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Search Trade Show Industry J8
Sources -- Develop Universe
of Shows

Overview of the 5 Steps for Show Selection Process:

)
Step 1: The show and event selection process can be boiled down essentially to a five-
0\} step process for ease of understanding. It begins with having a very good understanding of
& () your company’s markets, products and services, marketing strategy, and marketing goals
W ol
¢

3
S

*SL and objectives. This provides a solid foundation and direction for identifying shows and
s s e Wo events which best fit with achieving your company's overall marketing objectives. This
¢ Y Q ‘L?'(L background is critical because if you're off base or wrong at this stage of the show selection
02‘7 o process, you will be wrong through the rest of the process. This essentially drives the
Q»(u“ ¢ whole process of which events to select.
bY\ Step 2: Whether you do formal or informal research, having a good understanding of your

- . customers and prospects in terms of their needs and interests as it relates to attending
events, and their use and perceived value of trade shows and events {in general and for
)( specific events), is important in refining the whole process. Most companies dor't have the
\JD \' budgets to do this type of research formally, but for those who can it is valuable and
{0() (({9 \\ unbiased feedback because it comes from the customer/prospect perspective — not the
h\n’( H/n 1ﬂ1 event organizer or others in your company who may have a particular bias for or against an
AR Y event.

&

9
C)Q}(d\(/‘\/ Step 3: Our experience is that most companies begin at Step 3. Without the background
u(/ of Steps 2 and 3, this step of the process can be very misdirected. There are many
different sources for identifying events and shows that meet your objectives and strategy,
some are direct sources and others are indirect sources. At this stage of the process you
are looking to develop a universe of all the possible shows and events that could meet your
company’s needs and marketing objectives. This list will be the basis for further

investigation.



Step 4: Interviewing trade show and event organizers to obtain the type of information you
need to make your decisions may be the most difficult step of the process. This is simply
because in many cases they don't have the kind of data you need, they are reluctant to
share it with you, and there are no standards for consistency of reporting event information
to make it easy to make direct comparisons of shows and events. Furthermore, most
shows and events do not have independent auditors certifying their information.
Nonetheless, there is information that can be collected that will allow you to analyze and

make good event selection decisions.

Step 5: This is the step where all the information gathered from the first 4 steps is
analyzed and then decisions made as to whether exhibiting is justified and the level of
investment required to reach all of your customers and prospects and compete effectively
with your competition. Our focus in this session will be on these first two decisions due to
time constraints, but it should be kept in mind that the information you will be coliecting will
also be of value in determining your overall event strategy as well as your strategy and
objectives for individual shows and events.

Hﬂ-:m-)ﬂk Ry e
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Step One: Background Analysis

Some of you will already have a good sense of the trends in your marketplace, but for those
of you who may be new to your company or industry, information about your industry,
markets, and products will provide the background required to communicate effectively with
sales and marketing, determine which products or solutions to exhibit or emphasize and
give you the background necessary to determine if the shows or events you are evaluating
are “in tune” with the marketplace (good shows mirror and are relevant to the marketplace).
Sources of this type of market trend information are trade publications (inciuding editors),
industry research/information services and reports, the Internet and your own sales and
marketing management.

Interviewing your sales, marketing, and product management personnel is the most
important aspect of step 1. it will be critical later on in the process to identifying shows
which reach the markets most important to your sales and marketing management. Use an
informal interview guide with some very open-ended questions. A sample is provided on
page 8. This guide includes most of the key questions to give a good sense of where
marketing is heading in their thinking, and to provide you with information needed for the
analysis and decision making step (Step 9).



If you can get access to upper management they can give you the big picture overview of
the company’s strategy. This becomes less realistic to accomplish, as the size of company

gets larger.

Product/vertical marketing managers should have a strong awareness of their markets
assuming they have been around awhile, which in today’s environment is less likely. in
general, they should provide you with the bulk of the information you need.

Sales people are good to talk to as well. This can be done on an ongoing basis while
attending shows. Often they have a better and more realistic sense of what's going on in
the marketplace and what shows and events your customers and prospects attend - don't

overlook them.
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Sample Management Interview Guide for Show & Event Selection

Marketing Group: Person/Title: Date:

v R

1 Background
1a Overview of Products/Services Offered:

1b Overall Marketing Strategy/Objectives:
1c Specific Messages Being Delivered:

2 Target Market Profile H{W f”’ #415 N m,aﬂﬂ 1
2a General Description: 95(7? of

1§71
2a1 Vertical industriesfMéa‘riets Focus:
2a2 Describe Types of Organizations in Target:
2a3 Describe Individual Buyer Profile:
2a4 Geographical Areas Covered:
2a5 Describe Typical Buying/Decision Making Process:
2b Universe Size of Target Audience: how ‘0’:5 ts mark et W{/ﬁ//

Ireglsshews art rtgimal i1 rr0fure
3 Competition oshew 7
3a Competitors:

3b Share of Market vs. Major Competitors:
3c Competitive Strengths and Weaknesses:

3d Awareness Level for Services Offered:

4 Tradeshow Activity/Expectations
4a Shows or Events Aware of Serving Each of Their Target Markets:

4b Shows or Events Exhibited In:
4c Shows or Events Perceived as Most Valuable and Why?

