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TRADE 
SHOWS FOR 
MANUFACTURERS
HOW TO LEVERAGE YOUR NEXT 
TRADE SHOW TO INCREASE 
PHYSICAL AND DIGITAL FOOTFALL
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INTRODUCTION
Trade shows have long been the 
pillars of a manufacturer’s marketing 
calendar. They act as catalysts to 
propel other activity by providing 
deadlines for new brochures to be 
ready and a launch date for new 
products. However, with the maturity 
of digital there are now many ways 
for engineers to find information and 
new suppliers. Taking days away from 
your business to attend a trade show 
is now seen as a luxury when all the 
information you could ever need is 
freely available online.

Although industrial trade shows 
continue to see growth in attendence, 
the cost of stand construction, the 
lost hours from having your best staff 
manning your stand, and the soft 

justifications for attendance (this is 
usually ‘we need to be there because 
our competitors are’) has led to many 
manufacturers questioning whether 
their time and money would be 
better invested elsewhere.

Trade shows can still bring you massive 
exposure, but in this digital age your 
show strategy must change. You may 
engage with a couple of hundred 
of people at the event but if you 
leverage the right digital strategy then 
thousands of people can see your 
message on the back of the show. It’s 
now no longer enough to just tell your 
contacts you are going to be at the 
exhibition; if they aren’t attending the 
trade show, then you need to bring the 
trade show to them!

PART 1
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This guide assumes that you’ve 
already done some basic planning 
and have given thought to the 
following points.  If you haven’t, do so 
first then come back:

•  Your core objective for being at 
the trade show and how you will 
measure success and ROI.

•  Your ‘pitch’ or company’s marketing 
message for the event which should 
be kept constant throughout the 
show and online coverage.

•  Designing a visually engaging and 
interesting stand with effective 
marketing hand-outs or on-stand 
offers.

CONTENTS
02 Part 1 Introduction
04 Part 2 Why your trade show strategy has to change 
06 Part 3 Before the trade show 
11 Part 4 What to do during the show
14  So... now what?

WE’RE GOING TO:
Discuss what your trade show strategy should include

Decide what you need to do before the trade show

Consider what you should be doing during the trade show

Explain what the good things to do are after the trade show



4 Trade Shows for Manufacturers

WHY YOUR TRADE SHOW 
STRATEGY HAS TO CHANGE 
A trade show is ‘top of the funnel’ 
activity. It’s the place where you can 
first make contact with people who 
have a general interest in what you 
do. But remember, the reason that 
potential customer engaged with you 
on that day was because that’s when 
the trade show was, not because they 
were ready to buy.

The length of buying decisions varies 
from industry to industry, but are 
usually longer in the industrial sector. 
For example, how often have you 
traced back a sale and discovered 
you first met the customer at a trade 
show several months or even years 
earlier?

To then extend your thoughts about 
this: how many other people did you 
meet on the same day that expressed 
an initial interest but you didn’t keep 
in contact with?

MANY FUTURE 
OPPORTUNITIES CAN BE LOST 
IF YOU’RE CONCENTRATING 
PURELY ON TODAY’S SALES 
RATHER THAN NURTURING 
INTEREST FOR LONGER-TERM 
PURCHASING DECISIONS.

This is why your show strategy has to 
change. The return on investment 
should not be how many orders you 
take at the event, but how many 
people with a legitimate future 
interest you capture and put into the 
top of your marketing funnel.

Here’s the key take away: these 
people don’t even need to be at the 
event!

People showing an interest in a 
product demonstration that you 
record live on your stand and then 
share with all your contacts by 
email, or a new potential customer 
interacting with a post you make on 
social media live from the exhibition, 
all give you more prospects to drop 
into the top of your funnel.

All these people will be at different 
places in their buying decision, so 
having a framework of follow-up 
activity in place (some automated, 
some very targeted and personal) will 
allow you to nurture them into sales 
decisions when the time is right for 
them.

