PREPARING FOR THE
WACOMP WEST AFRICA
CONNECT
MATCHMAKING EVENT
GUIDELINES FOR SUCCESSFUL PARTICIPATION
AT MATCHMAKING EVENTS
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INTRODUCTION
Successful participation in a matchmaking event does not happen on accident. It takes
thorough planning and preparation. This guide will take you through the whole process,
from put the event dates in your agenda, to documenting and contracting all your new
contacts. In other words: These guidelines will prepare you for a successful WACOMP West
Africa Connect event.
Whether the event will take place on location in West Africa or as a virtual event, this will
help you regardless. Where appropriate, virtual-specific guidelines are included in case of a
virtual event.
There are 7 stages in the matchmaking event timeline:

Figure 1: Timeline

1. PLAN YOUR MATCHMAKING EVENT
Planning is the first step towards a successful matchmaking event.

9-6 months in advance
The basics
• Confirm event registration.
• Write down the date and location in your agenda.
• Review all contracts and printed materials carefully and note all deadlines for
submitting paperwork and payments.
The goals and strategy
• Set your goals and strategic objectives for the event. Are you there to generate
leads, make sales, increase brand exposure, or debut a new product?
• Make sure your goals are SMART (Specific, Measurable, Achievable, Realistic and
Timebound). Examples of SMART objectives are:
o Visitor numbers (by market/segment/type)
o Number of new-versus-existing contacts
o Number of requests
o Number and amount of (trial) orders
o Media attention and engagement in social media
o Return on investment
• Set both quantitative and qualitative objectives. Some examples of qualitative
examples might include:
o what you want to learn in terms of trends or competition.
o gathering buyer feedback.
o the effectiveness of your value proposition and promotion kit, etc.
• Prepare your budget.
• Prepare your sales pitches (see chapter 2).
Preparation
• Write down the relevance of the trade show for your company.
• What kind of companies will participate?
• What kind of visitors and exhibitors do you expect to be there?
• Write your profile for the event database (see chapter 2).
• If you’re launching a new product or service at the event, confirm that it will be
fully tested and ready for its public debut at the show.
• Appoint a project team.
• Thoroughly study the exhibitors’ manual.
Physical event:
• Your booth will consist of a table with two chairs. You have the option to use a rollup banner.

•
•
•
•
•

If you decide to use a roll-up banner, start planning the design and choose a
company that can produce it for you. Make sure you have a firm timeline in place
(design, production, and delivery).
Plan and prepare your sales and marketing materials, including brochures and
souvenirs/freebies (see also chapter 3).
Make sure all passports, visas, hotels, tickets, and other travel documents are ready
well ahead of time.
Choose your shipping, installation, tear down, and storage vendors (in case you ship
a large volume of goods), and make sure all concerned parties are aware of the
correct dates and the scope of services required.
Consider booking professional services, such as a photographer to take photos of
your booth and the event.

Virtual event:
• Check the specifications for your virtual booth.
• Prepare content (value proposition, see also chapter 3), images, video to be used
for the virtual booth.
• Design a professional background for virtual meetings.
• Plan your sales and marketing materials. Consider souvenirs and/or freebies to
send interested buyers by mail (see also chapter 3).

3 months in advance
•
•
•
•
•
•
•
•
•
•

Prepare your (virtual) booth design.
Design and produce your promotional kit.
Appoint a “Person In Charge.”
Confirm that all signs, business card, brochures, and other marketing material will
be ready for the event.
If your event staff will be wearing uniforms, order them now.
Confirm all dates and details with your logistics, shipping, installation, and storage
vendors (in case of shipments for a physical event).
Finalize and confirm payment information with your vendors. If any vendors will
need to receive payment at the event, make sure the payment method is agreed
upon and arranged well in advance of the show.
Start your event promotion (see chapter 5).
Find out which of your competitors will be at the event.
Contact interesting attendees and book meetings in advance (see also chapter 2.1).

