EXPERIENCE THE POWER OF LIVE EVENTS

- The email
marketing guide
for exhibitors CONGRAT ULATIONS!

You've booked a stand at an ITE exhibition and you can relax
because face-to-face marketing remains the most powerful way

to connect with your customers.

But, your work isn't done yet.

MNo marketing channe! operates In isolation, and exhibitions are no different.
To truly lurbo charge your investment, here are some best practice tips on how
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you can use email to catapult your exhibitor investment into the RO stratosphere.
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are sent every hour.

Yes every hour!

Most exhibitors follow one of two
paths for pre-show marketing:

Both of these sirategies arme
suboptimal and here's why.
An exhibition organiser’s job is to

At the last count there were 4.1 billion active
email accounts and over 122 billion emails

With statistics like that you will be scratching
your head about how you can use emall to turn
you into an exhibiting superstar?

get people to the event much like a
shopping centre get people through
the doors, And once people ara in
the cantre it's the shop's job o get
them through the doo

Shops that don' t promote, that expect
the shopping centre iodo allt  he work,
won't be in b usiness for lo ng

And, shops that emall messages like,
“Come to find us in shop G2 on

level 4 of the Grand Mall"  will annoy
people very quickly!

There's nothing special about having
bought a stand at a show so don't
shout about it

< Why use email as an exhibitor?

Four reasons why email is an exhibitor’s best friend

1. YOUR EMAIL %
ADDRESS IS YOUR
DIGITAL PASSPORT.

When you log into Facebook, Link  edin
or Twilter, how do you do it? With an
emall address! Without i, you don't

entist on the internet and neither do

YOUr customers.

3. WITH THE ADVENT EI

OF MOBILE, EMAIL

HAS MORPHED INTO

AN AGILE, RESPONSIVE

MARKETING CHANNEL.
The average smartphone user spends

29 minutes per day checking email on
their phone... mare than any other app.
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PRO TIP

The fact is, emall Isn't just sexy —
it's the killer app for an exhibitor

2. THE NUMBER OF
EMAIL ACCOUNTS
IS EXPLODING.

By 2018, the number of active amaill
accounts is projected to grow lo 5.2
billion - that's an increase of 27% on
THAN DIRECT

today's level.

RESPONSE. u
Companies like Amazon are sending out
emalls with increasing frequerncy. They
realisa thal in doing so their brand |s top

of mind in their customears’ minds. They
use email as a branding tool, and mealisa
how It interacts with other ehannels. It's

maore about awareness than opan ates
and click counts.

4. EMAIL IS MORE



Using email before,
during and after an exhibition

Email marketing for exhibitors
is not rocket science and here's
a helpful timeline of things you

should be doing before, during
and after a show:

3 months out
Davisa your vaios-
based emad
content plan

2 months out
Start amsiing yoor
custamers and
pospects with
vallue-lad contani
messages. ., bui nol
|Fviladianms jo the s,
Bl up bz

1 month out
Promots whal you'ne
i & e shiw ~
new rslaases, special
evenis, eocliait hours -
whalever you'm daing
it will siand il

2 weeks out
Sl up appointments
al spacific fmeas. The
apposntmanis wan't
always be Wepl, bt il
CESES & Serse

af wgenay.

1 week out
Save your best
content for last and
annaunces il now,

Day after the
show

Sénd oul'a “nice o
meed you sme,'
ard link It 1o & wab
form asking for
more Infarmation
about tham

1 week after

the show
Fallow up with
conlent-lad emsll
You've god thay
altention but now
U meed to budd
solid inbarpsl

2-3 weeks
after the show
Set up ngger-bassd
Folfiow up campegns
Dased upan thir
resgonse o the
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PRO TIP:
It emall
0 channel
of all
thirgs
var he

you have
planmed i the next
fwele months

PRO TiP:

Segment vo

need 1o mention the
avent yet. If they'e a

are in the area!

