
March/April 2020 • VOL. 26 • ISSUE 2

ECN’s 2020 I&D ACE Awards Submissions Deadline is April 17

EXHIBITCITYNEWS.COM

IN-DEPTH LOOK  
AT LEAD CAPTURE  
& RETRIEVAL 

EXHIBITORLIVE! 
PREVIEW

SPOTLIGHT ON 
LAS VEGAS

UFI & SISO Launch Campaign  
Over Coronavirus, Travel Bans  
& Tradeshow Cancellations

001_Cover_noSpine_0320.indd   1001_Cover_noSpine_0320.indd   1 3/11/20   9:21 AM3/11/20   9:21 AM



24 March/April 2020  Exhibit City News

Tradeshow Technology

 It wasn’t that long ago 
when collecting leads meant 
having a pocket full of busi-
ness cards with a couple of 
words scribbled on them or 
using one of those newfan-
gled badge scanners to copy 
nothing but an attendee’s 
contact information from a 
code printed on their badge. 
Fast forward a decade and 
there is a whole new world 
of lead capture and retriev-
al for every program and 
budget, from something as 
simple as taking a picture of 
a business card to as so-
phisticated as a cloud-based 
software that can manage an 
entire exhibiting program. 

Choosing between them 
can be a bit baffling, however, 

unless one takes a moment to 
understand the options avail-
able and, more importantly, 
how every company can do 
better when it comes to col-
lecting and using the informa-
tion of prospective customers. 
Also, navigating factors like 
the lead management system 
of a particular show or what 
features beyond lead capture 
and retrieval would be useful 
in a software product must be 
considered as well. 

Many tradeshows offer 
some form of lead service, 
either by creating badges 
that are scannable or renting 
software and equipment to 
collect information, or both. 
But the challenge this creates 
for exhibitors is that scanning 

a badge may not provide the 
level of detail an exhibitor 
wants, and using the show’s 
lead system may cause inef-
ficiencies when booth staff 
must learn new software at ev-
ery show they attend and data 
doesn’t seamlessly integrate 
with a company’s Customer 
Relationship Management 
(CRM) system. 

Nick Adams, director of 
lead solutions for Modus, says 
changing systems repeatedly 
can waste valuable time that 
booth staff likely don’t have. 
“One of the biggest challenges 
I see exhibitors facing in how 
they collect leads at a show is 
utilizing a consistent, repeat-
able process,” Adams says. “A 
lot of the complaints we hear 

when speaking to exhibitors is 
how every show has a differ-
ent rental option or no option 
at all. So you’re either having 
to learn or get a refresher on 
the show’s rental option or 
figure out a whole different 
manual process if there is no 
option. After the show is just 
as bad because all these dif-
ferent options create different 
outputs of data that you have 
to figure out how to stuff into 
your CRM or marketing auto-
mation system.”

Also problematic, says Rich 
Eicher Sr., director at lead 
technology firm codeREADr, 
is the matter of what equip-
ment is being used—as 
personal devices will need to 
have software downloaded 
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onto them and may suffer 
from poor connectivity when 
competing for bandwidth at 
a venue, and rented devices 
carry an additional learn-
ing curve just to charge and 
operate that can make them a 
headache to use. 

Ryan Schefke, CEO of 
Captello, a lead management 
software company, says 
choosing a show’s lead system 
that is not customized for an 
individual company often 
times means having no con-
trol over the data, which can 
leave an exhibitor and their 
prospective clients hanging. 
“The number one thing I hear 
is that most people want to 
get the lead immediately into 
their CRM or marketing auto-
mation system, but when you 
use the show lead solution, 
you may not get your leads 
right away,” he says. “Maybe 
it’s three days, or it can be 
weeks.” Even if the informa-
tion is immediately available, 
he says, accessing it requires a 
process of accessing it on the 
show’s portal, downloading it 
and then uploading it into a 
company’s own CRM system. 
“A booth manager has a lot of 
responsibilities and the last 
thing they have time for is all 
those steps,” Schefke says. 
Moreover, for exhibitors who 
want to only upload qualified 
leads or who want to distrib-
ute leads based on certain cri-
teria, the data dump of what’s 
collected by the show’s service 
is likely to only create extra 
work trying to sift through the 
information after the fact. 

To provide a value-added 
service, some organizers 
will provide lead technolo-
gy for free or automatically 
wrap a lead management 

system into the booth cost, 
says Gwen Hill, senior vice 
president of business devel-
opment at software provider 
exhibitforce. But even a free 
lead solution doesn’t neces-
sarily represent a good use 
of staff resources given the 
amount of time working with 
the data might take. 

Some shows pressure 
exhibitors to pay for their 
lead capture technology by 
charging them as much as 
$1,500 for the developer’s kit, 
the data mapping information 
necessary for an outside lead 
capture system to read the 
encrypted data on badges. 
Without the kit, Hill says, a 
company doesn’t have the 
tools necessary to decode 
attendee badges and lead 
collection would be relegated 
to scanning business cards or 
hand-entering information. 

But for companies serious 
about handling leads in the 
most fruitful way possible, 
even a hefty fee for a devel-
oper’s kit can be worth it in 
the long run, Hill says, as can 
allow consistency and stra-
tegic design that streamlines 
everything about the lead 
management process. 

Most of the customized lead 
capture and retrieval systems 
available today provide exhib-
itors with the option to either 
scan or hand-type information 
into a smartphone or tablet—
flexibility that can be useful at 
shows where badges are not 
scannable or where foot traffic 
is low enough to make data 
entry by hand reasonable. 
Also, many systems can be set 
up in kiosk mode, allowing 
attendees to enter their own 
information into a device. 

