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Learning objectives

At the end of this session, you will be able to...

Understand
the differences
between virtual

and physical
trade events

1

Learn how to
select the right

trade fair

2

Learn how to
showcase your

company or
your sector at

a trade fair

3

Learn how to
successfully
plan  for your

participation to
a trade fair

4

Learn how to
organise your
follow-up once
the trade fair is

over

65

Learn how to
maximise your

trade fair
participation

2



Introduction

▪ The basics

▪ Are you ready to exhibit?

▪ Why do we attend trade fairs?

▪ The different types of trade fairs
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The basics!
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Common mistakes when participating
to physical or virtual trade events

The event is

inappropriate

, or

simply poorly

organized 
The products do

not meet the

requirements of

marketThe company is

not ready for

export
Poor

planning

Lack of

appropriate

export volume

available

Lack of 100% time

commitment of the

staff representing

the company

No clear

strategy, not

knowing what to

sell and to

whom
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Visitors' objectives

Main objectives of participation in trade fairs / conferences

▪ Exposure to new products and services: many visitors visit trade events because they have a
defined need or a problem to solve. As an exhibitor, your job is to show off your latest products /
services, then identify visitors' problems or needs, and finally convince them that your solution is
the best.

▪ Find specific information on products / services: statistics show that ¾ of visitors have a
diary when they visit a trade event. Several of them arrive with a list of companies to visit, and a
plan for collecting information. Same for virtual events.

▪ Buy products / services: in some trade fairs, visitors can place orders. You have B2B trade
fairs and B2B+B2C or only B2C.

▪ Training: travelling to a trade event can be expensive. Several visitors put the cost of
participation in the box of "Continuing education". For this reason, several fairs offer seminars or
training sessions in addition to the exhibition. 

▪ Learn about industry trends and latest innovations

▪ Develop new contacts in the sector
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Trade
shows

Show case
products and

services

Increase
awareness of

one's
business

Launch new
products and

services

Explore
partnership

opportunities

See what
competitors
are offering

Generate
new business

leads

Attract and
convert

customers

Strengthen
relationship
with existing
customers

Why exhibit at trade shows?
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Physical / virtual/ Hybrid

• Exhibitors are physically present with a stand

• Exhibitor list online at webpage of event

• Visitors physically present, registered in advance + on-site

• Online matchmaking tools for physical meetings mostly given

Physical
Trade fair on

a fair ground

• Online exhibitors

• Online visitors registered in advance

• Online congress and other content sessions

• Matchmaking tools for online meetings

• Video live a few days  - virtual 24/7 for a longer time period

Virtual

Online trade fair

• Exhibitors + visitor physical AND virtually present

• Congress sessions live/ live streaming/ on demand streaming

• Live a few days  - virtual 24/7 for a longer time period

Hybrid

Physical

 + virtual trade fair
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Trade events subcategories

• They bring together professionals from the country (and

sometimes foreigners)

• Visitors are often high-level decision makers

• The number of visitors is very important

• The stands are larger in general

National

• The events are bigger. Visitors are middle or lower rank

decision makers

• A regional show is a good opportunity for a first

exhibition. An international show brings a large varieties

of buyers

Regional/
International

• They bring together a wide variety of visitors from the

same industry

• Visitors may be interested in all exhibits, or only a sub-

category

Horizontal

(industry specific)

Organic/Food
ingredients

• They bring together sellers and customers who are

interested in a narrow segment

• Sellers choose these shows because they find products

/ services that fit a niche market

Vertical

(specific to a
market)

WOP Dubai
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B2C exhibitions and trade shows are for businesses selling directly to

the public or direct customer. In these events you can most often

buy products directly from the show, whereas at a B2B event the

sales taking place are in the follow up post event.

While B2Cs target millions of consumers at once,

B2B has a narrower reach

B2C, on the other hand, has a shorter customer relationship

management cycle. For instance, you will not need intervention from

the customer success team for every product you sell. B2C

customers are also less loyal and only contact retail point-of-sale.

Depending on their need, they may or may not return to buying your

products or services.

Another important consideration

B2B B2B+B2C B2C

Can I sell

my

product

on the

stand?

No

Only on

the day

where

B2C is

allowed

Yes
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Chapter 1
The new virtual/hybrid trade fairs
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A greater need for virtual trade fairs / The COVID years  

▪ In 2020, almost 4,000 fairs and exhibitions worldwide: 2,236 in Europe, 944 in Asia, 522 in North America,
81 in South America, 86 in Africa, 47 in Australia

▪ Postponed or cancelled in 2020 / 2021

       All major live trade events were cancelled since March 2020 – July 2021

▪ 100% Virtual in 2020 (just a few of them from the fresh produce sector)

- Fruit Logistica Asia November 2020

- United Fresh Live June 2020

- Macfruit, September 2020

▪ Hybrid format & 100% virtual for 2022

- Almost all leading trade shows go hybrid

▪ LIVE format with a virtual catalogue and meeting schedule function for live exhibitors 2022 (just a
few of them)

- FRUIT LOGISTICA Berlin February 2022

- InnoTrans Berlin, September 2022

- ART Basel, June 2022
14



You need to choose!

Will you exhibit to a trade fair virtually?

Will you exhibit to a trade fair in person?
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Specificities of new virtual/hybrid trade fairs

The content

• Industry specialists talks

• E-seminars / e-webinars

• Exhibitors showcasing their products

• Latest trends

• B2B platform

The duration

‘We are now open 24/7, and for the next 3 to 6 months’

The scope

United fresh live, June 2020

Physical event 3,000 attendees, Virtual event 15,000 attendees

Macfrut, September 2021

Physical event 32,212 attendees. Virtual event 15,783 attendees

Face-to-face events

• Duration: A few days to 2
weeks maximum

Virtual events

• “We are now open

24/7, and for the next

3 to 6 months”

X5

-50-%
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“We could never have all of our buyers at Costco travel to attend an in-person event; but now,
every buyer on the Costco team can check in online to see what’s new and the innovative in
every produce category. They can do it ‘live’ during the event, or 24-7 at their convenience.”