4d Value Or Role They Perceive Trade Shows Playing In Reaching Overall Marketing
Objectives:

4e Expectations/Results They Anticipate for Tradeshows and Events:

4f Specific Kinds of Objectives They Set for Trade Shows:

5 Any Other Information We Should Know?
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Step Two: Customer and Prospect Research/Feedback

ldeally, conducting research of customers and prospects is the next step of the process.
This step deserves to be mentioned, but the reality is that very few companies have the
resources or budgets to conduct this type of research.

This chart gives the key questions to include in a survey of customers and prospects. A
sample questionnaire is also given on page 11 of this handout. The importance and use of
most of the above information is obvious. However, the most important question is the
interest in seeing your type products and solutions. Our research shows that product
interest is the best predictive indicator of a company’s potential for success in an event than
any other statistic we measure. Putting it simply, the higher the leve! of interest in your
product(s), the higher the likelihood the attendees will visit your exhibit. This level of
interest should be the basis for calculating your potential audience size (discussed in Step
5).

Measuring the awareness for your company will give you an indication of how difficuit it will
be for you fo attract your progpects to your exhibit. if your awareness is low relative to your
competitors, this does not mean that you shouid avoid the show. The size of your potential
audience should dictate whether you exhibit and the level of investment justified. However,
if awareness is low, you will need to counter it with such tactics as heavy pre and at-show
promotion and the use of exhibit attention-getting techniques if you expect to perform at an
optimum level,



These are relatively simple surveys to conduct. A background in basic market research
techniques is all that is needed. The key is that the sample you use needs to be an
accurate representation of your customers and prospects.

Normally these surveys are quantitative in nature (e.g., mail, telephone, Internet/web based
surveys), but they can also be qualitative as well (15 to 25 in-depth interviews of customers

and prospects). For quantitative surveys 100 to 200 respondents is sufficient considering
the intended use of the resuits.

ﬂlff
Uﬂfv(bl in ﬂ)
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. Sample Customer & Prospect Research/Feedback Questionnaire f eh'(’
EXHIBIT SURVEYS, INC. 9( &

-~ Higher Education Market Survey

1. Which of the following sources do you rely upon to keep up-to-date on products or services offered by vendors?
{Check all that apply)

1010 Conferences/Seminars 50 Sales Representatives
20 Direct Mail -0 Trade publication ads
30 Expositions/Trade Shows -70 Trade publication articles
40 InternetWorld Wide Web -80 Other (please specify).
U ¥ 2a. What are all the expositions or frade shows you are aware of for your field?
I 2b. Which of these expositions have you attended in the past 12 months or do you plan to attend in the next 12
months? AT SR

2c. Regardless of whether you have attended, which of these expositions are considered most valuable for people in
your field to attend?

2a. 2b, 2c.
Aware of Attended/ Consider
Plan to Attend Important

(1) 1510 20

(16) 20103 20

(21) 2513 20

{26) 3010 20

(31) 3510 20

\
gé‘db 3. Assuming you were to attend any of the expositions you mentioned, what is your level of interest in seeing each

Q( (¥ o of the following types of voice and data communications products and services exhibited?
{\\( X INTEREST LEVEL
A i High Medium Low None
-1 2 -3 4
3 Campus-wide Communications Management Services (m 8 O 0 (40)
' Total Outsourcing of Campus Network Mgmt. a &) @) (m] 41)
Consulting for Strategic Planning of Campus Networks ) O 0 m) {42)
Project Management & System Integration Services for: | a a O {43)
Virtual Private Networks O a a a (44)
Intranets 8 O a a (45)
Network/Data Security Systems a (m} a a (46)
Network Mgmt. Systems & Applications O 0 a e 47)
Off-site Backup & Data Warehousing a 0 8 (] {48)
Higher Education Applications a | a (m] {50)
Distance Learning (individual, Corporate and Continuing o | O 0O m
Education) (66)
Library/Research Applications e = a - B I o N {14
Administrative Data Communications O O o a (68)
University/College Web Sites and Access (Intranets) 0 (m} O a (69)
High Speed Departmental Locatl & Wide Area Networks m) ) 0 a (70)
Campus 911 Systems O 0 a O {r1)
ACD/CTI Applications O 8 (m) a (75)
Communications Packages/Basic Services a 0 ) O (786)
PCS Services (paging, voice maif, e-mail and fax O o [ j 0
retrieval) {80)
Centrex Solutions a a a O {201)
Video Conferencing 0 a a a {202}
Student/Professor Dial-up Intranet Access a 0 m) m) (205)
Interactive Voice Response Systems 3 (] 0 O (208)
Basic Access Services & Equipment & (m] A m (209)
“ Local/Long Distance/Cellular Phone Service a 0 0 o (210)
J Internet Access Service 0 g a a (211)
High Speed Digital Circuits - Dedicated or Switched O a m) a (212)
Wireless Data Transport Services a a a a {213)

11
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5b.

