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MAKING ANY TRADE FAIR
A SUCCESS WITH
A DIGITAL APPROACH

Maximize Leads, Boost Sales, and Increase ROI

In this extensive playbook, we’ll show you exactly how to leverage the power of
digital marketing before, during, and after your trade fair to ensure you get the
results you deserve.

By reading
this playbook,
you’ll discover: \

to generate and
nurture high- through targeted online
quality leads using campaigns, personalized
digital invitations, and
marketing compelling calls-
tools. to-action.

\ \

to collect lead information

at the event, ensuring you to keep the momentum
don’t miss any opportunities. going and turn trade fair
visitors into loyal
customers with marketing
automation.

\

Whether you’re just starting to incorporate
digital marketing into your event strategy or

looking to optimize your existing efforts, your trade fair efforts)l
. . . . . ensuring you continuous V'
this guide offers actionable insights to help improve your approach for
you succeed. future events.
I
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MAKING ANY TRADE FAIR A SUCCESS
WITH A DIGITAL APPROACH

How to use this playbook

- The playbook contains 7 steps, each contains different tasks.

- The tasks will help you to prepare the proper communication before,
during and after the event, and to determine how to follow up the leads
after your trade fair.

- Doing the tasks will help you to work towards
the end result you have in mind.
The playbook guides you
through your preparation by
providing you the steps that are
needed to implement a perfect
trade fair.

- Ideally, you should complete
the tasks together with a small
team rather than alone.
For your team, look for
colleagues that have a stake in
the event.
This could include marketing, sales,
product development, usually
customer service and sometimes ICT.

- A marketing automation tool is
needed to fulfil all tasks.

Marketing automation
The process and technology to automate your customer journey is called
marketing automation. You automate your tasks, your workflow and
your marketing campaigns to sell more effectively and purposefully.

N\
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Disclaimer

Besides having a marketing Automation tool (like HubSpot, Salesforce, Keap, etc.)
we will assume that you also have everything that we at GROUP7 include under the
‘Insight’ phase:

1. Persona: you know the goals, challenges and limitations of your different
audiences.

2. Customer journey: you know how customers do their research before making
a purchase, how they decide, use your product and what determines whether they

continue buying your product on a regular basis.

Isn’t that the case? Then have a look here first:

How do | create a buyer persona

Move from a touchpoint mindset to a customer journey mindset

Always begin with customer insights and their customer journey.
Only then should you make the move to strategies and new technology.

\'I
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https://group7.eu/en/olc/how-do-i-create-a-buyer-persona/
https://group7.eu/en/olc/move-from-a-touchpoint-mindset-to-a-customer-journey-mindset/

TO
A SUCCESSFUL o1

CONCEPT

TRADE FAIR & OBJECTIVES

What do you want to
achieve, and which concept
will help you trigger your
customers and prospects to
visit you

02
LEAD
GENERATION

Use lead generation to
collect leads that might
be interested in your
concept. Create a good
call to action!

04 03
INVITE PARTICIPATE

Use digital tools to
ANNOUNCEMENT Personally invite your capture the information

customers and from new leads for a

With online marketing prospects to your good follow-up.
announce your concept to your stand.
customers and prospects.
Communicate your
participation and
explain why they
should visit you! 1y

06 CONVERT
FOLLOW UP & EVALUATE

Send a ‘thank you’ Lead follow up through
email straight after marketing automation and sales.
the event and give Pass on the ‘hot leads’ to sales
priority to the new for a personal follow-up with

leads. the aim to convert them to a
sale. Every event ends with a
good evaluation!
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STEP 01

1. Determine your concept

With which concept do you want to trigger the customer or prospect to come to
your stand? Tasting or testing a new product, a special introductory price or a nice
trade fair promotion?

2. Set your objectives

Determine the goals for the entire fair together with sales. How many people do you
want to reach with your concept? How many leads do you want to generate at the
fair How much turnover do you want to achieve? Set clear KPIs. We have a handy
KPI sheet tool that can help you with this.

