
This begs the question: do trade-shows 
work? For many, the question goes unasked 
because they assume there is no alternative to 
the traditional trade-show model. But with 
thousands and thousands of dollars being spent 
on flights, fancy booths, handouts, giveaways, 
and trade-show entrance fees, several questions 
demands to be answered:

 □ Can you win at a trade-show?

 □ What’s all the buzz about “face-to-face” 
and how valuable is it towards my bottom 
line?

 □ How does setting up a booth at a trade-
show equate to the right buyer stopping 
by at the right time in order to create a 
connection that leads to a closed deal?

 □ What’s the point of attending a trade-
show? Is it just a publicity maneuver?

 □ What’s the ROI of a trade-show? Is it 
even measurable?

 □ Are all trade-shows created equal? Are 
there different formats? What options do 
I have?

In this report we will answer these questions 
and provide a framework for you to know 
the impact of trade-show attendance on your 
bottom line. If you want to have a better idea 
of the factors that matter with a trade-show 
investment, then read on.

WHO CARES IF IT’S 
FACE-TO-FACE?
What matters at a Lawn & Garden Trade Show

Every year Lawn and Garden industry buyers and vendors find 
themselves going to trade-shows. Buyers attend these shows in 
pursuit of new products to sell in their stores. Vendors attend in 
search of buyers who will get their products in front of customers. 
More than emails and phone calls and contact forms, buyers and 
vendors believe that face-to-face interaction with real people is key 
to successful, closed, win-win deals. Beyond the belief that face-to-
face is important, there is general pressure to attend these shows—
“You have to be there!”—without any qualification besides, “This is 
what we do, we attend trade-shows!”
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Can You Win at a Trade-
Show? Cost/Benefit 
Analysis of Trade-Shows

Can you even win at a trade-show event? The short 
is answer is: “Of course you can!” The long answer 
is “It depends on your budget,” and “What do you 
mean by winning?”

What’s Your Budget?

Trade-shows organizers make their money by 
creating an event with a limited amount of space 
and with booth locations of varying quality and 
relative price. Booths in prime locations will 
get vastly more foot traffic than booths that 
are stuck “out in the boondocks.” Vendors also 
compete for foot traffic by designing booths of 
ever-increasing complexity and extravagance, 
some going so far as to build private conference 
rooms into their massive spaces. So, inevitably, 
the competition factor must be considered 
when you estimate the ROI of your trade-
show booth purchase. In other words, your 
ability to compete largely influences whether 
you win or not. And your marketing budget 
largely influences your ability to compete. 
So do you have the money to hold your own 
in a game in which big players are willing to 
spend up to $60,000 on booth construction 
and $100,000 on a prime booth space? 1 

www.exhibitsusa.com/average-costs-to-display-attend-trade-shows

On average, you would spend $12,700 on an 
event in which you had a 10x10 booth space 
after paying for the space, booth and graphics, 
travel and expenses, show services, and 
shipping. 2

www.exhibitsusa.com/average-costs-to-display-attend-trade-shows

Lawn and Garden industry small business 
vendors need a face-to-face opportunity that 
levels the playing field and removes the need 
for massive marketing budgets in order to 
compete with bigger players.

What Do You Mean by 
“Winning?”

What are you looking for in a trade-show? What 
constitutes a win? Is winning seeing existing 
customers to show them new products? Is 
it seeing new companies? Is it socializing 
with people you know and attending out 
of the habit of attending a particular show? 
According to a Deloitte and Touche study for 
the Center for Exhibition Industry Research 
a poll of exhibitors found these seven trade-
show objectives to most closely align with 
their company’s marketing objectives. 3

www.creativetraining.com/train/docs/MeasuringResults.pdf

 □ 63% Promote Company Capabilities/
Awareness

 □ 51% Introduce New Products

 □ 46% Sales Leads from New Prospect

 □ 36% Sales leads from Present Customers

 □ 31% Enter New Markets

 □ 21% Generate Immediate Sales Orders

 □ 16% Public Relations

How do the numbers above match with your 
own expectations and goals? Your company 
is going to have it’s own, unique marketing 
profile and it will be important for you to 
determine yours before deciding which trade-
shows will best help you achieve your goals.

