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Why Exhibit

Exhibiting has long been a part of a success-
ful marketing plan for many companies.  
The ability to meet face-to-face is the most 
ÌřÌÊÛÐÝÌ ÞÈà ÛÖ ÉÜÐÓË ÙÌÓÈÛÐÖÕÚÏÐ×Ú ÞÐÛÏ 
prospects and clients.  Exhibiting provides 
the perfect venue to collect sales leads, 
launch a new product and promote your 
company brand.

3ÖËÈàɀÚ ÈŲÌÕËÌÌ ÏÈÚ ÊÏÈÕÎÌË ÍÙÖÔ ÑÜÚÛ È 
few years ago and expects an interactive 
event experience that begins before the show 
ÈÕË ÓÈÚÛÚ ÞÌÓÓ ÈŜÌÙ ÛÏÌ ÌÝÌÕÛ ÏÈÚ ÌÕËÌËȭ

.Õ ÈÝÌÙÈÎÌȮ ÈŲÌÕËÌÌÚ ÈÙÌ Ú×ÌÕËÐÕÎ ÍÌÞÌÙ 
days onsite and are looking to make the 
ÔÖÚÛ ÖÜÛ ÖÍ ÛÏÌ ÌÝÌÕÛÚ ÛÏÌà ÈŲÌÕËȭ  /ÙÌɪ
planning tools like social networking, 
ÌßÏÐÉÐÛ ŘÖÖÙ ÔÈ××ÐÕÎ ÈÕË ÚÊÏÌËÜÓÐÕÎ ÈÓÓÖÞ 
ÈŲÌÕËÌÌÚ ÛÖ ÔÈÒÌ ÛÏÌ ÔÖÚÛ ÌŚÊÐÌÕÛ ÜÚÌ ÖÍ 
their time onsite by researching exhibitors, 
ÚÌÚÚÐÖÕÚ ÈÕË ÖÛÏÌÙ ÈŲÌÕËÌÌÚ ÔÖÕÛÏÚ ÐÕ 
advance.

3ÏÐÚ ÛÙÈÕÚÓÈÛÌÚ ÐÕÛÖ ÈŲÌÕËÌÌÚ ÞÏÖ ÏÈÝÌ 
booked much of their onsite time and have 
predetermined to a large extent which exhib-
itors they are going to visit.  It is important 
to make sure that you, as an exhibitor, have 
ÎÖŲÌÕ àÖÜÙÚÌÓÍ ÖÕÛÖ ÈŲÌÕËÌÌɀÚ ÐÛÐÕÌÙÈÙÐÌÚȭ  (Û 
is also imperative that your booth presenta-
tion be as welcoming as possible in order to 
ÈŲÙÈÊÛ ÝÐÚÐÛÖÙÚ ÛÏÈÛ ÏÈË ÕÖÛ ×ÓÈÕÕÌË ÖÕ ÝÐÚÐÛ-
ing you during the event.

,ÈÒÌ ÚÜÙÌ ÛÏÈÛ àÖÜÙ ÌßÏÐÉÐÛÐÕÎ ÌřÖÙÛÚ ×Èà 
Öř Éà ÈÚÚÐÎÕÐÕÎ È ÚÐÕÎÓÌ ×ÌÙÚÖÕ ÛÖ ÉÌ ÐÕ 
charge of the leads collection process.  This 
person has several roles.  They will set goals 
for the meeting, coordinate training for the 
ÉÖÖÛÏ ÚÛÈřȮ ÚÌÓÌÊÛ ÛÏÌ ÓÌÈË ÙÌÛÙÐÌÝÈÓ ÌØÜÐ×-
ment, monitor and report on goals, and most 
importantly, make sure that leads are deliv-
ered into the right hands for follow up. 
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It is important to achieving success at an event 
to have an exhibiting presence that is compat-
ible with your company’s marketing plan.  The 
company message and brand should be incor-
porated throughout the booth and fully sup-
port elements from the marketing program.