There are a number of activities 
here which many manufacturers 
are not naturally comfortable with: 

PART 2
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producing video, marketing funnels, 
email marketing.  So, let’s break 
down a typical trade show strategy 
step by step and look at these 
activities in more detail, and perhaps 
dispel some digital marketing myths 
in the process.

Remember:

•  If you concentrate solely on 
today’s sales then you run the 
risk of losing the longer-term 
sales opportunities – which is 
the majority of the market in 
industrial sectors

•  Your trade show ROI is about 
capturing details of people with 
legitimate future interest, not 
about taking orders

•  People don’t need to be at the 
trade show for you to engage 
with them with your show 
content and extend its influence

•  It’s all about nurturing your 
contacts during and after the 
show

WITH THE MATURITY 
OF DIGITAL THERE ARE 
NOW MANY WAYS FOR 
ENGINEERS TO FIND 
INFORMATION AND 
NEW SUPPLIERS. 
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BEFORE THE TRADE SHOW 
Your trade show activity should be 
broken down into three specific 
stages:

•  What you need to do in the run up 
to the event

•  Activity to be undertaken at the 
trade show itself

•  Post-show marketing and 
communication

Map out your digital show strategy 
three months before the event.  You 
need time to create digital content 
telling all your contacts you are going 
to be at the exhibition. You also 
need to have a trade show ‘landing 
page’ created on your website, and 
to be communicating all this to your 
contact base in the four-week run-up 
to the trade show.

PART 3

YOUR TRADE SHOW LANDING PAGE
WHAT IS IT?

It’s a website page to drive all your 
pre-show communication to.

WHAT SHOULD I PUT ON IT?

A few examples of good content 
for your landing page:

•  Record a video of a key member 
of your staff talking about what 
you will be exhibiting at the 
show and embed this video on 
the landing page.

•  Brand it with the trade show’s 
logo as well as your own to 
benefit from any familiarity 
people have with the event.

•  Prompt people to contact you 
with a call to action - for those 
who are coming to the exhibition 
you can have a contact form 
offering the opportunity for 
people to book a chat with you 
on the stand.



Trade Shows for Manufacturers 7

A large number of people who you 
are communicating with will not 
be planning to come to the event. 
However, if they are interested 
enough to see what you will be 
showcasing there then you need to 
capture their details too.

This is a great example of digital 
leveraging: identifying individuals 
who are interacting with the 
content you put out about the show 
(even if they don’t come to the show 
itself) so that you can add them into 
your marking funnel.

So, make sure that you also have a 
message along the lines of ‘Can’t 
make it to the show? Leave your 
details to request more information 
about the new products we will be 
launching at the exhibition.’, along 
with a contact form to capture their 
details.

When the page is set up:

•  Email the link to all your contacts 
multiple times in the four weeks 
running up to the show

•  Post the link on LinkedIn

•  Share the link on social media

•  Put the link on a postcard and send 
it to your top targets inviting them 
to go online and watch your video

Always post the link to the landing 
page. Never direct someone to the 
video itself on YouTube or Vimeo, 
because you want to encourage 
people to fill out your landing page 

form after watching.  If you are 
using professional email marketing 
software (such as MailChimp) you 
can also log who on your mailing list 
clicked though to watch the video, 
again identifying the people with the 
most interest.

Remember:

•  Create a landing page on your 
website for the trade show

•  Make sure the landing page 
gives people the opportunity to 
show interest before they visit 
the trade show

•  Ensure the landing page has 
a call to action for people who 
can’t visit the trade show

•  Share the link to your trade 
show landing page many times 
via different methods in the run 
up to the trade show

GOING SOCIAL
Social media is not usually high on 
the list for manufacturing companies. 
However, where social media excels 
(and Twitter especially) is at live 
events.

The level of activity around an 
event on a platform like Twitter is 
largely down to the event organisers 
themselves. Some will deploy full-
time staff for the duration of the 
show to promote social media 
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activity, especially in the UK and 
the US. In the run-up to the show 
they are hungry for content to share; 
so if you post a link to your show 
promotion using the event hashtag 
(see next page) there is a very high 
likelihood it will be re-shared and 
promoted by the show organisers 
themselves. If you are re-shared, then 
thank them for the retweet.

