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Improve ROI with Pre-Show Marketing by Susan Friedmann
Fewer than one in five exhibitors engage in any type of pre-show marketing. Yet those who take the time to reach out to attendees before the show consistently report greater satisfaction with their tradeshow participation — increased sales, larger numbers of quality leads, and improved ROI. How do you make this happen?

1. Have an irresistible offer

Think of what will lure hot prospects and valuable customers to your booth.

· a new prototype

· an exclusive "invitation only" savings 

· an educational seminar with an industry superstar

· an irresistible attraction for your target audience 

2. Send out invitations

Send invitations to those prospects you really want to see. Include the following:

· The name of the show you're attending

· Your booth number

· Your irresistible lure

3. Follow up

Call to follow up on invitations. Use this time to schedule appointments — or to simply spur further interest in visiting your booth. When you can’t speak to your contact in person, leave an enticing message.

Written by Susan A. Friedmann, CSP, The Tradeshow Coach, Lake Placid, NY, working with exhibitors and meeting & event planners to improve their event success through coaching, consulting and training.

Website: www.thetradeshowcoach.com
Pre-Show Mailings
The following material is brought to us by Bill Sell who is now with Cross Tech Media.
Effective Use of Free Exhibitor Guest Tickets
One of the most important and effective promotion devices to draw attention to your own participation at the event is the aggressive distribution of Exhibitor Guest Tickets. Provided free to exhibitors upon request, the Guest Ticket provides your prospects/customers with free admission to the exhibit floor, which saves them money and increases your corporate support for them. 

Our statistics, based on market research of both attendees and non-attendees, proves that a Guest Ticket is highly appreciated by a prospect/customer – even if it is not utilized.

Receiving a Guest Ticket from you increases the prospect/customer awareness of your products, programs and staff. The Guest Ticket marks your organization as caring enough about its clients to include them in your marketing plans. Mailing or personally distributing Guest Tickets provides an added opportunity to communicate with your prospects and to increase your rapport with them. Successful exhibitors, however, distribute show Guest Tickets with a solid plan and effective follow-up program to gain optimum success.

You should distribute your Guest Tickets:
1. Through your sales representatives and distributors.

2. To your principal customers and prospects by mailing to your customer/prospect mailing lists, accompanied by a friendly and supportive direct mail letter or telephone call.
3. With all promotional mailings that are sent 30 to 90 days before the event.

4. At industry meetings that your clients/prospects attend.

5. Through “Request a Guest Ticket” tag lines in your trade and business publication advertisements (along with “See Me at the Show” logos).

6. To industry association members, since you all have a common interest at the event.

7. With specialized and unique approaches developed in your intra-company marketing “brainstorming” meetings.

8. On your corporate website.
Direct Mail

Direct mail promotion for an exhibitor is handled like any other direct mail campaign.

Many marketing professionals feel that a well-executed direct mail program on a continuing basis is the most effective promotion tool. Computer professionals will read your promotional message when it is attractively presented. Your at-show objective is to draw potential customers to your booth location. Direct mail can become an effective awareness-building tool for your participation at the event. After the show, your direct mail program should be consistently and repeatedly applied to your best prospects to motivate them to make a commitment to your product.

General Methods to Utilize Direct Mail Successfully 
1. Mail letters or invitations to prospective customers with free admission tickets supplied by Show Management.

2. Add special lines of invitation to company stationery.

3. Add stickers to company envelopes.

4. Prepare special literature for mailings to key prospects.

5. Offer incentives, premiums, giveaways, and contest offerings to those who visit your booth at the show.

6. Some postage meters can imprint short messages on your envelopes and publicize your booth at the event.

7. Send a memento that represents your product with your invitation.

8. Rent the names and addresses of selected prior show delegates to focus your direct mail campaign.

.

Advance planning is a key tool in getting the word out about your participation at the show. You not only alert prospective customers to be on the lookout for your exhibit ahead of time, but also establish yourself as a major player by your participation at the event.

Post Show Lead Follow-up

An article from Mac McIntosh – even though he is talking “conferences” the follow-up advice and examples is invaluable!!

Cashing in on conferences:  Lead follow-up is the key

by M. H. (Mac) McIntosh
You invested a lot of time, energy and resources participating in your industry conference.  And that’s not counting your sore feet, the lack of sleep and the time away from your family. 

It was all worth it, you say.  Think of all you learned while attending the educational sessions, the relationships you developed or shored up with clients, prospects and industry movers and shakers. And the stack of leads from your exhibit and the business cards that you collected during your time at the show.

Unfortunately, now the real work begins. 

No, I’m not talking about the extra time you’ll put in catching up on the work awaiting your return to the office.  I’m talking about following up with all those leads and business cards you collected—a critical first step in turning those prospects into qualified sales-ready opportunities for more business.

So where do you start?

Ideally you started even before you headed off to the conference.  How so?  By bringing along preaddressed overnight mailers you can use to send the leads back to the office each night for immediate data entry and response.

If you didn’t prepare in advance, now’s the time to get going.  Leads are like seedlings; the sales opportunities they represent for you will wither and die if you don’t give them the proper care.

The first step is to get all those leads and business cards into your CRM system as quickly as possible. 

Yes, data entry is tedious.  But it’s also a necessary step in being able to manage and communicate with your prospects and help them move forward in their decisions to put your company to work.  

I personally eliminated some of my data entry burden by investing in a CardScan® business card scanner.  Its fast capture of business card information is far easier and more accurate than my manual data entry.  