1 month in advance
•
•
•

Prepare a visitor contact form (see annex 1) and a contract form or Proforma
Invoice.
In case of a physical event, train your booth staff. Make sure everyone working your
booth can answer questions about your products or services. Everyone should have
their sales pitches rehearsed and ready.
In case of a virtual event: set up your virtual booth.

•
•
•
•
•
•
•

Send invitations to buyers. You can use the matchmaking software provided by the
event organizer.
Prepare a press release.
Prepare your website, and make sure it is up to date.
Start executing your social media strategy (see also chapter 5.2).
Check the seminar/webinar program and identify the events that you want attend
(such as ones covering interesting topics).
Finalize technical issues, such as shipping, audio rental, and refreshments (in case
of physical event).
Be sure you have a stable internet connection, webcam, good lighting and sound (in
case of virtual event). Have a back-up plan for internet connectivity issues.

1 week in advance
•
•
•

Confirm pre-scheduled meeting appointments.
Intensify social media activities and connect with journalists and press according to
your social media strategy (see chapter 5.2).
Identify where your competitors and benchmarks are located, and plan to visit their
(virtual) stand.

1 day in advance
Physical event:
• Print the business contact form, Proforma Invoice and other documents you need
during the trade show.
• Buy a local SIM card or make sure your mobile data is activated (especially for an
event abroad).
• Go to the exhibitor service booth to get your exhibitor badge, exhibitor catalogue,
trade fair map, etc.
• Check the venue of the trade fair and where exactly your booth is located.
• If there’s a storage area with a key available, make sure your promotional kit stock
is safe and ready for tomorrow.
• Check the transportation/shuttle schedule. If you’re using public transportation,
buy a 3-day pass or weekly pass to avoid potential delays and long lines.
• Check the location of the food court, toilet, media room, health clinic, etc. so you
won’t get lost and be late to any appointments after the lunch break.
Virtual event:
• Print the documents you need to have on-hand. During a virtual event, it can be
tricky to have to switch between screens. Print any information you know you need.
• Check your video conferencing background, your sound, lighting, the set-up of your
camera, and your internet connection.
• Check your presentation material.
• Make sure you have enough food and drinks available. You can also appoint
someone to cater for your team during event.

Day of the event
•
•
•
•
•
•
•
•

You’ve done the work – now execute your plan and reach your goals.
Keep your booth staff fed, hydrated, and happy. Your staff will be the public face of
your brand, and events can be exhausting. Unhappy workers can lead to a
disappointing brand impression.
Make sure you keep careful track of visitor contact information you collect at the
event (see annex 1)— one misplaced tablet or notebook could result in losing an
entire show’s worth of leads.
Monitor what your competitors are doing and what you can learn from them.
Do not be late for your appointments!
Do not leave early. Stick to the opening and closing times in the event schedule.
Have a daily briefing and evaluation meeting with your team during the event. See
if there are any challenges or issues that can be improved. Have your team share
what’s working for them and what’s not working.
Keep the social media posts going! Stay active on social platforms throughout the
event (see chapter 5.2).

2. PITCH EFFECTIVELY TO THE RIGHT BUYER
You are participating in this matchmaking event because you want to sell your product or
service. In this chapter, you learn how to prepare a strong pitch for your product or service
– and who to pitch it to.

2.1 Get to know your buyers and competitors
Write a profile of your target buyers:
• Target markets (countries).
• Organization types (activity).
• Job functions.
Understand your target buyers’ needs and interests:
• What are the interests of the target groups you wish to attract to your (digital)
booth?
• What are their main problems, needs, and worries? How can your product or
service help them?
• Define your event propositions. What promises can you make that will trigger your
target group visitors to plan a visit to your (digital) booth? In other words: what do
you have for them that will make it worth their while to visit your (digital) booth?
Make the most of your event by not only having companies find you – actively look for
potential matches yourself.
• Prepare a list of companies you would like to visit.
• Look for potential matches in the event database.
• Use the matchmaking software that is provided by the event organizer!
• Make appointments prior to the event.
Know your competitors:
• Who are your competitors?
• Will your competitors be at the event?
• Make a list of the competitors you want to visit
• What can you learn from your competitors?

