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Todayos

Agenda

8:30 check in - networking
9:00 welcome T introductions - show updates
9:10 ROI & ROO MEASUREMENT

9:50 PLANNING

10:20 am break

10:40 MARKETING

12:00 hosted lunch

1:00 EXHIBIT/DEMONSTRATIONS

1:40 STAFFING

2:30 pm break

2:45 LEADS

3:30 Q&A - wrap-up T complete evaluations -
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Exhibitor
University

Latest and Best Practices to
Execute an Exhibiting Program
That Delivers

Return on Investment

With Jefferson Davis

Competitive
Edge &
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Jefferson Davis, Competitive Edge
ATradeshow Turnaround

Consultant, trainer, speaker, educator and author
25 years exhibition industry experience
Personally exhibited at over 200 tradeshows
Intensely results-focused

Developed practical, workable processes to address critical
exhibiting success factors

Helped clients generate over $500,000,000 in exhibiting results
For a complimentary tradeshow ROI consultation
CALL: 800-700-6174 in the US or 704-814-7355

EMAIL: jefferson@tradeshowturnaround.com
WEB: www.tradeshowturnaround.com
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Workshop Objectives

Maximize Your Return on Investment (ROI) and
Return on Objectives (ROO)

Plan Your Exhibit Program with a Focus on ROI

Develop an Integrated Marketing Plan to Drive
Qualified Booth Traffic

Work with NAFEM to Promote Your Booth and
Business

Create an Engaging Exhibit Experience
Staff Your Booth to Maximize ROI
Improve Lead Quality and Sales Conversion

Competltlve
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T al Ab

Can tradeshow ROI be measured?
Do you measure?

How satisfied are you?

What factors most limit ROI?

Competltlve
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Measuring ROI

Why measure?
i Justify
i Learn
i Grow
Benefits of Measuring?
i Accountability for and justification of exhibiting investment.
i Determine continued participation in a show.
i Determine level of investment/participation in a show.
i Identify exhibiting program strengths and weaknesses.
i Develop benchmarks for comparison and improving performance.
i Measure and report exhibiting value and return on investment.

Competitive
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What Can We Measure?

Return on Objectives (ROO): Evidence you supported or
made progress toward identified objectives.

i Total Cost/Investment

i Audience Reach/Frequency
i Value of Attendees

i Share of Interactions

Return on Investment (ROI): Evidence you got financial value
beyond cost or made money

Setting Your ROl Target: | f youdre not gett.]
payback, and ideally a 3 to 5 payback, something is wrong.

Competitive
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Tradeshow Financial
Performance Metrics

Exhibiting Spending by Major Expense Area
Cost Per Lead (CPL)

Cost Per Interaction (CPI)

Potential Value of Leads Captured

Dollar Value of Leads Converted to Sales

Exhibiting ROI by Top-line Revenue or Gross
Margin

Competltlve
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/ Major Expense Areas

How the Exhibit Dollar is Spent

_ Other
Pr07m5c10;|0n 4.9
. (i] |
Travel & A /_ExhibitSpace
0
Entertainment 31%
15.3% _\

Shipping
10.8%

Exhibit Design
11.2%

Show Services
20.3%

Source: CEIR 2008 Competitive
Edge o
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FREE Tool to
Manage & Benchmark Costs

February 10-12, 2011
Orange County Convention Center
Orlando, Florida, USA
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1] Company Name
2 Trade Show Budget
3 Trade Show Name
4 Trade Show Dates
5 Trade Show City
6 This Year's This Year's
7 Average  This Show Budget As Actual As
8 Cost%  Last Year % of Total % of Total
39 | Item Actual Cost Cost
72| Radio & TV B B 0.0% B 0.0% 0.0%
73| Collateral Material - - 0.0% - 0.0% 0.0%
74| Direct Mail - - 0.0% - 0.0% 0.0%
75| Mailing List Rental - - 0.0% - 0.0% 2.0%
76| Catalogues/Guides - - 0.0% - 0.0% 0.0%
77| Premiums - - 0.0% - 0.0% 0.0%
72|  Agency Fee - - 0.0% - 0.0% 2.0%
79| Internet - - 0.0% - 0.0% 0.0%
&0 Other - - 0.0% - 0.0% 0.0%
81 Subtotal B B 0.0% 3 B 0.0% 0.0%
82
53| MISCELLANEOUS:
84| Blank - - 0.0% - 0.0% 0.0%
85| Blank - - 0.0% - 0.0% 0.0%
% Subtotal - - 0.0% 1% - 0.0% 0.0%
&7
88
59 | Lead Gathering/Fulfillment:
90| Lead Ferm Printing - - 0.0% - 0.0% 0.0%
91| Card Reader Rental - - 0.0% - 0.0% 2.0%
92| Direct Mail Cost - - 0.0% - 0.0% 0.0%
93| Other - - 0.0% - 0.0% 0.0%
9 Subtotal B B 0.0% 0.40% B 0.0% 0.0%
95
%  TOTAL s - B - 0.0% s - 0.0% 0.0%
M 4 » M| TilePage - Instructions | Blank Budget ,~ CostBenchmark Chart -~ % Marketing Budget “ROI ~ Sample Completed Budget -~ ¥
Ry T | o
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Tradeshow Financial
Performance Metrics

Field Sales Call  Per Attraction/Visitor

% Reached

$596 $159/261

FACT: Tradeshows reduce the cost of
face-to-face visits!

