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DESIGNING AN EXPERIENCE TO  
LEVERAGE PURPOSE, POSITIONING  
AND PROFIT

THERE IS A SAYING THAT ALL BUSINESS IS SHOW BUSINESS!

“ YOU CAN’T SAVE SOULS IN AN EMPTY CHURCH”  
- DAVID OGILVY

“THE HUMAN MIND DEALS WITH CLUTTER THE BEST WAY IT 
CAN -- BY BLOCKING MOST OF IT OUT.”
-MARTY NEUMEIER

As an entrepreneur, you know one of the biggest challenges in building your business is 
reaching the people you want to help. How can you reach them if they’ve never heard of 
you? If they don’t know you exist?

It’s noisy out there! How can you make people listen? How do you get their attention? 

You have to find a way to break through the invisibility barrier.

Sponsorship gives you an opportunity to have a production of your own design, where you 
are the producer, casting director, and star.  It is one of the most effective ways to get in 
front of a proven buying audience (especially when it is the Be the Change audience). 

But, you can’t just shout your way through the inevitable “noise” of a bustling tradeshow, 
where your audience is subject to competing messaging. 

Building your booth and the attendee experience around purpose and positioning can help 
you be visible. And being visible is profitable.

So, how do you steal the scene?

You want to attract people to you so you don’t have to 
chase them down. There are simple, but effective ways 
you can attract your ideal client to you – and here’s the 
best part: it doesn’t have to cost a lot of money (but it 
does require clarity on your purpose, positioning  
and profit). 
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FOCUS ON ONE COMPELLING MESSAGE

KNOW WHAT YOUR SELLING

HERE ARE SOME SIMPLE TIPS TO HELP YOU  
GO FURTHER, FASTER.

“MARKETING IS NOT THE ART OF 
SELLING. IT’S NOT THE SIMPLE 

BUSINESS OF CONVINCING SOME-
ONE TO BUY. IT IS THE ART OF 

CREATING CONDITIONS BY WHICH 
THE BUYER CONVINCES HIMSELF.”

-HARVEY MACKAY

Don’t try to sell multiple messages. Don’t give too many choices. Pick your most compelling 
message and focus there. 

Booths are a portal, first we have to get the audience in the door. Then, you can focus on 
uncovering what they need and if you are the right solution. 

Nothing happens until you get them in the door.

Think of your favorite brands, what are they REALLY selling?

Starbuck’s and Carnival have nothing in common other than the fact that they are selling an 
escape.

For example, what do these companies have in 
common?
Mercedes, Neiman Marcus, Rolex (all luxury, 
best in class)
Campbell’s, Quaker Oats, Folger’s (nostalgia, 
home)
Harley (freedom)
Carnival Cruises, Starbuck’s (escape)
FedEx, State Farm (reliability)
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BELIEVE IN THE POWER OF A  
FIRST IMPRESSION
First impressions are formed within the first 7 to 17 seconds of meeting someone. 55% of 
the impression is driven by personal appearance. Consistency in your personal branding, 
and that of your booth, do matter.

Your first impression is an extension of your purpose and your positioning.

Every word you place on your banner sign, your business card, your brochure is competing 
for attention. Always remember, less is more. And every word counts.

Which of these sponsors would you remember meeting?
A “technology specialist” or the founder of the “Geek Squad”?
A “marketing and communications expert” or the “Idea Factory”?
An insurance salesman or a talking gecko?

Be relentless in your commitment to making every word, every color, every object count for 
something – something that says something memorable about you.

You are part of your brand, the people working at your booth are part of your brand. Make 
sure the big picture is authentically you and designed around leaving a lasting impression 
that  is consistent with the other moving parts.

Stand back with a critical eye – what does the overall experience say about you and your 
brand?  From an ad in the Exchange Resource Guide to a business card handed out from 
your booth, what impression are you leaving?

BE YOUR BRAND!

BE ORIGINAL
First impression lead to connections. Show business is the business of being liked. Being 
authentic is likable. Being likable is profitable.

Not everyone will like you. It only matters that you are likable to the target audience you are 
trying to attract. 