10.

Optional: Piease print your name to validate our survey:

What companies come to mind when you think of the types of voice and data communications products and
services listed in Question 3 on the previous page? (Mention as many that come to mind.)

16:

17.

For what reasons do you attend expositions or trade shows?

19-10 To keep up-to-date on new products and developments
20 To evaluate and compare products for future purchase
-30 To see specific exhibitors or products
40 To attend the educational program
50 To network with exhibitors or other attendees
60 Tofind a solution to a specific problem
70 Other {please specify)

in general, how valuable are expositions in meeting your objectives for attending?
20-1 80 Very Valuable 20 Somewhat Valuable -30 Not At All Valuable

What is your job title and function? (Check ONE only)
23-1 3 President/Chancellor 2410 Technology Director

20 Comptrolier 200 Other {Please specify):
30 Dean of Schools (Arts & Sciences, Engineering, etc.)

40 Director/Manager of Campus Telecommunications
50 DirectorfManager of Campus Information Systems

What role(s} do you play in the purchase of the following product and service categories? (See question 3 for

specific products and services in each category).

Specify
Final Say  Supplier Recommend No Role
Campus Communications Mgmt. Services -10 20 30 403
Project Mgmt. & System Integration Services 10 20 -30 40
Higher Education Applications -0 20 30 40
Communications Packages/Basic Services -0 20 30 40
Basic Access Services & Equipment -0 20 30 40
What is the enroliment of your institution?
54-1 0 Less than 1,000 20 1,000t0 2,499 30 2,50010 4,999
40 5,000 to0 9,999 50 10,000 to 25,000 60 Over 25,000

What professional or trade magazinesfjournals do you read regularly?

62:

(34)
(35)
(36)
(37
(38)

63:

What is the zip code of the location where you work? (76-80)

Thanks for your help!

Please return to Exhibit Surveys, Inc., 7 Hendrickson Ave., Red Bank, NJ 07701 FAX: 732-741-5704

12



Step Three: Search Trade Show Industry Sources

As mentioned before, most companies' start at Step 3 without going through all the
background covered thus far. Itis at this step that you develop the universe of ail the
shows and events to be considered for further investigation and analysis in subsequent
steps. The background information from Steps 1 and 2 allows you to do the best job of this.
No show or event should be eliminated at this step of the process as long as there is at
least some reasonable prospect for it being a show to consider.

Two general observations that are important to understand about most of the sources
available are given in this chart. First, the sources vary tremendously in terms of the
amount and accuracy of information provided. Some simply give basic information about
the event (e.g., dates and contact information) and most rely on self-reporting by show and
event organizers for their data. Based on our experience much of this data is not correct,
particularly attendance figures. We’'ll discuss more about checking the veracity of
attendance figures later, but normally we do not rely on the figures reported in these
directories.

it should also be noted that no one directory has all shows and events listed. We normally
check multiple directories. Also, many of the smaller and more focused events are not in

. any of the directories.

- Generally speaking, most trade show directories are indexed several ways (alphabetically,

chronologically, etc.), making it relatively easy to find shows. Most organizers are pretty
good about listing their shows and events in the right industry classification, and many
cross-reference their shows by listing them in related industries. It is recommended that
you first take some time to study the various indexes of shows to insure that you don't
overlook any industry classifications that may include shows you should consider.

13



Trade Show Directories Available

There are a number of trade show directories available (see page 16 for a selected list of
directories). Tradeshow Week is the directory most widely known and we find it to be pretty
complete. It gives the most comprehensive information about each show compared to the
other directories but it is limited by the amount and accuracy of information provided by the
show and event organizers. The Health Care Exhibitors Association Handbook is an
excellent source for medical shows, and we find it to be the exception in terms of the
accuracy of information provided.

There are several Internet sites with search engines for shows. Like the directories, they
vary in terms of the amount and accuracy of information provided. If you are looking for
-~ -~ - -showsin a particular geographicatiocation, the web sites of the convention and visitors- - - - - -
bureau for each city will often list all events for the year that will be held at city or area
venues. The sites are:

¢ Trade Show Week (www.tradeshowweek.com)

e Trade Show News Network (www.tsnn.com)

e American Tradeshow Directory (www.tradeshowbiz.com)
s Convention and Visitor Bureau web sites

Trade publications either through their editors or their calendar of events are another good
source of information. If you are unaware of the trade publications that serve an industry
you are looking to reach, you can find them in Standard Rate & Data Services —a directory
of virtually all trade publications. Publications are classified by industry and give circulation
figures. This directory can be used for identifying the leading publications in an industry or
field.