2.2 Write your pitch
A sales pitch is meant to persuade someone to buy something. Depending the situation,
you have to pitch yourself, your company, your products and/or your country. Prepare all
described pitches, practice them and record yourself. Be sure to smile! Radiate positivity
and openness to make a lasting impression. Each pitch has a maximum duration of 60
seconds.
Pitch yourself:
• Ice breaker (catchy or personalized opening).
• Who are you (1 sentence)?
• What do you do (1 sentence)?
• Why are you here?

•
•
•

What do you offer?
Why are you the best person for a buyer to do business with?
Finish with a call to action, like “Let’s have a look at our unique products”.

Pitch your company:
• Unique elements (family business, doing things differently, specializations).
• Experience (how many and which international markets).
• Track record (number years in business, awards you won).
• Solutions to client problems (share a success story).
• Quality management (certifications).
• Being a long-term partner (not a one-off supplier).
• Corporate Social Responsibility (including sustainability and a diverse workforce).
• Customers (appealing clients).
• Favorable supply chain / logistics.
Pitch your product(s) or service(s):
• Unique elements.
• Characteristics (color, taste, material, designs, variety, appearance).
• Certification (organic, sustainable, fair trade).
• Compliant with regulations in the buyer’s market.
• Fits the buyer’s needs (what problem does it solve?).
• Seasonality / supply windows.
• Availability / volumes.
• Consistency in quality.
• Packaging.
• Connecting to key trends (healthy, convenient, sustainable, authentic … what’s the
story behind the product?).
• Proven success.
Pitch your country:
• Unique elements (climate, workforce, reputation, cultural heritage, etc.).
• Geographical location (proximity, position, near to client’s market).
• Logistics & connections (ship, air, land, infrastructure).
• Export track record for product x.
• Volumes / availability of product x.
• Business climate (political stability, incentives for doing business).

2.3 Optimize your profile in the event database
Your pitch is also a good starting point for writing your company profile. The event will
have a database where each participant can create a profile. It is very important to make
your profile as attractive as possible. A relevant and eye-catching profile is the basis for
being relevant to attendees.

Make sure that your profile gives a clear answer to why a buyer should do business with
you. What makes you different? What is the value to what you provide? Try to follow the
AIDAS principle: The profile should attract Attention, create Interest and Desire, and lead
to Action and Satisfaction.
Examples of good company profiles are:
• https://www.virtualmarket.fruitlogistica.de/en/Fruitmasters-Veiling-B-V,c44662
• https://mom.maison-objet.com/en/brand/2758/artiga
How can you create a relevant online profile for yourself? Be sure to get the most
important aspects right. Pay attention to describing your company and your products. You
want to come across as a professional business partner, so use correct spelling and
grammar. Also, pair the information with professional pictures.
Your company
Write 5-10 sentences describing your company. Focus on key facts for the event, and
describe your company details and certifications. This gives buyers insight and creates
trust in doing business with your company. Remember: do not write in ALL CAPS. Avoid
using too many exclamation marks and never use more than one at a time (!!!!) – it looks
like you are yelling at the reader.

Figure 2: A good example (logo and good description)

Figure 3: An example with room for improvement (logo and description are missing)

Your products
Your product(s) or service(s) are the reason why the buyer is interested in your company. If
possible, describe 1 product or service at a time. It’s very important to:
• Describe the most important information needed for a buyer.
• Highlight the (unique) product specifications.
• Name the product or process certification, if applicable.

Figure 4: A good example (picture and good description)

Figure 5: An example with room for improvement (picture and product description
missing)

Your pictures
Add your logo in order to avoid empty space on your profile. When it comes to pictures,
use the best, high-quality pictures you have. Avoid blurry pictures, as this will give buyers
the impression your company is not professional.

Figure 6: A good example (professional picture, products in focus)

Figure 7: An example with room for improvement (poor lighting, low-quality, and too many
products)

3. WHAT TO BRING: THE PROMOTION KIT ESSENTIALS
Did you ever hear “could you please send it to me via email instead? I carry too many
things already!” when trying to offer a catalogue/brochure to a visitor at an event? Or just
the question: “can you please send me an email?” because they are short on time or need
to have the information on paper, instead of listening to it.
Attendees want information and convenience. Providing them with digital documents is an
easy way to achieve both objectives perfectly. The following steps will prepare you to bring
the right things to the event.

