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ARE
TRADE SHOWS
WORTH IT?




THE DEBATE:

Irade shows have been arpund tor decades, and so has the debate - are
they worth it? This debate is embedded in the question CFOs and/or senior
oxocutves ask — “5o what did we gﬂt for all that money wo spent at the
XYL Ehﬂw'?" A fair question for two reasons:

1.

Irade show expanses aro thae largest single line item in a B28 company’s
marketing budget's representing between 20-40 Z:,' of the total budget, In part, this
high percentage 15 a result of larger BZ28 firms averaging 10 shows per year” ("data
irom CEIR - Center for Exhibition Industry I--.nr:r:;_rcl':.

Irade shows are one of, f not, tha hardest marketing expenditure to measure.

Very L :ah-::.rl lu:--n result measurements are po a-;jt-lﬂ as BD% of the justfication to
axhibit is 1o hind new leads. With long and compe) sales cycles lor most BZ2B firms,
by r'm time the next show is up for renewal fow sales have actually resulted rom the

prior show, and therefore a measureabie return s nol yet known. The olher 20%
tor branding and customer relationship buiding - not a measureable activity.

SO WHAT’S THE ANSWER?




THE FOUR JUSTIFICATIONS THAT MAKE TRADE SHOWS
WORTH IT:

There are many statistics on trade shows and they are interesting, but are
focused on activities and not results. Each firm needs to assess and Justify
their participation in every show, and this white paper lays out a framawork
for this assessment. Mot all shows are created equal, and the trend today 15
forB2B firmstoe I'T'IHHlEJ the underperforming shows = the average will likely
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drop from 10 shows 015 to B or 91in 2016, Organizers beware!

1. FLYING THE FI.AG IDIF| “WE'RE NOT GDING QUT OF BUSINESS!"
All too often justmication used for exiibitng at an important industry trade show 1, 7

v don't exhibit :u_r competitors will say we're having financial troudle”, which then
mphes that you're going oul of busness. which of course is nat true.

While this is not a measureable jusification, it is a valid concern from the sales stafi, as
1hey re the ones whio wil have 1O haid the -.JLmll[_- “sn vy Cidin 't you exdit at Xy 2
show?” No matter the answer, 8 dark shadow s cast on the company particularly if they
had pnor exhibited annualy at the show. Competitors will use drn.rth:ng to gamm an
advantage, and this concemn from sales is important to consider.

BRAND AWAREMESS

f the exhioit is relative large and designed w r~I advertising agencies will talk ¢
“brand impressions” as a measure. Simyg 15. , hiones ||.1 pecpie altended he
show, as each are assumed to receive a brand imprassion, even though they rm,r
not f‘fr-'ﬁ stopped by the booth, :_:J{-“'l size, design and graphics have a lot to do
with this, as the attendees do walk the show floor and will &g yvour booth even
though they don't stop by for a visit, This impression is therefore much like a
trade magazine ad

e

aelect the trade magazine that abgns closest to the show, and determine the cost

(] <lful[1.1gi' aur-color one time insertion ad. Since this white paper is about

trade shows, I'll pick Exhibitor Magazine and theair Exhibitor Li c rade show as

the example. | I alsn assume [he exiitiing company HEE“‘:: DooLh design ana
construction semvices. [The show draws 8,000 attendeas who represent the cream of
the business, a-*:! certainky l & audience to reach if you are ::-I;!" ng booth design and
construction services. Their full page ad cost is 37,146 (2015 rates) and could
be equated to an advertising value the show delivers. Magazine adventising is
nat really read, bul rather Just loo<ad al - much bke a trads show rm oth. Obwioushy.
the specitic ad cost for your industry magazines will be gifferent. I'm not inc ud

company lishings in the show o rogram, websites o other promations, even 1""~ZL=J
they al support brand awareness ganed from the show.
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CUSTO MEH AND PROSPECT RELATIONSHIP BUILDING

The cost of a B2B face-to-face sales call (now estimated to be around S600/call)
Cor 11I:nr‘w with the difficulty these days 10 actualy see key customers and current
prospects, provides another valid justfication to exhibi at frade shows,

Let's use the $S600/call cost as a reasonable benchimark, and multiphy it by the
number of meanir Jf Il customer/prospects meetings made at the show. Let'’s
assume that o of your sales pegple are at the show, and they also know which of
their customers ang 1-.' urrent leads are attending. Fnoar to the show they ;arrean_c;::
mestings to see 5 good customer or leads — not an unreasonable number, and in
fact it could be bigher. The field sales call cost of these calls is 515,000 (5 sales
people x & calls x 3600)

