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VITAL STATISTICS
Candidate Profile
For as long as I can recall I have been an organizer of things and people. The first experience I remember
was when I was in fourth grade. My parents had divorced and I wanted to make sure that both of them
were taken care of and nobody felt alone, so I created a schedule for my sister and myself to equally
separate our living arrangements between them. In my adult life I continue to be an organizer of those
close to me. I have a strong network of girlfriends that continues to meet monthly for dinners 24 years
after graduating from college as a result of my coordination.
Throughout high school and into college, my plan was to become a teacher so that I could continue with
my foreign language practice and help children at the same time. I figured they would need a lot of
organizing. That changed during my first year at Oregon State University and I decided that a business
degree would be more practical and would afford more opportunities in the real world. I questioned that
decision during the next two years with boring classes such as statistics, computers, and accounting, but
when I finally got to take a marketing class I knew I was in the right spot. I loved the classes, the projects,
and the group work, and my grades even improved. In 1994 I graduated with a Bachelor of Arts in Business
Administration, with an emphasis in Marketing and International Business. I kept up with Spanish classes
from my original plan and made it my minor.
Fresh out of college with my degree I felt like I could do anything. One month later the job that landed in
my lap was as an office manager for a new division of an established company. Great – I could set up and
organize an office from the carpet up! I had no idea that I could get paid to plan and organize like that!
After the office was running smoothly my boss suggested that I attend a women’s conference in San
Francisco and I loved it. It seemed brilliant to collect a bunch of energetic people focused on learning, and
let them socialize after the presentations. I didn’t realize at the time that was actually a tradeshow
associated with the conference. Those were my people!
In 1999 I joined ENTEK as an administrative assistant and immediately began working on event planning.
My first project was to organize a ground-breaking ceremony for a new building in the small town I had
just relocated to, including inviting the mayor. I had no idea who he was or where to find him, but I hit the
ground running and we had a successful ground-breaking event. Shortly thereafter came my first
tradeshow from the exhibitor side. For that first show I could not envision what the end result would be,
but I handled more than eight months of planning meetings, task follow up, organization and logistics
prior to the show. Unfortunately, I was not invited to attend, but my love of tradeshows began then. I
loved getting paid to plan, organize and schedule!
Over the 19 years I’ve been at ENTEK my position has changed many times, each with more responsibility
and duties being added. I made sure that each time regardless of my other duties, I would be included in
any tasks related to tradeshows. To me that is the most fun part of my job and I was not going to give it
up.
In early 2016 my director retired and I was promoted to Marketing and Business Development Manager.
He loved tradeshows as much as I do and had a lot of great insight to share during our 11 years together.
In my current role, I am responsible for managing an annual marketing budget, organizing and executing
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the tradeshows I determine are worth investing in, providing content for two annual customer
newsletters, keeping ENTEK in our industry trade publications with informational press releases and paid
advertisements, overseeing our social media accounts and insuring that our sales team has the collateral
that they need. Under my business development hat, I am engaged with our top 10 corporate customers
regularly, seek new opportunities for sales, track our progress toward sales team goals and manage our
customer held inventory program. My third major role is leading our inside sales team that directly
interacts with our customers on a daily basis. After 17 years of doing the inside sales job, I gained a team
of one which grew into a team of three in less than two years.
In these roles I work with many different individuals. Our Director of Sales is my immediate supervisor and
also my mentor. She has been with the company since the beginning and I work closely with her on things
related to sales. Under my marketing hat, I report directly to our division president. Of course I have daily
interactions with my team, helping them by removing roadblocks, providing guidance, and filling in when
needed. Occasionally I will consult with the marketing manager of the other division on general marketing
topics, but our products are vastly different which means we don’t have a lot of commonality.
Below is the organizational chart for the Extruder division of ENTEK. I have highlighted my position in
yellow.

I am fortunate enough to have Next Step Communications Inc., a full-service advertising agency, on my
team as well. They handle our advertising and public relations, literature development, graphic design,
and most social media, allowing me to focus on content and tradeshows as well as my other nonmarketing duties.
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ENTEK Company Profile
ENTEK is headquartered in Lebanon, Oregon, and has additional plants located in Newcastle-upon-Tyne,
United Kingdom and Jakarta, Indonesia. There are sales offices on six continents, and the worldwide
employee count is 500+.

