<
=
i

BUSINESS TOOLS

Staging the show

Trade fairs as an impulse for effective
international communication

oha communication
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in Soclal Media
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Online media has become too important
to be ignored. Some tools are suitable

Jfor business-to-business marketing.

ince the Middle Ages, trade

fairs have proven to be a very

powerful marketing tool.
Today’s leading international
shows attract exhibitors, pur-
chasers and the trade media from
around the globe. According to a
survey conducted by the Sim-
mons Market Research Bureau,
91% of attendees rank trade
shows as “extremely useful” for
gathering purchasing informa-

tion and for socializing.

At the show, the players in the
market can position their
company, demonstrate

products and services, study

activities of rivals and
examine market trends.
Events enable face-to-face
communication, the most
powerful way to maintain
relationships and create new
ones. However, fairs involve a
considerable investment by par-
ticipating companies. To make
the show a success, communica-

tion is a crucial factor.

Early preparation ensures success

While budget planning usually
starts a year before the event, the
products to be showcased are
determined only months before
the show. The bustle begins:

Sales managers start inviting

Trade fairs provide a chance to introduce companies
& products to the media from all over the world.

their customers while product
managers try to finalize new
developments, and marketing
managers are busy preparing the
stand and updating sales
brochures. If press releases are
being prepared, this often hap-
pens just weeks or days before
the event — too late to realize
their full potential.

Trade publications and fair

offer

channels to communicate effec-

organizations multiple

tively with the industry.
However, depending on the pub-
lishing frequency, information is
needed at least four to eight
weeks before the show. Editorial
calendars are usually provided
with the media kit that can easi-
ly be

medium’s website. Offering edi-

downloaded from a

tors an exclusive interview, a
professional article or informa-
tion on new product releases
ahead of the show can help to
draw additional attention to the

company’s stand.

Expanding public
relations internationally

The higher the relevance of a
trade fair is, the more coverage it
gets by international publica-
tions. Media often cooperate

with the fair organization and are
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Socializing: Business is not done between companies but between people.

displayed as official partners on
the show’s website. Therefore,
trade fairs provide an excellent
chance to make individual
appointments and introduce the
company and new products to
editors from all over the world.
The earlier and better the prepa-

ration, the better the outcome.

If you managed to win an editor’s
interest, make sure you have
well-written press releases and
high quality images at hand as
well as background information
on the company. Discuss in
advance, if the editor is interest-
ed in interviewing a technical
expert or a country manager. If
so, provide your spokespersons
with core messages, dos and
don’ts as well as brief background
information on the medium.
Support both the editor as well as
your protégé during the inter-
view and follow up on the story

after the show.

Do it yourself - online

Finally, trade fairs are a social-
izing event. Besides gathering
business cards and additional
information for lead genera-
tion, you can keep those not
attending the show up to date
by sharing information on the

web. Take a good camera with

you and document the high-
lights. Post a couple of
comments via Twitter, display
images on your company’s web-
site or Facebook fanpage, publish
a video interview with your CEO
on YouTube or make a presenta-
tion held at a conference

available on SlideShare.

These new channels are easy to
use and available to anyone con-
nected to the Internet. With the
growing number of professionals
using Facebook and other net-
working sites, so-called social
media platforms are becoming
increasingly important for busi-
ness-to-business marketers. They
use them less as a networking
tool and more as a soapbox from
which they are able to demon-
strate thought leadership,
promote their companies and
interests and drive additional
traffic to their websites.
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Instead of visiting customers around the world,
it might make sense to meet them at the fair.

@ www.oha-communication.com

oha communication is a consultancy and agency for international public relations.
The team supports companies in attracting the attention of selected target groups.
The services indlude profile development, strategic and markefspecific PR advisory
as well as the coordination and implementation of PR activifies.

Oliver Frederik Hahr Consulting and Public Relations
Phone: +49 (0)711/5088 6582-0.#
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