14



NTPA is the National Trade and Professional Associations (Columbia Books, Inc., 1825
Connecticut Ave., NW, Suite 625, Washington, DC 20009, 202-464-1662) directory,
info@columbiabook.com; www.columbiabook.com. Virtually all national associations and
societies are listed by industry or discipline. The associations often have events serving
their industry or discipline that are listed in the directory. By contacting these associations
they can often tell you about other shows or events serving the markets you are

investigating.

if an event producer is doing their job right, you should be receiving information about their
event via direct mail. Keeping a file of direct mail literature from relevant shows is a good
way to start your list of shows. Show literature will usually give you more facts and
information than the trade show directories.

Last but not least, check your competitors’ web sites. Some post their trade show and
event calendar for the year on their site.

15
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o {Sources of Shows)

Tradeshow Week Data Book ($439.00 single copy)

o

@~oo

Alpha listing of over 5,000 shows in U.S. and Canada

Shows classified by industry (113 categories), geographical, chronological, and
by show management, new shows, size of show, by rotation patterns.

Gives dates, location, number of booths, estimated attendance, show contact,
frequency. :

Profiles of exhibitors and attendees.

Space cost.

Whether audit is available.

To order: 800-375-4212; or 515-247-2984
e-mail:twkcustserv@cdsfulfillment.com

Trade Shows Worldwide ($480.00)

oo

Good subject index (1,000 terms) plus alpha listing of shows.

Shows classified by 1,000 subject headings, categories, geographical index,
chronological index, organization index and master index.

Gives dates, location, attendance, number of booths, frequency, description of
audience, types of products exhibited, contact, space cost (total 26 items).
Lists facilities & suppliers. PR
10,001 events listed in 24th Edition.

To order; 800-877-4253; FAX: 248-699-8074; www.gale.com/bizdev

American Tradeshow Directory ($679 CD-ROM - $885 print copy)

aoow

bl 1]

g.

Over 4,200 shows in the U.S.

Over 1,500 International shows.

Includes buyers guide to service suppliers.

Gives dates, location, attendance, number of booths, frequency, description of
audience, contact, space cost.

Index type listings, no narrative.

Tradeshow Biz www.tradeshowbiz.com

To order: 800-546-3976/FAX: 800-546-3898

Health Care Exhibitors Association Directory of Healthcare Meetings & Conventions

(Non-member $345.00. Member $69. 106" Edition)

a.
b.
c.

d.
e

=h

Comprehensive listing of shows in health care field.

Alpha, key word, chronological, acronym and geographical indexes.

Gives booth cost, attendance, number of exhibitors, contact, whether show is
national, regional, or state and previous statistics.

List U.S. meetings, international meetings, and Canadian meetings.

To order: 404-252-3663 / FAX: 404-252-0774 [ e-mail:
hcea@kellencompany.com

Web Site: www.hcea.org

16



Exhibitions Round the World ($120.00 per copy)

~0oo o

6,000 listings

Limited U.S. listings

Chronological listing

Alpha listing by country and conference name

Descriptions list show size, attendees, show contact, location and frequency

Publisher — Tradewinds Incorporated — PO Box 7-179, Taipei Taiwan — Phone
011 886 2 3932718 — email - twinds8888@aol.com

International Trade Show Directory (EUR 174.00 = US $190.00, or for EUR $261.00

for Standing order (2 editions per year) and US - $281.00

a.
b.

C.
d.

Over 10,000 shows in 115 countries.
Source: m+a Publishers for Fairs, Exhibitions and Conventions GmbH

P.0O. Box 20 01 28, 60605 Frankfurt, Germany

Phone: +49 69 7595 1995; Fax: +49 69 7595-1890

Trade Fairs and Exhibitions by country; Trade Fairs and Exhibitions in
chronological order; Trade Fairs and Exhibitions by branch of business;
Abbreviations of Fair names/associations

Web Site: www.expodatabase.com

17



Develop Universe of Shows

You are now at the point of developing your universe of shows you've identified by talking
to your management, customers and prospects and your search of all trade show industry
sources (Steps 1~ 3). We usually list all shows in a spreadsheet which allows us to
categorize or sort the shows at a later point by market, industry or vertica! segment. For
multi-product or division companies, this type of analysis will also help you to identify the
potential overlap of shows for the various divisions or product groups.

Using a spreadsheet is also a convenient way of recording all the information you will
collect from each show organizer (Step 4). In essence, the first column of the spreadsheet
is for the show name with subsequent columns used for data and information collected from
show management, directories and other sources. =~ T

This completes your initial background research and the development of your universe of
shows. Now comes the hard part — interviewing show organizers and the analysis steps
(Steps 4 & 5). Because these next steps are time consuming, it is advisable to pare the list
down of any events in which you are sure you won't participate before proceeding. You
may want to do this with your internal clients.