GROUP7 Marketing KPl-sheet

Phase in
er Strategies

Increase Awareness Paid campaign Linkedin ads ... Impressions, likes, new followers, ..
Orientation via Socials Reach, # of imprassions Paid can'!paign Meta _ !mpressions, likes, new followers, ...
Increase Awareness Advertorial @ Food Magazine ... iImpressions
via partnerships Advertorial @ Wholesaler ... impressions
Paid campaign Linkedin ads ... Clicks
CTR= ...
Paid campaign Meta ... Visitors
Consideration| Click t_hmugh o # Website visitors - C’IR_:_..
landing page Advertorial 1 / ... Wisitors
CTR = ...
Adverggrial ‘ , \ t: ... Visitors
N k T CTR=...
Decision Complete the form #5u ptiM it _n}fo?m L fT”Ed Tn Subscriptions
ad fapturing form 2 filled in ... Subscriptions
| U
ko) Campaign Email 1 ... Visitors on Landing Page, button clicks, downloads, ...
- Campaign Email 2 ... Visitors on Landing Page, button clicks, downloads, ...
. . Engage your existing o - - — - -
Consideration| contacts #Website visitors Campaign Email 3 ... Visitors on Landing Page, button clicks, downloads, ...
Qrganic Social Media Post 1 ... Visitors on Landing Page
Organic Social Media Post 1 ... Visitors on Landing Page
Decision Complete the form # Subscriptions Lead capturing form 3 f?lled ?n ... Subscriptions
Lead capturing form 4 filled in Subscriptions
Convert into Decision Place first order # new customers Order via sales call . New first orders
customer Place upsell order  |# upsells QOrder via forms .. Upsells

Iy
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1.3 Determine your target audience

STEP 01: CONCEPT & OBIJECTIVES

Who are you going to focus on? Do you already have existing personas? In addition
to inviting your current database, generating new leads (lead generation) is an
important step to attract more visitors to your stand. We will tell you more about

this in step 2.

Each persona needs its own approach in your communication. For example, a Chef
might be focused more on inspiration and a restaurant manager will be more
interested in cost reduction. Marketing automationtools are the perfect way to
easily personalize your communication to the right person at the right time and

place.

Maartje,
Marketing
Manager

I want to offer a good product in order
to attract new customers.

WHO IS Maartje?
e Profile

Personal & business info

- Maartje is 37 years old, female.

- Bachelor Business Administration.

- Married, 3 children.

- She works parttime (80%).

- Maartje works as a marketing manager
and is responsible for online and offline
marketing.

- She leads a team of 3 marketing
employees.

Maartje wants to keep up with the
trends & developments, however
her online knowledge is not up to
date.

- Ze werkt met vaste partijen, maar
staat wel open voor bureaus die
haar kunnen helpen met digitale
marketing

WHAT DOES SHE WANT TO
ACHIEVE?

Goals

- A nice trendy website with campaigns that attract
more customers.

- To build good and efficient campaigns.

- Good price/quality ratio.

- To perform more target driven research studies.

Pains
y She feels insecure, her experience is mainly within
offline marketing, online marketing is newer for her.
- Her manager is not convinced that digital
marketing could make a difference
- Lack of data/insights about customers to make
decisions

Gains

- Budget
- Time
- Knowledge

Inluencer of her behaviour

- Her manager, without budget no digital marketing.

- Competitors who already have a nice and trendy
website.

- Colleagues, especially marketing & sales, people
who meet demanding customers.

- Network
Media
= - Conferences, fairs and events.

- Trade magazines.

- LinkedIn and other blogs/video’s.
- Netflix.

- Facebook and Instagram

GROUP7 Persona template

Iy
GROUP

CUSTOMER INSIGHTS

Q

- Define customer insights that are recognizable for the target group and
that create enthusiasm
- Verbalize it as: persona X has <need>, because <inisght>.

3
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HOW CAN WE HELP HER ?

Elevator Pitch

“We help you to create solutions that look good and will attrack more
customers”.

We helpen with

- Insights, knowledge and inspiration
- Good structured plan

- Good communication

- An easy and strucured proces.

Objections

- Maartje wants a trendy website, but she doesnt have time to keep it up-to-
date.

- Lack of knowledge about online marketing within management, difficult to
convince them.

Download the Persona Template
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https://group7.eu/en/request-buyer-persona-template/

STEP 02

2.1 Generate new leads before a Trade fair

Targeting your current contact database is the easiest way to attract visitors. But
triggering your existing customers w on 't help you grow and recoup the costs of your
fair trade.

Attrac ting new prospects to come to your stand (via lead generation), before the

fair, is therefor a much better idea.

You can do this by purchasing additional contact addresses, generating leads via,
for example, online banners on the most important websites that your target
group visits, promotion via social media, etc.