3.1 In case of a physical event
Business card
• Make sure it has all necessary information on it
• Consider using a memorable design and/or include an extra function
Plenty of creative ideas for business cards can be found on the internet for inspiration.
Examples of creative and catchy business cards are:

Figure 8: Business card that plays with the sense of touch

Figure 9: Business card accompanied by a sheet of seed paper

Brochure
When you hand out brochures, you're letting visitors know you have more to offer and
discuss than you can give in a quick, five-minute chat. A brochure also serves as an
icebreaker between you and the people who visit your booth. The AIDAS principle also
applies here. The brochure should attract Attention, create Interest and Desire, and lead
to Action and Satisfaction.
The front of a good brochure:
• Main attractive image (high quality).
• Company name and logo.
• Tagline.
• Attracts attention: visually appealing.
• A perfect picture that supports your proposition and reinforces your message.
• Benefit for your key customer.
• What makes your company an interesting business partner?
• A trigger to turn the page: persuasion, curiosity.
The inner pages of a good brochure:
• Relates with the needs of your clients, with a personal tone.
• Product description: sell benefits. Do not overdo it with technical information; these
belong on separate product sheets.
• Company data: for example, size and date of establishment (not a history book).
• Show process and quality management.
• Readable and easy to scan. Headlines, visually appealing, best pictures.

•

Facts and figures or infographic about your product/service/company (e.g., the only
organic producer in the country, export to Europe since 1956, 100 factories
worldwide, etc.).

The back page of a good brochure:
• Contact details.
• Call to action (website address, social media channels, QR code).
• Confidence building (testimonials, client list, certifications).
• Professional image.
Examples of good brochure ideas and templates are:
• https://www.designhill.com/design-blog/top-brochure-design-trends/
• https://www.flipsnack.com/templates/simple-product-catalog-template
To make you stand out from the crowd, consider including:
• A digital corporate presentation to show on a tablet or share on a screen. Make
sure the presentation is not too long (5-10 minutes) and focuses on the benefits
and value that you can offer, the company, the product(s) and your compliance
(certifications).
• Samples.
• Roll-up banner.
• Promotional kit (perhaps customizing it towards your target market).
• Freebies and giveaways: mints, cups, bags, key chains, pens, notebooks, roll-ins,
etc.

Figure 10: Examples of freebies/giveaways

3.2 In case of a virtual event
Background for video conferencing sessions
Make sure your background is presentable: no messy rooms or pets running around. A
good (virtual) background is a display of professionalism.
Digital brochure
Design a brochure that can be e-mailed or downloaded at the digital booth. (See the tips
above about brochure design).
Physical promotional items
Samples or a promotional kit that you can send to potential customers by (e-)mail, if
applicable for your product.

Promotional video
A short video (max. 1 minute) highlighting your value proposition builds trust and triggers
buyer interest. The video can be used in the digital booth, as well as on your website and
social media channels.

Figure 11: Example of a promotional video that highlights the value proposition, builds
trust and persuades buyers to do business in just 45 seconds

Source: https://www.youtube.com/watch?v=9IiN_R7Z9Uw
For any promotional material, good quality pictures and video are very important.
Consider investing in a professional photographer and videographer (for more tips on good
pictures, see chapter 4.3).

3.3 In any case (virtual or physical)
Company presentation
This is a corporate presentation that you can present and that can be downloaded as a .pdf
from the (digital) booth. We suggest you use PowerPoint for your company presentation.
A good company presentation in PowerPoint has:
• The right number of slides (as few as possible and only as many as necessary, 1
idea per slide, 10-15 slides max, depending on the number of your products.
• A duration of 5 to 10 minutes.
• High quality pictures.
• A logical structure (cover page, company insights/description, products in detail,
standards and certifications, and additional information and experiences).
A good cover page includes:
• Name of your company (and country).
• Your company logo.
• Good photo(s).