Frank Padilla, Vice President

General Merchandise Manager Produce & Meat

Costco Wholesale

17



Technical specificities of the new hybrid trade fairs 1/2

Custom branded stands & booths and sponsor spaces for revenue streams

Advanced ‘connecting’ features enabling delegates to fully network online e.g., exchange business cards, build personalized ‘buddy’
lists

Real-time live chat and 1-1 video between visitors and booth owners for personalisation

Resource centres, networking lounges and live presentation auditoriums

Detailed data capture and live post-event attendee analytics for CRM and targeted marketing

Live streaming of HD quality broadcasts globally

Interaction between live and virtual delegates

Built-in e-commerce for business transactions in ‘real-time’
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Technical specificities of the new virtual trade fairs 2/2

Greater Global Reach

▪ The online nature of your trade show can help you qualify leads from across the world. Keeping your event on-demand

enables you to gain access to more people in different time zones.

Lower Costs, More return on investment

▪ With lower expenditures than a physical event your event is going to have a definite higher ROI.

Environmentally Conscious

▪ On average, around 600,000 tons of waste are produced at trade shows every year.

▪ Reduction of carbon footprint = no physical travel, almost paperless event

Increased Accessibility

▪ Virtual trade shows are a great opportunity for people who are differently-abled. Unlike physical fairs, these events

provide several options to assist individuals with impairments and other disabilities, allowing them to benefit as much

from the event, as any other visitor. These accessibility features are quite useful and can include features like

translations, transcriptions, color contrasts, subtitles, etc. 19



Good reasons to like hybrid/virtual trade events
▪ They are 100% certain that a virtual trade fair will take place

▪ They generate the leads we urgently need today

▪ They increase your reach

▪ They enhance the appeal of your brand image

▪ You will gain experience in a trade event format that will be useful for future participations

▪ Participation in virtual trade events will allow you to stand out from your competition

▪ Large companies can leverage the ease of hosting an online product launch event which can span across many
locations at the same time.  It enables networking with industry partners, and LIVE feedback from the customers

▪ Many more of your staff can attend

▪ Big data captures information you just can’t get at physical events. Some virtual trade show platform can even include
this data directly into your company’s customer relationship management (CRM)

▪ The cost of attending is cheaper than for a physical trade fair
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Good reasons to dislike hybrid/virtual trade events

▪ Time zone of my country does not fit to working hours of my staff

▪ Top buyers rarely register their profiles online, AI is doing the matchmaking = poor results

▪ Virtual trade events generate lower-level quality leads

▪ The reliability that the visitor appears to a meeting/ webinar is lower than at a live trade fair

▪ A virtual trade fair is impactful if your company is well prepared (website, video, brochure, online
presence)

▪ The cost is cheaper than for a physical trade fair, but the results tend to be lower also

▪ The performance of the virtual trade fair may not work because my Internet is unstable or platform
breakdown

21



International market access ?

Can I export my
fresh products

anywhere in the
world?
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International market access

From a phytosanitary agreement point of view

Agreement at government level

From a commercial point of view (competition, international logistics) etc

At exporter level

It took 7 years for

fresh avocado from

Colombia to be

approved for export

to the US market!

Lagos – Accra

Dakar - Lomé

Casablanca –Cape

Town
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Examples of international market access for fresh

fruits and vegetables

Products USA EU The Middle East

Pineapples from Benin No Yes Yes

Mango from Ghana No Yes Yes
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In practice:

How does a virtual trade fair look like?

How does a virtual stand look like?

How does a virtual networking session look like?

25



Most virtual trade fairs include three marketing platforms:

1. The virtual booth
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Most virtual trade fairs include three marketing platforms:

1. Also called show floor

Brand card is the

profile of each single

exhibitor.
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2. Networking
 

3. Content sessions/

Conferences/virtual Cafés

Most virtual trade fairs include three marketing platforms:
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Platforms like Events 10X, Converve, vFairs, 6connex or Brella offer the possibility to replicate digitally the setting

and experience of physical trade fairs/shows. Possibility to have booths, auditorium and organize B2B meetings.

Live vs virtual conferences

29



ITC, Fruit Logistica Berlin, February 2020
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ITC, United Fresh virtual stand, June 2020
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Physical Networking Session

32



Poor example of virtual networking session
/ Group chats
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Better example of virtual networking session.
B2B conference on the ITB NOW 21 platform
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Chapter 2
How do I select the right trade event?

For my company,
For my product,

For my target sector.

 1,360 trade fair venues worldwide and 31,000 trade fairs per year.

35



Factors to consider

B2B or B2C or B2B+B2C

Target population:customers, agents,distributors, wholesalers,retailers, etc.

Costs

Event adapted / indicated

for the company?

(benefits)

Investment in this market

after th
e event

Relationship betweenresults and costs
incurred
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How to search for the right trade fairs?

Search... Google,

Bing!... Database

Professional

associations Clients

Competitors Consultants

37



Links to find international trade fairs
(by country, by sector)

● www.tradefairdates.com

● https://10times.com/tradeshows

● www.eventseye.com/fairs/t1_trade-shows_agriculture-food-processing.html

● www.auma.de/en

● Search engines like Google, Bing, Yandex, …

38
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Where are the visitors coming from?

2022 physical edition Macfrut, Italy
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Scope: Selection Macfrut Italy vs e-Macfrut

2022 Macfrut, Italy (38 500 visitors, 830 exhibitors) vs 2020 virtual Macfrut (18 000 visitors, 400 exhibitors)
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Comparing costs

physical vs virtual/hybrid trade fair

41



Typical cost breakdown for attending
a physical trade fair
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How much does it cost to exhibit/participate
to a virtual trade fair?

Macfrut Digital, 2020 € 2,000 per exhibitor

Fruit Attraction, October 2021 € 2,000 per exhibitor

Anuga@home October 2021 € 3,030 per exhibitor

Anuga FOODTEC@home, April 2021 € 4,500 per exhibitor

SIAL, 2022 € 3,550 per exhibitor
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How much does it cost to exhibit to a
physical trade fair in Europe*?

