
Adealer’s sales area is,maybe, 50miles square,
maximum, and his core sales area will be less
than that. But ...

1)Allofourexposdrawattendees from12
to 25 states! They aremulti-statemarkets.

2) Each expo draws attendees from every
county, or nearly every county, in the home
state. Howmany dealer territories does that
entail? Think about it!

3)Whatpercentofyourtotalpotentialcus-
tomer base in the expo’s majormarket area
will the dealer be able to influence? Very lit-
tle. Each expo’s core market area actually is a
multi-state area. Check the demographics for
each of the expos.

4) If thedealerisworkingonsales tomake
sure his booth space pays for itself, what
chance do you think a new product has
against ‘show specials’and ‘great bargains’?

5) How many brand names will a dealer
display in his exhibit space?

6)Howmanyof thosebrandswill be your
competitors? Think about it!

7)Howmuchdisplayspacewillyourprod-
uct(s)have inthedealer’s totaldisplayspace?
How lowwill that percentage be? Where in the
displaywill that space be?

8) Howmanyminutes – or seconds –will
thedealerbeable todevote to introducingand/or
selling your product(s)?

9)Will the dealer get yournewproduct(s)
displayed in the freenew-product specialdis-
play area near the main entrance where atten-
deeswill see it/them first?

• Does your product have a chance to get
agoodintroductionhere?Doesn’t seemlikely.
Youneed to be in themix!

Two mistaken assumptions we hear often --
1) “A dealer is doing the expo for me.”
2) “We thought a dealer did the expo for us.”
No one can introduce your product better than you; no one cares like you! For
best results, do it yourself or exhibit with a dealer. Above all -- BE PRESENT!

Why not a dealer alone? Hereʼs why: 2009 dealer exhbitors ....
• Michigan - 13 • Illinois - 3 • Ohio - 7 • Wisconsin - 9

1A) When you’re new, by your-
self is best, and maybe the only way.

You probably have no dealers, so you
can make product sales on your own. You
and your booth display devote 100% of
space, time and effort to the introduction,
promotion and sale of your product. Make
product sales cover your costs; sign up
dealers and reps, too.
1B) When you’re an established

company, with multiple dealers also ex-
hibiting, exhibit by yourself and refer sales
to any or all of them. You help yourself,
and you help ALL your dealers.

OPTION 1
You - 1 10ʼ booth
Dealer - 2 or more booths
You will give, in your portion of display

space, the exposure your products need.
When you make a sale, direct the customer
to your dealer’s cash register. A sale must
have closure; you don’t want to turn money
or a customer away.

The dealer has considerable square
footage of product display space to create
sales of his own, while you maximize your
product line’s exposure.

You minimize costs, maximize expo-
sure and sales. You help yourself, and
you help ALL your dealers.

OPTION 2
You - 2 or more booths
Dealer - 1 booth or less

(enough space for a cash register)
Good way to show an entire product line

and be a dominant presence, while, at the
same time, having an outlet for sales you
create. The dealer essentially rides your
coat-tails, while you maximize your prod-
uct line’s exposure for all your dealers in
the expo’s market area.

Sales can offset exhibiting costs; you
can turn a profit. You help yourself, and
you help ALL your dealers.

TARGET COMMUNICATIONS
1-800-324-3337 • www.deerinfo.com

Booth Reservations: cheryl@deerinfo.com

Attention MANUFACTURERS:

On Your Own

With a Dealer

HHeerree’’ss  wwhhaatt  yyoouu’’rree  uupp  aaggaaiinnsstt  ......

How are your productsand brand nameintroduced to the hugemarket our expos reach... or aren’t they? 

22  WWaayyss
ttoo  EExxhhiibbiitt

Support ALL your dealers in each
expoʼs multi-state market area!

Check the website for exhibitor lists!