To be able to choose th e appropriate communica tion ch ann els it's very important
to know who your target group (persona) is and which media they use (customer
journey).

Lead Generation
Lead generation is the process of identifying potential customers
andarousing their interest in an organization’s products or
services. It is a process of filtering the interested people from the

crowd.

Note: If you choose not to generate new leads, skip step 2.

Iy
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https://group7.eu/en/subscription-page-lead-generation-guide/

STEP 02: LEAD GENERATION

Important

New leads, collected before a trade show, should be approached
differently than your current customer base.

v,
New Leads ‘;:',‘3 B} Existing Leads

- Known profile
- Interests known

- Anonymous profile
- Interests unknown

- Not familiar with your Company - Familiar with your Company
- Not familiar with your products - Familiar with your products
- Not ready for sales offers - Personal approach
- Needs nurturing to understand - Ready for sales offers

their interests - Nurturing to generate a sale

Using digital marketing, in this case a marketing automation tool, will give you
the opportunity to target your leads with the right information at the right time.

All automatically with set email flows. This whole process is called lead nurturing.
Guiding them into a sell and a long-term relationship.

Lead nurturing
Lead nurturing is delivering relevant information at the right
time, so that leads choose your company when they are ready,
with the aim of building sales and a long -term relationship.

More info on Lead Nurturing

Note: If you choose not to generate new leads, skip step 2.

Iy
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https://group7.eu/en/subscription-page-lead-nurturing-checklist/

STEP 03

So, now that you have set your targets and chosen your target audience it’s time to:

1. Online communication

Use online communication to promote your new concept or campaign which you
will be launching on the upcoming event. Use your own media (Socials, website,
email) and perhaps paid media.

For example, by creating banners on familiar websites, advertorials in well-
known newsletters and via social media advertising when this applies for your
persona(s).

2. Landing page

Create a new landings page on your own website where you can guide people to, who
seem to be interested. Allow people to either sign up for your newsletter, sign up for

your event or to participate in a special promotion. This way you won’t lose them, and
you will be able to guide them through your set marketing automation flow.

3. Email

Email your customers, relations and (new) leads to announce your exhibition
participation. Let them know why they should visit you and which solutions you have
created to help them solve their problems. This is not yet the invitation, that’s the
next step.

Iy
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STEP 04

1. Send a personal invitation

Announcing a trade fair participation in step 3 is different from sending a personal
invitation. With the announcement you are slowly warming up your leads and
customers to your participation and your concept. For an invitation to be personal, it
must go beyond formality. Aren’t you more likely to accept a personal invitation than a
general invitation in the trade media, for example? Don’t forget to differentiate your
message to your current customers and your new generated leads.

2. Create a strong Call To Action (CTA)

Creating a good CTA will increase the success of generating more visitors to your stand.
Think of a good promotion that only will be valid at the trade fair and will target the
pains and gains of your persona. This can be extended with winning a great prize when
placing an order for extra motivation.

Face-to-face invitation
Although marketing automation helps us to send a ‘personal’ invitation to many
people at the same time, an additional face-to-face invitation is still very successful.
Instruct sales and field staff accordingly when they do have appointments
planned with their customers.

Iy
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STEP 05

5.1 Set up a Digital scanning tool

Use a digital scanning tool to automate the data you are gathering. Most fairs offer
this as a service that you can buy from them.

Create customized fields in the scanning system to find out in which stage of the
customer journey a new lead is. What are their interests? Do they need to be followed
up on promptly? By sales or via email? For example: Create a field with the question:
Does the visitor need to be followed up on by A: Email or B: Sales.

With these simple questions you will increase the success of your follow up after the
event and be able to connect your Marketing Automation to the interests of your

new leads.

Iy
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STEP 05: PARTICIPATE

5.2 Create an opt-in to your newsletter

In addition to their interests, make sure you create an opt-in for your own newsletter.
This way you will ensure that you can also move the lead further in his decision-
making process after the fair. Sometimes GDPR rules will not allow you to send more

than a certain number of emails after the event.

Important to ask
You must comply to the GDPR rules when using a QR-code scanner or other digital device to
collect visitor data. Make sure that you clearly request approval from the customer regarding
the opt-in for your newsletter. Verbal approval is enough.
Requesting additional confirmation via email is also possible.