Booth space +

stand

construction 

Anuga,

Germany

Macfrut ,

Italy

Fruit

Attraction,

Spain

Fruit

Logistica,

Germany

SIAL,

France

54 sqm € 42,120 €12,000 €36,504 €27,378 €42,282

120 sqm € 93,600 €32,000 €81,120 €60,840 €96,000

4m2 per company if you have a group stand

* These prices do not take into account insurance, marketing kits, entry tickets, co-exhibitor
fees etc

44



If you are a single company / ANUGA  2022

Delegation of 3 company representatives  – 45 sqm stand

Typical cost breakdown

for a traditional trade fair

Physical/hybrid trade event Virtual participation 

 Anuga@home

Booth space 45 sqm

Stand space & stand construction € 35,100  € 3 030

Show service

(media package, exhibitor passes, etc.) 

€ 3,300

Shipping € 1,500

Marketing package

€ 3,360

Travel and lodging € 3,000

Other expenses

(wifi, electricity, cleaning)

€ 600

Cost for the company € 46,860 € 3,030
45



If you are a delegation of exporters / ANUGA  2022

Delegation of 20 representatives  – 120 sqm stand

Typical cost breakdown

for a traditional trade fair

Physical/hybrid trade event Virtual participation 

 Anuga@home

Booth space 120 sqm

Stand space & stand construction € 93,600  € 3 030 x 20

Show service

(media package, exhibitor passes, etc.) 

€ 22,000

Shipping € 10,000

Marketing package € 22,400

Travel and lodging € 20,000

Other expenses

(wifi, electricity, cleaning)

€ 4,000

Cost for the delegation organisers € 172,000 € 60,600
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Examples of African trade fair prices

▪ SIAM Morocco : 45 m2 = 47,000 USD

▪ Food Africa Cairo : 45m2 = 17,500 USD

▪ FIARA, Senegal : 45 m2 = 4,500 USD

Space only
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Chapter 3

Showcasing your company/
Showcasing your sector.
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Group pavilion vs individual stand at a physical trade fair
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Group pavilion

PRO
− One virtual stand can be shared by all co-exhibitors
− Stand organizer trains to use the trade fair platform
− Sales + marketing trainings before the event
− Ideal for (market) beginners
− Cost efficient

CON
− One among others, few possibilities to show own

brand
− Some trade fairs do not offer virtual group stands

Own stand

PRO

− Maximum brand and product presentation opportunities
− Company decides how to design the virtual stand
− Sponsoring, press, PR, advertising focuses on company

CON
− Maybe more expensive than a group pavilion
− Train yourself how to use the platform
− No sales + marketing training provided by group

participation

Group pavilion vs individual stand at a virtual trade fair
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If you are a sector association

or a trade promotion agency

Support your co-exhibitors

in a group pavilion

at a trade event

51



Showcasing
your sector 1/2
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Showcase your sector 2/2
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Showcase your members
Create flyer, describing all co-exhibitors

(institution/exporter)
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Example of one-pager = 1 exporter

55

55



Social Media = The new means of
verification used by the buyers
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Preparing group participation to a virtual trade fair

1. Develop virtual business catalogues per sector 

2. Develop a one-pager document per exporter

3. Develop a one-pager document per institution

4. Organize several  pre-preparation webinars

 On the content of the fair

 How to use the online B2B platform

 Tips to talk to buyers 

 How to conduct B2B with potential buyers/partners

5. Develop a logistics note to guide participants

6. Create promotional posts on social media to attract booth visitors

7. Create promotional posts on social media to showcase the country, the sector and its public and private actors
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Chapter 4
Trade fair participation

With timing & planning breakdown

Booking time for the most requested trade fair :

1 year in advance

Starting preparation work 9 months before the fair

58



Who is doing what?
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1. Set objectives & goals for exhibiting at a trade fair

2. Inquire about the event

3. Budget estimate

4. Book participation

60



Virtual event Physical eventAny event

- Set objectives and goals

- Select the event

- Inquire about the event, the

visitors, the exhibitors
- Budget estimate

- Book a booth

Set your objectives and goals

▪ Introduce your company to a new market

▪ Increase awareness of your company

▪ Consolidate or improve your company image

▪ Finding new customers

▪ Customer care of existing customers

▪ Create new leads of potential customers

▪ Sales and contracts

▪ Development of new distribution channels / partners

▪ Present (new) products / services / marketing

messages

▪ Meet, watch competitors = learn about the

industry

▪ Meet colleagues from your industry sector

▪ Market research

▪ Improve your market knowledge

▪ Stay  up to date in your market

Group stands AND company stands have to define specific objectives and goals.

9-12 months before the event
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Virtual event Physical eventAny event
- Set objectives and goals

- Select the event

- Inquire about the event, the visitors,

the exhibitors
- Book your exhibitor participation

- Budget estimate

- Book a booth

9-12 months before the event

Inquire about the event

Any event. Check!

▪ The exhibitor structure / segmentation

▪ Do your main competitors exhibit

▪ The visitor structure

▪ The side events

▪ Seminars + congress in context of the event

▪ Speaker opportunity for your company

▪ Deadlines for event related orders

▪ Mandatory suppliers

▪ Contact person for questions, Qatar representative?

 Physical event. Check!

▪ Which companies may be your ideal stand

neighbour

▪ Which companies better not your stand neighbour
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Virtual event Physical eventAny event
- Set objectives and goals

- Select the event

- Inquire about the event, the visitors,

the exhibitors
- Book your exhibitor participation

- Budget estimate

- Book a booth

Budget estimate

Any event.

▪ Fill in “Check list trade fair costs“

, first with estimated amounts,

ongoing with definite expenses

9-12 months before the event

• Check-out stand space price

• Check-out stand construction price

• Check out mandatory marketing packaging

• Check out co exhibitor fees
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Virtual event Physical eventAny event

- Set objectives and goals

- Select the event

- Inquire about the event, the visitors, the

exhibitors
- Book your exhibitor participation

- Budget estimate

- Book a booth

Book your participation

Any event.

