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Why is  goal s etting 
important?
• Ab ility to  measure  RO I d e p e nd s on g ood  ob je ctive s 

and  g oals out of the  g ate
• Measure me nt is imp ortant for justification of sp e nd , 

future  shows, and  continuous imp rove me nt
• Me e t with your team early in the  p roce ss to  

d e te rmine  ind ivid ual/ te am g oals
• Do the y really want to  b e  the re ?
• Goals may affe ct b ooth d e sig n, staff you are  se nd ing , 

activitie s at b ooth, (machine ry, d e monstrations, 
te chnolog y, e d ucation, g ame s, e tc.) and  b ud g e t

• Se t g oals b ase d  on what can b e  measure d  and  
re p orte d  (q uantitative )

• Make  sure  e ve ryone  is on the  same  p ag e  b e fore  the  
show b e g ins



Unraveling the 
Art of Defining 
and Meas uring 
ROI

Q uantita t ive  Me asuring
Increased  sale s/revenue
Numb er of new customers
Total numb er of lead s co lle cted
Numb er of q ualified  lead s
Sale s mee ting s at show
Demo/training  attend ance  numb ers
Pre -reg istrations
Social med ia fo llows
Web site  traffic

Q ua lita t ive  Me asuring
Deep e r re lationship s
Visito r journey and  ROX (re turn on exp e rience )
Find ing  new customers you d id n’t know existed
Brand  recog nition
Chang es in awareness/p e rcep tion
Prod uct d ive rsity awareness
Ne t Promote r Score
Comp e titive  asse ssment
O ld  ad ag e , “You say more  b y not b e ing  the re  than b y 
b e ing  the re”



Why?

01 02 03

Booth se lling  
is d iffe re nt

To  avoid  
confusion

Proactive ly 
re so lve  
issue s

Training your 
booth s taff

• How  is se lling  d iffe re n t a t  trad e  show s?
• Do training  b e fore  the  show (we b inar) and  on the  floor
• Includ e  those  not atte nd ing  to  learn how to  p romote  

your p re se nce  at the  show
• Re vie w g oals and  ob je ctive s
• Dre ss cod e
• Do’s and  Don’ts
• Booth sche d ule
• Game  instructions
• Ed ucational se minar/d e monstration d e tails
• Safe ty
• Booth traffic flow – who stand s whe re  /  ro le s
• Lead  re trie val training  (exte nd  to  e ve nts, floor, e tc.)

Be fo re  the  Sho w

At & Afte r the  Sho w
• Watch traffic flow

• Atte nd e e  inte ractions – whe re  are  the y hap p e ning ?
• Booth d e sig n chang e s
• Staff b e haviors

• Post-show surve y /  le ssons learne d  me e ting
• What worke d  and  what d id n’t?
• What should  we  d o  d iffe re ntly next time ?

• Goals re p ort card
• Thank your b oo th  w orke rs!



3 Steps  to 
Attract High 
Quality Booth 
Traffic

1 . Pro m o te  Ea rly and  O fte n
• 8-6-4-2 Rule
• Prod uct re lease s/ne ws tease s
• Who will b e  the re  from your comp any?
• Machine ry or d e monstrations on the  floor
• Ed ucational se minars
• Game s
• Eve nts (d uring  or afte r show)
• Ap p ointme nt se tting

2 . Fre e  Re g istra t io n  Co d e
• Ad s
• Goog le  Ad s
• Social me d ia
• Maile rs
• Sig nature  line
• Targ e te d  e mails
• Invoice s
• Sale s calls 
• Lead s from re g istrations

3 . Have  a  The m e



Cas e Study –  Before & At the Show

Show Dailies at 
the Show



What is  the s ingle  mos t vital e lement that can 
make or break your trade s how s ucces s?

If  and how you follow-up 
on your Leads !



5 Ways  to 
Ens ure Lead 
Follow-Up 
Succes s

1 . Sp e e d  o f fo llo w -up  m atte rs
• How  q uickly shou ld  you  fo llow -up  on  le ad s?