You must only talk to clients in your own voice.  Real people like to be talked to like real 
people. 
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EXERCISE
What’s your favorite brand? The brand you are most loyal to, will pay more for, will drive to 
more than one store to find, will pass over cheaper imitations to get your hot little hands 
on… 

Now, ask yourself.  What would your clients say about you?  Does it match your vision for 
your own purpose, positioning and profit?

What do you like about the brand?

Why does it resonate with you?

Why are you willing to pay more?

How did they keep you hooked?

Your booth should help you tell your unique story in 30 seconds 
or less in your own unique voice. Done properly, it grabs our 
attention and makes us want to listen. 

What do you want your audience to see? Are you funny, 
goofy, intellectual, witty, geeky, artsy… Who are You? Enthusi-
astic? Edgy? Flexible? Friendly? Accountable? Affable? Warm? 
Witty?  Think about it. 

Demonstrate this originality and clarity of purpose in your logo, 
your tagline, your booth design, your business card, your give-
aways, your warm introduction. 



6 | © 2018 DRIVEN THE EVENT SPONSOR TRAINING

LET YOUR LANGUAGE DO THE TALKING
It’s time to figure out what you’re saying and the best way to say it. It’s not about being per-
fect. It’s about making people interested in you, about being the star of your own show, and 
convincing them not to turn the channel.  

Make a statement that captures and holds the attention of YOUR ideal client. It must be 
something they can easily remember and attach to you. Every word is not calibrated for the 
masses -- it’s carefully calibrated for the people you most want to work with.

What are your core beliefs?  Why should they listen to you? Use it in your language and to 
define your brand.

Chances are you know these one liners and who spoke those words. Each says something 
unique about them and their brand and leaves a lasting, uncompromising impression -- in 
10 words or less!

“Can we talk?” (Joan Rivers)
“How’s that working out for you?” (Dr. Phil)
“And like a good neighbor, State Farm is there.” (State Farm)
 “Show me the money.” (Cuba Gooding Junior in Jerry Maguire)
“Thirty minutes or less, or it’s free.” (Domino’s Pizza)

You can do the same with your products, systems and services. Make them endlessly quot-
able. And memorable.  Think of “Conversations to Cash” or “The One Minute Miracle”.

EXERCISE
Get clear: What is YOUR unique offering? Why is it compelling? Why you?
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DESIGN THE PRODUCTION FROM  
THE INSIDE OUT

WHAT ARE YOU TRYING TO ACCOMPLISH?

One Size Does Not Fit All: Though you all have a single 8 foot deep by 10 foot wide space, 
each booth is it’s own unique production.

Much like your copy, there should be no space wasted. Everything in your booth is there for 
a reason. Form follows function.

You want to think through the logistics – what is your booth there to do first and foremost? 
Brand building? Brand repositioning? List building? Finding new clients? Connecting with 
Existing Clients? Demonstrating a Product or Service? Clear objectives lead to quantifiable 
results.

Do we want the audience to look, touch and feel? Or to stop, pause and think? Or to sign 
up, test out, and return back? Or to eat, drink, and socialize? What experience do you want 
them to have when they step into your space? What impression should they have when they 
leave it?

“PEOPLE THINK FOCUS MEANS SAYING YES TO THE 
THING YOU’VE GOT TO FOCUS ON. BUT THAT’S NOT 
WHAT IT MEANS AT ALL. IT MEANS SAYING NO TO 
THE HUNDRED OTHER GOOD IDEAS THAT THERE 
ARE. YOU HAVE TO PICK CAREFULLY. I’M ACTUALLY 
AS PROUD OF THINGS WE HAVEN’T DONE AS THINGS 
I HAVE DONE. INNOVATION IS SAYING NO TO 1,000’S 
OF THINGS.”
								        - STEVE JOBS



Consider this when deciding whether to have low displays at front, counters and highboys 
for them to belly up to, shelves to shop, or high back displays for them to ponder.

EXERCISE
Think of your favorite brick and mortar retailer:

What makes you want to go in?

What is the experience from start to finish?

Who greets you?

How are products displayed from store window to cash register?

How do you get more information to make a buying decsion?

How do you feel when you leave?

How can you incorporate similar experiences or lessons learned into your own booth de-
sign?

How do you want to show up?

What is the big takeaway?
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DESIGN, BRAND AND MAKING 
A STATEMENT
STAYING ON BRAND

EVERY promo and piece of marketing material you use should have your logo and branding.