Yes, the sales people are spending extra menay o attend the show and entertan
customers, but nowhere near the cost of "'-ii-':'l'll:'] these calls one-by-one in ther
territary. To be fair, lot's estimate cach of the 5 sales .]-.L}:Zl-'i- spands 5915 for a
three day show [Las Vegas per diem is 3305 from Business Travel News), and 5300
more for entenainng for a 51,215 per sales person -:-xlra o5t s: 26,075 for all five
So the sales cost savings of seeing 5 customers or prospects is $8,925 (815,000

- SE,D?E], and is a measureable value to use in justificatuﬂn. Cbwioushy, the
sales cal cost neads to be caloulated for your company, and unfortunataly most
companies do not know it, as it can be scany

LEAD GEMERATION

As referenced, 80% of the justification to exhibit at trade shows is to find and
engage new sales leads. Trado shows are industry or association gatherings

and those individuals attending are doing so for a vanety of reasons - educational
SEMINArs, Seeing current suppliers, meating x‘\'lll'l IHE'.,SI"'-.' [EErS, Kesping up on
industry trends, and tinding new supohiers or products they need o purchase. It
also can be assumed that their company is healthy and has money 10 spend., since
companes on the ropes con't ser 'ii mpovess 1o trade shows!

Your mission is 1o find, attract and engage individuals who might need your product
and/or sarvice or in other words are targeted prospects. Obvioushy, not all attendess
or booth visitors fit the targeted audience profile. Tha actual achievement of this lead
genaration mission tracks to the three traditional steps of trade show marketing and
nz-cds to be combined with a lead generation plan.




Here's a brief summary of tha three phases with recommaendations and justifications you
might not hawve thought of:

1

A

F‘re-shuw marketing

centificaton and communication to those indviduals who fit yvour target profile of
a potential customer is the core for any pre-show marketing efiorts. At this stage
it becomes important to p'm 3 by 4 |L it SIC or &-digit NAICS code your target
audience. Pre-show registration lists are most useful for communications, but
shou'd also be combined with other marketing effons that will include internal and
external prospects sts, Getting the right people to the booth is a critical first
step in generating enough leads to justify the show

Show Floor Exhibiting

Mg is when the action takes place. Books nave Deen written about thee, and one of
the best is The Event Marketing Handbook wntten by Allison Saget ;and pubhshed
by Kaplan FPublishing. I'l not go into detail on how o exhibit at the show, but rather
point up some metrics that can be used for justification.

Since the action an the show floor is prmanly focused or 1 prospect identification and
lead generation (qualiication comes later), the way to vwew any meaningtul metrics
is to calculate the value of the activity that occurred at the show. Companies
spend consderabls amount of momas 1o create the bme, place and mada of lead
genaration contact, and trade shows are in this category. The two overall marketing
cost benchmarks for conversations are:

« Completed B2B telemarketing cal =al)

¢ LSalzs call - as *-"-‘r-*rnr”tr!r‘l =00
So what is the average value of a trade show contact and comwersation as
compared to these two benchmarks? Its certainly more than a telephone call since
the conversation is face-to-face, but clear ¥ less than an Ir1-|.sLI’E: N on-site sales call
that may last for an hour or more in an office setting. Splitting the dfference for a
a2 Fafcontact value might be an approach, but probably is 1-3**. high to be accapted
by that ever skeptical CFD. It's boettor to be conservative, so -;USEI:}D as the
value of a trade show conversation, MNotice I'm not refarring to a booth stop by,
but an actual conversation with some exchange of i-*l-g-r*.un:-.'u I- ck another valua if
v like 1o fit vour cost struciure andscr situaton.
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Post-show lead qualification

While it is true some lead qualification takes place in the booth, the reality is that
onky abaut 10-15% of booth visitors who mught eventualhy buy your |:-||::- Llcl ar
senice spend enough tme and/or divulge enough intormation in comversation to be
effectively qualified. If you have ever maned a booth you know this 1r:| hr-*: true due to:

* High traffic times such as opening day, lunch time or when
seminars du:ut:uu"‘

Heluctance of booth stalt to ask the nght qualting guestions
¢ Impatience of 'Im visitor 10 move along and cutting the
convarsation short
Incomplete capture of answers to qualifying questions either
electronically or manualhy

Therefore most lead qualification takes place after the show is over. Poor post-show
ead qualification is whoere much of the value from trade shows is lost, and this is a
white paper or e-baook all by itseli.