18



Step Four: Interview Show Organizers

B P O

The show or event organizer is your primary source for information needed to determine
whether exhibiting is justified. On page 21 is a sample form for collecting information. This
form includes all the possible information you will need to make your decision. However, it
is unlikely that organizers will be able to provide all of this information. Therefore, first ask
for the information you need most in making your decision. Data acquisition generally
starts with a telephone interview of the organizer to get as much information as possible,
followed by sending or faxing the form to get information they can’t supply on the phone.
Following are the key basic event statistics needed for the analysis and decision making

step (Step 5):
¢ Total attendance

+ Net attendance (excluding exhibitors, students, press, and show staff). Ask if
attendance figures are audited or if they are verified (i.e., verified that advance
registrants attended).

+ Number of exhibitors

» Total net square footage of exhibit space used by all exhibitors combined {used to
calculate Traffic Density in Step 5). Be sure to get net and not gross space.

o Cost per square foot.

s Hours, days and dates for exposition and educational program. This information is
important to determine if there are conflicting hours between the exhibits and the

educational program.

Continued on next page....

19



More and more events are making available audience profile information, either from their \
registration statistics or audience surveys. This information is critical in defining and
estimating the size of your potential audience at the show. Key information to ask for is:

¢ Attendee demographics

¢ Geographical distribution of attendees

« Audience quality information (buying influence levels, buying plans levels, size of
budgets, etc.)

o Level of interest in seeing your type(s) of products or services. As stated eartlier,
product interest levels are the best predictor of your potential for success in a show

PR e T R N T PN e bbb e ,‘,.‘>P-
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Step Four: Interview Show Organizers

Try to obtain a copy of the show’s last program and exhibit directory. The directory
contains a wealth of information that will allow you to:

» ldentify the 10 largest exhibitors in the show along with the type products they
exhibited and size of their exhibits. This will give an indication of the main line
products for the show, types of companies that are of primary interest to attendees,
and size of exhibit needed to create maximum impact.

» Identify which of your competitors are in show along with size of their exhibit and
products they exhibited.

¢ Call several exhibitors to get their subjective feedback (e.g., satisfaction with
audience quality, traffic, results, show management, etc.)

Also try to obtain the most current attendance and exhibitor promotion materials. This
information is of value in identifying the direction and focus of the show and conference
program to determine if the event is “in tune” with your company’s strategy and objectives.
That is, is the event attempting to atiract attendees and exhibitors with interests in sync with
your initiatives, direction, focus and marketing objectives?
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Try to obtain more in-depth information about show managements efforts to promote the
event. For new launches this may be the only information on which to base your decision
to exhibit. This will give you a sense of their commitment and likelihood of attracting the
intended audience. Ask for:

+ Profile of attendees to whom they plan to promote (titles, functions, type businesses,
etc.)

s Methods of promotion (direct mail, ads, exhibitor invitations, etc.)

e Amount of promotion (number mailed, number and placement of ads, etc.)

For some companies, placing speakers on the conference program or participating in
sponsorships programs are essential to their participating in an event. The availability and

cost of these opportunities can be obtained during this interview process.

Last, but not least, determine the availability of space and the booth locations that are
available.
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Step Five: Analysis/Decisions

You have now completed the information gathering steps of the process. The final step is
where all the information you have gathered from the first 4 steps is analyzed and then
decisions made, i.e., whether exhibiting is justified and the level of investment required to
reach all of your customers and prospects.
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Step 5 is the final and most critical step. The major outcomes or decisions expected from
the analysis are:

¢ Should you exhibit? In other words, does the size of our potential audience, and the
value of this audience in meeting your company’s marketing objectives, justify exhibiting
in the show?

» If exhibiting is warranted, what level of investrment are you justified in making to reach
all of your potential audience and to compete effectively with your competition and other
exhibitors in the show?

¢ What should our strategy for each event be and what objectives are realistic to set?

The focus of this presentation is on making the first two decisions simply due to time
constraints, but it should be kept in mind that you will be collecting a wealth of information
that will be of value in determining your event strategy and setting objectives.

The first decision (should we exhibit?) starts with a very basic question to ask yourself.
That is, does the size of your total universe justify exhibiting in an event to reach them? If
the universe of your market is relatively small, a trade show or other event may not be the
best vehicle for reaching them. Some other form of direct-targeted marketing may be
better. Or, if your market is very geographically dispersed, and the event or show you are
considering is regional in nature, the event may not be able to draw a large enough number
of your potential audience to justify exhibiting. This is why it is very important to know the
size of your market, or at least have a good sense of whether it is large or small.