Look for other companies who are 
also posting with the show’s hashtag. 
If they are complimentary to what 
you do and not a competitor then 
follow them, comment and like on 
what they share and they will likely 
do the same back for you.

Remember:

•  Social media (especially Twitter) 
is a great tool for live events

•  Post links to your trade show 
promotion ensuring you use 
event hashtags

•  Engage with the show 
organisers themselves to 
encourage retweeting

•  Comment on and like posts by 
other companies at the trade 
show who are complimentary 
to what you do – this 
encourages mutual sharing and 
engagement

YOU SHOULD 
HAVE ALREADY 
DESIGNED 
A VISUALLY 
ENGAGING STAND 
WITH EFFECTIVE 
MARKETING 
HAND-OUTS 
OR ON-STAND 
OFFERS
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WHAT ARE #HASHTAGS 
AND HANDLES?
On social media, a hashtag is:

•  A way to categorise your post

•  A way to link your post to others 
who are using the same label

•  Mostly used on Twitter (but 
hashtags have now become 
commonplace across social media 
platforms)

Major events will promote a hashtag 
that you can include on your post. 
For example, the manufacturing 
supply chain exhibition Subcon uses 
#subconshow as its hashtag. Twitter 
will link this hashtag when you 
include it in a post, which means that 
anyone clicking on it will see all other 
posts that use the same hashtag.

If you want to get the show 
organiser’s attention, you can also 
include their account name (or 
handle) in the post. Keeping to 
the same example, the organisers 
of Subcon have @SubconShow as 
their account name, and will receive 
a direct notification every time 
someone includes that account 
name in a post.

WHY USE #HASHTAGS?
Your social media posts will be 
invisible to trade show organisers 
and visitors if you don’t use the show 

hashtag or organiser’s account name. 
In that case, the only people who 
would know that you’re there would 
be your current followers.

Instead, using hashtags means you 
can:

•  Expand your reach to draw 
the attention of potential new 
customers

•  Get the attention of the show 
organisers, who will be happy to 
retweet your content if it’s quality 
content (rather than just constant 
sales messages)

•  Raise the interest from other 
complimentary companies at 
the trade show, who will happily 
engage with you and share your 
content to their followers when you 
do the same

 YOU’LL BE INVISIBLE 
ON SOCIAL MEDIA 
AT THE TRADE 
SHOW IF YOU 
DON’T USE THE 
EVENT’S HASHTAG 
AND INCLUDE 
THE ORGANISER’S 
ACCOUNT NAME.

Remember:
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BE PREPARED FOR THE TRADE SHOW  
FOLLOW-UP ACTIONS
Waiting until after the show to think 
about what you are going to do with 
the new contacts you have made is 
already too late.

So, before the event you need to:

•  Thoroughly plan your follow-up 
actions 

•  Write and design the follow-up 
emails, and have them ready in your 
email marketing software ready to 
send the day after the trade show

The new contacts you meet at the 
trade show will also meet a lot of 
other companies there and will 
quickly forget most of them. This 
means that you will have a very 
small window to remind them of the 
conversation you had and cement 
the link.

Have two main follow-up emails 
ready to go:

1.  The first will be to the people 
who you meet at the show:

a.  Thank them for visiting your 
stand

b.  Remind them of what you were 
showcasing

c.  Give them links to find more 
information

2.  The second email will have 
largely the same content as 
the above, but be aimed at all 
your pre-existing contacts and 
customers who didn’t attend the 
show:

a.  Let them know what you were 
showcasing

b.  Give them links to find more 
information

Using professional email marketing 
software such as MailChimp will 
allow you to monitor which of these 
contacts (both the people who 
attended and those who didn’t) 
clicked on the links in the email 
to see more information on your 
website.

