





Laura stressed the importance of following-up —
“This should start immediately — perhaps even during the show. ldeally it should
be done within two days of the event and certainly within a week. It takes seven

hits to win an order, so maximise the follow-up of those valuable leads.”

Simon Burton reiterated that “creating a buzz and ensuring that the right people
are attracted to a company’s stand is not something to be left to chance”, but that
many exhibitors still book their space and expect customers to arrive —
“Exhibitions are the focal point of any marketing campaign, but it is not just about
booking the space. It is important to plan a six-month marketing campaign in the

build-up to engage with the audience before the event.
“Setting objectives, and fully exploiting the opportunity with creative ideas,
making the stand enticing and ensuring that the show lasts through the following

months, is the key to success,” said Simon.
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