Figure 12: Example of a not-so-good and a good cover page

A good ‘company insights/description’ slide includes:
• Company name and brand name (if you have one).
• An introduction: your position, experience, etc.
• Location of your farm, production facilities, etc. (for example, a pin on a map).
• Organizational chart of company staff and their titles.
• Number of employees.
• Year of foundation.
• Overview of main products.
• Your Unique Selling Proposition.
A good, detailed ‘product overview’ slide:
• Provides he most important specifications (packaging, labelling, etc.).
• Leaves further details for a separate product factsheet available after your
presentation.
• Is not overloaded with technical details.
• Uses one slide per product (area) and includes a good picture.

Figure 13: Example of a good ‘product overview’ slide

A ‘standards and certification’ slide includes:
• Sustainability or fair-trade certifications.
• Diversity and equal opportunity certifications.
• Social engagement with your workers and their families.
• Staff training and education.
• How you are improving living conditions in your community.
• Health and safety measures.
• Waste, energy, and emissions management.
• Future projects (e.g., recycled/recyclable packaging, waste reducing measures,
etc.).
An ‘additional information and experience’ slide can include:
• Details of transportation (most suitable routes, number of transports per week,
journey times, transport/storage temperatures, etc.).
• Export experience.
• Past trade fair participation.
• Main customers as references.
• Awards you have received or have been nominated for.
• Associations and programs you are affiliated with.
• Social media information.

4. PREPARE YOUR WEBSITE
Your website is the basis for all your communication with buyers and other stakeholders.
All other channels link to it, from social media channels to your e-newsletter. That is why
it’s important to pay close attention to how you can make your website as appealing to
visitors as possible. Here, you will learn how to formulate goals for your website, how to
optimize the homepage, other important pages, and usability, and how to effectively
communicate about the upcoming event.

4.1 Formulate goals for your website
The first two questions you need to answer are:
• Who is your key target group?
• What actions do you want your visitors to take on the website?
o Do you want them to contact you for a tailor-made offer?
o Do you want them to buy directly on your website, like a webshop?
Once you have a clear idea about your target group and the steps you want them to take,
you can apply techniques to reel them into an action funnel. By offering relevant and
interesting content on your website, you try to convert visitors into leads or even clients.

4.2 Optimize the homepage
The road to converting your visitors into leads often starts with optimizing the homepage
of your website. The AIDAS principle applies here too. The homepage should attract
Attention, create Interest and Desire, and lead to Action and Satisfaction. Here, you
want to persuade the visitors to learn more about what you have to offer. You want them
to get excited about your offer and get in touch with you. Take a closer look at these
important elements to engage, excite, and convince your key client:
• Demonstrate what your main offer is to your key clients. Think like your clients.
Anticipate their wants and needs.
• Describe why your key clients should choose you. What makes you different? What
are the benefits for key client(s)? What is your promise?
• Generate trust by showing:
o experience
o market coverage
o testimonials
o quality and sustainability management
o certifications
o awards.
• Pull the visitor further into the site by using buttons that stand out. Each element
on your home page should be accompanied with a call-to-action leading them to
learn more on another page of your website.
• Your challenge is to attract attention in less than 5 seconds. Keep it simple. Avoid
any unnecessary complexity.

4.3 Pictures
Written content may persuade your visitors, but you have to accompany your text with
pictures and videos that have that “Wow!” factor. Images draw attention and convey
information faster than text. They should communicate the product or service
characteristics, the benefits, your processes, and reinforce the message you want to get
across. This applies for both your homepage and other pages on your website.
When it comes to images on your website, make sure to:
• Use the best pictures you have.
• Include your pay-off or tagline and a call-to-action in the header picture.
• Preferably, don’t use a slider in the header with multiple images.
• Use two or three standardized image sizes throughout the website.
• Use pictures of people with your product instead pictures only featuring your
product. Faces (people) draw attention.
• Consider hiring a professional photographer to take pictures for you. In the digital
era, investing in quality images is well worth the cost.

