




Advertising 

Are you planning on advertising in the show magazine or in any other related publication?  If so, check with 

the show to see what advertising options they are providing to all the show exhibitors.  Obviously you don't 

have to advertise with them and you may want to consider doing some local advertising that is not 

"sanctioned" by the show management.  You will just have to determine the pros and cons of each option 

and decide if it's worth the extra price to advertise via the "show" channels. 

• Show directory – Does the show provide a listing for your company indicating where you are in the 

show?  If so has your information been submitted to the show directory? Make sure your 

information is correct especially if your booth number been changed since the initial show sign up 

(that happens sometimes).  I 

• Show website - review the web related advertising options offered by show management including 

website ads, email marketing and digital show book listings. 

• Other marketing options – see show book for other advertising options such as bill boards, radio 

ads, magazine ads, local TV, press conferences, show news releases, editorial content that's being 

distributed in advance of and during the show, etc.  Remember that your potential clients are going 

to be out at local restaurants and clubs and there may be a number of ways to “reach” these people 

with your advertising messages.   

Photographs 

Booth Photos 

Over my career of 30 years I cannot tell you how many trade shows 

I've been to and how many exhibits I've designed, constructed and put 

up that I have NOT photographed.  Quite frankly it was often because 

i just didn't have the budget for that when all things were said and 

done and in those days we didn’t have camera phones!  However, of 

course I should have done it myself for a hundred different 

reasons.  Decide if you should hire the show photographer to 

photograph booth, hire a "non-show" photographer or photograph 

your booth yourself – even if you take a snap shot yourself at least you’ll 

have a record of all the hard work you’ve done! 

If you photograph your booth yourself, be sure and bring a camera (phone, at least).  Take photos of 

your customers and any events you have at the booth.  Make sure you integrate any photos you take 

into a press program and social media marketing efforts. 
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Press Package 

Trying to get publicity for your trade show booth and products has an entirely different set of rules and really 

requires someone with some knowledge about handling the press and writing press releases.  There are 

about a thousand rules that need to be considered when trying to get the show magazine or local newspaper 

to write a story about you - too many to list here.  BUT here are a few things to consider before you try to 

create your first press kit:   

The first time I did a major press release that went out to all the major media it was quite a learning 

experience.  I had released information about a product that helped parents to restrict access to TV violence 

(this was before these features were integrated into the television itself).  I sent out press releases to all the 

major TV stations and Magazines around the time that the US Senate was legislating about TV Violence….so 

really the timing was perfect and as a result TV, Radio and Print media people were looking for a story that 

related to what was going on in Washington.  As a result I woke up one day to an absolute barrage of calls 

from The New York Times, USA Today, The Wall Street Journal, NBC, ABC, CBS, Fox news and on and on 

and on….I was literally freaking out trying to talk to all the media representatives and must have done a 

hundred radio interviews just that day.  The reason that press release did so well is because it had a hook…a 

hook is something that is happening in the news that your story supports.  If you make a product for women, 

then your hook might have something to do with Breast Cancer or some other feminine related issue.   If 

you time the release of your information to coincide with National Breast Cancer Awareness week – you will 

be 10,000 times more likely to get interest from the press.  Try to think of something outside yourself and 

your business that might be of interest to the news media.  And remember, the press only writes what they 

think will be interesting to their audience.  So if you’re releasing a press release to a Car Enthusiast magazine, 

make sure your release has something to do with cars!  If not your release will end up in the circular file and 

you will be disappointed.   

Timing as it relates to Press Releases 

One word about timing – when I had that great press coverage I learned some lessons the hard way.  I spoke 

to this guy that used to be on NBC who had a spot called “The Gadget Guru”.  That would have been 

perfect for my story – but I had already given my information to USA today and so many other reporters 

that by the time I got on the phone with this guy, he was totally rude to me and said “why should I release 

anything about your product now that everyone else has already done so?  I apologized to him and essentially 

told him I was totally wet behind the ears and he softened up a little.  But he still didn’t run the story.  When 

it comes to public relations it’s important to go after the press you want most, first.  Otherwise you might 

lose your opportunity to talk to the press people that are most important to you.   

Why won’t anyone run my stories?   

At all costs avoid coming off like you are SELLING SOMETHING (even if you ARE selling something!).  Press 

Releases are supposed to be LIKE they are coming from a reporter NOT like they’re coming from the owner 



of the company herself.  One of the biggest mistakes that people make when they write press releases is that 

they brag about their products.  When you write a press release you’re supposed to be “editorial” meaning 

you’re supposed to be LIKE you are an outsider giving an unbiased report about your product.  The readers 

of the publication that you’re submitting the press release to don’t want to be “sold,” they want to have an 

neutral report about your product so they can make their own decisions.  If you want to brag about your 

products you’ll have to buy an ad because this rule is carved in stone.  So try to stay away from immodest 

comments about your product or the reporters who read your press release will know right away that it’s 

been written by YOU and not by some impartial outsider.   