What's measurcable 1s the number of potential leads that meet your target profile,
and how to place a value on them for justification to exhibit at each show. The most
:5«;'['«;(' ngradeent ndentifing potential leads s the industry of the attendes's comparny
fancther use of the &jl{‘.--H.ﬂI:_:.*j profike), Therefore, while this is only one data descriptor

of a potential lead, it is a good link to patential revenue, Therefore, tha boath staff needs
onky ask one question o classily the visitor as a potential lead or a looky-10o - "what
does your company do¥”

Just how rich is the target environment’ Equipped with vour target profle

the questicn is just how many of the attendees meet this industry data profike?
Untortunately, very few c‘-r*q.'l“u':*rl: are anle to provide this information, and that may be
hanging, S0 until they do, you are resy -rtumr*lnp to gather this data. Thea onby way is to
ask all both vistars the ind. Julrx gqueshion.

C arky ot all attendeas will De interestad in wisit I‘I-] wour Dooth, and those drassn 100w
have a reason for stopping by, Depending onyour Booth promotion (phease stay away frc
the Boaoth Babes) the quantity vs. guality :'-;':*rt.rn.m:g;-r-! of Dooth visitors will vary




CASE EXAMPLE:

Here's a template for calculation:
Number of show hours - 2 davs = B hours or 24 in total
Number of sales people - &
Number of visitor interactions par hour per sales person - averaos of 4
Interaction capacity - 4580 (24 hrs, x 5 sales people x 4 interactions’hr)
Percentage of visitors fitting profile - 30% (will vary bul 30% 15 averags)
Number of potential leads - 144 (480 interactions x 30%)

Mow you have the numter of 144 potential leads that can e a first level answer 0 the
“what did we get for our money™ question. But, don't stop hare,

ndustry rule ot thumb is that for every staffar, the booth is 50 5q. /. In gur example we
choos lu::- have 5 sales people for a u-::rLlH size of 250 5q. ft, E':-::u'.-* cost averages around
=3 1} s0. it or 57500 for floor space. A factor of 4 timeas :J-‘J['-'r: cost s the industry
average 1n:_'tr a.l other exponses, or in this caso example another 530,000,

Total cost to exhibit at XYE show is 537,500

Cost per potential lead is S260 (537,500 divided by 144)

Is 3260 good or bad? The answer lies, in part, inwhat is the cost per inquiry fram all
wour other markating JCH"'"'."' ¢ It could be lower, but in many BZ2B clients | have worked
with, it is higher due lo so few leads being generaled by other methods and campaigns.
Don't torgat that an inquiry is not a lead.

Another measurs of acceptable value s 1o assess the cost per lead vs. the revenuea
and margin r::-f a sale. In most BZB si'-min::-na, the product andfor senvice sales revenus
i5 in the multi thousands of dollars. So almost no matter how high the lead cost, il's
profitablis!

Another banett of trade show leads 15 that they have Deen generated in a short penod
of time wvs. othar lead genaration campaigns 1hf:-.r may only ';ﬂr“'n_nn: a few each week.
This feeds marketing a fresh and accurale list of polential kads to gualify assuming the
have the resources to do s0, and it's important that they do. This huri:‘. of fresh leads
can be a boost to any sales efforts if followed up




BREAKEVEN AND WILL WE ACHIEVE A POSITIVE RETURN
ON EXPENSE (ROE)?

Sales results ang the final measung, and at the time of the show's end no salas will have
courred, 50 how do you calculate an estimated breakeven and ROE that the CFO
will buy before sales actually are mada? Here is 2 method that 15 basaed on both 828

benchmarks and my experiences. These numbers continue the case above (| roundad

- ALV il

« 10% of the 144 inquires mest the qualfication criteria today or only 14
o A of the 144 inguings will be leads i properly nurured over time - let's use

30% 1o generale anather 43 qualified leads

* Therefare, aver time. this trade show will praduece 57 qualified leads [
from the 144 inquiries generated at the show.

*  The nexl step s W estimale the number of sales rom these leads. Ask the sales
manager what cormversion parcentage thay would forecast f given a qualkhed lead?

Typecally, the numiber is optmistic. and will be in the range of 50% or more. Let’s be

consenaEive and say onfy 225 or 110 4 of the qualified leads will convert to a sale.

» S0 gren 57 gualiied leads the number of sales will be 14,




What is the average revenue of a sale? Actually this question has throe answerns
o First sale

O Yearly revenue

o Lifetime revenue

Fick the answer that is most acceptable or saleable in your company

Faor this example let’s assume the following revenue from the sale of tfrade show booth
design, construchion and Service 1s;

o First sale 510,000 - one trade show booth

o Yearly revenue 590,000 (5 sales per year)

(&) LIfE.“tiI'nE revenue :. E:If".‘-.f};'if,' (3 year life span of a customer)
Also a 50% gross margin is assumed, which is fairly standand.

