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1. Let’s Talk Goals

Is your team prepared to nurture new leads? 

Consider the team’s bandwidth for taking on 
new relationships while managing existing. 

How can you narrow your target audience?

Consider which verticals have the largest 
growth potential within the industry.

Move beyond “As many as we can get!”





1. Let’s Talk Goals

Is your team prepared to nurture new leads? 

Consider the team’s bandwidth for taking on 
new relationships while managing existing. 

How can you narrow your target audience?

Consider which verticals have the largest 
growth potential within the industry.

How do you determine the quality of a 
company?

Not every company in your industry is a valid 
target for exhibiting. 

Move beyond “As many as we can get!”



2. Adjust Your 
Value Proposition
Put your best foot forward. 



Self-Reflection: Is Your Show Messaging …
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Cold Numbers

80% of show attendees spend an average 
of five hours on the trade show floor. 

Data-backed Reasoning

Connect with buyers actively seeking 
solutions, devoting on average five hours 

to exploring the trade show floor.



Aligned Teams, Aligned Brand
Marketing and sales teams collaborate to define:

Why is this important to me? 
Speaks to motivations, overcomes barriers. 

What’s in it for me?
Defines the ROI.

Speak to me
Personalization and appropriate tone.





3. Vary Your Moves
Can you walk the walk?



Showcase 
Transparency
Bring in other voices to add validation.

Host a live webinar panel
Allow prospective exhibitors to ask 
current exhibitors about their experience.

Utilize testimonials in messaging
New prospects often need more 
validation from multiple sources.

Share post-show reports
Position the results thoughtfully using 
data-backed reasoning. 





5 STEPS TO SECURING NEW EXHIBITOR LEADS



Outside of first-time exhibitor discounts,  
what other incentives have been successful?



4. Define Campaign 
Segmentation
Strategy is rarely one size fits all.



Email Messaging

Landing Pages

Digital Ads

Sales Scripts

Offerings

Email Cadence

Where can you use 
segmentation?



What to Consider When Segmenting

Differentiator 
Factors

Reasons for 
Exhibiting

Team’s Ability 
to Support





5. Create a 
Customer Journey
Take a walk in their shoes. 



Customer 
Journey

Build Interest, Answer Questions

Develop a landing page that speaks directly to 
prospects’ compelling value proposition. 
Ensure the page has a clear contact CTA.

Capitalize on Interest

Automated email campaigns allow for 
immediate contact once an action is taken—
essential to getting people information while 
they are thinking about your show.

Get Personal

Shortly after the automated email is sent, the 
sales team should reach out directly with 
customized package offerings  or available 
times for a discovery call.  

Stay in Contact

Build yes and no pathways for continued 
engagement.  
Yes – How can you ensure they 
are prepared? 

No – Can you keep them 
engaged with your brand?

How will you incorporate strategy in every step?
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More is not necessarily more 
when it comes to crafting 
and executing a modern 
approach to lead generation. 
Today, it’s all about strategy, 
precision and creatively 
breaking through the noise.

Set Intentional Goals

Adjust Value Proposition

Vary Messaging Tactics

Define Campaign Segmentation

Create a Customer Journey
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Thank You!
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