© el - -
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Calculating and knowing the size of your potential audience is the most important
information you have for determining whether exhibiting is justified. As you can see from
the calculation in the chart, you are highly dependent upon the information supplied by the
show organizer. Thus it is extremely important that the data you collect is as accurate as
possible, and that you follow the procedure for collecting the information that was described
in Step 4.

It begins with the net attendance. Since this figure is the basis for all subsequent
calculations, it is important that the net attendance is accurate. Later in this section we
discuss calculating the Traffic Density for each event. Traffic Density is used to quantify the
level of activity on the show floor. It can also be used to test the attendance figures for
accuracy. Unrealistically high densities usually indicate inflated attendance figures which
should be adjusted accordingly. Traffic Density will be discussed in more detail later.

The next step in the calculation is to estimate the percentage of the audience who
represent your target audience based on the demographics supplied. This can be based
on job fitle/function, type business, geographical distribution of the audience, a combination
of demographics or any other criteria you deem important. Obviously, you are dependent
upon what demographics show management can supply. These may or may not be
specific enough for your needs, so you may need to extrapolate or approximate the
percentage who represent your target audience. For purposes of this example, let's
assume that the net attendance is 10,000 and that you have determined that 20% of the
attendees are your target audience. This means that 2,000 attendees represent your total
target audience (10,000 x .20).

Continued on next page.... 7 9@*&04 _M;,;W éh&w} {/ﬂ”
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Based on our experience, it is unrealistic to assume that you wili be able to reach all of your
target simply because not all of them will be interested in seeing your products or services.
To give you a realistic estimate of your true potential audience (number of your target you
have a reasonable chance of reaching assuming good performance), you multiply your total
target audience times the percentage interested in seeing your products or services. [f this
percentage is unavailable from show management’s registration or research statistics, you'li
have to estimate this percentage. A good rule of thumb for multi-product companies
exhibiting in a show where your products are considered some of the main line products in
the show (check show directory) is to use 50% (47% is our actual average). If you are not a
main line product, or if you are exhibiting only one or two products, you may want to reduce
this estimate to 15% to 30%. For purposes of this example, we'll use 50% as the product
interest percentage which means that your potential audience is 1,000 (2,000 x 0.50). This
potential audience figure should be the main criteria for determining whether you should
exhibit. As you will see later it is also the basis for determining your level of investment in

the show.
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More and more shows are providing measures of their audience quality (e.g., buying
influence and buying plans levels, dollar volume of planned purchases). If the data is
specific to your type(s) of products it can be useful in further qualifying the value of the
show. In fact, you may want to use the audience quality data as the criteria for estimating
the size of your potential audience instead of demographics.

Traffic Density is a calculation that quantifies the level of activity on the show floor (see
formula in next chart for calculating Traffic Density). The average Traffic Density for trade
shows (see chart after next) is 2.3 which means that on average between 2 and 3
attendees occupy every 100 sq. ft. of exhibit space throughout the period the show is open.
Shows with Traffic Densities considerably less than 2.3 (around 0.8 to 1.3) can be
considered inactive shows and it becomes difficult for exhibitors toachievegood
performance at these density levels. Although Traffic Density should not be the primary
criteria for choosing or eliminating a show, it is certainly worth considering in your decision.

As noted earlier, very high Traffic Density calculations can indicate inflated attendance
figures. Rarely will you see densities above 5 or 6. In these cases of unrealistically high
Traffic Density calculations, you may want to adjust attendance accordingly for your
potential audience calculations.
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* Average hours for attending trade shows is 7.8 hours. If the actual average time
spent is unavailable use this figure. For small shows of 100,000 sq. ft. or less you
may want to reduce it to 6-7 hours. For larger shows of 500,000 sg. fi. or more
you may want to increase it to 12-15 hours.
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Traffic Density is the average number of attendees occupying every 100 sq. ft. of exhibit
throughout the period the show is open. The above graph gives the average density
figures for all types of trade shows. The density at shows has declined over the decade.
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Other factors to consider are:

The profile of the largest exhibitors in the show will give you an idea of the types of
products that will have the highest interest. If these products are the same or similar to
yours, and if they are related in the sense that they are generally sold to the same type of
customers, it is an indication that there will be significant interest in your products. The
size of the largest exhibitors will also give you an idea of the size exhibit needed to create
maximum impact in the show.

If your competitors are exhibiting, and if they have exhibited for more than one show, it
probably indicates that your prospects and customers are attending the show as well.
The size of your competitors will give you an idea of how much space you will need to
compete effectively. However, first consider what size exhibit is needed to reach your
potential audience (see space calculation later). Your competitors may be over spending.

If you can get a two or three-year history of the basic show statistics (attendance, square
footage, etc.), it will give you a sense of the general health of the show and the direction it
is headed. However, caution should be taken in looking at the trends. Some shows that
change locations will fluctuate in their statistics. The change in statistics may be a result
of the location change rather than indicate a change in the health of the show.