ENTEK’s Lebanon, OR Headquarters

There are three divisions that make up the ENTEK family. The lead-acid separator division was founded in
1984 in Oregon. Due to long lead times and poor service, ENTEK started researching ways to improve the
equipment that was being used. Making replacement parts for internal use quickly turned into making
new equipment, and ENTEK Extruders was launched in 1997. Meanwhile development was happening in
the lithium-ion market, and in 2001 separator material was sold at a market leading price in Asia.
From our website at www.entek.com:

Mission: What ENTEK Wants to Achieve
Working together and moving the World ahead with ENTEK products in Vehicles, Devices, Homes,
and New Markets. Working together means harnessing the talents of ENTEK’s three divisions and joining
our customers to make great products together. Our vision isn’t limited by geography: we stand ready to
serve customers anywhere on the globe. Our current focus is on energy storage for vehicles, hand-held
consumer electronics, membranes used in clothing, and extrusion systems used to manufacture the
materials that go into a myriad of consumer products. ENTEK maintains an active research and
development effort to develop new products and markets. We will enter new markets where we can make
a positive difference for our customers.
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Markets we serve:
ENTEK sells lead-acid separators, lithium-ion separators, extruders, and engineering services on six
continents. We design and build our battery separator lines, extruders, and parts with our in-house
engineering, machining, and fabrication resources. Combining best-in-class equipment with our pursuit of
continuous improvement manufacturing gives our customers the full benefit of over 25 years of
experience in these industries. We believe that our success is possible only if we do our utmost to make
our customers successful. You will see and feel this commitment from the first day you do business with
ENTEK.

I work out of the Lebanon, OR headquarters location for ENTEK Extruders, where we design and build
twin-screw, co-rotating extruders and supply replacement parts for our own as well as other brands of
twin-screw extruders. Our customers are manufacturers of: color compounds, composite decking, roofing
and siding profiles, food packaging, synthetic fibers, biodegradable food service items, and sheet products.

ENTEK’s QC3 33 Twin-Screw Extruder (1 of 7 sizes)

Assorted Replacement Wear Parts

ENTEK has been selling twin-screw extruders since 1998 and is still considered new in the industry even
after 20 years. That is understandable as our major competitors have been selling equipment for 70 and
80 years.
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ENTEK’s twin-screw extruder competitors are represented on the graph below, with estimated market
shares shown:

Estimated Market Share
5%

4%

5%

20%
35%

15%

5%
11%
Century Extrusion
ENTEK
KraussMaffei Berstorff
NFM Welding Engineers

Coperion
Farrel
Leistritz
Steer America
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PROGRAM OVERVIEW AND SHOW SCHEDULE
Unfortunately ENTEK does not attend enough tradeshows to dedicate a person’s full time to management
of our tradeshow program. I’ve always had a full-time position in sales, and tradeshows have been in
addition to my regular duties whenever it was decided that we attend. Participation in tradeshows has
been a varying decision by management so historically we have not been very consistent, other than our
largest triennial show. Along with subjective attendance, we had minimal goal setting and reporting.
Since I became the marketing manager in 2016 we have been steadily increasing our presence at industry
events, exhibiting at a record number of 10 tradeshows and conferences in 2017. I believe that the
networking that goes on between exhibitors is just as important as networking with attendees, especially
because even after 20 years of selling machinery, ENTEK is still considered “new” to the industry in
comparison to our veteran competitors.
My goal is to have ENTEK represented at a minimum of six conferences and/or tradeshows each year,
giving presentations at a minimum of two per year. It is important in our industry to be seen as a technical
expert, and by presenting at conferences we gain credibility. As long as I continue to operate within my
budget and can rationalize the decision to attend each show, I will have executive support to continue the
program.
Below is ENTEK’s tradeshow schedule for 2018:

Trade Show/Conference
2018 Plastics in Automotive
Plastics Recycling 2018
International Polyolefins Conference
NPE 2018 (The Plastics Show)
Extrusion 2018
Color and Appearance Conference
Compounding World Forum

Dates
January 15-16
February 19-21
February 25-28
May 7-11
September 18-20
September 23-25
December 4-5

Location
Detroit, MI
Nashville, TN
Houston, TX
Orlando, FL
Cleveland, OH
Charleston, SC
Coral Springs, FL

Booth
42
605
67
W5189
215
TBD
TBD

Booth Type
Tabletop
10 x 10
8 x 10
50 x 40
Tabletop
Tabletop
Tabletop
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INTRODUCTION TO SHOW OF FOCUS AND MEASURABLE OBJECTIVES
I chose NPE (National Plastics Expo) 2018 for my focus as it is by far our largest show and only happens
every three years. We start planning NPE well over a year in advance of the show, and the cost of NPE is
100 times more than other tradeshows we typically participate in.
Just over one year prior to each NPE, there is a Space Draw event held for exhibitor selection of space.
Inside the plastics industry it is equated to the NFL Draft. Companies are ranked by the number of NPEs
they have attended, which is called a Member Category. After that a lottery is held for position ranking
within each Member Category. The Space Draw is a very serious and well-run 4 day event. People arrive
with printed maps of the convention center with their preferences marked. As “the draw” progresses they
mark off booths as they are selected by other companies. When a company’s turn arrives, the
representative has only 5 minutes to select a space up on the stage. It is quite an experience!