▪ Read the rules and obligations of the event

▪ Register as exhibitor

▪ Check booking confirmation

▪ Check payment schedule

 Physical event.

▪ Mention your (non) favorite stand neighbours

▪ Check your placement at the fairground

▪ Book ready built stand, if wanted

9-12 months before the event

Book ASAP. Sometimes Super Early Birds and Early birds are offered.

Niche and Leading trade shows often have few free m2.
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How do I apply?

Example: Sial 2024

Apply 12 months in advance!

www.sialparis.com

65
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1. Select the type of stand you want

2. Choose your booth design

3. Think about your “must have” for your stand & participation

4. Think about your “nice to have” for your stand & participation

5. Interested in sponsoring/promotion opportunity? 66



Virtual event Physical eventAny event
- Set objectives and goals

- Select the event

- Inquire about the event, the visitors,

the exhibitors
- Book your exhibitor participation

- Budget estimate

- Book a booth

Select the type of stand you want to book

Ready built stand offered by the organizer? Book!   Own design stand?  >>> Find a stand building company!

9-12 months before the event
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- Organize your trip
- Choose booth design

- Design booth concept

- Choose sub-contractors

- Book sponsoring, PR

- Identify target customers

Virtual event Physical eventAny event

Choose booth design of ready built stand.

6-9 months before the event
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Any guess what these stands are selling?
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- Organize your trip

- Design booth concept
- Choose booth design

- Choose sub-contractors

- Book sponsoring, PR

- Identify target customersVirtual event Physical eventAny event

Choose booth design of your own stand. 1 million possibilities.

Briefing for the stand

builder. Key points to

consider

• Stand size.

• Stand height.

• Staff on stand.

• Size exhibits.

• Catering.

• Storage.

• Meeting room.

• Water.

• Kitchen.

• Multi media.

• Brand message

• Budget

Compare and select the best fitting offer.

6-9 months before the event

Focus on your product. Every walk-in must understand what you sell
70



Be clear in your message & always use English!
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Decision
tree for the

type of
stand that
fits your
needs
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Location location location

Placement offer

• Check the location

• Check the hall

• Check the competition

• Check the neighbours

73



Location is
important!

Empty stand, worst location ever!!!
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Group pavilion
renderings

ALWAYS build as high as

possible. Use the maximum

light on the facia + ceiling.

Be visible from far away.
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As an exporter you can still stand out in a group pavilion/stand
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- Organize your trip

- Choose booth design

- Design booth concept
- Choose sub-contractors (Supplier)

- Book sponsoring, PR

- Identify target customers

Virtual event Physical eventAny event

Make contracts with suppliers for  „Must have“. 

Exhibits. 

− Forwarding company to, on and return from the fairground.

− Storage for empties on the fairground.

− Multi-media device supplier.

Graphics. Branding.

Production and installation done by stand builder.
Stand cleaning + waste

Stand cleaning service includes waste disposal.

Stand building

− Sign contract with stand builder (rendering, budget, extras).

Technical orders

− Electric, water, waste water, gas,

− Extra furniture, kitchen for your stand if necessary.

− Internet access.

6-9 months before the event

Watch out for mandatory suppliers.
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- Organize your trip

- Choose booth design

- Design booth concept

- Choose sub-contractors

- Book sponsoring, PR

- Identify target customers

Virtual event Physical eventAny event

Catering + reception at the stand

Embassies and Trade fair organizer may help with contacts.

Google helps as well

Entertainment

Embassies and Trade fair organizer may help with contacts.

Google helps as well

Choose suppliers for your „Nice to have“.

Hostess, translater, stand cleaning + waste, stand security.

Check trade fair www for recommended suppliers

Speakers at reception, stand, etc

Book guest speakers, VIP guests, ambassador, attaché

Decoration

Book plants + flowers

Additional storage/ meeting rooms separate from the stand

Book rooms, containers

Consultants

Industry sector specialists of the country + target market.

Consultant may support before, after and at the trade fair

6-9 months before the event
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- Organize your trip

- Choose booth design

- Design booth concept
- Choose sub-contractors

- Book sponsoring, PR

- Identify target customers

Virtual event Physical eventAny event

Go into detail with your own stand concept.  Identify your „Nice to have“.

Catering?

Food & Beverages,

Service, Dishes,

Reception at the stand?

Catering, artists,

speakers, service

Entertainment?

Artists, music, robots

Helping hands at the stand

Consultant, hostess, translater, stand cleaning + waste,

stand security.

Decoration?

Flowers,

Plants Consultants?

6-9 months before the event
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Additional
decoration

items/services
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One of the cheapest promotional tools : tasting session!
= Planning ahead for bringing samples
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“Nice to have’s” No obligation
Who do you give it to? How much?

82



Sponsoring  / Booking promotion space to
showcase your participation
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- Organize your trip

- Choose booth design

- Design booth concept

- Choose sub-contractors

- Book sponsoring, PR

- Identify target customers
Virtual event Physical eventAny event

Billboards at

Airport

Public Transport

Main station

6-9 months before the event

Book early, limited

opportunities

Check out prices
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6 months before the event

1. Organise your trip & visa

2. Preparation your promotion around the event

3. Graphic design of your stand?
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- Organize your trip

- Design booth concept

- Choose booth design

- Choose sub-contractors

- Book sponsoring, PR

- Identify target customers
Virtual event Physical eventAny event

Begin to organize the trip

▪ Check flight or other transport opportunities

▪ Make hotel reservations (cancellation policy!)

▪ If own bus shuttle wanted, search for private bus company

▪ Check for VISA regulations and timelines

▪ Check passport validity of the team

▪ Check vaccination regulations for business travellers

▪ Enter the actual costs in the cost-checklist

6-9 months before the event
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Virtual event Physical eventAny event
- Decide / order / schedule

promotional activities and

sales literature (incl.