3ÏÌ ŗÙÚÛ ÚÛÌ× ÐÕ ÊÙÌÈÛÐÕÎ È ÚÜÊÊÌÚÚÍÜÓ ÌßÏÐÉ-
ÐÛÐÕÎ ÎÈÔÌ ×ÓÈÕ ÐÚ ÛÖ ËÌŗÕÌ àÖÜÙ ÌßÏÐÉÐÛÐÕÎ 
objectives. Typical objectives include collect-
ÐÕÎ ØÜÈÓÐŗÌË ÓÌÈËÚȮ ÙÌÐÕÍÖÙÊÐÕÎ ÛÏÌ ÊÖÔ×ÈÕà 
brand and announcing a new product launch.

Whatever your goals are, it is important to 
write them down in order to create a game 
plan that will meet your objectives.

With the current emphasis on Return on In-
vestment (ROI), many options have emerged 
to help companies gauge the success of their 
ÌßÏÐÉÐÛÐÕÎ ÌřÖÙÛÚȭ  .ÕÌ ÕÌÞ ÛÖÖÓ ÐÚ ÛÏÌ ÖÕÓÐÕÌ 
1.( 3ÖÖÓ *ÐÛ ËÌÝÌÓÖ×ÌË ÐÕ È ÑÖÐÕÛ ÌřÖÙÛ ÉÌ-
tween CEIR (Center for Exhibition Industry 
Research), PCMA (Professional Convention 
Management Association) and Exhibit Sur-
veys, Inc.  Sign up and use the free tool at: 
http://roitoolkit.exhibitsurveys.net/Home/
Welcome.aspx.

There are also several simple formulas for 
helping set goals and determining ROI that 
are explained in the following sections.

6ÏÌÕ ÚÌŲÐÕÎ È ÎÖÈÓ ÍÖÙ ÓÌÈËÚ ÊÖÓÓÌÊÛÐÖÕ ÔÈÒÌ 
sure it is realistic considering the total num-
ÉÌÙ ÖÍ ÈŲÌÕËÌÌÚ ÞÏÖ ÈÙÌ ØÜÈÓÐŗÌË ÓÌÈËÚ ÈÛ 
the event.  When a goal is determined, create 
È ÔÌÛÏÖË ÍÖÙ ÛÙÈÊÒÐÕÎ àÖÜÙ ÌřÖÙÛÚȭ    ÚÐÔ×ÓÌ 
spreadsheet is enough to determine if each 
ÉÖÖÛÏ ÚÛÈřÌÙ ÐÚ ÔÌÌÛÐÕÎȮ ÔÐÚÚÐÕÎ ÖÙ ÌßÊÌÌË-
ing their individual lead goal.

   

   

Select an achievable number for your interac-
tions per hour.  Around four interactions is a 
reasonable number to use as a starting point.  
Each day onsite, review the number of leads 
collected and check against the goal.  Discuss 
what changes can be made to help collect and 
ØÜÈÓÐÍà ÌÕÖÜÎÏ ÓÌÈËÚ ÛÖ ÔÌÌÛ àÖÜÙ ÎÖÈÓȭ
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Reinforce the importance of leads to your 
ÉÖÖÛÏ ÚÛÈř ÈÕË ÚÈÓÌÚ ÍÖÙÊÌ ËÖÐÕÎ ÛÏÌ ÍÖÓÓÖÞ 
up by assigning a value to each lead.  Incen-
tives can be matched to lead collection and 
follow up.

   

   

   

   

Determining the cost per lead establishes 
the amount of money spent on collecting 
each lead.  When compared to the value of 
each lead, ROI can be clearly established and 
tracked.

   

	 ------------------------------------------

Using the Lead Value and Cost Per Lead for-
mulas, you can determine the return on in-
vestment that can be expected from exhibit-
ing at the show.  In our example, net revenue 
generated by the show is $140,200 (value of 
leads – cost of exhibiting).  When subtracting 
the cost of each lead from the value of each 
lead, the example yields a value of $649 per 
lead.