March 22, 2017
NPE 2018 Space Draw
Rosen Shingle Creek, Orlando, FL
The floorplan for both buildings can be seen on the screens.
The people standing under the screens are selecting their
booth space.

The show itself went through rebranding at the end of 2016 and is now called NPE 2018 - The Plastics
Show to be more self-explanatory. Another major event for NPE happened back in 2012, when the show
was relocated from its 40-year history in Chicago to Orlando, Florida.

9

NPE 2018 was held May 7-11, 2018 in Orlando, Florida, at the Orange County Convention Center. The
show included 2,174 exhibitors over 1.2 million square feet of exhibit space and attracted 56,034
attendees from 121 countries.1 ENTEK occupied 2,000 square feet in a 50 x 40 booth on the back row of
Exhibit Hall C of the West Hall. This is the same general location where we have been since the show
relocated in 2012, and we are very near our main competitors. Although the South Hall was also used for
NPE, the map shown below only includes the West Hall.

NPE 2018 West Hall Map, with ENTEK’s location marked:

ENTEK has also co-sponsored an event for our key customers on Tuesday evening at each NPE show. Since
2012 we have partnered with 2-3 other companies to create an off-site customer event during the second
evening of the show. In 2018 our event was held at SeaWorld with partner companies Brabender
Technologie and Maag Americas who supply the up- and down-stream equipment to our extruders. We
have many mutual customers and we prefer to show them appreciation by giving them a memorable
relaxing evening with fresh air outside the convention center instead of cheap giveaways inside our booth.
We transported our guests by private buses from the convention center to SeaWorld, where we provided
dinner, dessert, beverages, interaction with sting rays and dolphins, and viewing of turtles and manatees.
Historically our goal for this show was to bring back 100 qualified leads out of the 55,000+ attendees. Over
time we have realized that if we receive 5 orders from new customers we met at the show, that would be
a lot. Although at past shows we did count the number of leads, that was the extent of measurement. We
did not set any objectives or tactics, nor report on the results. For NPE 2018, our target audience was
companies who needed new equipment or wear parts. More specifically, we were looking for those with
approved projects who wished to order by the end of 2018.
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Goals for NPE 2018:
Overall Strategies

Tactics

Measurable Goals

Assessment Method

Connect with existing
customers attending the
show

Have staff in the booth
who know and will
recognize existing
customers
Have staff in the booth
who are trained to ask
specific questions to sort
out qualified leads

Connect with 25 current
customers

Share what is new and
maintain relationships
with the press

Have meetings with press
pre-scheduled to insure
we are on their schedule

Spend time with and
show appreciation to top
level customers who have
purchased from us

Invite them to our off-site
event and give them an
experience to remember

Conduct 4 press
interviews that lead to
article mentions,
including 1 in the show
daily
Each team member will
interact with 5 customers
at our joint event

Each staff member kept
track in a provided journal,
then the group had a tally at
the end of the show
Reviewed what a gold star is
repeatedly in training,
special gold star sticker for
those that met criteria, staff
reported on gold star leads
at the next morning's
meeting to group
Read all industry
publications during and
after show