Website, social media)

- Finalize the booth design

- Order entrance tickets

6 months before

Prepare promotional material for the trade show

• Prepare a one pager for each product/service/etc. and give examples on how your offers were used by others.

• If possible, prepare different one pagers for your product, fitting to industry sectors. Important for walk-in customers during

the trade show.

• Create insertion + banner for trade press. Book insertions.

• Prepare short movies of your product/ services/ etc, if possible without spoken language (for international use)

• Create a meeting protocol form for the trade show.

• Design and order business cards for all stand colleagues.

• Update your exhibitor profile on the website of the trade show

• Order branded promotional products with your company name/logo to distribute during the show
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What tools to use?
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Here are examples of

email signatures
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Virtual event Physical eventAny event

- Decide / order / schedule

promotional activities and

sales literature (incl.

Website, social media)

- Finalize the booth design

- Order entrance tickets

Stand graphics, stand branding

- Produce and send out vector formatted graphics to your

stand builder. Exact measurements of graphics.

Prepare exhibits for shipping. Take care of voltage

adaption.

Prepare multi-media content for stand display, if

necessary. Take care of formats.

Prepare the wording for your social media channels.

Check your database. New prospects registered? Set

markers, who receives a free visitor entrance invitation

from you.

Prepare press kits for the trade press.

6 months before

In-house graphic designer or external graphic designer?
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Non-existent graphic design? Such a shame,
poor impact for such a high cost
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Simple can be effective – stand physique
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Simple can be effective – virtual stand
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2-3 months before

1. Exhibitor tickets & visitor tickets?

2. Your online exhibitor profile

3. Stand decoration?

4. Start posting online about your coming participation

5. Your local onsite logistics
94



Virtual event Physical eventAny event

- Record your staff for the event

- Ensure your website is up-to-date

- Start posting on your blog

- Post a news about your participation

- Print the materials

- Inquire about the event location

- Finalize the virtual booth designRecord your staff / Staff members of your

group stand.

Check

− Passport

− Vaccination

− Visa

− Hotel bookings

− Name badge produced

− Event + Fair tickets

Register all address details, especially e-mail,

mobile phone for further direct communication

2-3 months before

Exhibitor + visitor tickets

• Order vouchers for visitor tickets to invite your
clients.

• Order exhibitor badges, if not offered free .

Insurance of exhibits, staff, etc

Change e-mail signature, mention presence at the trade fair with logo, date.

Invite for visit with your stand number/ your virtual presence.
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Follow
your

potential
buyers on

social
media
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The buyers

even provide

you with their

telephone

numbers and

emails!



Work on your exhibitor profile

Avoid empty profiles like this one!

No background

picture, no logo,

no description

of the company

nor their

services and

products

No online

presence = less

chance to be

attractive to

visitors

Buyers will be looking at exhibitor

profiles from the exhibitor

list/catalogue provided by each

trade fair, to set up meetings

during the fair

Buyers will conduct searches in advance of the trade

fair by

1. Company name 

2. Product

3. Function (exporter, wholesaler etc)

4. Country

98



This is your competition!

Banner including certifications

You can add logos, photos, brochures,

videos, etc
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Think of your stand decoration
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Virtual event Physical eventAny event
- Record your staff for the event

- Ensure your website is up-to-date

- Start posting on your blog

- Post a news about your participation

- Start posting on social media

- & Print the materials

- Finalize the virtual booth design

Don’t print too many flyers.

2-3 months before
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Simple message on professional

networks (LinkedIn etc) can be

effective to attract attention about

your future participation
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Create & take

good quality

business cards

White font in red

background, can not read it!

Only a QR code, lovely idea

but at least adding the

contact details of the person

would be best.

Font is too small, difficult to

read the information

Good compromise

A logo could be added

103



Your business card

Must be clear and easy to read!

Use Block Letters instead of a fancy print that is difficult to read. If you need
to use colours, make sure there is enough contrast between text and
background, and in any event: check the correct spelling of words!

Current & accurate telephone and accurate e-mail address

Advice: Use a professional looking email address and not an ‘anonymous’
one (i.e., not “info@”), preferably your realname@company.com  | Phone
number: start with country code

Perhaps design and print new business cards to be always used for
international contacts 

Use the back of the card wisely! For example, you could use it for the
addresses of your factory - also in local language for taxi.
Add a QR code for convenient scanning of your contact details

Advice: check your card yourself that it is correct and easy to read. Trusting
your staff and your printer is good but double checking is better 

Staple in advance your business cards

to your brochures
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Do not neglect any details! Look professional.

Did you think about your professional email?

Think about your email!

If I work for a company called Coconut Oil Ltd

Don’t provide personal email

Don’t provide email that do not look professional

Frederine132*+@gmail.com

Coco123+-@gmail.com

Ideally create emails with your company name

sales@coconutoil.com

Frederine@coconutoil.com

contact@coconutoil.com

enquiry@coconutoil.com

exportdepartment@coconutoil.com

If it is not possible

salescoconutoil@gmail.com

contactcoconutoil@gmail.com

enquirycoconut@gmail.com

etc
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Virtual event Physical eventAny event

- Record your staff for the event

- Ensure your website is up-to-date

- Start posting on your blog

- Post a news about your participation

- Print the materials

- Inquire about the event location

- Finalize the virtual booth design

- Inquire about the event location

- Where is the location of the fairground in the city

- Where are the entrances to the fairground

- Public transport + free shuttle to fairground

- Hotels, shops, pharmacies nearby

- Shops on the fairground

- Dress code

- ATMs

- First Aid at the fairground

- Public transport, free shuttle between your hotel and the

fairground

2-3 months before

Local logistics
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6 and less weeks before

1. Think about your samples (Logistics, Costs)

2. How much is needed?

3. Who should go to the trade fair?
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Shipping samples

▪ Physical trade events

- To distribute to visitors, or to organize tasting sessions

- Ship enough quantities well in advance of the show

- Make sure you bring the different types of empty packaging

- Adapt the type of packaging to the fair you will attend

- Make sure that the quality of the samples, the variety used, the
organoleptic properties are the same of any future orders

- Make sure to use the appropriate packaging is used so it can be
representative of the end product

▪ Virtual trade events

- To ship after a first online meeting after qualifying the lead

- Verify who is paying for the cost of shipping

- Make sure to use the appropriate packaging so it can be
representative of the end product

- Make sure that the quality of the samples, the variety used, the
organoleptic properties are the same of any future orders

▪ Samples are not for commercial use, but a
commercial invoice (i.e. Customs declaration)
is still needed indicating

- Realistic value

- Detailed description

- Reason for export – Write “sample”

▪ Duties do not apply? (depending on weight)

▪ Check sample import conditions of each
country though, as some exceptions may
apply
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Taking samples/ marketing material/ packaging with

you in your luggage?