!ÖÛÏ ÛÏÌ ÕÌÛ ÚÏÖÞ ÙÌÝÌÕÜÌ ÈÕË ŗÕÈÓ ÝÈÓÜÌ 
per lead clearly show the ROI for exhibiting.  
The crucial step is to make sure you reach 
your lead goals.
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Many salespeople consider leads from trade-
shows to be cold calls.  This perception has 
ËÌÝÌÓÖ×ÌË ËÜÌ ÛÖ È ÍÈÐÓÜÙÌ ÖÍ ÛÏÌ ÉÖÖÛÏ ÚÛÈř 
to collect all necessary information or fully 
ØÜÈÓÐÍà ÛÏÌ ÓÌÈËÚ ÛÏÈÛ ÈÙÌ ÊÖÓÓÌÊÛÌËȭ    ÎÖÖË 
lead is more than just a scan of the badge.  It 
ÙÌØÜÐÙÌÚ ÝÌÙÐŗÊÈÛÐÖÕ ÛÏÈÛ ÛÏÌ ÚÊÈÕÕÌË ÐÕÍÖÙ-
ÔÈÛÐÖÕ ÐÚ ÊÖÙÙÌÊÛȮ ÊÖÕŗÙÔÈÛÐÖÕ ÛÏÈÛ ÛÏÌ ÓÌÈË 
ÐÚ È ËÌÊÐÚÐÖÕ ÔÈÒÌÙ ÖÙ ÐÕŘÜÌÕÊÌÙ ÐÕÛÌÙÌÚÛÌË 
in your products and services as well as the 
lead’s desired follow up action.

6ÖÙÒ ÞÐÛÏ ÛÏÌ ÚÈÓÌÚ ËÌ×ÈÙÛÔÌÕÛ ÛÖ ËÌŗÕÌ 
ÛÏÌ ÐÕÍÖÙÔÈÛÐÖÕ ÛÏÈÛ ÐÚ ÙÌØÜÐÙÌË ÍÙÖÔ ÈÕ 
ideal lead.   Basic information will include 
the lead’s name, company, position and 
contact information.  Additional information 
ÙÌØÜÌÚÛÌË Éà àÖÜÙ ÚÈÓÌÚ ÛÌÈÔ ÔÈà ÐÕÊÓÜËÌ ÐÍ 
the lead has purchased your products in the 
past, are they familiar with all your product 
families, etc.

"ÙÌÈÛÌ È ÓÐÚÛ ÖÍ ÛÏÌ ØÜÌÚÛÐÖÕÚ ÛÏÈÛ ÞÐÓÓ ØÜÈÓÐÍà 
each lead as “ideal” and make sure there is a 
game plan or script for collecting the neces-
sary information.  This information can also 
be used for rating leads.

6ÏÌÕ ÙÌÕÛÐÕÎ ÓÌÈË ÙÌÛÙÐÌÝÈÓ ÌØÜÐ×ÔÌÕÛ ÍÖÙ 
your booth, there will be a standard list of 
ØÜÈÓÐŗÌÙÚ ÈÓÙÌÈËà ÉÜÐÓÛ ÐÕÛÖ ÛÏÌ ÜÕÐÛȭ  3ÏÌÚÌ 
ØÜÌÚÛÐÖÕÚ Ûà×ÐÊÈÓÓà ÐÕÊÓÜËÌ ÉÜàÐÕÎ ÛÐÔÌ-
ÍÙÈÔÌȮ ËÌÊÐÚÐÖÕ ÔÈÒÌÙȮ ÌÛÊȭ  8ÖÜ ÊÈÕ ÚÌÓÌÊÛ 
ÊÜÚÛÖÔ ØÜÈÓÐŗÌÙ ØÜÌÚÛÐÖÕÚ ÞÐÛÏ ÛÏÌ ÙÌÕÛÈÓ 
of your Convention Data Services XɈPress 
+ÌÈËÚ ËÌÝÐÊÌȭ  "ÜÚÛÖÔ ØÜÈÓÐŗÌÙÚ ÈÙÌ ×ÙÌ×ÙÖ-
grammed into the lead collection unit.  Work 
with your sales force to determine the most 
useful information to collect from leads us-
ÐÕÎ ÊÜÚÛÖÔ ØÜÈÓÐŗÌÙÚȭ