Meet new prospects

Meet and document 10
gold star leads

Each person reported at the
following morning's daily
meeting

NPE 2018 coincided with our president’s desire to reposition ENTEK as a “boutique supplier” of twin-screw
extruders. Our director of sales and I worked together with him to create our show specific goals for the
first time. This is something I realized we needed to establish prior to the show, and with his buy in I was
also able to incorporate his vision along with our goals into the staff training prior to the show.
The internal training for this show was unique because 6 of our 17 booth staff had never worked a
tradeshow, and most of them were new to the industry in general. In Session 220 – Get Ready! The
Industry is Changing, Marc Goldberg stressed the importance of making sure all staff are delivering the
same message, before anything else. This was by far the largest booth staff we have had, and it meant I
needed to develop a series of presentations that would educate the new staff while not boring the
veterans, which also reinforced the boutique vision along the way. The result was 4 different one-hour
training sessions prior to the show, and then a half day review on location the day before the show
opened. One key piece of information I taught all staff was how to dismiss a visitor who is not a lead,
which is something I learned in Session M317 – How to Double Your Qualified Leads. Even the show
veterans were amazed at Matt Hill’s simple method of shaking their hand and thanking them for stopping
by! These training sessions were fully supported by leadership including our president and directors, who
attended each session. I learned how valuable having upper management buy-in is in Session 20415 –
Don’t Skip the Meetings – Pre-, At- and Post-: Guideposts to Success.
The development of the training program was only the beginning of what I was responsible for. In addition
to all things related to the exhibit (finding a new booth builder, a theme, booth layout, graphics), I also
handled all of the housing, airfare and booth scheduling for the staff, coordinating with the other two
companies for our joint customer event, freight for our exhibit properties, hospitality items needed in the
booth, literature creation, assembly and distribution of pre-show documents to include logistics, schedule

11

of events, and booth schedule, pre-set dinner reservations for our team and client meetings, all of our
pre- at- and post-show marketing, being on the show floor during installation and dismantle, running the
daily pre-show meetings, and meticulous budget tracking for this show.
It was recommended in Session 40716 – Exhibit Law Primer: Legal Concepts and Practical Advice that I
should have emergency contact information for all staff members. This is something ENTEK had never
used before, but would be invaluable in the event it was needed, so I created an emergency contact form
that will now be required prior to attendance at any company trade show.
I love attending to all of the necessary details and it is very rewarding to see it all come together. This is
what makes my position perfect for me! NPE 2018 will always be very special to me because it was the
first large show that I executed on my own as the marketing manager.
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MANAGEMENT OF EXHIBIT DESIGN/PRODUCTION
Because our booth for all NPE shows is much larger than our typical conferences, we always use a custom
rental and include a few of our own booth properties. For the past 2 NPEs we had used a certain booth
builder because my former director was on the NPE show committee and had connections that offered us
discounts. He retired in early 2016 which left a hole but at the same time opened the door for other
suppliers.
After my 50x40 booth was selected at the Space Draw back in 2017, I approached the past booth builder
to establish a relationship of my own. I also wanted to explore up to two other options so that I could have
a variety of designs and compare pricing for those options. One booth builder was a personal contact of
mine who I had worked with previously. The other booth builder happened to reach out to me shortly
after the Space Draw, and because they were located in Orlando where NPE was held, I also worked with
them.
It was important to me to provide the same information to all three booth builders to insure a fair
opportunity. Rather than create a formal RFP, I shared a short list of required components and photos of
our previous booth with them, then had conference calls with all 3 to discuss the list and answer any
questions. One of the ELCs in Session 30817 - Business Marketing Strategies and Trade Shows stuck with
me regarding our booth layout. We didn’t want to gather leads, but instead filter them for the small
percentage of attendees that would be our target audience. This meant having a reception desk and at
least one private meeting room were critical elements of our booth. I also disclosed the budget for the
exhibit properties to include installation and dismantle.

13

After the phone calls, each company responded with a recap and any questions they had, and once all
questions were answered each company provided a layout for my review. One company dropped out of
the running when they wanted to revise the design with their team but never contacted me again, leaving
me with two capable booth builders who provided me with comparable pricing for their individual designs.
I checked references for each company because I had not worked with either, and both were given good
reviews. At this point I shared the designs with our president and our director of sales, who both agreed
either design would be good for our booth. Ultimately my decision came down to responsiveness and
location. One contact was located in Seattle and he was basically the “middle man” between me and his
company, so there was a delay in getting answers to any questions I presented. This didn’t give me a great
level of confidence that any issues on-site could be resolved easily or quickly. The Orlando based company
was very responsive and professional and in the end received the contract.
In Session 61716 - Graphics Boot Camp: The Basics Every Event Manager Should Know I was reminded
that it’s important to carry a theme throughout your booth, and that your graphics are the tools for
communicating the message. For NPE 2018 the most important message we wanted to convey was that
the screws on our QC3 line of extruders could be changed in 5 minutes – because none of our competitors
can say the same. You can see below that we focused our 16’ tall main graphic on this point, and the same
graphic was used in print and digital media as well. We presented this message boldly by doing a live
demonstration twice per day of the show, on the machine directly in front of the graphic.