30 kg usually possible on International flights.
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Take samples with you in your suitcases?

2kg maximum is what you are allowed according to the EU regulations for your personal use for

transporting fresh produce

If you want to take more than 2kg here are the procedures to follow

- Prepare the necessary papers for the export of samples

- Certificate of origin

- The phytosanitary certificate, Etc

Liaise with the competent airlines authorities to process the proper paperwork.

Bring a sample of the merchandise to show the airport authorities

Paperwork is usually done quickly on site

How to pack your products?

Ideally to protect the integrity of your fresh produce, the best would be to bring them in export boxes

BE CAREFUL check if the airlines you take, if they accept sample boxes that are not placed in suitcases. If

this is not the case, take your samples in a suitcase, taking care to protect the produce properly.

111



Logistic of exhibits and samples

Carnet ATA

▪ The so-called Carnet ATA (abbreviation for Admission Temporaire – Temporary Admission) is a customs document
that facilitates the customs-free temporary import of goods into another country and the subsequent re-import. Amongst
other things, the Carnet ATA saves the party who is subject to customs duty from having to provide sureties for the
import duties and saves the customs authority the need to issue national customs documents. In order to be able to
use a Carnet ATA, two conditions need to be met:

1. The country of destination must be a signatory to the Carnet ATA Agreement

2. The intended use of the goods must be one of the following three groups: professional equipment, trade fair and
exhibition goods, samples.

▪ List of Carnet ATA using countries. https://www.uscib.org/member-countries-ud-1582/

Use a professional freight forwarding company for shipping trade fair goods.
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Pick the right staff to be on the stand

When it comes to exhibits, there are four main roles for staff:

Crowd gatherers – these are the people that are tasked to ask questions and

engage attendees to come to your exhibit. They can position themselves in

nearby aisles where your exhibit may not be fully visible to people passing by.

Hosts – the host is the person who visitors first meet at the display. They can

provide hand-outs; scan show badges and direct prospects towards the

exhibit’s areas of interest.

Presenters – presenters should be skilled public speakers that oversee giving

in-booth presentations and demonstrations. Their job is to make sure

prospects are engaged enough to drive possible sales.

Lead gatherers – This group have sufficient product knowledge and should

know how to answer technical questions. They should also be able to ask

sales-focused questions, and capture leads data quickly.
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2 weeks to the event

Last minute preparation

1. Sales pitch

2. QR codes

3. What to bring

4. Last minute checks for any online meetings
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2-14 days before

2 weeks before 1 week before

2 days before for

own/ group stand organizer

- Get your sales pitch ready, and your sales arguments and counter-arguments

- Start matchmaking at the events, make appointments

- Invite as well via e-mail to visit your (virtual) stand

- Ensure your presentation at the virtual event is fine

- Prepare content of your Café, if you are hosting one

- Prepare content of your speach, if you are hosting a webinar

- Delegate everything to not be disturbed during the

physical or virtual event
- Finalize all collateral and materials for the event

- Ensure all your meetings are in your agenda, with key

messages for each contact

- Send materials in case of emergency to the hotel (if any)

Virtual event Physical eventAny event

- Set auto-responders if necessary for your time at the event

- Send meeting reminders for the first day of the show

(repeated on the following days for meetings after)
- Send out last minute information to trade event staff

- Arrive at the tradeshow with entrance tickets

- Put in place the booth and sales literature in storage

- Check that all services were provided

- Organize what is missing

- Leave nothing valuable overnight at the stand

- Ensure your equipment is working well (computer,

webcam, microphone, email, booth access...)

1 day before for

co-exhibitors at group stands

115



Last day before departure

▪ Travel documents: Passport, VISA, vaccination, flight
ticket, hotel booking, entrance ticket for event(s)

▪ Up to date CRM, website, sales presentation

▪ Sales documents on laptop and copy at USB-stick/
cloud

▪ Business cards

▪ Familiar with the fairground, city and transport

▪ Read last minute information

▪ Check technical equipment
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A few days to a few hours before

▪ Very good knowledge of the content and
information

▪ Be comfortable with your figures

▪ Have your technical experts close to you, if
necessary

▪ Have your sales pitch ready

▪ Be motivated and enthusiastic

▪ Have all your equipment ready and be prepared
for power-cuts (virtual)

▪ Put yourself in the shoes of the person you are
speaking to and prepare answers to all possible
questions
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Typical buyer questions to prepare to answer

1. What product quality do you offer exactly?

2. What is your fob price?

3. What quantity can you deliver in what time?

4. What packaging do you offer?

5. What certifications do you have?

6. How is the transport done?

7. What kind of processing facilities and equipment do you have?

8. Who are your suppliers?

9. Who are you supplying already?

10. What are your payment terms?

FRESH

EXPORTER
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What kind of processing facilities & equipment
do you have?

Your processing facilities / Respective certifications

How do you ensure food safety? Hot zone? Cold Zone?

How do you ensure cold chain management?

Your processing capacities

Tonnes per day or container per week?

% of utilisation? Ie is there room to grow?

