Exhibitions

Two ways a PRO can be involved in exhibitions

As PRO for exhibitions

As PRO for exhibitor in exhibition

Types of Exhibitions

Public (Arthouse)

Trade (RDS)

Outdoor 

Private (invitation only)

Overseas (Expo)

Mobile

Sponsored

Solo 

PRO for Exhibitor

Early involvement is best with organisers

Stand.  Expensive investment.  Try multi-purpose backdrops

Make it inviting, circular, maybe?  Corporate logo and key messages maybe.  Interactive and accessible.  Attractive, corporate identity.  Has to be mobile and easily dismantled/assembled.

Staff - Well informed, PR person usually.  Sales people sometimes can be too aggressive.  Training worth investing in.

Equipment - interactive, corporate video.  Be practical, what makes it attractive (free)

Invitations to key customers, distributors, local politicians, stakeholders etc.  especially if high profile event e.g. opening.

Opening, VIPs, photo opportunities.

Exhibitions press office.  Well-worded, updates press release.  Less material is better.

Good opportunity to make announcement make sure press office is well briefed.

Attendance - Monitor it with interest.  Try to get names and addresses.  Interactive offer, competition.  Trade - drop business card.  Assess value of participation.

PRO for Exhibition

Inform prospective exhibitors - using database media through trade etc.

Inform prospective visitors

Follow up coverage (attract people for next year)

Organise announcement.  Exhibitors first and then public

Issue details to all relevant publications, trade, national etc.

Seek advance info from exhibitors

Distribute advance info

Negotiate, write, publish features.

Organise opening - VIP, high profile, media

Press preview/coverage - advance preparation

Liaise with exhibitors

Maintain press room - keep updated

Daily bulletins

End of exhibition report - important for next tear.

Monitor and announce attendance figures, daily and as a whole.  Try to get demographics.

Characteristics of Exhibitions

Jefkins 

Attractiveness - attractive event to attend

Visibility - of product and company

Personal confrontation - engage interested public, feedback and evaluation.

Benefits of Participation

Create new sales leads and enquiries

Improve awareness (strategically)

Attract potential customers (employees, contacts)

Reinforce relations (e.g. with media trade etc)

Introduce new products & services

Position company among competitors (overall)

Evaluate market attitudes

Exhibition Decision Factors

Audience and cost - profile.  1st time is high risk

Compare with other communication techniques

Check with other participants

Costs, direct, transport, accommodation, executive time in planning, organising, staffing and follow up.  Cost effective, weigh up costs V achievements/profile.

