Decide on the
dress code for your staff. Matching blazers, T-shirts, or even bow ties will
make your representatives easily identifiable.

THE BEST FOOT FORWARD

Plan your PR ahead time. Plan your event with publicity in mind, seek media
sponsorships, create helpful media kits, make it easy for the media to cover
the event and brainstorm story ideas.

INVITE CLIENTS AND PROSPECTS

You should plan to send e-mails blasts, snail mail and make telephone
contact with clients and prospects that you would like to invite, to have
them stop by your booth. Many people do not attend trade shows, much
less make it to your booth space because they are not invited.

DECIDE ON YOUR MAIN MESSAGE

Just like your home page, you get 3 seconds to convince someone to stop
at your booth. Keep in mind the goal is to get people to stop, not to explain
everything about who you are and what you do! Boil it down to a single,
short sentence.

SCHEDULE A VENDOR PRESENTATION

Most shows allow vendors to give presentations, sometimes for a fee.
Always do this. Even if just 25 people come listen to you speak that is 25
people you get to talk to in depth for 30 minutes. This is far more valuable
than talking to 100 people at your booth for 5-60 seconds.

WEAR COMFORTABLE SHOES

You’ll be standing for much longer than you’re used to; comfortable shoes
are a must. You can also bring floor pads designed for people who stand all
day. Always order padding under the carpet!

T — ﬁ
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USER FRIENDLY CHECKLIST USER FRIENDLY CHECKLIST

| |

; Application Process - ' Shipping ;
; Fill out application forM..........cceuieirirnirceccc e ] : : Carmier SEIECLEA ........ccuieicriicr e ] -
; Select BOOth SPaCe..........cccciuririiiiiiccc s [] ; ; Labels Printed..........cococriririniiiin s [] -
: Payment for booth SPACE........coiuiiiiiiiiiee e [] , : Payment Made ......cooii i [] -
E Exhibitor Forms I : Shipping forms completed...........cccciiiiiiiiiiiice e [] -
E AUIO VISUAI TENTAIS ......veueeeireeieieiee ettt [] : ; Post Show ;
: 200 e] 1 TSy 1 T TSR [] : | Contact Made With I88AS ........eueeeueeeererereree e eenes [] :
E CAIPEE FENTAL.....ecuceeeteeereecieieie ettt bbbt [] ' : Leads diStIDULEA. ......ccureeeeeirereriree ittt [] '
; CALENING vttt [] ; : Leads QUANIFIEA .....c.eecereereeeiereceecte et [] :
; (3 1=T= 2112 OO ] ; ; LItErATUIE MAIE. ... .eeeee et eeeeeeeeeeeeee e et et eeeeeeeeeeseeeeeaeeeeeeeeeeseeeeeeseeeseens ] '
; (0701101001 2T g 7=Ya 1 - TR [] ; , LT Te] 11X TSR ] ;
E Drayage (Material HANAING) .....ccveveereeeeeeeeeeirecteceeeeeeete e e sseee e e s saeenesaens [] ; ; HaNGING SiGN LADOT. ......ccuieveeeeeeeteeteeteeeeee e et saeseeeesessesbesseseeeseeseeseseenns [] '
| FOIBIS .o eereesseeeseeseeesee st eeesseessees st st s ettt e st ] | ; IMEEITIEE 1ovrveneeseeeseeeseesseesseesseesseess st s ettt st b e [] '
' Electrical .. -] : - Labor (install and dismantle) .. -] '
E Exhibitor Appointed Contractor ...........cccceeecieeiiiee et ] ' - Lead retrieval SYStem ......ccuiiiiieii e ] :
E [l To = O [] : - Method Of PAyMENt........ceceieeeeieiesiesteiee et es [] :
; [T 41 1 SO OSSPSR [] : ; [edaToy o] e ¢=To] o VAU SR [] ;
E Furniture rental ..........c.oooiiii s [] , . Rigging :
E Graphics .......e.en.. - . ' Security :
; HaNGING SIGN LADO......c.cueviieiiieieiereieesise st nes ] ; ' :
; 11 = g2 1=, TR ] ; ' ;
E Labor (install and dismantle) .............ccueecieiieeecieciecee e ] ' ' ,
: Lead retrieval SYSIEM .......cc.ureerrermerereessereeessesseesseesse st sessssesssesssesssssenes ] : ; ;
E MEhOd Of PAYMENT .......ouvereerrerreireeeieieesisesseseeses s s ssee e [] : ; ;
E Yo Lo o =T o) V2N ] D R
E LT Lo 13 [P [] ,

E IS 1CT T 114 SSPS ] :

E Marketing Materials '

E BroChUFES (IHEIALUFE) ........cecureceeveeceeecaeteeeteeesae s st ses s en st enae s b snens ] '

; BUSINESS CATS ....vvveieeeeeeecieteeeseseeseeesestetessssesssesesestesesssssesssessestesssessasananas [] :

E GIVEAWAYS ...ttt ettt sttt [] !

Handouts

, Travel H

! N T OO [] !

; Ground TraNSPOMALION ...........coveveveveeeeeeeeeeeteeeteeesee e s eeeeeaeaee s s e e aeseanas [] ;

E [ o =) OO [] '
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TFast

Exhibits

Fast Exhibits
2618 San Miguel Dr., Ste. 473
Newport Beach, CA 92660

Tel. (949) 274-9535

Fastexhibits.com

If you have any questions or need assistance with your trade show
booth, rentals, accessories, or any related exhibit services, please don't
hesitate to contact us. We're here to help make your next trade show a
resounding success!
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