4.4 Optimize your product pages and the ‘About Us’ page
On the homepage, you want to draw attention to your products or services, so displaying
your products is a key feature of your website. Your product pages are the ideal place to
offer specific information that may interest buyers.
If you have multiple products, you might consider a product overview page. Provide a
picture grid of your products including a short description and link to each specific product
page.
The product pages
The product pages should include:
• Professional images.
• Key benefits and characteristics.
• Origin.
• Quality standards (dimensions) and certification.
• Packaging.
• Shipping volume.
• Seasonality, if applicable.
• Nutrition data, if applicable.
• Reviews, testimonials, and/or success stories.
• A call-to-action to contact you for more information and/or placing an order.
The ‘About Us’ page
Your website visitors will also want to know more about your company. The ‘About Us’
page is the perfect place to display:
• Your company’s vision and unique value proposition (UVP):
o What do you offer?

•
•
•

o What makes you stand out from the rest?
o Your achievements, ambitions, and key values.
o Reviews, testimonials, and/or success stories.
Personal story of your company:
o Good stories are memorable and make people feel connected.
The team:
o Personality of your employees and an impression of your workplace.
A company video:
o Show your business culture. Finish with a call-to-action.

For this page, you can use your pitch text(s) from chapter 2 as inspiration.

4.5 Usability
Your website must be user-friendly. Pay attention to usability so that visitors can
effortlessly navigate through your website and easily find the information they’re looking
for.
To maximize your website’s usability, here are a few pointers:
• Effective content:
o Avoid large text blocks.
o Use bold headers in a consistent way.
o Use bulleted lists.
o Apply the principle of ‘prioritization of space’ by placing the most important
items (your offer) first.
• Responsive design:
o A responsive website adapts to diverse screen sizes, proportions, and
orientations.
o Phones and tablets are becoming the main devices for surfing the web, so a
responsive site literally keeps your website in the palm of their hand.
• Site navigation:
o Accessible on every page.
o Use standard conventions, where the main navigation appears in a bar
across the top of your site.
o The main menu should have a maximum of 7 items.
o Always offer a link to the home page in the main menu, followed by the
most important items, such as ‘Products’ and ‘About Us.’
o Create a consistent fat footer at the bottom of every page.
• Pay attention to readability in terms of font type, size, clutter, and contrast.
• Use familiar and predictable features/formatting, such as underlined links.
• Consider offering your website in multiple languages if you work internationally.
o Be sure to use localized, professional translations. You want to
communicate in the language of your visitors, and a quality translation
communicates professionality.

o

•

In the case of English translations: For broad international appeal or if your
primary targets are located in the Americas, use American English. If your
primary targets are situated in Europe or Australia/New Zealand, use
British English.
Provide up-to-date information and refresh your content regularly. This will also
help gain a high ranking in search engines.

5. EVENT PROMOTION
It’s time to discuss the event you’re attending. The best time to start these activities is at
least three months in advance.

5.1 On your website
•
•
•
•
•

Announce your participation and what you will present in multiple news articles.
Consider creating a dedicated landing page.
Emphasize the reasons you are attending and benefits for visitors.
Make a content plan ahead of time. Highlight different aspects of the event, as well
as the products and/or services you’re offering.
Consider communicating your booth’s location via a (pop-up) banner on your
homepage. Below are two examples:

Figure 14: examples of communicating your booth’s location via a (pop-up) banner

“12-15 February 2020 | Meet us at Biofach! | Hall 9 Stand
373”

5.2 On social media
Social media marketing allows you to connect with your clients, generate awareness, and
increase sales. You can quickly create and share content with your followers. In this
paragraph, you can find how to effectively communicate via social media about the
upcoming event.
Social media has gone through a major transformation in the last decade. In 2021,
LinkedIn is the best B2B-network for finding buyers across Europe and the United States.
Facebook and Instagram are ideal for creating a positive company image. Uploading
videos to a company YouTube channel offers tremendous benefits in the area of findability
via Google; consider dedicated playlists for related topics (How-to’s, Products, Reviews,
About Us).