The final rendering floor level image:
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The final rendering overhead image:

As the display was being assembled in the booth builder’s warehouse, they sent me photo updates so I
could see the design become reality. The account manager assigned worked with me for scheduling and
placement of utilities and labor, and I ordered the services from the convention center and general service
contractor. It was a good working relationship, including the installation lead assigned on the floor to
physically install and dismantle the exhibit with his crew.
It is coming together! Photos received during booth set up by the builder prior to shipment:
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The masterpiece is complete! Here are a few photos from the show floor on opening morning. As learned
in Session 62017 – The @show Experience: Understand the Essentials of Exhibit Design, the lighting in a
booth is a design element that is often overlooked. It is clear in the photos below that it really does make
a huge difference on the show floor! We ordered several par can spotlights that hung on the ceiling and
aimed them at key displays and graphics in the booth.

More examples of lighting on graphics:
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A crowd gathered at one of our twice daily live demonstrations, including a videographer and reporter
from two different trade publications:

The next day’s live demonstration with another good crowd:
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All items needed for the show (other than our own staff labor) were tracked in a very detailed show budget
spreadsheet. Early on in the budgeting phase I referred to Session 20316 – The Nuts and Bolts of
Budgeting for Results for tips such as purchasing accessories rather than renting, making sure to meet all
early discount deadlines, and reserving premium giveaways for VIP guests.
Below are the summarized categories of the $250,000.00 NPE 2018 budget:

Category

Estimated Amount

Actual Amount

Variance

Floor Space
Travel Costs
Show-Specific Marketing
Show-Specific Printing
Convention Center Utilities
Freeman Services
Booth Builder Rental Items
Show Rental Items
Catering Service Items
Other Hospitality Items
Equipment Freight Charges
Cushion
Total

18.80%
2.75%
7.51%
0.00%
2.86%
9.49%
35.15%
0.58%
1.80%
9.10%
8.00%
3.97%
100.00%

18.80%
2.54%
7.53%
0.25%
3.44%
10.37%
35.15%
0.58%
1.73%
7.96%
10.76%
0.89%
100.00%

0.00%
0.21%
-0.03%
-0.25%
-0.58%
-0.88%
0.00%
0.00%
0.07%
1.14%
-2.76%
3.08%
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MANAGEMENT OF INTEGRATED MARKETING COMMUNICATIONS
Because NPE is such an important show for us, we focus a lot time and resources on marketing leading up
to the show to insure we are inviting as many customers and prospects as possible. Internal
communication for NPE 2018 was different than in past years because such a high percentage of the show
staff were new.
Although we have multiple methods of communicating externally, we have not previously set many
quantitative goals for the different marketing pieces. I plan to start setting goals for these items during
the next show cycle. In Session 31516 – Integrated Marketing Communications, social media was
discussed as a good method of pre- and at-show tactic which we used to create excitement leading up to
the show.
Below are the different types of communication we selected for this show:
Type of
Communication

Rationale for Choice

Targeted
Audience

How it Will Be
Measured

Measurable
Objectives

Map Your Show
(online directory)

The data collection is
managed by the
publication, which
shares the results and
allows users to connect
with us ahead of the
show

Any attendees
interested in our
products

Data collected by
publication who
sponsors the
directory through
use of guest pass
code

Internal
communication and
training

Large portion of team
had not been to a
tradeshow and they
needed training

All booth staff

Leadership and I
observe booth staff
on the floor

E-Blast #1 –
Invitation to show
with free
registration link

To introduce our QC-33
and state that a 5
minute screw change is
possible

All current
customers and
prospects in our
850+ database

Constant Contact
provides click rates

We did not set any
specific objectives
for this piece. We
can now set
objectives for next
time based on
results from this
show.
The staff will: know
when to be where;
be knowledgeable
on the show floor;
be prepared to
answer questions;
follow rules in the
booth
*25% open rate
*30% click rate

Social Media

Want to create
excitement leading up
to and during the show;
to promote press during
and after the show

All show attendees,
all followers

Count number of
tweets

E-Blast with semiannual newsletter,
focusing on NPE and
what will be
showcased

Timing is in line with
newsletter publication;
want to let customers
know what they will see
at NPE

All current
customers and
prospects in our
850+ database

Constant Contact
provides click rates

*15 pre-show
tweets
*5 at-show tweets
daily
*5 post-show
tweets
*25% open rate
*30% click rate
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Type of
Communication

Rationale for Choice

Targeted
Audience

How it Will Be
Measured

Measurable
Objectives

E-Blast #2 –
Reminder that show
is only one week
away

To announce that we
will be doing 2 live
screw change
demonstrations each
day of the show
This would be seen by
attendees who may not
be familiar with us

