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Following on from October’s “To be a leader or to be led’article in October’s EB,
Vivid-Interface MD Geoffrey Dixon unearths the Holy Grail for organisers.
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WHY DO ORGANISERS NEED to have better information
about their exhibiting partners? In October we looked at the
need to understand exhibiting objectives and then to match
that against exhibitor perceptions of their actual
performance at the show. We need to have a before and
after measure, otherwise we will not be able to define the
gaps in the performance of the show, or the gaps in the
performance of specific exhibitors.

I never cease to be amazed by how many organisers do
not have a real understanding of their exhibitors’ objectives
in investing in a presence at their event. This is not about
RO, this is about the complex multi-dimensional business
reasons for investing.

ROI tends to be thought of as a financial calculation. The
costs of exhibiting are £XX and we generated this many
leads or this much business, so the ROl is 1:20 or whatever.
What does this 1:20 mean?

If this financial calculation is the case, then exhibiting at a
trade show is only about sales. In my experience in
interviewing exhibitors, and in being an exhibitor myself,
generating sales leads is only one component of the
exhibiting mix. A very important part, but only one part.
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We need to have exhibitors
who look at shows as being
a unique media offering.
One that delivers on many
different  levels
exhibitors can work to

where

achieve marketing, sales, || !ﬂ?.u“, 503
distribution and HR b _
objectives among others. "iiii“"“"
Why do we need
exhibitors to take a broad view of what a show can deliver
for them? Well, for some consumer shows this may not be
possible because the exhibitor just wants to sell off the
stand, and they can calculate success by the hour and by the
minute. However, for many consumer shows and for most
trade shows the exhibitor wants to generate sales leads, but
they also want more. The clever organiser should not only
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Dixon: ‘We need people who can lead, rather than be led’

want them to want more than just sales from a show, they

should be taking steps to ensure that all their exhibitors have

a relationship with the accounts team that will lead to this
broader set of exhibiting
objectives.

We want to be in a position
where the decision to exhibit
or not is not just about the
state of the market; not just
where a champion of direct
mail or internet marketing can
divert budgets away from
face-to-face contact because

they see these other methods as a cheaper way of generating
alead or a sale. Or indeed see them as media that they feel
are more accountable - accountable by numbers of click-
throughs leading to sales or percentage conversion against
mail out volumes.

We want exhibiting to be a core element in the business
strategy of the company. It may be driven by sales, it may be
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Shows deliver more than ROI - making contacts, introducing research innovation, developing brand awareness...

driven by marketing, but the business decision to exhibit
should be core to the business strategy of the company.

We do not arrive at this lofty position by making a
telephone call to the sales manager or the marketing
manager, and telephone selling space at our show. We do
this by understanding their company, where they sit in their
market, what their business, sales and marketing objectives
are and then relating
that to our event.

The same goes for year
two. We need to take
our understanding of
the exhibitor’s business
and overlay this with
their perceptions of how
the show worked for
them. This can then enable us to develop the type of
relationship where we, as an organiser, are not just selling
space but acting in a consultative capacity. We would not be
telling them how to run their business but advising them
how to get the best from a medium that we should know
better than them.

I have said so many times, and no doubt will say it many
more, that the Holy Grail for a trade show organiser should
be to become the meeting place of their industry. This can
only come by raising the show above the simple
marketplace model and occupying a high value, multi-
variate, multi-dimensional business space.

In my own experience as an exhibitor I recently made a
sale to someone I first met at a show four years ago. In this
case, four years ago the show was about brand awareness
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and only in 2007 did that contact become a qualified lead
and then a sale.

Four years ago a simple measure may have been that the
show we exhibited at did not perform. We didn’t have a
simple ROI measure though. The show was about making
contacts, it was about introducing research innovation, it
was about developing brand awareness, it was about

meeting journalists it
about

was meeting

potential business
partners. It was the
beginning of a journey
that would hopefully
in time result in sales.
And this is what this is
all about. We need to
have exhibitors like me. People who have realistic
expectations of what a show can deliver, an understanding
of the wide business reach a successful event can have, a
plan of how to achieve these broader business objectives,
and then an understanding of how the show performed
across each of its sectors of focus.

Not all exhibitors are as sophisticated as we are. We ought
to be pretty good just from learning lessons from the work
that we do, but organisers should be seeking to raise the
stakes for their exhibitors, and once again I have to say that
this can only come from understanding markets, from
understanding  exhibitors,  developing  partnership
relationships with exhibitors and having the type of account
managers who can talk to a business in a business like way.
People who can lead rather than people who are led.
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