If you are having “logo identity crisis” (7 or more diff erent variations of your logo), pick the 
one that resonates most you and stick with it!

Use elements and graphics that not only look appealing but stay true to who you are and 
what your brand represents.

KEEPING EVERYTHING ON BRAND GIVES YOUR PROMOS AND 
MATERIALS A UNIFIED LOOK. IT NOT ONLY MAKES A STATEMENT 

BUT ALSO GIVES YOUR BUSINESS A PROFESSIONAL AN 
ORGANIZED LOOK.



10 | © 2018 DRIVEN THE EVENT SPONSOR TRAINING

MAKING A STATEMENT

THE ART OF SIMPLICITY

LIVEN UP YOUR MATERIAL! No one wants to read a sheet or paper with just a bunch of 
boring text.  Use images, illustrations, graphics, or doodles to make your stuff stand out and 
POP!

You can make a statement without a lot of junk on your promo and marketing materials.  A 
confused mind always says no.

Two key mantras to live by when it comes to creating effective but simplistic design:

Focus on key details instead of trying to explain every single detail about your service or 
product.  Get straight to the point, cut back on content, and make key words or statements 
pop off the page.  Remember to not get too graphic, image, or font heavy either!

When creating printed promotional items like post-
cards, sales sheets, advertisements, etc.  give po-
tential clients something to remember.  Throw in the 
shock factor, be bold, be funny, be unconventional.

You’ll stick out in their mind and you’re guaranteed 
to be remembered. Note do this and still stay ON 
BRAND.

1. LESS IS MORE
2. SIMPLE IS THE NEW BLACK
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YOUR BANNERS AND YOUR BOOTH

If you feel stuck or stumped check out some of your favorite trendy magazines.  Not only do 
they usually have great design and layout but the ads in the magazines are great inspiration 
for you to mimic in the art in simplicity.  Remember these are magazines so they are content 
heavy, but their design and graphics are clean.
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TIPS AND RESOURCES
•	 Order flowers - the can give you some break up from you table and give a little pizazz. 

•	 Table Scuba - these are super cost effective, they are super sleek and you can use over 
and over again. Search amazon for “rectangle stretch tablecloth” in your size and color. 

•	 Levels - bring things like small boxes and crates so you can put them under another lin-
en cloth and create some different levels for your tables and displays.

•	 moo.com
•	 vistaprint.com
•	 stickermule.com
•	 epromos.com
•	 nametags.com
•	 customink.com
•	 bannerstandtogo.com
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EXHIBITOR KIT

8’x10’ exhibit booth includes an 8’ high back wall, 4’ high side drape.

6’x30” skirted table (1), waste basket (1), and chairs (2).

NO obstruction of hallways or traffic flow
Nothing attached to walls or ceilings
NO materials higher than 4’ in the front  4’ of the booth

BOOTH DIMENSIONS

INCLUDED

BOOTH NO-NO’S
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5 WAYS TO GET THEM TO 
BE THE CHANGE

CONNECT

MEMORABLE

CALL TO ACTION

AUTHENTICITY

BELIEF

AND ANY OTHER EVENT YOU’RE SPONSORING

• Get on the phone and get excited about attending
• Put the event in your signature block

• Put it in the “Where Am I?” section of your weekly newsletter 
• Put it on your website
• Connect via social media

• Make them feel like a VIP
• Upgrade to a suite?
• Hand-written note at hotel registration
• Special “by invitation only” drinks by the pool 
• Get-together over lunch for special attendees
• Have a special gift for them at your booth

• Give them the opportunity to get ticket in the moment
• Incentivize them to get their “Be The Change” ticket – what else can you give them
• Small gift if they sign up now 

• Don’t show up as someone else
• Don’t dress like someone else 
• Don’t talk like someone else

• Believe in yourself, your clients and your potential clients 
• Show up as your HIGHEST self
• Inspiration not convincing
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THE FOLLOW-UP SYSTEM
TOP TEN SECRETS TO FOLLOW-UP