All current
customers and
prospects in our
850+ database

Constant Contact
provides click rates

*25% open rate
*30% click rate

Material
manufacturers, any
compounder

Did not measure
impressions, but we
know that 56,000+
people attended the
show and could
have seen it
Did not measure
print advertising

Did not set any
objectives for this
item

All press in
attendance at the
show;
Publication
reporters and
editors

By number of
stories written that
feature our name
during or after the
show

*4 article mentions
*1 show daily
mention

Qualified gold star
leads

By asking specific
questions and
having the
customers share
their goals
Constant Contact
provides click rates

10 leads who have
an approved project
that will be ordered
in 2018

At-show kiosk (in
opposite hall at
base of escalator)

Industry publications
have special pre-show
issues that focus on
what attendees will see
at the show
Press kits for media Reporters like to have
paper copies of press
releases and USB drives
to reference during
interviews, and
afterward for story
completion
Lead collection
We need to meet new
people to grow the
business and we need to
know who we are
talking with
E-Blast #3 – Recap
To thank contacts for
of show with links to visiting booth and
press received
inform those who didn’t
attend what they
missed, with photos
from the show
Paid advertisements
in trade publications

Any reader who
uses or wants to use
twin-screw
extruders

All current
customers and
prospects in our
850+ database, plus
150+ new contacts
met at the show

Did not set any
objectives for this
item

*25% open rate
*30% click rate
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Below are the results for each type of communication:
Type of Communication

Results

Recommendations for Future

Map Your Show (online directory)

*1652 online showroom views
*84 links to website
*349 agenda adds
*112 leads
*Staff was prepared
*Staff professionally
represented the company
*31.1% open rate
*20.7% click rate

Continue to participate. This gives people
we don’t know the opportunity to become
leads, providing their contact information
to us.
Model training after the 4 templates
created for this show with fresh updates
for the next show.
Definitely need to keep this piece as it tells
contacts where we will be at the show and
allows them to register for free.
Continue to use social media to promote
our attendance at the show. Increase
number of tweets and set goals for number
of likes and re-tweets
Continue sending newsletter focused on
the show. It informs attendees about what
they will see and those who can’t attend
are still informed.
Not sure this should be repeated as most
people know within one week whether
they are attending and what their agenda
will be if they are.
Determine whether we can find a
meaningful way to report on this or
whether we should discontinue.
Continue using print advertising as it is still
important in the plastics industry, as
evidenced by the no fewer than 5 North
American print magazines still produced on
a weekly and monthly basis.
We no longer need to put together 35-50
paper copies. Reporters prefer digital,
other than those who schedule at-show
meetings.
Continue with using the gold star
qualification system.

Internal communication and
training
E-Blast #1 – Invitation to show with
free registration link
Social Media

*24 pre-show tweets
*24 at-show tweets
*12 post-show tweets

E-Blast with semi-annual
newsletter, focusing on NPE and
what will be showcased

*26.8% open rate
*39.8% click rate

E-Blast #2 –Reminder that show is
only one week away

*25.8% open rate
*14.8% click rate

At-show kiosk (in opposite hall at
base of escalator)

*2 comments on kiosk in our
booth

Paid advertisements in trade
publications

*Did not track results as it is
difficult to do with print ads

Press kits for media

*40 press kits were distributed
at the show

Lead collection

*9 gold star leads
*128 leads
*10 no follow up

E-Blast #3 – Recap of show with
links to press received

*28.4% open rate
*22.1% click rate

Continue with a post-show e-blast that
includes the new leads gained at the show.
Adding links to press is great.
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Below are a few examples of the external marketing pieces we used for NPE 2018:

Initial e-blast inviting contacts to attend the show

Second e-blast announcing live daily demonstrations
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One side of the 3-sided kiosk in the South Hall

Third e-blast sent post-show including media highlights

The show sponsored a social media wall where anything with #NPE2018
would be posted on a continuous scrolling feed. This is a great example of
one of the tweets sent out during the show.
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One print ad that was created just for NPE

Another show-specific print ad that was running
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Below are examples of Internal communication used for NPE 2018.
I wanted the staff to feel confident they had all necessary information. The two illustrations below are
taken from larger documents as examples of the level of detail provided to the show team.

Session 31316 – Beyond the Basics of Booth Selling taught me that the tradeshow staff accounts for 85%
of show success. That was a shocking number, but it makes perfect sense because your staff represents
your company and your brand. Even prior to arriving at the show location I wanted them to feel special,
and I wanted to give them useful items for their travels. In addition to providing useful training and
information, I included a little fun by use of gifts at each training session:

First gift: logo journals and a travel bag

Second gift: customized luggage tags and mints
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Third gift: You are all that and a bag of chips!