The geographical distribution of the audience is critical, particularly for companies that
have regional markets. Many shows draw very regional audiences. The average show
draws 41% of their attendance from within a 400-mile radius of the show.

If you can get attendance promotion from show management it can give you a sense of
their commitment to promoting the show. It can also help determine if they are
attempting to attract the type of attendees you most want to reach. For new show
launches, this may be the only information you have to make your decision.

36
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Once you have made your decision to exhibit, the next step is to determine the level of
investment that is justified. If you think about it, your investment is dictated by two key
factors — the number of personnet you bring to the show to staff the exhibit and the size of
your exhibit. The number of personnel determines T & E expenses while direct costs of
exhibiting correlate pretty closely to the size of the exhibit.

The first step in determining the number of personnel needed is to calculate the average
hourly booth traffic you need to attract in order to reach all of your potential audience. This is
done by dividing your potential audience (calculated earlier) by the total number of hours the
show is open. If we assume in our example a show that is open for 20 hours, and if we
continue with our example earlier where we caiculated potential audience to be 1,000
attendees, the exhibit needs to attract an average of about 50 visitors per hour (1,000 / 20).

The number of booth staff needed to reach 50 visitors per hour is calculated by dividing the
average number of visitors you need to attract per hour by the average number of visitors
each booth staff person can handle per hour. The average number of visitors each staff
person can handle per hour will vary considerably from one company to the next depending
primarily upon the technical nature of the products being exhibited. Our average for all types
of companies is 10 visitors per staff person per hour. Companies with technical products or
solutions may talk to considerably iess than this average (perhaps 5 to 7 visitors per hour).
Also keep in mind that this average factors in that each booth staff person often handles/talks
to more than one visitor at a time. If we continue with our example and assume that each
booth staff person can handie 10 visitors per hour, the total number of personnel needed on
duty at any one time is 5 (50 / 10).

It is important to realize that this calculation is an average. During peak traffic periods you

may need 7 or 8 personnel on duty and during slow traffic periods 2 or 3 personnel may be
enough.

37



The first step in calculating the total amount of exhibit space needed is to calculate the
amount of open or working space needed to accommodate booth staff and all visitors. Our
research indicates that each booth staff person on duty needs 50 sq. ft. of exhibit space (see
rationale for this rute of thumb on next chart). The total amount of open or working space
needed is calculated by multiplying the number of personnel needed (5 in our example) by 50
sq. ft. The total open space needed in our example, therefore, is 250 sq. ft.

To calculate the total space needed you simply estimate how much space will be needed for
inanimate objects in the exhibit such as booth properties, demo stations, storage, etc., and
add it to the open space calculation. If in our example we estimate that 150 sq. ft. is needed
for booth properties, etc., the total space needed is 400 sq. ft. (250 sq. ft. + 150 sq. ft.).

This space calculation is a starting point. First of all, Y80 have t6"88tetmine if your budget will
support 400 sq. ft.. If not, and you decide to reduce the amount of space, you should reduce
your expectations accordingly in terms of the results that you can expect to obtain. This
space calculation is what is required to reach all of your potential audience. If you reduce
your space you should decrease proportionately the number of your potential audience that
you can expect to reach. There are other factors that need to be considered that will be

discussed later.
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Our measurement of individual exhibits over the last 40 plus years has shown that an ideal
Traffic Density in an exhibit approximates 4.0; which means that, theoretically, four people
could occupy every 100 sq. ft. of exhibit space. Exhibits having a calculated density around
4 manifest a good flow of traffic and have good activity. Exhibit personnel are also kept
busy with this level of traffic. As the density increases beyond 4, the mobility of the visitors
tends to decrease, and exhibits become too crowded for effective one-on-one discussions.
The 10’ by 10’ box on the left illustrates a density of 6. Exhibits with lower densities don't
have enough activity to perform optimally.

A Traffic Density of 4, as the diagram on the right illustrates, provides 50 sq. ft. of space for

each salesperson talking to one visitor. In other words, 50 sq. ft. of exhibit space for each
salesperson required to be on duty provides the optimum working space.
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Other factors to consider in determining the amount of exhibit space needed are the
average size of the 10 largest exhibitors in the show and the size of your competitors’
exhibits. If you are entering a new market, introducing a new product or for whatever
reason trying to create maximum impact on the audience, you may want to take more
space. Our research indicates that there is a very strong correlation between the amount of
exhibit space and the level of impact you can create. The average size of the ten largest
exhibitors in the show is a good indicator of the amount of space needed to create

maximum impact.

