Exhibiting Cost Control

Tips & Tools to Help You Get More Bang for Your Buck
& Measure Value & ROl

Jefferson Davis, Competitive Edge
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> . TRADESHOW
Jefferson Davis, President TURNAROUND™

Tradeshow Turnaround Artist

Industry leading consultantrainer,speaker and
author

30years exhibiting experience
C t t Exhibited at over 200 tradeshows
ompe uve Intensely resultdocused

Edge .
. g g Deweloped practical, workable processes to address
critical exhibitingsuccess factors

Helped clients generatever $750,000,000 million
in tradeshow results.

u  For acomplimentaryteleconsultation
CALL800-700-6174 in US or 70814-7355
EMAIL jefferson@tradeshowturnaround.com
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Balance Logistics & Operations with
Results Driven Exhibiting Strategies

1. Average exhibitor spends
95% of time on logistics

2. Logistics only ensure your
booth, products and people
show up!

3. Need to spend more time on
strategic issues.
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Execute Strategic Practices
That Deliver Business & Financial Results

OUTCOMES: Use Exhibiting by Objectives to support marketing, sales
and CRM objectives and take advantage of the many opportunities
tradeshows present.

SELECTIVE ATTRACTION: Develop pre and at-show marketing
processes to attract enough of the right people to your exhibit and
functions.

VISITOR EXPERIENCE: Deliver a high-quality visitor experience that
secures a commitment to a next action with qualified visitors.

FOLLOW-THROUGH: Follow-up leads to convert visitor commitments
to action, ideally purchasing.

MEASUREMENT & LEARNING: Measure, report results, and learn
from each show.
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Exhibiting by Objectives

Exhibiting by Objectives Planning Tool.xIsx
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2 EXHIBITING BY OBJECTIVES PLANNING FORM

3 COMPANY NAME

a4

5 Plan Information

6 Prepared By Date Plan Started/Completed

7 Department Date to Evaluate Final Results

:3l Tradeshow Information

9 Show Name Show Dates

o Show Notes

INBR Target Audience & Solutions Featured

12 Target Audience

Solutions to Feature

13

N Fxhibiting Objectives by Area

15 SALES . e MARKETING - RELATIONSHIP
16 [0  High-Value F2F Meetings O  Drive Qualified Traffic O  Enter New Markets [0  Customer Support
17 O Demonstrate Products O Lead Generation | Media/Public Relations O Hospitality Events
18 O Lead Generation O Introduce New Products O Competitive Research [0  Time of Possession
19 [0  Advance Sales in Pipeline O Educate [0 Thought Leadership O Media Relationships
20 [0  sales Orders (at/post) O Increase Market Share O Networking

21 O New Client Acquisition | Brand Awareness O Key Opinion Leaders
22 [0  Cross Sell Existing Clients [1 Positioning O Bloggers

23 O Support Distribution [0 Create Preference O Cross Promoting with
24 O Conduct Sales Meetings [1 Create/Maintain Visibility Other Exhibitors

25 O Product/Staff Training [0 Test Market O Recruiting

26 O other: 0  Other: 0 other:
M4 Instructions | EBO Planning Form /73 m 4 » m
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Where the Tradeshow Dollar Goes

How the Exhibit Dollar is Spent

Source: CEIR 2014

A Average Company Gatherin;ESIfillment, Exhibit Staff Training,
allocates 40.3% of _ 2% 1%
. Advertising/ Promotion,
marketing budget 13%
to event/exhlblt TraveI&Erll‘;t;;Tainment, Exhibit Space, 39%
marketing

Exhibiting budget
IS spent on8
major areas

Exhibit Design, 11%

Transportation, 9%
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Track & Control Exhibit Spending

Exhibit Budgeting & Cost Control Calculator.xls
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1 Company Name @
2 Tradeshow Budget