BREAKEVEN CALCULATION
This is a classic direct marketing calculation, and is defined as now many sales at qross
rhangin do we have to make to pay for the r.:;in'p;.aiur' ar i this case tha trads show.
Let's apply this to Ira. e shows and this case axamp

¢ The tolal cost of the show was 537

. hc‘- average gross margn for the first sale is 55,000

* T reasonable to assuma the show will produca 7.5 sales to breakeven?
Basaed or thl:; case example, the answer is yes as 14 sales are forocast.

Onhy the margin for the fret sales was used in this case not only 1o be conservatve, but
to also show the CFO a reabstic analysis, as 1hr:~,- will shoot ."..':m- cverly opbmistic ones.

RETURMN DM EXPEMNSE OR ROE

VWhy didn’t | use RO Actually, while ROLs universally used term by marketers, it is almost
never a real RO calculation. Just ask the CHO how the company's financial f—'“‘-l calculaton
15 constructad to ses the error in using ths term, As an example, it includes the caloulabon
of discounted cash fiow — something that markaters never do. Therefore a more realistic
rmiaasure 15 ROE, and is expressad as a rato of $1 expensa to 35X of margin raturmed.

By calculating an ROE, a ccrﬂwa-lsﬂ-w of all marketing efforts can also be evaluated, and
that goes for companng mulliple trade shows aganst each other. Let’s finish off this
case by calculating the RO

-

. - R _
s Total cost of t ""-|'Il:.."."'.' 37,500

--r-h e

* 4 gustomers with 550,000 vearly revenue each or 3700,000 total revenue and a
oU% gross m“"f!" GQLI:JE 5350,000 in margin
« The ROEis 1 to 9.3 (237,500 drdad into S350.000 margin)
Mot bad, by most any standard




TO SUM UP:

S0 now how do you answer the gueston - “So what did we get for all that money we
spent?” Based on this case, and | realize it's a case example, here are the answers:

« We saved 38.850 n s |r'-'_1 costs plus strengthened customer and prospect
relationships (assuming the meetings and entertainment wiant well)

v Ve recened &7 .1--Ii|r! achverlizimg value

* We -:_;i"'f"”i‘iif‘. 144 new inguines that produced .-'~.-' qualifiad lpads for conversion

« ‘With these 57 qualified leads, we are confidently forecasting 14 new customers

Bse
5

CET tl!"-:.1 with a yearly '“---"-'u'-“- of 700,000 and a [j'(.-::!. margin of Zi:-]i:;.ul.]i_'l
* ‘Weachieved an RUE of 8.3 10 1

LET'S TOTAL IT UP:
sales cost savings 2 8,85
Advertising value 3 1

Margin from expected sales :‘:-.’,:a;l DE0

TOTAL 5366088 va cost of =37, 500

ARE TRADE SHOWS WORTH IT - AND IN THIS CASE YES!

Qbwvigushy, this case exampla is totitious, and your actual expense and regvenug numbers

- i

need to tu used 1o assess paricipation or evaluation of a trade show. All too frequenthy,
when asked the “worth it™ quastion, the answers are unsatisfactory to executives, and
frankly don’t reflact well on your professiona “::.:mh ties. Meg Whitr "'-1, -.*;hi g GEO

of eBay, was onca guoted as saying, “If we can't measure it, we don't doit”. This is

increasingly true tor tradae shows, as for tar 1:'-.“. I:'..”;; they r'-au-c'- i“‘i‘él::-"-"i the harsh light
of measurement and justiication. Hopefu pproach to measure the value of trade

shows provides yvou with a vald way o [1(--..%';;*:'.* the intensity of the ight or better yat,
makg exhibiting at shows a bright light for you,




JOHN M. COE

VP BUSINESS DEVELOPMENT & MARKETING STRATEGY
John has partnered with Direct Hit Marketing and is responsitle for adding new
trade show clients and thought Daaiur':'np- John is also Co-Founder and Fartner of
BZBMarketing.com. His backgmound incluedes expenence in both sales and marketing.
Cin the sales side, John was a field salesman, national s | S Mmanager and executive in
charge of both sales and marketing for three major B2B firms, li,'rl l 12 marketing side, he
was president of a BZB direct marketing agency for 10 years, was National Campaign
Manager at IBM, Sr. WP of B2B at Rap | C-:-I ns Worldwide and President of Protocol
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BZE. ﬁl':r n 5 also the author of The Fundamentals of Business-to-Business Sales &

Markeating, published by MoGraw-Hill, John's next book co-authored with ‘«‘n- e Jusdes
President of DHM is titled Data-Dnven Trade Show .".i.'.r.c,.-'.'“ & Sales for Organizers and
Exhibitors and is due for publication in early 2016, He can :;:- eached at
johnc@directhitmarketing.com or by phone at G02-402-6588