5.3 Training your staff

Train your sales team and other team members that will be using the scan system. It’s
important that everybody understands who they need to scan and what questions
need to be asked. Explain why they must use it and what’s their advantage to do so.

Iy
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STEP 06

The fair has ended, but a completely different process now begins.
Following up on leads, warming up leads (nurturing) and finally obtaining
orders. What following steps can you take?

1. Send a thank you email

Send a thank you email on the same or next day of the event. The visit to your stand
or the experience with your product is still fresh in their memory. A nice thank you
email will help maintain the positive image that the visitor has. Use a photo of the
stand or your team to give it a more personal touch and to be recognized. Remember
your stand is not the only one they have seen!

2. Give priority

Determine which ‘hot’ leads should be followed up with personally by sales or
customer support, and which ones can receive an offer via email. This applies only to
visitors who are already in the purchasing phase. These parameters are best decided
before the trade fair and can be based on factors such as the customer’s volume or the
size of the order.

Iy
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STEP 06: FOLLOW UP

6.4 Start nurturing the leads

Af ter f ollowing up w ith th e ‘hot lea ds’ th rough sa les an d possibly a digital
offer, the majority of your new leads f rom the fair typically remain. Using
marketing automation tools you can start engaging with them.

At this stage, your goal is to convert these Marketing Qualified Leads (MQL) f rom
the fair into Sales Qualified Leads (SQL) using a set number of automated
marketing emails.

By sending emails that align with their interests and needs expressed during the fair,
you can nurture them towards purchasing your product. Your own newsletter can
also be integrated into this nurturing phase.

Lead nurturing
Lead nurturing is delivering relevant information at the right
time, so that leads choose your company when they are ready,
with the aim of building sales and a long -term relationship.

More info on Lead Nurturing

Iy
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https://group7.eu/en/subscription-page-lead-nurturing-checklist/

STEP 07

1. Follow up on NEW ready-to-buy leads

A few weeks after the fair has ended the most important SQL’s leads will have been
collected and are followed up in the way that was agreed. You will have also lost leads
in this process, but that’s okay. You will have a smaller group that is interested in your
product and where sales will achieve a higher return in their follow-up.

2. Evaluate

Evaluate the fair with the marketing, sales and possibly other involved departments.
Which goals have been achieved? What went well and what went less well? How has
the campaign been received? How many leads have we reached and what was the
experience with the scanning system? This way you can make the goals for the next
trade fair more and more realistic, and you are able to apply your learnings for the
next campaign.

3. Re-engagement

By using a re-engagement strategy, you can try to reclaim leads that have dropped
out of your nurturing process. In this way, the campaign becomes, as if it were, a
safety net, in which you try to bring the lead back to the stage of the campaign where
he dropped out.

Or if necessary and available, in another nurturing campaign. In that case, you have to
start over in the funnel, but that is still better than a lost customer.

Iy
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YOU DID IT!

You have just completed the playbook to turn any fair trade into a success.
With our proven 7 steps you will have been able to generate more leads before,

during and af ter your fair trade. Raising your sales success, growing your turnover
and therefor increasing your ROl of any trade fair.

7 STEPS TO A SUCCESSFUL TRADE FAIR

BEFORE DURING AFTER

1. CONCEPT & 5. PARTICIPATE 6.FOLLOW UP
OBJECTIVES
7.CONVERT &
2. LEAD EVALUATE
GENERATION

3.ANNOUNCEMENT

4. INVITE

Congratulations, you have taken the first step
towards the perfect trade fair!

Best of luck with your marketing automated business! If you have any questions,
please contact us. We also always enjoy hearing about your experiences using our

approach.

\'I
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GROUP?

At GROUP7 we all have at least one
thing in common: we have been in the
B2B food sector for a very long time.

Wholesalers, manufacturers,
importers, but also caterers,
restaurants and hotels are in our
collective working memory. All this
knowledge helps us to empathize
with our customers,
and with the customers of our
customers.

We have had the opportunity to
work for several leading food
companies, but we are still proud
of every customer who comes and
is satisfied with our services.

Contact us

® +31348 72 40 90

& info@group7.eu G R O U P ;
9@ Trasmolenlaan 5, 3447GZ Woerden (The Netherlands)

9 Rubensstraat 104, 2300 Turnhout (Belgium) AGENCY FOR FOOD-COMMERCE


https://group7.eu/en/contact/
mailto:info@group7.eu
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