3 Tradeshow Name

4 Tradeshow Dates

5 Tradeshow City

6 This Year's This Year's

7 This Show This Show Budget As  Actual As Average

g This Year Last Year % of Total % of Total Cost %

9 | ltem Budget Actual Difference Difference % Actual Cost Cost Benchmark
0] I

11 SPACE RENTAL:

12| Booth Space $ . | - 8 - 0.0% $ - 0.0% 0.0%

13 Hospitality Suite - - - 0.0% - 0.0% 0.0%

14 Meeting Rooms

15 Other - - - 0.0% - 0.0% 0.0%

16 Subtotal - - - 0.0% - 0.0% 0.0% 39%

17

18 EXHIBIT DESIGN:

19 Design - - - 0.0% - 0.0% 0.0%

20 Construction - - - 0.0% - 0.0% 0.0%

pal Refurbishing - - - 0.0% - 0.0% 0.0%

22 Graphies - - - 0.0% - 0.0% 0.0%

23 Packing - - - 0.0% - 0.0% 0.0%

24 Storage - - - 0.0% - 0.0% 0.0%

25 Insurance - - - 0.0% - 0.0% 0.0%

26 Display Materials - - - 0.0% - 0.0% 0.0%

27 Installation & Dismantle - - - 0.0% - 0.0% 0.0%

28 Insurance - - - 0.0% - 0.0% 0.0%

23 Other - - - 0.0% - 0.0% 0.0%

30 Subtotal - - - 0.0% - 0.0% 0.0% 11%

31 =
M 4 » ¥ | Instructions | Blank Budget . Cost Benchmark Chart My Cost Chart ~ Cost Reduction Tips ¥ Malw]»
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5.

10 Power Budgeting Tips

Apply tradeshow budgeting rule of thumb

z Floor space costx 3to 5

Budget more for:

z Driving qualified booth traffic

z Delivering a quality ifbooth visitor experience
z Staff training

Use zerebasedbudgeting to justify all expenditures

Askyourself about each budget line item® ( T x AT O1 A )
differently at a lower costind get the same or high€@ Al OAe 6

Try to avoid cutting yourbudget where customers/prospect can

(
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6.

10 Power Budgeting Tips

Do not send too many staffz rule of thumb is one staffer per

50 square feet of exhibit space.

$1T 160 xAOOA 1T TTAU 11 EITAEEAAOI
AT 11 O EAAOA zq xEAO Ui O Al Tq
your product/service different, 4) benefits, not just features, of
your product/service.

$1T 1860 xAOOA 1T TTAU 11 EITAEEAAO
exhibiting goals and howgiveaways helpachieve them.

01 Al AEAAA AT A OARA OAKHO AIEOG®AC O
show contractors.

10. Not everything is negotiable, but it never hurts to ask.
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Bonus TI p: Donot Brin
Determining Which Products to Bring and Demonstrate

New s Addresses a Tojf-
ENEW - Mind Industry Issue,
e il Need or Problem
Bread and Butter
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Money
Saving Tips

Staffing & Travel

fDondét bring
staffersi rule of thumb is
1 staffer per 50 square
feet (or 2 for @0x10
exhibit)

1 Rewardfrugality i to
encourage staffers to
spend less, offer a
percentage rebate to tho
who stay under their
allotted pediem

Audit Invoices!

Common errors:

A Missed early bird
discounts

A Incorrect multipliers, such
as rate per hour for
electrical, or straight vs.
overtime rates for labor,
or incorrect square
footage of your exhibit

A Charges for supplies you
brought yourself.

Additional Sources:
Exhibitor Magaziné
February 2014, CEIR
Industry Insights Series,
TradeShowAdviser.com

Exhibits

9 Consider buying a pre
owned exhibit

1

1
exhibit house for upfront

payment
1 Shop material optioris

0 d mraatteygraphics panel vs.

high gloss

Consider renting an exhibit)
Negotiate a discount with

Graphics

il

f
f

Design strategically strive for
10-20% of showspecific
messaging, Feise remaining
graphics

Consider a freelance
designer/animator and stock
photos

Price out graphics to local
advertising or sign shops
Switch to digital signage

Installation & Dismantle
1 Skipthe riggingi talk with your

exhibit designer to see if you car
use up lighting to illuminate your

overheacklements

9 Number your crates according td

content, attach a diagram and
include detailedonstruction

instructions along with electrical

requirements and repacking
instructions

9 Avoid weekendsand overtimé
try to negotiate with show

management to install your booth

on a weekday if possible

Transportation

f

Switch to model$ if you have
heavy products, consider a
lightweight 3D model or digital
models

Use doubleduty components
some crates can be repurposed
as desks/tables

Store strategically if you have
multiple shows in the same
city/region, store some of your
properties near thatrea

If you do several shows, use th
same freight carrier and
negotiate volumeliscounts

L4

Show Services

1 Read the exhibitor service
kit. Pay careful attention and
meet alldeadlines

91 Order booth accessories and
services iradvance

1 Look for earlybird
registration

1 Bring your own supplies,
such as electrical tape, surg
protectors, cleaning
supplies, trash cans, etc.

[}

Promotion

1 Take advantage of show
advertising packages wher
available

1 Order promotional items
and giveaways well in
advance to avoid rush feeg
and expensive shipping
costs

91 Print all your preshow and
atshow marketing
materials at the same time
to get quantitydiscounts

1 Promote your participation
using lowcost marketing
methods, such as social
media, your website,
submitting presseleases