Your equipment/machinery

Talk about the equipment that is relevant to the product you are selling

Your lead time

From the order to the goods are packed and ready to be shipped 
 

PROCESSED

EXPORTER
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Small material to bring with you at the fair :
 Business cards

 Stapler

 Brochures

 Laptop or tablet to show your presentation/videos

 Bring a few souvenirs/sweet from home to give

 Bring small decorations for your desks/stand

 Bring paper plates / tooth picks for any food tasting

 Staple in advance your business cards to your brochures



Use the new
QR codes to
promote your

company

121



Paperless

Brandless

No brochures

Tables & chairs for B2B meetings

Only QR codes!

QR codes are practical solutions
when you will run out of brochures

and business cards
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Virtual event

Last minute checks
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Dealing with technical problems

• 2 weeks and 1 day before the

event, ensure your equipment is

working well (computer, webcam,

microphone, email, booth access...)

• Connect 10 minutes in advance to

test that everything is fine

• Make sure your computer is fully

charged and that it is plugged in

• Have another computer or tablet or

smartphone as a backup, ready to

take over in 5 seconds

• Be ready to use your smartphone

or 4G pen drive in case your

home/office internet drops

• If connection is too slow, remove

the video and keep the audio

• Be in a place with a good internet

connection

124



Be and look professional during your talk
with the buyers

Ban any zoom meeting from your car, a noisy
place, your kitchen etc

Choose the appropriate background

Virtual backgrounds

Favorite colors are neutral, and blue is always a favorite.

Remember, you want to be taken seriously, so be careful

what you choose

Keep in mind that if you are using a virtual background you

will need to be very still, due to the digital halo that occurs

when you move. The best is often the "blur" option.
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During the event

Trade show appearance

Who will I meet at the fair?

Do’ s and don’t s

Capturing contact data
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During the trade fair,

2 ways to capture data

1) Your notebook
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During the trade fair

2nd  way to capture the data

Your phone
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Do I wear my country traditional clothes?

129
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Do I wear a uniform?

130
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Your appearance

▪ Consider the geography and culture

- The temperature

- The local cultural norms

- Do not hesitate to wear your traditional/national clothes

(opening day or day of visit of your embassy)

▪ Consider your customers

- Their appearance

- Their expectations of your appearance

▪ Consider your corporate culture

- Norms for your industry

▪ Make sure your outfit is professional and that you are well groomed AND comfortable
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During the physical event

Day by day

• Remind daily appointments via e-mail

• Check yourself with check list

• Technical equipment okay

 

During the meetings (walk-in and scheduled)

• Be pro-active at your stand

• Be prepared

• Offer catering/ water

• Listen, Be patient, be creative

• Give accurate answers

• Keep meetings short, your clients got limited time

• Exchange business cards

• Explain next steps

• Give door presents, if available

• (CRM)-sales protocol after each contact, give markers for necessary follow-up
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Pre-established meetings or relying only on trade fair foot traffic?

Pre-established meetings?

• With prospects

• With new customers

• With existing customers

• With previous customers

• With input/machinery suppliers

The type of foot traffic you will encounter

• Potential prospects

• Service providers

• Machinery salesforce

• Inputs salesforce

• Trade press

• Competitors

• Other trade fair organisers

Your time is precious

When to cut short a conversation?
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Pay attention to details / when to cut short a conversation?

The prospect

• Does not have business cards

• His/her company does not have a website

• No brochure nor QR code to show on the company

Pay attention to the type of questions he is going to ask you

• Demanding market (EU etc) he does not ask about certification? He does not ask you

about how you control your traceability?

• He wants to buy 10 containers right away (let's be careful, one step at the time!)

• He must tell you where your goods are going (ie what type of customers (end market) )

• He does not have product specification for what he wants to import

• The type of payment terms he is asking, is it worth the risk?

• He says he has bought similar goods from your country many times before but does not

know the lead time/nor the logistics for your goods to reach him  (number of days by sea,

lead import airport, etc) or your export season (if fresh produce)

• He wants you to give him a fixed price right away without giving you the necessary

information to do so (volume, packaging, logistics, payment terms, no incoterms given,

mandatory quality testing to be done etc)
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To avoid during a physical trade
fair

▪ Do not sleep on a table on your stand

▪ Do not leave a stand empty, unmanned

▪ Avoid talking with your colleagues rather than manning
the stand

▪ Avoid occupying empty tables at the stand to allow
buyers to sit and discuss

▪ Avoid being on the phone, not paying attention to foot
traffic

▪ Don’t forget to take notes

▪ Have the appropriate dress code

▪ Avoid eating on the stand /leaving trash, empty bottles
lying around

▪ Only showcase the product that you are selling



Think about your
stand design
and man your

booth!

Add the name of
your country

Your national flag
is not enough

136



Go & spy  check out your
competition -

Learn from competitors

• Check the exhibitor list BEFORE the fair,
make a  list of your competitors

• Visit or just see other stands

• Take photos of good practice stand design,
exhibits, packaging, decoration, marketing
material, business cards, graphic design, etc

• Visit (potential) suppliers

• Visit (potential) buyers
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During the physical event & At the end of the event

After each trade fair day

• Take completed sales reports and all your digital devices to the hotel

• Meet colleagues and/ or clients for dinner (organise your day meetings and your evenings)

What will you do with the left over samples, equipment

Watch out for any penatly fee from the trade fair organisers

Once the physical trade fair is over

▪ Organize dismantling of the stand, if necessary

▪ Check stand, if emptied from personal belongings

▪ Organize return shipping of exhibits
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Export leads survival rate

▪ Start with 10 leads

▪ After 2 years only 25% are active

▪ After 4 years only 10% are active (only 1!)

139

Winning an existing customer’s loyalty is 8 times cheaper

than finding a new customer

Following-up



Follow-up, similar statistics
for virtual and physical trade events.
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• Register all sales reports to your CRM/client prospects database, if not done so during the
trade fair

• Mark prospects in your CRM with adequate follow-up markers ie

  Classify your leads (customer, prospects)

– Immediate business potential,

– medium term business potential etc

• Debriefing with your colleagues. Who takes care of which prospect.