Last gift: Thanks a latte for your time in class

There was one last surprise for the team when they arrived on the show floor: personalized water bottles,
backpacks, nuts, mints, hand sanitizer, aspirin, padded shoe inserts and snack bars along with an assigned
cubby space for storage of their things during the week. This helped keep the storage/break area tidy!
There were also 3 collapsible lawn chairs set up in this area so that staff could take a seat for a quick break
off of their feet.

Storage area (prior to staff arrival) with the water bottles and stocked backpacks in the cubby area.
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MANAGEMENT OF RESULTS REPORTING
Below are the results from the objectives presented in section 3:
Overall Strategies Tactics

Measurable
Goals

Assessment
Method

Results

Recommendations
for Future

Connect with
existing customers
attending the show

Have staff in the
booth who
know and will
recognize
existing
customers

Connect with
25 current
customers

Each staff member
kept track in a
provided journal,
then the group had
a tally at the end of
the show

As a group we
reported
connecting with
35 existing
customers

Meet new
prospects

Have staff in the
booth who are
trained to ask
specific
questions to
sort out
qualified leads

Meet and
document 10
gold star leads

Share what is new
and maintain
relationships with
the press

Have meetings
with press prescheduled to
insure we are
on their
schedule

Spend time with
and show
appreciation to top
level customers
who have
purchased from us

Invite them to
our off-site
event and give
them an
experience to
remember

Conduct 4
press
interviews
that lead to
article
mentions,
including 1 in
the show daily
Each team
member will
interact with 5
customers at
our joint
event

Reviewed what a
gold star is
repeatedly in
training, special
gold star sticker for
those that met
criteria, staff
reported on gold
star leads at the
next morning's
meeting to group
Read all industry
publications during
and after show

At the show we
met and
documented 9
gold star leads;
after post show
follow up the
team qualified
others as gold
stars and
disqualified 2
that were rated
We conducted 6
press meetings,
appeared in 2
show dailies, and
received a total
of 7 article
mentions during
and after
All staff did a
great job of
mingling with
guests. We did
not report exact
numbers as
planned

This assessment method
worked, but there is
room for improvement. I
suggest having a daily
post-show meeting for 10
minutes to keep an
official log of these
guests
Continue with the gold
star rating program. It
was a great way to focus
on visitors and
conversations rather
than on scanning badges
as in the past

Each person
reported at the
following
morning's daily
meeting

Continue with pre-setting
appointments to share
the news at our booth
and connect with the
press

A better way to track this
information is needed.
We could try assigning
staff to 5 different
visitors from the guest
list
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Our sales cycle is fairly long with 9-12 months being the average. In addition to the information above, we
continue to gain and track positive results from NPE 2018:
 9 customer visits have been made as a direct result of the show
o This is typically the first step toward the customer sharing their project goals
 4 pilot plant trials have been booked as a direct result of the show
o This is a huge step where the customer spends time and money to ship raw
materials to our facility so they can be involved with running them on our
machinery, and typically they attend for a 2-3 day trial. We have a high percentage
of closing sales when the customer trials at our facility.
 2 requests for quotes on parts from leads met at the show
These at-show results were shared with the executive management team by our director of sales in a
presentation at their monthly meeting, and the additional successes continue to be shared as they
happen.

It was important for me to collect feedback from our show team as this was the first NPE I had executed
on my own. I created a simple 7 question survey that I sent to the group:

Between the written responses received along with the verbal comments received during and after the
show, the consensus was that this was one of our best booths ever. The live demonstrations were a huge
hit and the open layout allowed for good flow of traffic. The lighting alone made a huge difference
compared to booths around us.
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Although we were in the back row,
ENTEK’s booth can be seen from
the front of the exhibit hall due to
par can lights. The team was very
excited by this.

