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Exhibitions and conferences offer businesses a unique environment to meet their clients, potential or existing, face-to-face and showcase products and services direct to the individual. They can reap huge rewards with regard to sales leads and eventual revenue – your audience is relevant, interested, engaged and more than likely to be budget holders who are looking to make a purchase. But planning is key. 

1. Set a budget

It’s suggested that the cost of exhibiting can be up to four times the cost of the stand/space. Factor in every element from stand branding or hire, AV production, giveaways/competitions, transportation, stand construction, insurance, travel costs for staff and accommodation. Shop around for best deals but set a contingency to cover any overspend. Your budget also needs to correspond to your objectives and your ROI, which will be measured in regard to your KPIs. 

2. Outline objectives

Knowing what your objectives are is incredibly important – it’s the only way you’ll be able to set out your KPIs, understand if the event was a success and whether you’d attend again. Your key objective can range from picking up new contacts through to showcasing new products.

3. Establish KPIs

Once you’ve set your objectives you need to understand how you’ll measure your success, which is where your KPIs come in. How will you measure, with what information and tools and what will be your benchmark? If collecting new contacts is your objective, then obviously prospect contact data will be your KPI – but you’ll need to think of a clever way to collect this data and set a benchmark based on expected conversion and revenue to establish if you’ve met your objective.

4. Follow a critical path

Exhibiting involves multi-faceted project planning, with lots of elements from different departments/contractors coming together for a key date. Using a critical path helps plan tasks, to ensure you’re up-to-date and able to deliver for the event. 

5. Get the word out

It’s all very well spending huge amounts of time and money attending, but if no-one knows you’re there it’s never going to be a success. At exhibitions it’s not just about new customers, it’s also about meeting any existing customers – a chance to put a face to a name, update them with any new developments and make sure they feel special. With this in mind send information about your attendance in all your marketing communications, let customers know about the event, why they might want to attend, where you’ll be and what you’ll offering. Coverage will be given to media sponsors so find out if you can elbow in on any of this. Pick up on any pre-event social media conversations taking place and take part. 

6. Build your brand

Exhibitions can often be a bit of an assault on the senses for visitors – so much information to absorb in a limited space and time. So it’s imperative that your stand clearly and cleanly identifies your brand and your service. Obviously use logos, brand colours and imagery - and if your key objective is to introduce a new product then it’s important to ensure your stand reflects this. 

7. Stand out from the crowd

At any event you’ll be just one stand in amongst a sea of other businesses and potential competitors. So it’s worth thinking about how you can catch thevisitors’ eye – whether you plan to do this with clever digital games, surveys, quizzes or animations, mini-workshops on the stand, specialist Q&A with guests, competitions or giveaways. 

8. Team training and briefing
Communication is key for a happy successful team – regardless of whether you’re in the office or on the exhibition floor. So ensure that the critical path, objectives, KPI’s, and promotional material are shared with your exhibiting team way in advance of the event. They’ll be representing your eyes, ears and the face of the company, so it’s essential they know what’s expected of them, how to achieve it and how to communicate to the clients. We’d suggest sending out a briefing pack two weeks prior to show and then undertaking a staff briefing on the day before the show opens.

9. Choose the right exhibition
Choose your exhibition carefully. Research thoroughly where each of your competitors are exhibiting and try to establish which event will reach your target audience. Also research the amount of visitors the event will attract and ask the event organisers how they have promoted the event to ensure the event attracts a large number of potential clients.
10. Set Deadlines
Try not to leave anything until the last minute, it’s vitally important you set yourself deadlines and stick to them. If you’re waiting for a stand to be built and designed make sure this is done in plenty of time before the date of the exhibition. The same goes for any materials you might need during the event, printed collateral like brochures and handouts needed to be ordered in advance, you don’t want to run the risk of exhibiting without any visual advertisements and aids.

Nimlok creates high impact exhibition stands and displays, and work with businesses to thoroughly understand their objectives and event marketing needs. 

Visit them today to view their range of exhibition stands for purchase or hire.