(Õ ÈËËÐÛÐÖÕ ÛÖ ÜÚÐÕÎ ÊÜÚÛÖÔ ØÜÈÓÐŗÌÙÚ ÛÖ 
ÉÜÐÓË È ×ÙÖŗÓÌ ÍÖÙ È ÓÌÈËȮ ÛÏÌ ØÜÈÓÐŗÌÙÚ ÊÈÕ 
be used to conduct surveys.  Questions like 
“how did you like product x?” with respons-
es rating the product excellent, good, ok and 
poor can provide valuable information from 
ÈŲÌÕËÌÌÚȭ  ,ÈÕà ÓÌÈË ÙÌÛÙÐÌÝÈÓ ËÌÝÐÊÌÚ ÞÐÓÓ 
ÈÓÓÖÞ àÖÜ ÛÖ ÈËË ÊÖÔÔÌÕÛÚ ÛÖ ØÜÌÚÛÐÖÕÚ ÛÏÈÛ 
provide insight into responses.
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The easiest way to help sales successfully 
follow up—and to realize the value of the 
leads collected—is to establish a rating sys-
ÛÌÔ ÛÖ ÐËÌÕÛÐÍà ÛÏÌ ØÜÈÓÐÛà ÖÍ ÌÈÊÏ ÓÌÈËȭ

Develop a simple system to rate leads based 
on the criteria that is most important to 
your sales team.  For instance, if making 
sales is the ultimate goal of exhibiting, the 
important criteria would include “Decision 
Maker”, “Ready To Buy”, “Our Product 
Meets Their Needs”

Using this criteria, set up a lead rating sys-
tem, for example:

As stated in the background section of this 
ËÖÊÜÔÌÕÛȮ ÛÖËÈàɀÚ ÈŲÌÕËÌÌ ÏÈÚ ÌÚÛÈÉÓÐÚÏÌË 
a set itinerary to make the best use of their 
time onsite. It is therefore important to 
make sure that your exhibit is on their list of 
places to visit.  It is also important to make 
sure that the right prospects are going to be 
at the show.

The only way to ensure the right people are 
ÐÕ ÈŲÌÕËÈÕÊÌ ÈÕË ÛÏÈÛ ÛÏÌà ÊÖÔÌ ÈÕË ÝÐÚÐÛ 
you is to market to these people before the 
event starts.  There are many vehicles for 
promotion discussed later in this document.  
Regardless of the promotional channels 
you use, a list of prospects to target must be 
developed.

There are many sources, both internal and 
external, for building a prospect list.  Con-
ÚÐËÌÙ ÛÏÌÚÌ ËÐřÌÙÌÕÛ ÚÖÜÙÊÌÚ ÞÏÌÕ ×ÜŲÐÕÎ 
together your prospect list:
Ɉɯ ŲÌÕËÌÌ ÓÐÚÛ ×ÜÙÊÏÈÚÌË ÍÙÖÔ ÚÏÖÞ 

management
Ɉɯ+ÈÚÛ àÌÈÙɀÚ ÈŲÌÕËÌÌ ÓÐÚÛ
Ɉɯ"ÖÔ×ÈÕà "1, ÓÐÚÛ
Ɉɯ"ÖÔ×ÈÕà ÐÕØÜÐÙÐÌÚ
Ɉɯ#ÐÚÛÙÐÉÜÛÐÖÕ ÊÏÈÕÕÌÓ ÊÖÕÛÈÊÛÚ
Ɉɯ2ÖÊÐÈÓ ÕÌÛÞÖÙÒÐÕÎ ÚÐÛÌ ÚÌÛ Ü× ÍÖÙ ÛÏÌ 