A few more things to consider when you’re writing a press release, compiling a press package or having a 

press event:  

• Hooks – Start by creating a list of possible "hooks" for your press releases – as I’ve mentioned, a PR 

hook is something that ties your press release into current events, show happenings and other 

events & issues that will make your press release more than just a sales pitch. 

• Press releases - Write at least one press release per product you are releasing as well as some 

background releases (stories) about your company or product history. Every show has a “Press 

Room” where exhibitors take their press kits to and leave (to hopefully be picked up by interested 

reporters).  These days press rooms are usually digital or online, but sometimes tradeshows still 

have physical rooms where reporters can sit and write and have access to the “show news”.  Think 

about how many press kits will you need and prepare these in advance of the show…..be sure and 

deliver your press kits to the press room first thing because reporters often go early to snoop 

around and see what stories they can pick up on.  Better yet get the press attendee list from the 

show management so you can send your press releases out to the reporters BEFORE the show.  

Keep in mind if you are talking print – the deadlines on these things can be MONTHS prior to the 

show so think about who you are targeting so you can figure out when you need to get your story 

to them.   

• Press release distribution – As mentioned above you can still print your press releases out and leave 

them in the press room (preferably in a folder aka “Press Kit”) but most writers get their press 

information online so you’ll need to distribute your press releases digitally if you want to get in front 

of the right reporters.  To distribute your press information digitally, consider using an Internet 

press distribution company such as "PR Newswire".  These services aren’t cheap but they are very 

powerful and usually worth every penny (as long as you aren’t distributing a sales brochure to the 

reporters and as long as you are providing them with information that’s genuinely interesting to 

THEIR READERS.   

• Photos –Be sure to include digital photos with your press release? – Reporters are more likely to 

look at a story that has some kind of supporting images.   If so provide a flash drive or some other 

digital method of transmitting your photo to the press staff. 

• Folders – check with your show management to see if the attending press wants printed press 

materials or if they will only accept digital press materials.  If you need printed materials, consider 

printing professional portfolio folders with your company logo or at least buy a pocket folder at an 



office supply stores and print labels (that latter option is pretty crummy....so in that case you don’t 

have the budget to do a custom folder, you may want to just do a digital press mailing prior to the 

show).   

• Print lists – to distribute any press materials you’ll need a press list.  If you have been compiling a 

press list over the years – GREAT!  If not you’ll have to buy one or “rent” one.  Better yet use a 

professional PR agency that knows these reporters and can talk to them one on one to pitch your 

stories to them.  If you have something interesting to the reporters’ readers and pitch it to them in 

the way they want to hear it, you’ll be able to get the press coverage you want and press publicity 

has catapulted many a business into the success limelight.   

Web site 

No one should go to a show these days without a website and preferably you need at least a few pages 

dedicated to the show you’ll be attending.  Your customers or potential clients need to be able to go to your 

website and quickly and easily access information about where your booth is, the dates of the show, when 

you’ll be there, when your staff will be there, what they can expect at the show, etc.  If you’re having an 

event such as a “sales meeting” this would be a good place to list the event location /address, event time, etc.  

If you are hip enough to have a website with a content management system (such as a “WordPress” 

website*) you can go in and edit your website’s content yourself and perhaps even publish a daily show 

“blog” or conduct a promotion that would encourage show attendees to visit your site.  Why not consider 

having some kind of a web based “giveaway” promotion (gift card or iPad?) for any visitors that go to your 

booth and meet with a sales person?   *a WordPress website is one that lets you edit your own content.  

Please feel free to inquire about this with us (see below).   

• Promos - It's a good idea to do some kind of promotion at the show and tie it into your 

website.  There are a million 

things you can do and what 

you do depends greatly on 

what what type of product 

or service you sell, your 

target market, your 

completion and many other 

factors. For this reason I 

highly recommend you hire 

someone creative to help 

you think of something 

imaginative and memorable for your show…. and most importantly hire someone who knows how 

to handle web marketing & social media.  If you go to a show without conducting a web marketing 

program you won’t be taking advantage of a very powerful lead generating resource.   

• Products & Services - Do you need to add new products or services (or the new show special) to 

the website?  If you are introducing new products or services at the tradeshow make sure you have 
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this new information posted up on your website the day of the show.  Timing is really important 

here because you may not want to post this information prior to the show – so you’ll need someone 

who can do this for you the morning of the show.  Nothing looks worse than going to all the trouble 

of conducting a great tradeshow and then leaving your website unchanged.  Clients will check you 

out online and need to know that your website coordinates with whatever you are doing at the 

show.  And anything you do at the show – that you post on your website – will be considered 

“current” information and will help your company’s standing in the search engines.   