Directing traffic to your website is also one of the things you want to do when attending an
event. People have short attention spans, especially on social media, so you want to guide
the readers to more information on your website as quickly and efficiently as possible. The
best time to build up momentum via social media is at least three months in advance.
A few strategic pointers:
• Set up a social media team and decide on tactics.
• Research the most popular channels for your key clients and concentrate on those.
• Identify and use the official event hashtag and other relevant hashtags in every
post.
• Create your own hashtag, for example #mybrandwestafricaconnect2021
• Start conversations by connecting, following, mentioning, and sharing. Interact by
liking their comments or answering their questions. Say thanks!
• Encourage your followers to like, comment, share, and follow/subscribe.
• Make sure to attract attention with ‘wow-ing’ pictures. Develop interest and include
call-to-actions. Keep your messaging lighthearted: don’t hard-sell.
• Plan your social media content in advance with a posting schedule and use defined
categories/subjects.
• Intensify posting as you get closer to the event.
• Include call-to-actions to your social networks in your (virtual) booth display.
Social media content
Always keep your key clients in mind when planning your social media content ahead for
the event. What is relevant for your target group? Try to build a relevant follower base,
listen to know latest trends and interests, and connect with influencers, such as members
of the press, bloggers, and speakers.
Before the event
• Announce that your company will be at the event (date, location, and booth number
in case of a physical event) and/or if you’re sponsoring a certain event feature.
• Create buzz around your values and unique features.
• Invite your connections. Provide reasons to visit. Create curiosity with 1-minute
videos, for example.
• Share the event schedule and what you will be offering at the event (for example
lucky draws, raffles, freebies, etc.)
• Tease (new) products you will present at the show, along with their benefits,
application, testimonials, and/or awards.
• Emphasize special activities at the event (demo’s, tastings in case of a physical
event, etc.).

Figure 15: Examples of social media content posted before an event

e

During the event
• Don’t forget to post updates during the event. Post two to three times a day.
• In case of a physical event:
o Invite visitors to come to your booth.
o Show and tell; take pictures and videos of your booth (with a prepared
script), your team standing together in front of the booth, and what’s new or
special.
o Ask visitors if you can use a testimonial as a video or photo-article, and
share it on social media. Consider a dedicated device and microphone.
o Post quotes of visitors using the event hashtag, your own company or
campaign hashtag, and mention speakers or other influencers.
o Contests or giveaways are always a good crowd-puller. Use social media to
promote the event in order to attract people to your booth and see the
draw.
• Share posts of speakers, influencers, press, and the organizer.
• Share what you are offering at the event, such as a demo, tasting in case of a
physical event, new product, etc.

Figure 16: Examples of social media content posted during an event

After the event
• Highlight your performance.
• Create a blog post about the event on your website, and link to it on your social
channels.
• Create a thank you post for attendees, and say you’re looking forward to meeting
again next year.
• Create a thank you post for the organizer with an @mention.
• Go through your leads, business cards, and notes. Connect with them on LinkedIn,
follow them on Twitter, or like their business page on Facebook. Their inbox will
likely be flooded with other people trying to follow-up, so stand out by:
o Dropping them a personal note to make sure they remember you.
o Sharing knowledge to raise interest
o Communicate your professional expertise. Emphasize your status as an
authority in your field or market.
• Search for the event’s hashtag on all social media channels to see who attended.
They could be new leads.

Figure 17: Examples of social media content posted after an event

6. DOCUMENT YOUR MEETINGS
Documenting your meetings is very important. You might think you will remember who
said what and how you said you would respond – but you probably won’t. So:
• Prepare a business contact form (see annex 1 for an example).
• Fill out a form for each visitor to your (digital) booth.
• After the event, add/compile them to a contact database (CRM application or Excel
file).
In case you use Excel to store your contacts, make a simple spreadsheet with the following
columns:
• Category of contact (buyer/media/influencer etc.)
• First name
• Last name
• Email
• Phone number
• Company
• Job Title
• Website
• Address
• Country
• Inquiry / Interest
• Notes (when you met them, where etc.)
These are important contacts to be invited to future events, but they are also good
contacts to keep in touch with in general. Connect with them via your social media
channels. Add them to your group of newsletter subscribers, if you have one. Be sure that
you directly ask for their approval to add them to your newsletter subscriber list. Many
countries around the world have opt-in policies as part of privacy and anti-spam laws, so
their permission is very important.