event
Ɉɯ ÚÚÖÊÐÈÛÐÖÕ ÔÌÔÉÌÙÚÏÐ× ÓÐÚÛ

The prospect list will act as the basis for 
àÖÜÙ ×ÙÌɪÚÏÖÞ ÔÈÙÒÌÛÐÕÎ ÌřÖÙÛÚȭ
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There is a sales axiom that states that the 
ŗÙÚÛ ÛÐÔÌ àÖÜ ÊÖÕÛÈÊÛ ÚÖÔÌÖÕÌ àÖÜ ÈÙÌ È 
ÚÛÙÈÕÎÌÙȮ ÛÏÌ ÚÌÊÖÕË ÛÐÔÌ ÈÕ ÈÊØÜÈÐÕÛÈÕÊÌȮ 
the third time a friend.  Following this 
theory, your goal should be to touch each 
prospect three times before the event to get 
ÛÏÌÔ ÛÖ ÈŲÌÕË ÈÕË ÝÐÚÐÛ àÖÜÙ ÉÖÖÛÏȭ

It cannot be em-
phasized enough 
how crucial pre-
event marketing 
ÐÚ ÛÖ ÎÌŲÐÕÎ ÛÏÌ 
ÈŲÌÕÛÐÖÕ ÖÍ ×ÙÖÚ-
pects.

The promotional 
message needs to 
support the goals 
of exhibiting as 
well as support-
ing your com-
pany’s overall 
marketing plan.  
The message 

should also be clearly stated or illustrated 
in each piece of marketing material that is 
distributed for show promotion.

In addition to your primary message, each 
marketing piece should clearly display com-
pany name, products and services, the event 
ÕÈÔÌȮ ËÈÛÌÚ ÈÕË ÓÖÊÈÛÐÖÕȮ ÈÕË ÏÖÞ ÛÖ ŗÕË 
you at the event.

One of the best ways to get a response to 
your promotional campaigns is to include 
an incentive for the recipient to respond or 
ÛÈÒÌ ÈÊÛÐÖÕȮ ÌȭÎȭ ÈŲÌÕË ÛÏÌ ÌÝÌÕÛȭ    ×ÙÖÔÖ-
tional campaign can include a coupon or 

invitation to come by your booth to receive 
a special promotional item.  Contests create 
a good response rate.  For instance, choose 
prizes to give away each day of the show 
and allow campaign recipients to register 
ÖÕÓÐÕÌ ÉÜÛ ÙÌØÜÐÙÌ ÛÏÌÔ ÛÖ ÚÛÖ× Éà àÖÜÙ 
booth to collect the prize.

Once you have determined your audience 
and message, it is time to choose the right 
vehicles to deliver your information.  There 
ÈÙÌ ÔÈÕà ÚÏÖÞ Ú×ÌÊÐŗÊ Ö×ÛÐÖÕÚ ÈÝÈÐÓÈÉÓÌ ÐÕ 
addition to traditional advertising avenues.

Traditional options include advertisements 
online and in periodicals, direct mail, email 
blasts, public relations and press releases, 
web ads and personal contactȭ  8ÖÜÙ ÔÌÚ-
sage and exhibiting goals will help deter-
mine the best advertising approach for your 
business.

Event management has also put in place a 
variety of opportunities to reach prospects 
with your message.  

Many shows have setup web sites that 
include a social networking component. 
2ÖÊÐÈÓ ÕÌÛÞÖÙÒÐÕÎ ÈÓÓÖÞÚ ÈŲÌÕËÌÌÚ ÈÕË 
exhibitors to search for individuals that 
ÔÈÛÊÏ Ú×ÌÊÐŗÊ ×ÙÖŗÓÌ ÊÙÐÛÌÙÐÈ ÈÕË ÛÏÌÕ ÔÈÒÌ 
contact.  In addition to sponsorships, exhibi-
ÛÖÙÚ ÊÈÕ ÊÖÕÛÈÊÛ ØÜÈÓÐŗÌË ×ÙÖÚ×ÌÊÛÚ ËÐÙÌÊÛÓà 
either through the application’s messaging 
system or by generating lists for mailing or 
emailing.
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$ÝÌÕÛÚ ÖřÌÙ È ÝÈÙÐÌÛà ÖÍ sponsorship oppor-
tunities both onsite and pre-event through 
banner ads and mention on the event web 
site.  -ÌÞÚÓÌŲÌÙÚɯÈÕËɯÚÏÖÞɯÜ×ËÈÛÌÚ also 
commonly have sponsorship opportunities 
available to exhibitors.

