Bl EVENTS

Start 2010 by Meeting New
Prospects in Miami Beach

Exhibitors offer tips of the trade on how to make Franchise Expo South a success for your company.

BY JOEL GOLDSTEIN

ore than 8,650

people
dozens of countries
Franchise Expo
South last January and expectarions
are even higher for the fourth annual
FES when doors open at the Miami
Beach Convenrion Center January 15
for the three-day event.

As the gareway to Larin America,
Miami provides a perfect h.h‘kdmp
FES and exhibitors are lining
up o take advantage of one of the most diverse and culrural
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populations—and prospect bases—in the country. More than
40 countries were represented ar the 2009 event, proving thar
I'II:-\'." dttracts l'“'ﬂhplfl:l‘.h nog 1.'|‘LI|.:|-' !.IU.I'I'I I_J.IJ[] Amernca, L'I‘Llnl -]I.‘il"

from around the world.

“We know the leads will
walk through the door, now i's
up to exhibitors to capture their
artention, Portesy,
president of MFV Expositions,
which produces the Internarional
Franchise  Associarion-sponsored
FES, West Coast Franchise Expo and the
International Franchise Expo in Washingon, D.C,

said Tom

Why Exhibit?

Before discussing ups on how to build a presence and
become a strong exhibitor, let’s first discuss why exhibiting
is beneficial o capruring prospects. You might be sitring
there thinking to vourself, “why should I devore my time
and energy, not to mention money, cxhibiting at a trade show
when [ can attract prospects online and hold my own webinar
for free!”

Simply pur, the key difference is quality of leads. Larry
Trimble, vice president of franchise development for Unired
I'.l'-l.lll.'ll.lhl:' 1-«_'-IIILllJI.'lu il LI[II'JTEI.J-[ COMTpELny {5} J.-J.'.IHL'J.Ii.BE L'Ifall'lljb
including Sign-A-Rama, EmbroidMe and Plan Ahead Events,

explains it this way:
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“Our company receives a larger quantity of leads from
online sources, but I believe the quality of leads from the
trade shows are better because the prospects had ro get up our
of their chair, drive to the show, and pay 1o ger in,” he said.
“Therefore they are more serious in general,”
with

a franchisor than

Even 32,000
franchise restaurants operaring in 91 countries with 35 to 40
additional units added every week, continues 1o see the value
of trade shows over simple online correspondence.

“Franchising, at least for our company, is about relation-
ship building,” said Don Fertman, director of franchise sales.

“And l‘u‘ing able to meer in person pm\-‘id:‘ﬁ a SIronger start
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to what will hopefully be a successful, long-term relation-
ship. Trade shows provide that opportunity in an environ.
ment that is conducive to
discussion and informas

tion sharing.”
s "The missing link from
online resources is the ‘human touch’,”
says Collin Gattney of Cavas Wine Tasting
Room & Café. "Too manv prospects think they
have fgured out the franchise opporunity but
the online resource severely limits the all-
impaortant face-to-face meeting.”
“Presence at a wade show
imp::un.int," adds Patrice Rice, prﬂjdcn[ of
Pacrice & Associares Franchising, Inc. “People may see infor-
martion about your opportunity anling, or in a magazine, bur

is very

being able o acrually ‘reach our and touch’ someone gives
validity o the brand.”

Rice recently exhibited ar the West Coast Franchise Expo
where she met with a prospect who attended che event specifi-
cally because they saw that Rice was participating,

“The West Coast Franchise Expo gave us credibilicy,” she
said. “And that prospect became a franchise partner who will
be joLning our next class.”

Trimble has a slightly different take on the situation.
While he believes it is impottant to exhibit at franchise trade
shows, he rhinks the prospects that have already narrowed

{Continsed on page 118)
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their options down to a specific concepr or
industry may or may not come to a trade
show.

N hile prospects  can
certainly get a lot of information online,
many do not come to a trade show with a
specific concepr or industry in mind. They
are still evaluating different options and
thar is why it is important to exhibit,” he
said.

franchise

How to achieve success?