• Sales Support Website – Consider creating a sales support website for your sales staff or an area 

where your staff can access all the new product information, for example.  If you have computers at 

the show itself, then sales staff can access this information if they are confronted with questions they 

don’t know the answers to.  Additionally you could have sales schedules or sales training information 

on line that will really make your show a success.   

• Other Site Changes - Other items may need to be changed or added to the website such as 

instruction manuals, show event calendars, booth staffing schedules, etc.  If you have a section on 

your site for reps or salesmen, do you want to announce a sales meeting at the show? Make sure all 

the show related information is on the site for both your customers AND your staff.  This is a lot to 

plan and think of by your self – so it’s not hard to see the value of working with a company that 

specializes in making these things happen.   

• Website Press Portal - If you’re having a press conference, consider posting the press releases and 

the conference information on the website.  Providing access to your press package online is just 

professional and classy and shouldn’t be a big deal to do if you have a WordPress site.   

• Show Specials – the website is an obvious place to list the info about any show specials you might be 

planning on having at the show; perhaps you could coordinate a daily show special with some other 

“give away” promotion in an effort to get your clients to visit your website? 

Products for show use 

If you are selling a product you’ll need to consider how many samples you need to bring and how many 

displays you’ll need in order to show them.   

• In Booth Inventory - Think through and inventory what you'll need for the trade show (i.e., how 

many products and how many groupings of products are needed? How many display areas will you 

need in the booth? Do you want to make grouping on the table where the company’s president is 

meeting with clients or perhaps on the reception desk where clients first interact with your staff?   

• Ordering Inventory - Do an order form to your warehouse/order department for the inventory that 

will be needed for the show; remember this inventory needs to be re-checked in upon return so 

save all packaging at the show. 

• Point of Purchase Displays (POPs) - Get a matching number of point of purchase displays (if the 

product that’s displayed at the show has such an item) and don't forget to develop any signs that 

you'll need to describe what your products are, the prices, etc.? 



• Brochures for POPs - Also, get quantities of the brochures for each item on display, which can be set 

next to the product. (Do you need [plexi]-stands to display these brochures? If so, how many will 

you need?)  Depending on the type of product you have, these items may not ship very well; these 

products may need to be taken to the show by hand or have them shipped directly from the 

manufacturer to your hotel.  Be sure and conduct an inventory prior to the show and when you are 

done.   

• Batteries/Power - Do your products require batteries? If so order in advance and ship them to your 

hotel to make sure you have plenty before and during the show.  Alternatively if your products 

require power you’ll need to plan in advance where the jacks are going to be and order the show 

“electricians” to come in and install those jacks prior to the show.   

• POPs for Services vs. Products - if you sell a service rather than a product consider treating the 

service LIKE a product in that you'd create a point of purchase display (POP) for each service with 

the same types of signage and brochures that you'd put next to an actual physical product. 

Hotel, Airline & Car Reservations 

• List of Employees - Create a list of all the employees attending the trade show and assign someone 

the task of researching airline & hotel reservations for these people – if hotels are held with a credit 

card, put last day to cancel on computer reminder system so you don’t forget to cancel and get 

charged for rooms you don’t need. (who, if anyone, can be doubled 

up and bunked into one room?) 

• List of outside reps that will be attending – hotels & reservations for 

them?  If so, who will be paying for that?  Get approvals from 

management on this. 

• List of customers attending show – are you paying for any of them 

to attend?  Hotel? Airline reservations? 

• Itineraries - Send out itineraries to anyone going to the show 

• Auto reservations – for all of above (reminder: send out memo to 

employees reminding them to bring their proof of auto insurance and 

a credit card with space for a deposit to rent a car). 

• Auto shuttle from show to hotel - Rent a nice car and use it to shuttle your show guests from the 

show to their hotels.  That way they won’t have to stand in the Taxi lines (like everyone else), they 

love you for it and save them a lot of stress.  Also this will conveniently make all of your NON-

customers take notice and wonder why they're not your client. 

• Give out “invitations” to the above shuttle – Tell customers where to find your shuttle and use this 

in your show promotions; advertise the shuttle and tell visitors to stop by your booth for a ticket for 

a free ride in your company shuttle. 
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Tickets 

• Order tickets - Order show tickets in advance to include in the mailing you're doing to the 

customers & others that you're inviting to the show.  If you can get as many tickets as you want, 

then ask for them in advance so you can send them out to EVERYONE!! 

• Other tickets – consider giving out tickets to your press conference, your party for your customers, 

sales meetings and any events in the destination city for top 

customers (football games, baseball, see if there’s a special 

exhibit in the local 

museum and get 

tickets to that).  