#ÐÚÊÜÚÚ ÞÐÛÏ ÚÏÖÞ ÔÈÕÈÎÌÔÌÕÛ ÛÏÌ ËÐřÌÙ-
ent options that are available for reaching 
out to registrants and prospects.  Associat-
ÐÕÎ àÖÜÙ ÔÈÙÒÌÛÐÕÎ ÌřÖÙÛÚ ÞÐÛÏ ÛÏÖÚÌ ÖÍ 
the show puts your company in the context 
of the event and makes people more open-
minded to your message.

Regardless of the adver-
tising options you use, 
there are two important 
factors to keep in mind: 
1) touch your pros-
×ÌÊÛÚ ÈÚ ÍÙÌØÜÌÕÛÓà ÈÚ 
possible—at least three 

times, and 2) keep track of your advertising 
results.  The ease of tracking results varies, 
campaigns with contests where prospects 
respond or signup will be the easiest to track 
ÞÏÐÓÌ ÔÈÎÈáÐÕÌ ÈËÚ ÈÙÌ ÔÖÙÌ ËÐŚÊÜÓÛȭ

 

Convention Data Services in conjunction 
ÞÐÛÏ ÚÏÖÞ ÔÈÕÈÎÌÔÌÕÛ ÖřÌÙÚ ÚÌÝÌÙÈÓ ÌřÌÊ-
tive ways to market to prospects and build 
ÛÙÈŚÊ ÛÖ àÖÜÙ ÉÖÖÛÏȭ

X
"ÖÕÝÌÕÛÐÖÕ #ÈÛÈ 2ÌÙÝÐÊÌÚ ÖřÌÙÚ ÈÕ ÌÔÈÐÓ 
blast program that can send either plain text 
ÖÙ '3,+ ÌÔÈÐÓÚȭ  $ÔÈÐÓÚ ÈÙÌ ÈÕ ÌřÌÊÛÐÝÌ ÈÕË 
ÊÖÚÛ ÌŚÊÐÌÕÛ ÞÈà ÛÖ ÙÌÈÊÏ ×ÙÖÚ×ÌÊÛÚȭ  1ÌÎÐÚ-
trants and potential registrants are likely to 
open and read emails that contain the show 
name in the subject line since the email is 
relevant to their interest in the show.
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3ÙÈÐÕÐÕÎ ÖÍ àÖÜÙ ÉÖÖÛÏ ÚÛÈř ×ÓÈàÚ È ÊÙÜÊÐÈÓ 
role in the success of exhibiting.  The booth 
ÚÛÈř ÐÚ ÙÌÚ×ÖÕÚÐÉÓÌ ÍÖÙ ÕÖÛ ÖÕÓà ÊÖÓÓÌÊÛÐÕÎ 
ÓÌÈËÚȮ ÉÜÛ ÈÚÒÐÕÎ ÛÏÌ ØÜÌÚÛÐÖÕÚ ÛÏÈÛ ØÜÈÓÐÍà 
leads and determine if they are legitimate 
prospects.  By holding one or more train-
ÐÕÎ ÚÌÚÚÐÖÕÚ ÞÐÛÏ ÛÏÌ ÚÛÈřȮ àÖÜ ÊÈÕ ÌÕÚÜÙÌ 
that the right information is collected and 
visitors leave your booth with a positive 
impression.