• Assign follow-up responsibilities among sales, technical teams

•  Set follow-up timelines in your calendar/ CRM

• Keep up  your social media presence online : Post a “show highlights” to your blog and
share in social media

• Calculate the final costs of your participation (submit receipts, book your
participation/accommodation for your repeat participation

How to follow up after the fair 
Upon your return
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Creating or updating a contact
database. It works!
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Managing expectations

TO DO LIST
•Send an individual thank you email to all visitors. Personalize as much as possible. 

•Mention timeline of next steps, if appropriate to the interest of the prospect.

•Send the information and materials required

It is important to create a realistic expectation about timelines and availability.

You will be returning to your office with hundreds of potential leads and requests.  Everybody that have asked a question or requested a price or had a logistical question

will expect an answer within the week.  This is not possible.  Do not commit to a timeline that is not possible for you.  Rather under promise and request a month for all

replies.

Do not promise stock that you do not have.  Rather be realistic about the new season and when you will be able to ship.
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2-3 days after the event

● Send an individual thank you email to all visitors. Personalize as much as possible.

● Mention timeline of next steps, if appropriate to the interest of the prospect.

● Send the information and materials required. i.e. materials: price, flyer of the product with technical description, certification certificates, packaging to be used,

labelling requirements, samples

●  Follow-up by email or phone or video call. 

● You do not have the necessary information yet? Explain via e-mail, that you are working on the subject.

● Check market entry requirements & international logistics



Choose the right time & the right means to do your
follow-up

Video call, zoom,

teams, whatsapp,

phone etc?

Connect with them on

professional networks

WITHIN 24-48

HOURS:

if your initial email

was a request for

information or a

simple query, it's

often a good idea to

follow up within a day

or two.

AFTER A MEETING

OR EVENT:

if you've recently had

a meeting,  within a

day or two is

generally appropriate

while the

conversation is still

fresh in everyone's

minds.

MIDWEEK, MID-

MORNING:

Studies suggest that

midweek (Tuesday

to Thursday) and mid-

morning (between 9

am and 11 am) are

generally the best

times to send emails.

People are often

catching up on

emails during these

times.

AVOID MONDAYS

AND FRIDAYS:

Mondays can be

hectic as people

catch up from the

weekend, and

Fridays can see a lot

of people winding

down for the week.

These days may not

be the most effective

for follow-up emails.

CONSIDER THE

RECIPIENT'S

SCHEDULE:

 If you know the

recipient's working

hours or have insight

into their schedule, try

to send your follow-up at

a time when they are

likely to be checking

emails.

TIME ZONE

CONSIDERATIONS:

If you and the

recipient are in

different time zones,

be mindful of the time

difference to ensure

your follow-up arrives

during their regular

working hours.
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Example of a good
follow-up email 

Thanks, location, product description, refers to their website for more info, packaging,
branding/private label, volume, incoterms, logistics, clear contact info, reminder of where we met

(trade fair), company logo
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• 1 week up to 6 months after the event

• Continue follow-up

• Potentially visit the customer

• Invite for a site inspection in your company

• Build the relationship and remind them of your presence and offer

• Keep them informed of your export season

• Set up appointments at the next trade event

• Send out New Year greetings (watch out for cultural
differences)

• Measure the event ROI at 6 months, 12 months…

The follow-up checklist

147



Example on How to
keep in touch?

Any excuse is a good
one!

Christmas, birthday,
beginning of export

season, new product,
new partnership, new
packhouse etc. etc.
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Conclusion & resources



Summary of key questions that should be answered
before registering to any trade fair

Compare the physical
2023 and 2022 e-

editions
Sector reach?

Who is attending the
selected fair?

Who are the past
exhibitors?(download

the exhibitor list)

Where are
visitors/exhibitors

coming from?

What is your export
capacity?

What is the targeted
market segment you

want to reach?

Any issues with regards
to international market

reach?

Identify the costs
(Number of participants

per virtual stand
allowed, etc). Carry out
a cost/benefit analysis

How much time do we
have to prepare
(institution and

exporters)

Do I want to go to the
fair as an exhibitor or as

a visitor?
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Feedback from selected ITC exporters
to their first virtual/hybrid trade fair

“I had very poor network and for that

reason I missed most of the activities,

especially the first two days.”

“I missed the happy hour of the third day

but saw part of the impressive closing

session.”

“I tried as much as was possible to be

online.”

“Everything was okay except for the

interaction with potential clients.”

“For me the physical trade fair still

remains the best.”

“It was great participating in an

online trade fair.”

“This was a game changer, it

showed how trade fairs can

happen without travelling.”
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Lessons learnt & capacity building implications

Great capacity building exercise:

New way to prepare new exporters to actual face to face with buyers during

physical trade fairs and to help them understand market requirements.

More training is needed on market access

The exporters that made the most of the fair (B2B, potential partnerships etc)

were the ones with the best online presence before and during the show.

More training is needed on digital marketing and social media essential to

online success

Human factor is key and can not be replaced.

Combination of both physical and virtual for a greater impact (export capacity

building, market awareness and B2B with buyers and follow-up)
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15 reasons why companies fail at trade fairs

1. Wrong exhibition

2. Boredom (make sure your stand/your products stand out from the crowd)

3. No clear message

4. Assuming buyers know who, you are

5. No plans nor goals

6. No target audience definition

7. No pre-event promotion

8. Poor first impression

9. Nonsense giveaways and lotteries at the stand

10. Saying “No” to social media

11. Wrong people at the booth

12. No follow-up

13. No post evaluation show

14. Not exhibiting at all

15. DIY stand
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How do you measure the success
of a trade fair participation?

• Attendance numbers

• Social media analytics

• Lead acquisition

• On the spot sales

• Revenues generated

• New type of customers

• Export diversification achieved

• New product launched

• Greater publicity for your company & products

• New investors met

• New technical partners met
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International Trade Centre (ITC)
Mrs Frédérine Derlot
ITC Agrofood market linkages specialist

derlot@intracen.org

Thank you for your attention
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