Source: 2008 CEIR & Exhibit Surveys Research Compedtétewe
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Cost Per Lead (CPL)
Calculation

_ Total Show Investment $50,000
. (Divide) by # Leads 200
» Cost Per Lead $250

Competltlve
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e Cost Per Interaction (CPI)
Calculation

# Leads 200

(x) *Stopped to Literature Ratio x 2.4
Total # of Interactions 480
Total Show $50,000
(divide) # Interactions 480
Cost Per Interaction $104

*As determined by Exhibit Surveys

Competltlve
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Two Types of ROI

HARD Dollar ROI: Revenue received that
can be credited in full or in part to the show,
typically in the form of at-show and/or post-
show sales.

. SOFT Dollar ROI: Value received that can
be quantified expressed in numeric terms,
typically in the form of money saved.

Competltlve
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' Return on Investment
HARD Dollar Formula & Sample* Calculation

Revenue traced back to show $750,000
Less cost of sales (20% gross margin)  -600,000
Gross Exhibit Profit $150,000
Less exhibiting costs - 50,000
Net Exhibit Profit $100,000

*This sample calculation is not a promise
of a specific ROI, but simply an illustration
of a method for calculating exhibiting ROI.

Competitive
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Return on Investment
HARD Dollar Formula & Sample* Calculation

Net Exhibit Profit $100,000
(Divided) by Exhibiting Investment  $ 50,000
2
(Multiply) by 100 x 100
Return-on-Investment 200% ROI

*This sample calculation is not a promise
of a specific ROI, but simply an illustration
of a method for calculating exhibiting ROI.

Competitive
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EE=as Cost Per Interaction (CPI)
SOFT Dollar ROI Contribution

Total Show Investment $50,000
(divide) # Interactions 480
Cost Per Interaction $104

Comparative (Field Sales Call) $596
Less Cost Per Interaction -$104
CPI Savings $492
Times # of interactions X_ 480
Soft dollar contribution $231,186 = 472% ROI

Competitive
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Planning for ROI

Kevy Insights on Exhibitor Pre-show Planning:
1. 76% of exhibitors set no specific goals.

2. 95% of pre-show planning and execution time is
spent on logistics

3. To improve results, you must invest more time on
strategy

4. Convert vague reasons to SMART goals.
5. Every goal needs a planner and a plan

Competltlve
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&

6 Step Power
Pre-Show Planning Process

“a

—

STEP 1. Ask sharply focused questions:

What are your primary marketing, sales, product development, CRM, and recruiting
goals for the next 12-18 months?

i Which of these goals can you better support or positively impact through this show?
i What 6 s h angigesoaricomgany/department?

i What 6 s h aptgide our cogpany/department?

i Who specifically attends this show and why do they attend?
|
|
|

Rel ated to our products, what are their
Which of our products/services should we feature?
How do our products/services address their concerns/needs at all? Better than the
competition?

i What specifically do we want to communicate?

i What specifically do we want them to do as a result of visiting our exhibit?

i At show closing time, 90 t0180 days after, how will we know we succeeded?

Competitive
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6 Step Power

Pre-Show Planning Process

%

—

NEY.

Step 2: Schedule a nstrate
meeting with stakeholders

i Beginning of year or six months before key show

i Consider Go To Meeting

i Work through this six step process

Step 3: Identify your top three to five reasons

for exhibiting
i Consider Departmental Areas to Set Objectives

Competltlve
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Exhibiting Objectives
& Measurement Metrics

Reduce spending/Cost of sale
Market visibility - awareness - presence
Increase market share

Audience reach/interaction/Exhibit
Efficiency

Brand messaging/impact/recall

Company/product positioning/differentiation

Thought leadership

New product introduction

Test market business/product idea

Product demonstrations

Distribute samples o
Media relations Com%%tétel\:e
Press/analvst coverage e
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Exhibiting Objectives
& Measurement Metrics

Business development
Lead generation
Purchase intention
Sales revenue
Competitive intelligence
Market/industry trends

Customer Relationship
Management/meetings

Customer research, input,
feedback, satisfaction

Cross selling
Support channel partners

Recruiting
Competitive
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6 Step Power

Pre-Show Planning Process

AN

4. Convert Reasons to SMART Goals
i Specific
i Measurable
i Actionable
i Realistic
i Time Bound

it Example: By the end of The NAFEM Show we will
have captured at least 100 qualified leads.