Unlike early lead collection 

equipment or the more simple 
systems offered by show orga-
nizers, nearly all modern lead 
management services today 
allow customers to completely 
customize the information 
fields being collected, creat-
ing the opportunity for the 
addition of qualification data, 
sales team distribution details, 
notes and more. The informa-
tion can be tailored to match 
the fields in a CRM system, 
making uploading the data 
relatively effortless. 

Also, many systems avail-
able now allow a cascade of 
preformatted actions once 
a lead is processed, from an 
automated email to the poten-
tial client to the transferring 
of the lead to the appropriate 
sales team member based on 

the information collected plus 
many more functions. 

This ability to customize 
how a lead is collected and 
then immediately  put it to 
work for the company can be 
a game-changer for compa-
nies where processes were 
not so streamlined or where 
leads were often not han-
dled properly because of the 
complexities of doing so. “It’s 
critical to be able to respond 
to leads as soon as possible,” 
Schefke says. “Without a cus-
tomized process, you have to 
wait for a lead and then wait 
to get it into the system, and, 
in the meantime, your hot 
lead is getting jumped on by 
your competitors.”

According to Eicher, even 
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leads by date, hour collected 
and type—providing exhibit 
managers with an abundance 
of information regarding the 
flow of potential business. 

Like exhibitforce, Captello 
has a diverse suite of capabili-
ties depending on the needs of 
the users. Aside from manag-
ing leads, the software can be 
used by someone hosting an 
event, allowing guests to regis-
ter, check in and print badges 
among other things. It also has 
a gamification feature with 25 
different customizable games 
to attract attendees to stop and 
play a while. Captello is a sub-
scription-based service that is 
contracted based on event rath-
er than the number of devices, 
and it can be used for a single 
event or on an annual basis. 

Similar to its counterparts, 
Modus, a subscription-based 
software, has a range of ca-
pabilities beyond lead collec-
tion and retrieval, including 
the ability to disseminate an 
unlimited amount of market-
ing content just with a key-
stroke on the lead when it is 
processed. It has refined lead 
qualification abilities as well as 
the possibility to see how lead 
efforts are going in real time. 
Adams says the ability for the 
software to fully integrate with 
CRM and marketing auto-
mation platforms is one of its 
strengths, as is the availability 
of a customer service person 24 
hours a day for exhibitors using 
the service internationally. 

Representatives from each 
company agree on one core 
concept: Leads are instrumen-
tal to successful exhibiting 
and companies that aren’t fol-
lowing up on them somehow 
are definitely losing out. Still, 
a surprising number of exhibit 

managers say they really don’t 
interact with collected leads in 
a meaningful way after a show 
and the reasons for that are 
many. Booth staff adoption 
of the technology being used 
is a big one, as is an anti-
quated system that is difficult 
to manage because of poor 
transmission signals, sluggish 
entry interfaces, or absence 
of customization that would 
qualify a lead’s potential. 

But the evolution of lead 
management, Schefke says, 
means there is no excuse 
anymore for doing leads 
badly. Where a company used 
to have to hire a firm for six 
figures to create a lead man-
agement app, now it can just 
build its own interface using 
the framework provided by 
any number of modern-day 
suppliers. The opportunity for 
exhibitors to do what they do 
better is huge, he says. 

Adams agrees. “If all an 

exhibitor does is send a sales 
rep 100 business cards without 
that added data of what was 
discussed in the booth, they 
will quit digging through that 
haystack after the first 10 leads 
tell them, ‘I just came to the 
booth for a hat,’” Adams says. 
“Can you imagine if they quit 
right before they found that 
ONE lead that could put your 
event in the black? What if 
sales were able to identify the 
right leads from that list and 
called on the best ones first? 
How can we set sales up to be 
ready to call on the right leads 
before they go cold again? 
Those are the questions I’d be 
thinking about if I was an ex-
hibitor planning my lead pro-
gram.” How simple or sophisti-
cated that program is remains 
up to the exhibitor depending 
on what sort of system they 
choose, but the most import-
ant thing, everyone concurs, is 
that they choose one. 

Continued from p. 25

just having the ability to edit 
leads in real time and using 
a web portal to process them 
are light years ahead of where 
lead management capabilities 
started. “Compare that to rolls 
of printed leads,” he says. 
“Although paper seems old-
school, one of the benefits was 
the ability to write notes on 
the paper after speaking with 
an attendee. That’s no longer 
necessary because editing 
leads online or on the device 
itself is now available.” 

A product like codeREADr is 
unique, Eicher says, because it 
is a SaaS (software as a service) 
platform that can be mold-
ed for many different types 
of applications, from event 
entry control to attendance 
tracking or event asset track-
ing. The company’s primary 
customers, Eicher says, are 
event organizers or registra-
tion technology companies, 
which have the ability to white 
label codeREADr software into 
a multitude of mobile apps. 
Licenses for the product start 
at $14.99 per device per month 
with volume pricing substan-
tially lower, and users can up-
grade and downgrade from one 
month to the next as needed. 

In the case of exhibitforce, 
the lead management system 
is scalable and charged based 
on how often it will be used 
and by how many devices, 
says Hill. The lead collection 
portion of the software is just 
one tiny part of an overall 
exhibition management 
system that can track which 
employees attended what 
shows, maintain an inventory 
of exhibiting assets, create 
detailed cost reports and 
more. The system is sophis-
ticated enough to tabulate 
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