Creating a script and engaging in role play-
ÐÕÎ ÐÚ ÈÕ ÌřÌÊÛÐÝÌ ÞÈà ÛÖ ×ÙÌ×ÈÙÌ àÖÜÙ ÚÛÈřȭ  
#ÌÝÌÓÖ× È ÚÊÙÐ×Û ÛÏÈÛ ØÜÐÊÒÓà ÈÕË ÊÖÕÊÐÚÌÓà 
solicits from each visitor the information 
ËÌÌÔÌË ÐÔ×ÖÙÛÈÕÛ Éà àÖÜÙ ÚÈÓÌÚ ÚÛÈřɭÛÏÌ 
ØÜÈÓÐŗÌÙÚȭ  "ÖÕÚÐËÌÙ ÈÓÛÌÙÕÈÛÐÝÌ ØÜÌÚÛÐÖÕÚ 
ÍÖÙ ×ÙÖÚ×ÌÊÛÚ ÛÏÈÛ ÞÐÓÓ ÕÖÛ ÈÕÚÞÌÙ ØÜÌÚÛÐÖÕÚ 
directly.

$ß×ÓÈÐÕ ÛÖ ÚÛÈř ÔÌÔÉÌÙÚ ÛÏÌ ÎÖÈÓÚ ÈÕË 
marketing message of exhibiting.  The target 
ÓÌÈËÚ ÎÖÈÓ ÍÖÙ ÌÈÊÏ ÚÛÈř ÔÌÔÉÌÙ ÚÏÖÜÓË ÉÌ 
explained as well as the number of interac-
ÛÐÖÕÚ ×ÌÙ ÏÖÜÙ ÙÌØÜÐÙÌË ÛÖ ÈÊÏÐÌÝÌ ÛÏÌ ÎÖÈÓȭ  
A system of accountability should also 
be put in place to make sure each person 
achieves their assigned goals.

Convention Data Services distributes leads 
ÌØÜÐ×ÔÌÕÛ ÈÛ ÛÏÌ ÉÌÎÐÕÕÐÕÎ ÖÍ ÛÏÌ ÌÝÌÕÛ 
ÞÏÌÕ ÌßÏÐÉÐÛÖÙÚ ÈÙÌ ŗÙÚÛ ÚÌŲÐÕÎ Ü× ÛÏÌÐÙ 
booths.  Set aside time to train your booth 
ÚÛÈř ÖÕ ÛÏÌ ÜÚÌ ÖÍ ÛÏÌ ÌØÜÐ×ÔÌÕÛȭ  (Õ ÖÙËÌÙ 
to achieve a relaxed and smooth interaction 
ÞÐÛÏ ×ÙÖÚ×ÌÊÛÚȮ ÚÛÈř ÔÌÔÉÌÙÚ ÔÜÚÛ ÉÌ ÈÉÓÌ 
ÛÖ ÌÈÚÐÓà Ö×ÌÙÈÛÌ ÛÏÌ ÌØÜÐ×ÔÌÕÛȭ  %ÈÔÐÓÐÈÙÐÛà 
with how to update prospect information 
ÈÕË ÌÕÛÌÙ ÙÌÚ×ÖÕÚÌÚ ÛÖ ØÜÈÓÐÍàÐÕÎ ØÜÌÚÛÐÖÕÚ 
ÐÚ ÐÔ×ÖÙÛÈÕÛ ÛÖ ÍÜÓÓà ØÜÈÓÐÍàÐÕÎ ÌÈÊÏ ×ÙÖÚ-
pect.

"ÖÕÝÌÕÛÐÖÕ #ÈÛÈ 2ÌÙÝÐÊÌÚ ÖřÌÙÚ #(3/ 
(Delivery, Installation, Training and Pickup) 
ÚÌÙÝÐÊÌȭ  3ÙÈÐÕÐÕÎ ÍÖÙ àÖÜÙ ÌÕÛÐÙÌ ÚÛÈř ÐÚ ÖÍ-
ÍÌÙÌË ÈÕË ÐÚ ÛÏÌ ÔÖÚÛ ÌŚÊÐÌÕÛ ÞÈà ÛÖ ÔÈÒÌ 
ÚÜÙÌ ÌÝÌÙàÖÕÌ ÐÚ Ü× ÛÖ Ú×ÌÌË ÖÕ ÌØÜÐ×ÔÌÕÛ 
operation.