7. FOLLOW-UP AND EVALUATE
After the event, it is time to follow-up to close deals and to evaluate your performance for
improvement.

7.1 Follow-up to close the deal
If your trade fair participation is the bait, your follow-up is the catch! Visitors become
overwhelmed with information and first impressions at these events, and they will likely
forget what you said (but not how you said it!). 75% of all material handed out a tradeshow
does not reach its final destination. So, to follow-up:
• Send a thank you mail within 7 days following the event.
• Refer to the meeting at the event in the subject line.
• Summarize what you discussed and agreed (as filled out in the business contact
form)
• Answer your visitors’ requests and questions. Don’t repeat your promotional
message, but come to action.
• Communicate accurately and professionally.
• Follow up by phone if there is no response within 1 week.
• Actively manage the lead and add each contact to your (CRM) database.

7.2 Evaluate to improve
Have a report-and-evaluate meeting with your team. Draw up a final report of how your
participation at the event went, and refer to that report at next year’s event and for other
trade events.
As part of your evaluation, you should assess your performance for meeting both the
quantitative and qualitative objectives that you defined prior to the event. Did you meet or
exceed your objectives? Or did you fail? At all times, try to figure out reasons for over- or
under-performance.
Quantitative objectives and KPIs
• Visitor numbers.
• Visitor background (market/segment/type).
• Number of new-versus-existing contacts.
• Number of requests.
• Number and amount of (trial) orders.
• Media attention and engagement in social media.
• Effect of (e)mails, invitations.
• What was your return-on-investment? How much did you spend, and how much did
you gain?
Qualitative
• What did you learn (trends, competition etc.)?
• Team performance.
• Booth location.
• Booth design.

•
•
•
•
•

Promo kit.
Visitor flow.
Visitor behavior.
Visitor interest (questions and materials).
Visitor feedback (compliments, concerns, recommendations).

Evaluation methods
1. Observe (visitors, booth, hall, competition and team).
2. Attend (seminars).
3. Interview (visitors, competitors and team).
4. Follow press and social media coverage (what they say and how, such as
engagement, sharing).
5. Count and record.

ANNEX 1: VISITOR CONTACT FORM
Name:
Date:

Form number: ……

DATA VISITOR
Please attach business card
Established as

q
q
q
q
q
q

q

Producer/Processor
Retailer
Buying Combination
Agent
Importer/wholesaler
Other (please indicate):
________________________

Company name:_________________________________________
Contact person (Mr / Mrs / Ms):
First Name (or initials)____________________________________
Last Name _____________________________________________
Job description _________________________________________
Postal address __________________________________________
Postal code / City _______________________________________
Visiting address _________________________________________
Postal code / City _______________________________________
Country _______________________________________________
Phone ________________________________________________
Social Media ___________________________________________
E-mail ________________________________________________
Website:______________________________________________

Gives permission to send him/her digital mailings / newsletters

VISITOR PROFILE
New contact

Existing contact

Already buying [your product] from your country (………………………………….)
Already buying [your product] from other country (…………………………………)
VISITOR INTEREST
Product specs
Quality

Volumes
Sustainability

…
…

….
….

Interest (specified):

Immediate or expected sales (in USD):

………………………………………………………….

Immediate: ……………………………………

………………………………………………………….

Expected in 3 months: ………………………

………………………………………………………….

Expected in 12 months: ……………………

Action by you
Send quotation
Other: __________________

Action by visitor
Will send specifications about needs
Other: _____________________________

Follow-up activities (specified):
______________________________________________________________________________________________
______________________________________________________________________________________________
______________________________________________________________________
Classification of interest:

A = High

B = Medium

Quotes of the visitor (that can be used on the website or in social media):

C = Low priority
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