• Ticket 

Ideas - At one 

show we did our 

booth like a 

“1950’s diner” – we hired a beautiful, convertible 50’s 

car that was color coordinated with our booth 

(naturally) and had magnetic signs made for the side of 

it that had our logo and name.  We used it to shuttle our 

show attendees during and after the show and handed out “tickets” to all our customers using those 

old fashioned diner receipts – you should have seen the looks on people’s faces as they were 

standing in the bus line with over 300 people as we pulled up and picked up our clients to whisk 

them off to their hotels!  It was worth every penny, believe me!  

 

Badges 

• Employees - Get badges for everyone attending the show 

from your company and of course everyone who’s working 

your booth, including your sales reps and other invited 

attendees. 

• Customers - Don’t forget to get badges, if possible, for your 

top customers. 

• Vendors - Also, you may need a few spare badges to get 

vendors/service providers into the show to deliver flowers, 

supplies, furniture (if those suppliers are NOT the “show” 

suppliers). 
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Booth work schedule 

• Employee schedule- Do yourself a favor, schedule your workers to work shifts, and include your 

outside reps.  Otherwise, the employees will end up having to work the whole show and be too beat 

to go out a night with customers and the reps will drift in and out of the booth and not be there 

when you need them.  That way, if key customers show up, you can tell them the exact time when 

someone will be at the booth to meet with them. 

• Dividing work into shifts - I recommend that the incoming morning staff be in charge of setting up 

the booth in the morning and the afternoon shift be the people most needed to wine and dine 

important customers.  That usually means the marketing staff is there in the morning and the 

executive staff can show up a little later (after all they may have been out all night partying anyway 

and need to sleep in a little!). 

• Schedule in advance - Make sure your employees and reps understand that you need their help 

BEFORE the show so they can work your schedule into their schedules. Obviously your reps and 

sales staff will need to have free time to meet with important clients and take them out to 

schmooze, but don't let them use this as an excuse to not help you at all during the show.  Letting 

them know when you expect them in advance prevents you from being "left at the altar." 

• Schedules to clients - Also be sure to send a schedule out to your customers before the show 

(perhaps when you send them their badges, tickets or invitations) so they can find out when their 

reps will be in the booth.  Make sure this information is also online so any last-minute editing can be 

easily viewable by your clients and staff.    

 

Hotel Suite 

• Off-site events - Consider renting a hotel suite to hold customer meetings/press meetings.  Schedule 

beverages & food; arrange for catering if so.  You can usually find event spaces at the exhibit hall but 

sometimes it's good to just get the heck out of dodge for a change in atmosphere. 

• Off-site event products - Make sure you have product or service displays (point of purchase displays) 

for whatever events are being held in this room.  Don't forget to include products that can be taken 

to this room to be put on display. 

• Save money using employee rooms - You can use one of the employees’ rooms as a "suite" if you're 

on a tight budget (but be sure to make your employees promise to keep the room clean for when 

the guests come over). 

  



Press Conferences 

• Press conference or not?  - Decide if you need to arrange to 

introduce our new products and service at a press 

conference.  It's only a good idea to do this if you have 

something really newsworthy and interesting to say to the 

press....be careful not to gather a bunch of press together for 

no reason or your first press conference will be your last. 

• Press conference support materials - If you decide to hold a 

press conference consider invitations, catering, press folders, press releases, press conference 

announcements, online press releases and all the other things that go along with any press 

event.  Don't forget you'll want to have products or services with POP displays at the press event. 

• Press list & announcement - Get list of press attendees to send a mailing to them in advance of the 

show.  Make sure the event is listed on your website and consider releasing a notice of the event via 

PR Newswire. 

Other things to remember 

• Take sales materials for use at a "reception desk" in your booth. 

• Take a cooler or buy at location to hide drinks under the 

reception desk (unless you’re getting the drinks from the show 

caterer and then you don’t have to hide them)! 

• Buy flowers at show destination (at an outside flower shop, so 

it’s cheaper) – or if you’re short on time, use the show florist. 

• Put a garbage can in one of crates for booth 

• Take a vacuum cleaner 

• Batteries and cell phone chargers 

• Cleaning materials, paper towels 

• Consider having a place for people to drop their business cards 

- possibly hold a contest if you don't have some better promo 

figured out. 

• Get the show badge scanner - it's worth it to collect the data on the people who visit your booth in 

an organized manner. 

• Schedule meetings in advance with Press and Advertising sales people as well as the trade show 

management to discuss next year’s advertising, press coverage & booth space. 
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If you are going to a show, as you can see, 

you may be better off hiring a professional to 

help you with your event.  I cannot stress 

enough that you don't have to feel like you 

can't afford to hire someone like this.  You 

seriously can't afford NOT to hire someone 

like this because of how much they can help 

you to gain as well as save.  Feel free to 

contact us any time at emily@mdept.com . 
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