Competltlve
dge .
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6 Step Power
Pre-Show Planning Process

/o
—

NS

5. Create a Written Action Plan for each SMART goal
Goal or Objective

Strategy

Tactics or actions

Responsibility

Timeline

Budget
A Measurement

6. Schedule, Execute Communicate and Conduct Regular
Progress Checks and Results

To To To o Do I»

o BEST PRACTICE: Create a week by week show checklist

u Fora FREE 16 week checklist emalil info@tradeshowturnaround.com

Competitive
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Let 60s Tal k About
Marketing Your Exhibit

Do you use pre and at-show marketing?
What media?

What percent of show budget is allocated to
marketing?

Key Insights on Exhibitor Marketing:

80% of exhibitors do little or no pre-show marketing.
Source: CEIR

Attendee behaviors have changed
To succeed today, marketing your exhibit is a MUST.

Competltlve
dge .
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Attendee Behaviors

——
AT THE TRADE_SHOW CHEAP PENS? THAT'S
LHAT KIND OF ORIGINAL. OKAY,

FREE STUFF DO FILL 'ER UP, BUT

TM AFRAID I CANT
GIVE YOU ANY

EYE. CONTACT.

THATS ENOUGH
INDUSTRY RESEARCH
FOR TODAY. IT%
TIME TO HIT THE
BUFFET.

1ofivfq6 © 1996 United Feature Syndicate, Inc.

Competitive
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How Have Tradeshow
Attendee Behaviors Changed?

Spending fewer number of days at the show
Sending higher level personnel

Preplanning visit: 76% arrive with an agenda
Stopping at 26-31 exhibits on average

50% of exhibit stops are preplanned

In spite of all this, less than 20% of exhibitors
execute a well conceived exhibit marketing plan!

a bk~ w0 D PE

c:
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YOUR BOOTH AT THE
TRADE SHOW MUST BE
ATTENTION - GRABBING,
YOU HAVE SEVERAL
OPTIONS.

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

SNAFEM 11

Secret to Attracting Attendees

——

1 MAGIC TRICKS )
2. SPECTAL EFFECTS
3. RAFFLES

February 10-12, 2011
Orange County Convention Center
Orlando, Florida, USA

k“.. DOOTH QABES y

mi
e

M
''''''

“bf?é @ 1996 United Feature Syndicate, Inc.

FOR THE BEST RESULT,
COMBINE ALL FOUR:
CREATE THE TLLUSION
THAT YOU'RE RAFFLING

OFF THE (oo BABES?)
-

BOOTH

BABF)S n

oo

------
..........
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State-of-the Art Exhibit Marketing
8 Step Planning Process

/o
e

NSy

Determine Corporate & Exhibiting Goals
|ldentify Target Visitors

Calculate EXHIBIT INTERACTION CAPACITY
Budget Enough Marketing Resources

Build Target Visitor Lists

Analyze & Select Marketing Media

Execute Integrated Exhibit Marketing Plan
Measure Results

© N o 0 kA W b PRE

Competltlve
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Step 1. Determine Corporate Marketing,
Exhibiting Goals & Messaging

What are you trying to accomplish?

a. Corporate marketing objectives
b. EXhibiting goals
c. Specific messages to communicate?

Competltlve
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Step 2.
|dentify Target Visitors

Who do you want to interact with?
i Type of companies Position
i Job function/titles

i Size

i Geography

i Other?

Relative to your company, product, services

what are their top of the mind issues and
concerns?

Competitive
Edge g3
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“WiErzm
Step 2.

|dentify Target Visitors

The CPS Triangle

Suspects Prospects
Open the Door Advance to Next Step

Customers
Relationship ManagemenOpportunityi Changea Advocacy

Others?

Channel PartnersMediai Shareholders Key Opinion Leaders
Staffi Vendorsi Lobbyists
Competitive
Edge g,
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Step 3.

Calculate Exhibit Interaction Capacity

 Exhibiting Hours

i Booth Staff on Duty X4
i Total Staff Hours 00
i Interactions/Hour/Staffer X 3-5

i Exhibit Interaction Capacity 000

Competltlve
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Step 4.
Budget Enough Marketing Resources

Total Show Investment $50,000
% for Exhibit Marketing X .15
Exhibit Marketing Budget $7,500

When to increase? Large show, small booth, off the
beaten path, importance of show, the more you should
allocate!

Competltlve
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