2 . Plan  ahe ad
• Have  a p lan for who will fo llow-up , whe n, and  how
• A p oint p e rson for load ing  into  CRM
• Be  sure  to  includ e  p re -re g istration lead s
• Emails create d  and  ap p rove d
• Stock lite rature  if mailing
• Have  maile rs read y to  g o
• We b inar p romotion

3 . Fo llo w -up  m o re  than  o nce

4 . CRM d o cum e nta t io n
• Pre -call p lanning
• Eve nts atte nd e d
• What d id  the y win?

5 . Ge t  cre a t ive !  
• Tie  in your the me  so  atte nd e e s conne ct the  d ots

Accord ing  to  a stud y b y the  Cente r for Exhib ition 
Ind ustry Research (CEIR), 80 p e rcent of lead s 

g ene rated  on the  trad e  show floor g o  unfulfilled . 
Essentially, 8 out o f eve ry 10 lead s you p ainstaking ly 
co lle ct at shows mig ht just as we ll g o  d irectly into  the  
trash along  with 80 p e rcent o f your p rog ram's value . 



Cas e Study –  After the Show
• Automate d  e mail from lead  

re trie val with lite rature  re q ue ste d
• Customize d  e mail from CRM with 

lite rature  re q ue ste d
• Maile r of lite rature  /  customize d  

g ift
• Visit with lite rature  /  customize d  

g ift
• De live ry of g rand  p rize  with 

p hoto



Cas e Study #2 –  Theming



Matt’s  
Tricks  and Tips

1 . Re nting  vs. O w ning
• Installation & d ismantle  ease
• Risk mitig ation

2 . Cho o se  yo ur sho w s
• Walk the  show
• Comp e titors

3 . Lo o k ap p ro achab le
• Staff on the  floor
• Eliminate  b arrie rs and  b ottle ne cks

4 . Stick to  the  b o o th  sche d ule
• Visitors from your own comp any
• O ffe r to  g ive  the m a b reak
• If visito rs p ass b y, the y may not re turn

5 . Tie  in  yo ur g ive aw ay 
• Wine  examp le



Sherry’s  
Tricks  and Tips

1 . Bo o th  De sig n  
• Think “b illb oard ”, no t “b rochure ”
• 7 se cond s of atte ntion whe n p e op le  d e cid e

2 . “Mo ve  O n” fo rm
• “I really want to  g e t your information to  the  rig ht 

p e rson.  Would  you mind  filling  out this form and  
g iving  it to  ____ whe n you’re  d one ?”

3 . ADA Co m p liance  
• Anything  you have  up stairs, you must offe r d ownstairs
• If you have  d oub le  p ad d ing , tap e r it o ff
• Raise d  floors must b e  whe e lchair acce ssib le

4 . Exh ib ito r b ad g e  a llo ca t io n
• I&D sup e rvision
• Morning  shift
• NPE exhib itor b ad g e  is d iffe re nt than fre e  re g istration 

b ad g e  (p ackag e )

5 . Lite ra tu re  a t  the  sho w
• How much to  b ring  /  QR cod e  card s
• Ad d  to  lead  re trie val
• Ship p ing  we ig ht /  ad d itional costs



Res ources

Here are some great online 
re sourc e s  for t ra de  show p la nne rs  
a nd  e xhib itors :

http s:/ /www.exhib itoronline .com
EXHIBITO R Mag azine  – Pub lication re sp onsib le  for the  
EXHIBITO RLIVE  p rog ram (Ce rtifie d  Trad e  Show Marke te r - 
CTSM Prog ram)

http s:/ /www.iae e .com/trad e show-cale nd ar/
IAEE (Inte rnational Association of Exhib itions and  Eve nts).  
Great re source s for find ing  shows.

http :/ /www.ce ir.o rg
CEIR (Ce nte r for Exhib ition Ind ustry Re search).  This is a 
non-p rofit o rg anization that p rovid e s ind e p e nd e nt 
re search and  d ata for those  in the  ind ustry.

https://www.exhibitoronline.com/
https://www.iaee.com/tradeshow-calendar/
http://www.ceir.org/


Feel free to stay after with questions or 
c onta c t  us  d ire c t ly:

Thank you for your 
attending today!  

What ques tions  do you 
have?

Em a il 

sc udd@c ha se p la s t ic s .c om
Phone

( 248)  620- 8333

Sherry Cudd , Chase Plastic Services, Inc.

Email 

Msaunders@ptaplastics.com
Phone

(303) 827 - 2321

Matt Saunders , PTA Plastics
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