1. KNOW WHY YOU’RE THERE. KNOW WHAT YOU WANT. WHY ARE YOU A  
    SPONSOR?

2. BE WILLING TO LET GO... AND MAKE SURE YOU GET YOUR ROI 

3. FOLLOW-UP STARTS IN THE ROOM

4. REMEMBER WHO’S PARTY IT IS

5. ENGAGE AT EVERY OPPORTUNITY

6. READ THE ROOM AND IDENTIFY YOUR POTENTIAL CLIENTS EARLY

8. ORGANIZE LEADS DAILY

9. GET NURTURING EMAIL SEQUENCE IN PLACE BEFORE EVENT

10. NEVER GIVE UP ON YOUR FOLLOW-UP!

7. SERVICE, NOT SALES... BUT DON’T GIVE IT AWAY!

•	 What are your goals?
•	 How can you serve this community

•	 Build lifetime relationships
•	 Note what people may need now... and may need later, then set the stage
•	 Be clear about your qualifiers and disqualifiers

•	 Always support and honor your host
•	 How can your services and offerings support the work/programs of your host

•	 Be more interested than interesting
•	 Get in the mix and be involved
•	 Get their story and share your own
•	 SHOW UP! 110%

•	 Connect, be curious, and support

•	 Note people to connect with the next day
•	 Business cards – fold a corner for hot leads
•	 Encourage people to set up a strategy session

•	 Get your contacts entered – who’s going to do it?
•	 Tag them specific to the event
•	 Create a special introductory email with picture or video from event
•	 Put your best foot forward!
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FIVE FOLLOW-UP MISTAKES TO AVOID

1. MAINTAINING THE STATUS QUO

2. MAKE DECISIONS THAT AREN’T YOURS TO MAKE

5. RELY ON THEM REACHING OUT TO YOU

4. QUIT AFTER THE FIRST WEEK

3. WAIT/DELAY/GO ON VACATION

-- Do something different! Stand out! Be Unique!

-- Let them make a decision. Give them a choice and let them  
    make it!

-- Don’t expect them to call you because you gave them a business card. Don’t 
rely on your email (or sequence) to get them to reach out to you. PICK UP THE 
PHONE!

-- Keep going... weeks, months, years later! NEVER give up 
on helping them.

-- Strike while the excitement is hot! they have just spent 1,2,3,4,5 
days being told they need support, help and to invest in them-
selves. So, help them to get the service/support they need -- 
NOW!
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POST SPONSORSHIP FOLLOW-UP EMAIL 
SEQUENCE
*Note: This example is the actual follow-up sequence from the Be the Change 2012 Event.
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DAY 1 - WELCOME EMAIL
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DAY 3 - “PROFITS” ARTICLE EMAIL
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DAY 6 - “POST IT MONEY GOAL”  
ARTICLE EMAIL
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DAY 9 - “CHARGE WHAT YOU’RE WORTH”  
ARTICLE EMAIL
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DAY 12 - “REVEALED” ARTICLE EMAIL
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DAY 16 - “BUS LOAD” ARTICLE EMAIL
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DAY 20 - “5 WAYS” ARTICLE EMAIL
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DAY 24 - “PUTTING THE PIECES  
TOGETHER” ARTICLE EMAIL



44 | © 2018 DRIVEN THE EVENT SPONSOR TRAINING



© 2018 DRIVEN THE EVENT SPONSOR TRAINING | 45 

KISS OPT-IN SEQUENCE (KEEP IT SIMPLE 
SEQUENCE)

Opt-In for Freebie: 
Redirect to "Thank 
You Page" & sent
"Welcome" Email

Send a an audio/
video that goes 
deeper

Killer content that 
solves urgent need. 
Give a clear Call to 
action. Start seeding 
Strategy Sessions

Did you take that 
action? Here's some 
more killer stuff. Old 
webinar. 
P.S. Strat Sessions.

Here's a great 
article. Mention 
Strat. Sessions

Move to 
Main List

Send some killer 
content - share one 
of your best articles 

Last Chance for Strat 
session OR Teleclass/
Webinar

Push to Strat session 
OR Teleclass/Webinar

    Day 3:    Day 1:     Day 6:

    Day 9:
    Day 12:

    Day 19:     Day 21:

    Day 15:



46 | © 2018 DRIVEN THE EVENT SPONSOR TRAINING

FOLLOW-UP SEQUENCE TEMPLATE