www.creativetraining.com/train/docs/MeasuringResults.pdf
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Measuring ROI
Once you’ve determined you have the budget 
to compete and once you decide what your 
primary goals are, you can then attempt 
to estimate what the ROI of your trade-
show investment will be. This may be more 
challenging than it seems. Anticipating ROI 
requires calculations based on an expected 
number of leads per hour per booth attendant, 
previous event experience, estimation of the 
quality of the average attendee, etc. While still 
challenging, it is far easier to determine your 
ROI after the event rather than before. The 
more an event can guarantee you a certain 
number of qualified leads, the easier it will be to 
anticipate your ROI. For detailed information 
on how to calculate ROI on a trade event, read 
Measuring Results by Creative Training Solutions. 
www.creativetraining.com/train/docs/MeasuringResults.pdf

Regardless of what your marketing priorities 
are, you go to trade-shows because they are 
one of the few marketing channels that provide 
you face-to-face (F2F) opportunities with the 
people you want to do business with. This is 
the primary differentiator of a trade-show. 
Emails, digital and print advertising, media 

buys, etc.—these can all help you accomplish 
almost any marketing objective—but they 
cannot accomplish them in the way real, 
human, face-to-face interaction can.

The Value of Face-to-Face
Marketers and salespeople agree that face-to-face is 
key to closing more deals.

Whether your aim is to meet new clients, 
nurture existing clients, negotiate contracts, or 
identify growth opportunities, F2F continues 
to be the most effective way to achieve your 
goals. Two thousand three hundred Harvard 
Business Review subscribers were surveyed 
globally by Harvard Business Review Analytic 
Services. Their survey results are a testament 
to the value of F2F:

79% SAID THAT IN-PERSON 
MEETINGS ARE THE MOST 

EFFECTIVE WAY TO MEET NEW 
CLIENTS TO SELL BUSINESS. 

FURTHERMORE, 89% AGREED 
THAT FACE-TO-FACE MEETINGS 

ARE ESSENTIAL FOR “SEALING 
THE DEAL.”

VIRTUALLY ALL SURVEY 
PARTICIPANTS (95%) SAID THAT 

FACE-TO-FACE MEETINGS 
ARE A KEY FACTOR IN 

SUCCESSFULLY BUILDING AND 
MAINTAINING LONG-TERM 

RELATIONSHIPS, REFLECTING 
WHAT MANY EXECUTIVES CALL 

THE “HIGH IMPACT” OF IN-
PERSON COMMUNICATION. 5

“Emails and phones cannot 
deliver the level of confidence 
and understanding that in-person 
meetings bring to the table. 
Face-to-face communication 
contact is the broadest bandwidth 
communication you can have in 
professional life.” 4

https://hbr.org/resources/pdfs/comm/british-airways/hbras_ba_report_web.pdf
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We may know concretely that F2F is 
foundational to a successful Lawn & Garden 
marketing plan and that “face-to-face” is much 
more than a gimmicky buzzword, but did you 
know that not all F2F events are created equal? 
Within the world of F2F events, how much 
diversity is there? If you are seeking a F2F 

opportunity, do you have options? Are you 
doomed to wait for the right booth wanderers 
to happen upon your real estate and stop long 
enough to have a real conversation. Are you 
destined to wander aisles and aisles of booths 
on sore feet? Or is there another way?

“Why do I pay $100K on a booth for two days each year? Because it 
guarantees buyers will come talk to me.” But you can get that value for 
much less than $100K. How can you get the same value without paying 
for a booth?



The Diversity Within 
“Face-to-Face”
Three ways F2F opportunities can look are: trade-
show style booths, in-office appointments, and 
pre-scheduled appointments.

Trade Show Style Booths
The venerable trade show booth was the de 
facto option for companies for many years 
and, for many, it still is. Even now you may 
find yourself designing and purchasing 
expensive booths and buying booth real-
estate for no better reason than “That’s 
how we do things.” But the shortcomings 
of trade-shows can be described with two 
words: “hopeful” and ”risky.” 

Hopeful, because, apart from the amount 
of money you spend, you have very little 
control over the outcome of your trade-
show experience. There is no guarantee of 
who will attend the show and no guarantee 
that those who are there will even notice or 
stop at your booth! The number of trade-
show attendees who decide to stop by your 
booth, and the number of those attendees 
who are actually qualified leads is a game of 
chances.