Remember:

•  Thoroughly plan your follow-up 
actions

•  Create follow-up emails ready to 
send straight after the event
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WHAT TO DO 
DURING THE SHOW 
Once the trade show starts, most 
companies go quiet as they focus 
all their attention on the people 
at the show itself. But remember, 
you probably have a much larger 
audience of people who are not at 
the event but will be aware it’s on 
and are interested to see what’s 
happening.

You can leverage this to raise the 
profile of your brand and products.  

Trade shows give you the opportunity 
to be more personal with your 
marketing and introduce your team 
to your customers – remember, 
people like people, not just faceless 
companies. Also, the show organisers 
are much more likely to re-share 
photos that include your team on 
the stand or something interesting 
happening, rather than just another 

generic image of product like all the 
other companies are doing. So, you 
should have your marketing team 
on hand to be taking photos and 
recording interviews and product 
demos with your team to share 
online.

Top tips for making videos at the 
trade show:

•  Schedule making videos into 
the event. Plan what you’re 
going to record, who you are 
going to use and when you’re 
going to do them

•  Use a lapel microphone 
hand-held mic or to reduce 
background noise

•  Record videos at the start of the 
day before the stand gets busy

PART 4
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WHY SHOULD I BE CREATING VIDEO CONTENT AT 
THE SHOW?
Recording a video interview on your 
stand with your lead engineer or 
designer talking about your products 
will give you highly-engaging content 
to share for a long time after the 
event has passed. 

This kind of activity gives you 
something that your manufacturing 
competitors won’t have. Your main 
competitor could have a stand twice 
the size of yours and have spent twice 
your budget on their show presence, 
but if you are generating media from 
the event and dominating the online 
platforms then it will be your brand 
and product that has more visibility.

If you don’t have a marketing team 
and your budget doesn’t extend to 
employing someone for this purpose 

for at least half a day during the 
event, then someone with a decent 
camera phone and a little experience 
to take photos is better than nothing. 

But be careful not to record sub-
par videos which could reflect your 
company in a less-than-professional 
light. It doesn’t need to be expensive, 
but it does need to look and sound 
good.

YOUR COMPETITOR COULD 
HAVE SPENT TWICE YOUR 
BUDGET ON THEIR SHOW 
PRESENCE, BUT YOUR 
BRAND GETS MORE 
VISIBILITY.
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FILLING THE FUNNEL
Most exhibitions offer separate 
exhibitor Wi-Fi (or you can run a 
laptop or tablet from your own 
4G data connection), so there’s no 
excuse not to collect live data from 
people who come to your stand. This 
eliminates having to wait until you 
get back to the office to enter them 
all in your CMS and make your first 
follow-ups.

To fill your funnel whilst you’re at your 
trade show stand:

•  Have a website page with a form on 
that you can access from a laptop or 
tablet on your stand

•  Enter a potential customer’s name 
and email address into that form 
whilst they are on your stand (if they 
don’t have a business card with 
them, invite them to enter their 
details themselves to avoid errors 
writing them down)

•  Have the form set up so that when 
you press submit it automatically 
sends them an email with your 
contact details

•  Link the form with your email 
marketing software so that it 
automatically adds them to 
your mailing list and also sends 
scheduled follow-up messages a 
few days later

Remember, filling your funnel with 
potential future customers (no 
matter how early they are in their 

buying decision) is the primary goal 
of the trade show.

It’s worth spending time making 
sure you get it right.  

After the event you will naturally 
focus on those who were ready to 
buy. So, it’s hugely important that 
those who may be ready to buy 
in 3 months, 6 months or even 
two years are entered into your 
marketing system so that they can 
be kept in touch with and nurtured 
via your marketing system until the 
opportunity for business arises.

Remember:

•  Use digital technology to 
capture people’s details whilst 
they’re at your stand

•  Ensure these visitors’ details 
are automatically added to 
your email marketing software 
(and your CMS system where 
possible)

•  Schedule automatic follow-up 
emails for visitors to your stand

•  The primary goal of the trade 
show is to fill your funnel with 
potential future customers

•  Make sure that you have 
strategies in place to nurture 
these contacts over time until 
they’re ready to purchase
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AFTER THE TRADE SHOW 
EMAIL YOUR CONTACTS
As we mentioned earlier, your new 
contacts will have met a lot of 
companies at the exhibition and will 
quickly forget most of them. So, you 
have a very small window to remind 
them of the conversation you had 
and cement the link.