PRO TIP:
x dar't need o el

prompting from o

PRO TIP:

hake sure thal you

only offera few ime

siols 1o cresle @ sensa
ency. Mo one

wanls o g

empty resiaurant and

your exhibitian stand 15
the: same

the "show” and the

@hnal gels

PRO TIP:
Siand wvisfiors will
never be more
engaged than just

aul mora
pmsduct requirements
and purchase infent

PRO TIP:

Uge you

content that is sant to
therm: Make sure its
relevan| to your sales
comersations,

PRO TIP:

st amall platforms
will hava a nalive
n:'.-.":rr||:|aign automatson
el Lis= thi
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EXHIBITOR PIE
CHARTS

The not-very-scientific pie charts
show where exhibitors should be focusing
their efforts when sending emails...

How most exhibitors spend their time
on-an email campaiagn:

10% Copywriting
5% Subject lins
30% Loading

intes el
platfomm

5% Testing

How exhibitors SHOULD spend their
time on an email campaign:

20%
Subsect lina

It @il
plathorm

10% Tasting

30% Loading
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KILLER SUBJECT LINES
FOR EXHIBITORS

Your subject line is by far the most
impartant part of your email. Whether or
not it gets opened or clicked on, everyone
will see your subject line in their inbox.

HERE ARE 5 STEPS TO CREATING A
KILLER SUBJECT LINE:

Email as a channel is trending iowards usability.
Wirite your subject ling early on, and then ensure the
content follows,

Don't be boring with it = no one else needs anather
emall with a boring subject line. But don’t be crazy,
make sure it's still brand compliant!

over and over,

3. Mantion your ke

y USPs

Repetition works, especially when using email as a
branding channel. Brainwashing? Maybe. Effective?
Definitely!

Including & customer’s name or company can
drastically improve resulls... just make sure your dala
Is cormect or you'll end up looking foolish.

Mearly every email platform should offer substantial
split testing capabllities. Follow a robust methodology
and you'll be ahead of the curve.

MEASURING EMAIL
SUCCESS FOR YOUR STAND

Traditional email marketers look at
open rates and click rates, and base
success upon that. Howevaer, the
messages you send out can't be judged
on those factors if the ultimate goal is
to drive traffic to your stand.

The key here is to not view email as an
isolated marketin nnbaml For you r
'uhmﬂhmmpﬂﬂuﬁmnhl nnel.
It interacts with all of your other tac tics —
branding, direct re sponse, social me dia,
offline — to bul Id your brand’s awa reness.
lﬂl:ll.llllim&h & people to visit you
at the show.

What you need is a r obust way 10 coll  ect
data at the show. Badge scanners, | Pad

forms, whataver ~ just make sure yo U
‘capture an email ad dress for anyone  who
comes by,

Then, you can det ermine how stronga n
mmllfl'ﬂ'wurﬂm aiam

If you want to go o azy, then don't send
‘emails to half your  audience, and compar &
traffic results aft arrlhntTm“y you'l be
able to tuly deter  mine the effect  email has
mmmu ivity results.

india.hyve.group
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MAKE YOUR
EMAILS RESPONSIVE

Roughly half of emails are opened
on mobile devices. Dwell time is
decreasing, but this doesn’t mean
your content isn’t being digested!
Make your emails respond to
different devices so they are usable
and beautiful.

Four Top Tips
for Exhibitors

EXPERIMENT WITH SHORT
VS. LONG COPY

Some email lists respond better to a
waffle, and some better to an arrow.
Test out your list and see what
works... you'll be surprised at how
big a difference the length of copy
makes to your response rates.

RE-SEND TO NON-OPENERS

This is a simple strategy that
increases response and eyeshare. A
couple days after your email is sent,
simply re-send the same message to
those who didn’t open the first time.
You'll be amazed with the results!

ONLY INCLUDE IMAGES
IF THEY ADD VALUE

No one needs to see stock
photography of a rich person
in a suit. We all know what
that looks like. Make sure your
images enhance the objective
of the message.