If you don’t have time to do the data entry yourself, find someone else to do it as soon as possible.  If all your employees are too busy with other responsibilities, pick up the phone and call your local temporary service.  They usually have a number of people with verified data entry skills ready to be at your office in an hour.
The next step is to get information on the way to the prospect.  

The good news is that most of the business cards you collected have people’s correct personal e-mail addresses on them.  And hopefully, you asked and got your booth visitors to give you their e-mail addresses as well.


So go ahead and send each of your prospects a “Nice to meet you…” or “Thanks for dropping by…” e-mail with links to relevant information pages on your Web site or the materials you promised to send as attachments to your e-mails.

Remember, this is your second chance to make a great impression.  (Your first was in person at the conference.)  Prospects will be impressed if you’re the first (and surprisingly, sometimes the only one) to follow up quickly after the conference.

Now that the e-mails are on the way, crank up your laser printer.  Get similar “Nice to meet you…” and “Thanks…” letters and materials out by mail to those prospects who didn’t share their e-mail addresses.  

And if I were you, I’d also send printed letters and materials to the prospects you e-mailed earlier.  Why?  Because e-mail experts admit that nearly 70 percent of e-mail is now being blocked by the ISP, at the server or by the junk filter at the desktop—and the senders never know it.  And this percentage refers to opt-in e-mail!  Considering all you invested to get those leads, redundant mailing is cheap insurance that your prospects actually receive your information.

Next, put on your headset and start dialing the phone.

Allow your prospects a couple of business days to dig their way out from under the work that built up while they were attending the conference, but schedule calls to each in your CRM system.  

I recommend that you schedule these calls for midmorning—giving you time to finish wading through all the e-mail that arrived overnight—when both you and the prospect are still fresh.  Also, try making the calls in sets of ten, waiting to do other things until you have attempted to reach all ten.  This will help you get the calls completed before other distractions demand your time and attention.

I dislike cold-calling as much as anyone, but the good news is this isn’t cold-calling.  These are people who expressed an interest in your products or services by stopping by your booth in the exhibit hall or whom you met in person at various times over the course of the conference.   


Here’s what to say.

To avoid sounding like just another salesperson on the phone, as well as to put the prospect at ease when you call, I recommend you open each call by saying something like this:  

“Hi (prospect’s name), this is (your first and last name) from (your company name).  We met (or ‘You stopped by our booth’) at (conference name) in (city name) last week.  I’m interested to hear your thoughts about the conference, but first, is this a good time to speak?”


This approach will set your call apart from the majority of the other calls your prospects receive, which usually start with a dumb question like “Did you get the information I sent you?”  Why is this a dumb question?  Because usually the answer is “No,” which is difficult to move past.  Be sure to avoid the overused “How are you today?”  (Want to have some fun?  The next time a telemarketer asks, “How are you today?” answer “Terrible” and listen to what the reaction is.)   

By saying “I’m interested to hear your thoughts about the conference,” you’ve established a reason for the call that feels comfortable for the prospect.  Asking “Is this a good time to speak?” sets a warm and professional tone.  Besides, if it isn’t a good time for the prospect, he or she won’t be receptive anyway.  If the time isn’t convenient, ask what time would be better.

Next, if it is a good time to speak, start the conversation by asking questions like “What are your thoughts about your time at (conference name)?  Did you find it to be worthwhile?” or “Of all the booths you could have visited during the conference, why did you stop by ours?”

The answers you hear will allow you to learn more about the prospects’ businesses, situations, interests and needs.  The objective is to learn if the prospects are sales-ready, qualified leads.   

Whether prospects are sales ready or not, tell them what you think the next step should be and ask them if they agree.  

If you want the business marriage to happen, you’ve got to date them a while.

Research shows that three out of four sales come from the leads who are not ready to buy right away.  Only one in four buys within six months.  Half can take a year or more.  So you’ve got to find a way to “date” them until they are ready and receptive to your business proposal.  Call it lead nurturing.
If the initial steps in the sales process—prospecting and qualifying—can be effectively accomplished by using less costly one-to-many marketing contacts, you’ll save some money and have more time to invest with sales-ready prospects or on activities that will generate a better ROI.

Think about it.  What’s your or your salespeople’s time worth per hour?  Which prospects are worth investing that amount of money in?  Probably only the sales-ready ones.  Alternatively, you can invest $15 to $20 per call to have a telemarketer or inside salesperson reach out and touch prospects by phone.  Which prospects warrant that investment instead?  

And what does it cost to send a letter or a postcard to a prospect?  Picking a high number of $2 each, you can invest $24 to touch longer-term prospects twelve times a year, staying in sight and in mind until they are ready to take the next step in their consideration/buying process. 
Here’s what to send.

Give some thought to the major three or four reasons why someone would decide to buy from your company.  What would cause them to need your products or services?  And why would they select your company instead of the competition?  Then create a series of mailings or e-mails, with each addressing one of these points.  Then repeat.  The reasons prospects would need your products or services and hire your company probably don’t change all that often, if at all.  So your success will come from communicating with the right prospects at the right time with the right offer—not from saying something completely different every time you contact them.  


Be sure each mailing (or call, for that matter) includes a suite of offers or calls to action that are designed to encourage the prospects to take the next step in their consideration/buying process. 

Educational offers—how-to guides, checklists, case studies, white papers, and Web or live seminars on the same subjects—usually work best.

Remember, when it comes to turning leads into sales, it’s all in the follow-up.
Reprinted with Permission. ©2008-2009 M. H. McIntosh. All rights reserved.
M. H. “Mac" McIntosh  is a business-to-business lead generation and marketing consultant who will help you generate more leads and close more sales using the latest strategies tactics, technology and media.  