The new team members appreciated all of the preparation and training they received, and there were
several comments by show veterans that they enjoyed the training sessions and felt more prepared than
in the past.
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CONCLUSION
Overall I believe that NPE 2018 was a great success. Our team represented ENTEK well, our president, CEO
and director of sales were all pleased with the booth, the traffic in the booth, and the performance of the
staff, and things went as smoothly as possible.
We did a lot of things well at NPE 2018:







We established specific, measurable goals for the team to work toward
We successfully implemented a new lead prioritization system
We successfully conducted two live demos per day in the booth that drew crowds
We conducted 6 media interviews that generated good press for us, with mentions in the show
dailies
We sent out 4 well written and well timed e-blasts to inform and remind contacts of our presence
at the show, and to recap the press mentions we received
We had well trained staff present from various parts of the company

There are also things we can do better for NPE 2021:






We will apply specific, measurable goals to more pieces of the IMC
We should increase our social media presence to reach more attendees
We should add a quick daily close of show meeting to tally existing customer visits
We need to formalize a way to interact with guests at our VIP event
We should take a group photo in the booth at the beginning of the show

All of the things I’ve learned throughout the program have really come together by creating this portfolio.
For me it was unexpected to see how much of the coursework I unknowingly applied to my tradeshow
program, and referring to specific courses throughout the portfolio really brought that to my attention.
The single most important thing I’ve learned is that I am not alone. Even though I’m the only one in my
company engrossed in tradeshow planning and execution, there are so many other people in the world
doing the same thing. It has been wonderful meeting some and learning about their industries at various
EXHIBITOR events. I am so thankful I had the support of my company throughout the journey to
certification.
Unbeknownst to me, my CTSM journey officially began in October of 2015. I knew the director of sales
and marketing was going to retire in early 2016 and I would become the marketing manager, so I was
looking for tradeshow resources when I came across EXHIBITORFastTrak. It wasn’t exactly local, but San
Diego was in my time zone and a short plane ride away and the topics were exactly what I was looking for
to prepare me for the next step. I enjoyed the sessions and learned a lot, connected with another
attendee who I’m still in touch with today, and had a great time at the Padres game with her and
Tradeshow Bob. As far as I knew that would be the last of my tradeshow courses.
And then…. I received an email from Sue Haasis telling me that for completing my overall evaluation form
in San Diego, I was chosen as the winner of a Passport for any upcoming conferences. Once I figured out
what a Passport was my wheels started spinning. I immediately prepared a budget for completion of my
certification for my boss’ review, pointing out that I could get 13 classes out of the way for FREE and 5
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more on the eTrak program at a discount without travel expenses. I love a deal! He approved my plan and
I was on my way.
I really enjoyed EXHIBITORLIVE 2016 and soaked in the information. By the time I left EXHIBITORLIVE 2017,
all but one of my required classes were complete. The thought of preparing for a huge exam or writing a
very specific profile paralyzed me, and for a few months I did nothing. I seriously considered withdrawing
from the program and chalking up what I had learned as tools for tradeshows. After all, it had already
proved useful in my job and that was good enough for me. Or was it? I did feel accountable to my
company for the expenses paid to that point, and it’s not in my Type A personality to walk away from
something I had committed to.
I had just taken Preparing, Developing, and Submitting a Quality CTSM Portfolio in February and after a
few pep talks with myself I began writing. After sections 1 and 2 were written I developed writer’s block
and decided that the rest were too difficult to continue with. But rather than quitting, I decided that taking
the exam would be easier than writing the portfolio, so in August 2017 I registered for the exam in
November.
A lot of time and energy went into preparing for the exam and I felt certain I would ace it because without
a doubt I knew everything that I had been studying. Reality set in when I couldn’t answer question 1 or
several more on the first page. I didn’t know what I hadn’t been studying! The exam took me much longer
than I thought it would, there were many questions I did not recall ever seeing, and in the end there were
a total of 30 that I made educated guesses in answering. Leaving the exam I felt defeated; as if I had been
run over by a truck. I was frantically calculating the percentages of how many questions I could miss and
still pass. I was only hoping for passing at that point.
Thankfully I only had to wait 13 days for the result: 85%. Hooray – I passed!!! The very next thought was
“oh no – now back to writing the portfolio!!”
I used the enthusiasm I had from passing the exam to register for my portfolio within one week of getting
my passing score. I knew if I didn’t commit myself to a firm date, even if it was 365 days away, I would not
make progress on the portfolio.
Moving into 2018 I was increasingly busy planning NPE and only found time to write part of section 3. I
needed a hard deadline and time away to focus on the portfolio, so in April I signed up for the Portfolio
Power Writing Weekend in San Diego. Boy am I glad I attended. Jan, Jana and the other attendees in my
workshop were very supportive and our discussions were productive. It was extremely helpful to receive
immediate feedback from the advisors as I went. Because I was away from home and the office with
minimal distractions, I was able to keep the momentum going and plow through writing the rest of the
sections, all the way through my conclusion that weekend!!
San Diego….where my CTSM journey began, and where it all came together!
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