Before the show you prepared 
two follow-up emails in your email 
marketing software. You have 
digitally collected and added your 
new contacts from the trade show 
based on the advice in the previous 
section. All you need to do now is 
to hit the send button for those two 
emails (one to your new contacts 
who attended the show, and the 
other to your contacts who couldn’t 
make it). Do this the day after the last 
trade show day to keep it fresh and 
start the nurturing process.

Using your email marketing software, 
monitor which contacts click on 
the links in the email to see more 
information on your website. This 
will give you a list of contacts who 
are potentially interested in hearing 
even more from you, so you can 
target them with more focused 
email marketing campaigns or 
eventually just pick up the phone to 

start or continue the conversation. 
Just be aware that most people 
don’t like to know they’re being 
‘tracked’ so to speak, so if you do 
have a conversation make it more 
general and don’t ever mention them 
clicking on a link in an email you’ve 
sent.

USING YOUR MARKETING 
CONTENT FROM THE 
TRADE SHOW
The more marketing content you 
created at the exhibition, the longer 
you will be able to continue to 
leverage the show after the event.  
Your videos should be posted to 
LinkedIn over the following weeks as 
well as emailed out to your mailing 
list.

If you have several trade shows 
throughout the year, then the 
content you create at one can 
be used to promote the next. For 
example: ‘We’re exhibiting at X show 
next month, watch the video from Y 
show earlier in the year as a preview 
where John demonstrated our new Z 
product’.

You should also continue to post on 
social media using the trade show 
hashtags. Do this early because you 

PART 5
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will see an almost complete drop-
off a day or two after the event has 
passed; the organisers will have 
moved onto their next show and the 
exhibitors will be back focused on 
their businesses. 

Remember:

•  The day after the trade show 
has finished, send out your two 
prepared emails

•  Use your email marketing 
software to monitor who is 
showing the most interest

•  Use the marketing content you 
created at the show (photos and 
videos) to leverage the show 
after the event finishes

•  Post videos to LinkedIn and 
send them in emails

•  Use your content from this trade 
show to promote your presence 
at (and generate interest for) 
your next trade show

•  Don’t use the trade show 
hashtags beyond 2 days after 
the event

YOUR NEW CONTACTS 
WILL HAVE MET A LOT 
OF COMPANIES AT THE 
EXHIBITION AND WILL 
QUICKLY FORGET MOST 
OF THEM.

THE MORE 
MARKETING 
CONTENT YOU 
CREATED AT THE 
EXHIBITION, THE 
LONGER YOU 
WILL BE ABLE 
TO CONTINUE TO 
LEVERAGE THE 
SHOW AFTER THE 
EVENT
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THE TRADE SHOW WAS JUST THE START
You can count a trade show as 
successful if you come away with a 
long list of new contacts who you 
know have a potential interest in 
what you do.  Within that list will be 
people who are ready to buy now, 
people who might be ready to buy in 
a few months, and people who may 
not be in a position to have a sales 
conversation for a number of years.

For those who are ready to buy now, 
you should follow up with personally 
and directly immediately.

For everyone else, this is the start of 
their potential buying journey with 
your company.  Over the coming 
weeks, months (and yes, even years) 
you need to have a mechanism in 
place to keep in touch with these 
people and nurture a relationship 
between you.

People will not enter into a sales 
conversation with companies they 
do not know, like and trust.

YOUR TRADE SHOW 
ROI IS ABOUT 
CAPTURING DETAILS 
OF PEOPLE WITH 
LEGITIMATE FUTURE 
INTEREST, NOT ABOUT 
TAKING ORDERS
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So, you now have the golden 
opportunity to build your credibility 
with them:

•  Use regular email marketing (with 
quality interesting content, not just 
sales messages)

•  Get your company’s experts in front 
of them through LinkedIn and 
articles (read our Personal Branding 
for Manufacturers guide for more 
information)

•  Make sure you keep an eye on 
who is interacting the most with 
what you are putting out - this may 
lead to you taking personalised 
interactions with them later

Building a mailing list of people who 
have previously declared an interest 
in what you do is a powerful tool.