The size of competitors’ exhibits is another indication of what is needed to compete
effectively with them. However, keep in mind that if competitors are overspending you too

will risk overspending if you match their space.
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. Organizers/Exhibitors

Summary of the Show Selection Process:

* Step 1: The show and event selection process can be boiled down essentially to a five-
step process for ease of understanding. It begins with having a very good
understanding of your company’s markets, products and services, marketing strategy,
and marketing goals and objectives. This provides a solid foundation and direction for
identifying shows and events which best fit with achieving your company's overall
marketing objectives. This background is critical because if you're off base or wrong at
this stage of the show selection process, you will be wrong through the rest of the
process. This essentially drives the whole process of which events to select.

e Step 2: Whether you do formal or informal research, having a good understanding of
your customers and prospects in terms of their needs and interests as it relates to
attending events, and their use and perceived value of trade shows and events (in
general and for specific events), is important in refining the whole process. Most
companies don’t have the budgets to do this type of research formally, but for those
who can it is valuable and unbiased feedback because it comes from the
customer/prospect perspective — not the event organizer or others in your company who
may have a particular bias for or against an event.

+ Step 3: Our experience is that most companies begin at Step 3. Without the
background of Steps 2 and 3, this step of the process can be very misdirected. There
are many different sources for identifying events and shows that meet your objectives
and strategy, some are direct sources and others are indirect sources. At this stage of
the process you are looking to develop a universe of all the possible shows and events
that could meet your company’s needs and marketing objectives. This list will be the
basis for further investigation.

Continued on next page...
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e Step 4: Interviewing trade show and event organizers to obtain the type of information
you need to make your decisions may be the most difficuit step of the process. This is
simply because in many cases they don't have the kind of data you need, they are
reluctant to share it with you, and there are no standards for consistency of reporting
event information so that it is easy to make direct comparisons of shows and events.
Furthermore, most shows and events do not have independent auditors certifying their
information. Nonetheless, there is information that can be collected that will allow you
to analyze and make good event selection decisions.

e Step 5: This is the step where all the information gathered from the first 4 steps is
analyzed and then decisions made as to whether exhibiting is justified and the level of
investment required to reach all of your customers and prospects and compete
effectively with your competition. The information you collect will also be of value in
determining your overall event strategy as well as your strategy and objectives for
individual shows and events.
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SELECTING THE RIGHT SHOWS:

The Critical Decision

CASE STUDY

You have done a thorough investigation and determined that the International Wireless
Exposition & Conference looks' very promising as a valuable show to add to your

schedule.

1.

The total size of the market for your type product (multimedia messaging
solutions) reached $1.1 billion this year and has the fastest growing product
sales in the wireless marketplace. Sales in the market are expected to
increase 40% next year.

Management'’s key initiative for next year is to promote awareness and sales of
your multimedia messaging solutions. 40% of the total marketing budget will be
devoted to getting this new product off the ground. Due to the relatively short
selling cycle, sales goals for this new product are set for $20 million next year.

Research of customers and prospects shows that they consider this show
important. Other facts learned from customers and prospects:
a. 60% are interested in seeing multimedia messaging solutions at
shows.
b. 50% use shows to evaluate and compare products for future
purchase. About 75% use shows to keep up on what's new.
c. Thereis virtually no awareness for your company with respect to
multimedia messaging solutions.

Show management provided the following information based on their last show.

a. Netattendance = 15,000

b. Total square footage of show = 125,000 sq. ft.

c. 35% of the audience fit your target market profile based on
management’s definition (carriers/service providers, application
developers, system integrators, resellers).

Show is open for 3 days - 20 hours fotal
e. Based on their independent survey:
—--attendees spent an average of 7 hrs. viewing exhibits
--65% are a buying influence for multimedia messaging solutions,
with 25% having final say
f.  Yourthree iargest competitors are exhibiting and they are among the

largest exhibitors in the show with 600 sq. ft., 1,000 sq. ft., and 1,600

sq. ft., respectively.

o
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The two key pieces of information missing to make the final decision to exhibit are the
size of your Potential Audience and the Traffic Density. Based on the information
above, calculate both of these figures and then make a decision as to whether you
should exhibit.

Potential Audience

Net Attendance
X % in Customer and Prospect Profile X
= No. Who Fit Customer/Prospect Profile
x % Interested in Multimedia Messaging Solutions X

= Potential Audience

Traffic Density (Td

_ Net Attendance ( ) x Avg. Hrs. Viewing Exhibits () x 100 _
Total Sq. Ft. of Show ( ) x Total Show Hours ( )

7d

Exhibit? 0 Yes O No

If your decision to exhibit was yes, how many booth personnel and how much space is

needed to reach all of your Potential Audience?

Number of Personnel Needed:

_ Potential Audience( )
Total Hours ShowOpen( )

Average No. of Visitors/Hr.{( )

_ Avg. No. of Vis/Hr.{ )
Salespersons Rate( )

No.of Personnel Needed( )

Amount of Exhibit Space Needed:

Open Space( )= No. of Personnel ( )x50sq. fi.

Total Space( )=Open Space ( )+ Occupied Space( )

Considering the above calculation and what your competitors are using, how much

space will you recommend purchasing? sq. ft.
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