The main goal for any franchisor
artending any expo is leave with numerous
quality leads. The tough part is turning
that goal into a reality. Experienced trade
show exhibitors lenow thar takes more than
just showing up and hoping a prospect will
stop by your booth and say, “Hey! | want
to buy this franchise!™

We interviewed some of the indusery's
most successful franchisors for tps on
presenting, managing and execuring a
successful franchise event. Here is their
advice:

1. Before the Expo bepins, ensure
there are adequate quantitics of literature
available for prospects o take away.

“[ am Jiw:l}’ﬁ ﬁtunnr:l h':l." l‘ht numl‘.bﬂ
of exhibitors who run out of business cards
the first day,” said Gaffney.

2. Seay away from items unrelated o
your business as some may end up in the
tl.':l:l'.l. I.H:.Fﬂl': th: ]erp::fl cven ITIJ.I‘“:‘L i.t
outside the venue, Save yourself the hassle
and money by sticking to important leave
behind marerials like business cards and
uscful franchising information such as
financials, investment levels and available
territories. Alse be sure o caprure as
much dara from the prospect as possible.
And if you meer a qualified lead who's a
g-CIDL‘l Fit E-ur '}"Dlll' Ijr:lnd. Efl'.l'd th:m .T'ﬂ'].}'
with a call-to-action, such as a one-on-one
meeting request form.

“People will always grab the freebies,
but the serious investors wane o lk o
someone that has in-depth knowledge of
the opportunity and is more inrerested in
being provided with real informarion,”
said Rice, "An enmepreneur is not going
to make a decision because they got a Free
Frisbee with a logo on it.”

3. Several experienced exhibitors place
emphasis on keeping a professional, tidy
boorh during the evenr.
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“I think the most important aspects are
presence at the show, booth display and the
personality of the franchisor representa-
tives,” said Rice, “You must do something
to make people remember you as they have
hundreds of franchisors competing for
their attention.”

4. Remember, not all prospects are
educated abour which franchise they
prefer, or even which indusery for thac
marter. Don't just sit behind vour booth
and wait for the prospect 1o approach you.
Take the initiative: engage the prospects
that seem to be lost or wond ering .'Liml:is]].'

around the Expo,

Not all prospects are
educated about which
franchise they prefer.

hh"lﬂst PIU EP':'I:IS go i‘l'l.'l[]'l. L'H."Jl.]"l. Lo b‘JI’th:
speaking with brands they recognize,”
said Rice. "A Franchisor attending a trade
show must make every effort 1o speak with
people abour their concepr.”

5. Another tip: schedule one-on-one
meetings  with serious  prospects  over
brealkfast or alter the event. Be sure to give
them added arrention during or afrer the
Expo.

6. After the event be sure o follow
L'IP with any .'l].'ld. :lll pmsp:ch vou Spﬂkt
with. A personal connection may be just
the thing missing to help you find the right
match for your concept.

“Turning a rade show into a lead-
generating machine isn't abour luck or
magic,” said Portesy. “We have Franchisors
who have been with us for years. They
stick with the basics, follow a game plan
and walk away with qualicy leads they turn
into franchisees. And they do it time afrer
time after rme.” W

Joul Galdstern ix divector of marketing for MF1”
Eparitions. He can be reached at jeolderetinffl
mifrexta.com. For more on the Wert Coart
Franchize Esgpo, International Franchize Esgpo,
IEA and MFV" Exporiions family of thews,
iy u'm.l..ugﬁmﬁa. o,

The 2010 Franchise
Event Calendar

Fra e

Franchise Expo South

Miami Beach Convention
Center

Jan. 15-17, 2010
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www.FranchiseExpoSouth.com

INTERNATIODNAL
Franchise

www.|FEinfo.com

Walter E. Washington
Convention Center

April 9-11, 2010

International Franchise Expo

West Coast Franchise Expo

www.wefexpo.com

Nov. 5-7, 2010
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Los Angeles Convention Center
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