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PROGRAM GOALS

This program is designed to help participants and their companies....

e Understand and appreciate the role of the salesperson in the planning
and implementation of a company's exhibit program.

e Develop the selling skill ded to reach the set objectives
o Develop the necessar itude' needed to impart the
proper mess to the sho dees.
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Course Description:

This is an on-line program designed to make your company's exhibit program
more successful. It covers both the concepts and the strategies needed to fulfill
this objective.

Course Objectives:

As a result of this program, you will

e understand the elements needed for a successful exhibit program.

o understand the role of the salesperson (booth attendant) in the success of the
exhibit program.

¢ |earn the skills necesga omplete your organization’s objectives when
exhibiting at any sho

e be able to w)tentia ro areas in your company's exhibit program.

Course Plan: @
We will be covering e ts for a suc Xhibit program, and discussing
their relevance to the ani .
L 4
It is important, that as you discuss your organization's exhibit

involvement, that you do not f
booth, the show, etc.) but refe
Program. To be successful, the org
interrelating.
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Use promotional items on-site (hot air balloons etc.)

If you have a significant topic, hold a press conference

Develop press kits and news releases regarding new products

Send out free passes, often supplied by show management

Stage a special event, designed to draw attention to your presence

Use your web site to inform and encourage prospects to visit you at the show
These pre-show programs all wq
to attach to them. One of the

little cost attached to it and
immediately.

in their own way and they all have a budget figure
heffective forms of pre-show publicity, has very
shes a personal relationship with a prospect

Have each of your
your booth at the s
exactly the right
how they can fin
to the show. Rememb
hundreds of other exhili

espeople calll't 10 best prospects and invite them to visit

et the “right' prospect and deliver

When the show is over, it is a good idg luate the results based on the criteria

set down in this presentation.

Too many companies simply keep on exhibitig@g in show after show, never getting
anything out of them and finally in frustration, just pulling out of shows altogether.
Shows offer the finest opportunities for marketing and sales, but it does require a
comprehensive program.

The key element in the Exhibit Program are the staff that work in the booth. It is a
good idea to involve them in any post show evaluation process. These are the people
that were on the show floor, face to face with the prospects, the clients and the
industry. They have some valuable input for the exhibit program, yet are very often
ignored as soon as the show is over.

It is vital to the success of the program that you involve the staff. Put together a
questionnaire that allows them to input their thoughts about the booth, the show,
show management, and anything else that you need opinions on.