Risky, because trade-show are downright 
expensive and with the lack of guaranteed 
results it’s hard to know ahead of time 
whether your investment will pay off for 
you or not. Will your leads who convert 
cost $300 a piece or $3000? When you 
invest thousands of dollars into a marketing 
campaign it’s nice to have a little more 
certainty about the results.

Additional Hidden Costs

Planning

Set-Up & Tear Down

Sales Literature

Average 20x20 Event $25,200

Average Floor Space $21/ft2

Portable Tradeshow Displays $100-$150/ft2

Breakdown of Average 
Tradeshow Expenses

Space 33%

Booth Setup & Graphics 18%

Travel & Expenses 18%

Show Services 12%

Shipping 9%

Promotions 8%

Miscellaneous 2%



In-Office Appointments
The short story about in-office appointments 
is that they work really well on a small scale. 
First of all, in-office appointments are, by 
nature, very hard to arrange. Buyers are 
extremely busy and justifiably protective of 
their schedules and contact information. Even 
when a vendor does manage to schedule an in-
office appointment, the cost and time of flying 
out to meet that busy executive is high. Bottom 
line, in-office appointments have a great sales 
conversion rate so the ROI is justifiable, BUT 
they are extremely hard to get, very time 
consuming, and are very expensive. You need 
a solution that scales.

Pre-Scheduled 
Appointments
For those willing to try something different, 
pre-scheduled, face-to-face appointments may 
be the answer. Pioneered in the Lawn and 
Garden industry by the National Lawn & 
Garden Show (NLGS), the pre-scheduled 
appointment format solves many of the 
problems presented by trade-show booth and 
in-office tactics. 

As conducted by NLGS, the Pre-Scheduled 
Appointment format begins by profiling 
vendors and buyers with an extensive survey 
of their needs and desires. Then, buyers 
are scheduled for three days of 10-minute 
appointments with qualified vendors. Buyers 
see the products they have expressed interest 
in and vendors meet with buyers who have 
expressed interest in their product category. 
Rather than wandering for miles on the trade-
show floor, buyers have their own private 
“office,” a table where they can set up shop and 

WHAT IS 
FACE-TO-

FACE FOR? 

Believe it is essential for 
sealing a deal 

Believe it is the most effective 
way to meet new clients

Believe it is the key factor 
in forming long-term 

professional relationships
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wait for the vendors to come to them. Rather 
than standing hopefully at a booth, waiting for 
buyers to walk by, vendors get a whole itinerary 
of 10-minute scheduled appointments in 
which they have the opportunity to make their 
pitch and make a connection.

Imagine an event where, a month prior, you 
are sent a list of buyers from which you can 
select those you want meetings with. A month 
later, you arrive and set up a small display area 
without the worry of designing, shipping and 
building a booth. You are handed a three day 
schedule populated with face-to-face meetings 
with qualified, decision-making buyers who 
are looking for products like yours. From 
there, the speed dating begins. You’ve got 
two and a half days of fast paced, face-to-face, 
private and uninterrupted business meetings 
with soon to be customers.

While the benefits of such a format may sound 
straight-forward, you may have reservations 
about the pre-scheduled appointment model 
because it’s not the norm. What you need is a 
guarantee so that you can find out the model 
really works without risk.

Conclusion
For buyers and vendors seeking to save time 
and money while making more deals, it is clear 
that the Pre-scheduled Appointment format, 
the NLGS format, is a superior alternative to 
trade-shows. Buyers and vendors alike know 
that face-to-face meetings are where business 
really happens. But trade-shows are expensive 
and inefficient. Lawn & Garden industry 
representatives need a face-to-face solution 
that scales, is structured to enable more 
deal-making in less time, and comes with a 
guarantee to reduce your exposure as they try 
a new format for the first time.

The National Lawn & Garden Show 
provides the rock-solid, no questions 
asked, money-back guarantee you need.

If you’d like to learn more about the 
Annual National Lawn & Garden Show 
and register to get your itinerary of 
10-minute, pre-scheduled, face-to-
face appointments, you can begin by
visiting www.nlgshow.com or calling
888.316.0226 (USA and Canada) or
719.488.0226 (International).
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PHONE | 888.316.0226 (toll-free USA and Canada)

WORLDWIDE | 719.488.0226

WEBSITE | www.nlgshow.com

EMAIL | nlginfo@nlgshow.com
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