You need to resist the urge to spam 
them with sales messages - it simply 
won’t work and it will have them 
disengage from you altogether.

If done correctly, the only marketing 
your company will potentially ever 
need to undertake is:

•  Do a handful of trade shows each 
year

•  Successfully and consistently 
communicate with the people you 
meet (using high-quality marketing 
content to build your credibility)

•  Engage directly with the people 
showing the most interest

Remember:

•  Immediately contact the people 
who are ready to buy now

•  For contacts not ready to buy 
now, keep in touch with them 
and nurture a relationship with 
them

•  Build credibility over time with 
your contacts – make sure you 
give them a reason to like and 
trust you

•  Do not ever spam your contacts 
with sales messages; make your 
content interesting, engaging 
and high quality

•  When done correctly, your 
engagement with contacts 
during and after trade shows 
could be all the marketing 
activity that you need

OVER THE COMING 
WEEKS, MONTHS 
(AND YES, EVEN 
YEARS) YOU 
NEED TO HAVE 
A MECHANISM 
IN PLACE TO 
NURTURE A 
RELATIONSHIP
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SO... NOW WHAT?
Whether you’re considering taking 
part in a trade show, planning for the 
next one, or panicking about the one 
next week that you haven’t prepared 
for – it’s never too early or too late to 
implement at least some of what 
we’ve discussed here.

However, you should be aiming to 
throw yourselves in at the deep end 
and work your way through the 
strategies we’ve outlined here. Trade 
shows are expensive both in actual 
financial terms and with regards to 
resources. It’s a waste if this is only 
going to be focused on meeting the 
people who can manage to be there 
in person during the show.

By engaging with digital you will 
leverage the show and take it way 
beyond the time span of the event 
itself. You will be engaging with the 
show organisers who will be sharing 
your content. You will be creating 
quality photos and videos to share 
to your contacts and gaining the 
interest of potential customers. You 
will be gathering content to use 
in the follow-up emails and social 
media content, as well as the run-
up to your next trade show. You will 
be gathering people’s details at the 
event digitally and adding them to 
your nurturing process straight away.

All it takes is a few steps and you’re 
way ahead of your competitors.

So, go ahead! Make the most of your 
trade show presence. Be prepared. 
Engage contacts. Expand your trade 
show presence way beyond the 
physical. Nurture those longer-term 
sales. Don’t just show up and hope 
for the best.

If you do what we’ve discussed 
consistently and excellently, then you 
will achieve much more success as a 
result of your trade show presence.

The only question is: Why on earth 
would you not do any of this?

If you’re busy pondering, you’re 
potentially allowing a competitor 
the time advantage to leverage their 
digital presence better than you at 
the same trade show.
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IF YOU LEVERAGE THE 
RIGHT DIGITAL STRATEGY 
THEN THOUSANDS OF 
PEOPLE CAN SEE YOUR 
MESSAGE ON THE BACK 
OF THE SHOW.



DAVID  
PANNELL
Marketing and branding expert. 
Nucroft Director. Manufacturing 
Ambassador for CIM Yorkshire. 
Specialist in the B2B 
manufacturing and industrial 
sectors.

LISA FOX
Lisa is our General Manager and 
marketing communications 
expert with 15 years’ experience 
of working client-side in 
industrial organisations.

SEIZING THE TRADE SHOW 
OPPORTUNITY – HALF A DAY 
WITH OUR EXPERTS
Identify your specific opportunities 
for trade shows and the route to 
finding them with the help of a 
half-day strategy session with our 
experts David Pannell and Lisa Fox. 

They will gather with your decision-
makers to enable a strategic view 
of your trade show opportunities 
alongside how it will promote 
business growth.

01484 977 300
hello@nucroft.com
www.nucroft.com


