





The Power of

Appealing to Your

Given enough market research, it’s
probably safe to assume that you
know who comprises your target
audience. The question is: do they
know who you are?

Great graphics will ensure that even if your
target audience isn't familiar with you,
they'll want to find out. Every attendee at
a display event shares a common concern.
They want to know: “What's in it for me?”

Great graphics answer that question. By the
choices you make, from color to font style,
images to shape selection, you've got a
chance to communicate directly with your
target audience on a number of levels.

= Show them you understand the challenges
they're facing.

= Communicate the benefits you can provide.

= Speak their language.

For example, shipping giant UPS often
use graphics illustrating their ability to ship
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packages internationally. Their distinctive
brown trucks are shown traversing middle
America, Parisian streets, the Australian
outback. This appeals to their target
customers: people who need to ship
packages to many varied locations.

At the same time, it is imperative that
your graphics be visually appealing to your
target audience. Beauty is in the eye of
the beholder, so it is crucial to understand
what your audience finds aesthetically
pleasing. The attendee who is looking for
products and services for a young, edgy
teenaged demographic will want some-
thing markedly different from the attendee
seeking products and services for the
over—65 set. Be careful to avoid anything
that your target audience might find
insulting, including cultural taboos, or
images and language that might be
perceived as discriminatory or demeaning.

All Eyes on You: graphics that work
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VISIDIIT

To have great graphics, you have to
have visible graphics. Even the best
design in the world won’t work if no
one can see it.

There are two primary considerations that
relate to visibility: Size and Placement

Size covers the physical dimensions of your
graphic, any copy and images used in it, and
proportion to the exhibit as a whole. For
example, a graphic the size of a standard
postcard will be lost in a standard-sized
display booth. An extreme example perhaps,
but yet one you'll want keep it in mind when
selecting graphics.

Consider how far away viewers will be from
your graphics.

= Are the graphics easily seen from
this distance?

= Can the copy be read?

= Are the images easily understood?
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Why it is Imperative
and How to Do It

If you've answered “No” to any of these
three questions, you need to work with
your designer to improve matters.

Placement involves the location of your
graphics. Too often, graphics are blocked
from view by other elements, such as
people walking by or through the exhibit or
informational displays.

Again, take the time to consider your display
in use. Ask yourself what can interfere with
an attendee’s view of the graphics.

= Are they too high or too low?

= Will they be obscured by crowds of
visitors, furnishings, product displays,
or your staff2

Bad graphic placement is often a result of
graphics designed on a computer screen
by someone who isn't aware of the physical
environment or the unique circumstances
of the average display event. Help your
designer do a better job by providing a floor
plan of the entire hall where you'll be
exhibiting, highlighting columns and other
barriers to view. Ask your supplier to place
the graphics on a 3-D rendering of the
exhibit for review, before you commit to
something that won't work for you.
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We developed this checklist to help
you evaluate whether your graphic
designs are working for you. Use it
yourself and ask your colleagues to
complete it. Then share the resulting
scores. You may not always agree
but this checklist will help you build
consensus internally and help you to
communicate any concerns with your
graphic designers. Good luck!

Brand and Corporate Image

Consistent with other brand messages
in advertising, web site and collateral the
audience may have seen.

O Extremely Effective O Effective

O Not Effective

Reinforces/reflects/expresses the brand
in terms of image and quality.

O Extremely Effective O Effective

O Not Effective

Has a look and feel consistent with the
brand image.

O Extremely Effective O Effective

O Not Effective
Does not distract from product or other
messaging.

O Extremely Effective O Effective

O Not Effective
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Noticeability

Quickly grabs the attendee’s eye.

O Extremely Effective O Effective

O Not Effective

Is attractive in the eyes of the attendee.

O Extremely Effective O Effective
O Not Effective
Simplicity
Has brief, clear copy.
O Extremely Effective O Effective

O Not Effective

Visuals are easy to understand.

O Extremely Effective O Effective

O Not Effective

Visuals make the message easier to understand.

O Extremely Effective O Effective

O Not Effective

Message can be understood almost
instantaneously.

O Extremely Effective O Effective

O Not Effective
Visibility

Attendees can see the graphic (placed at
the right height, no part of the message
too high or low or blocked from view).

O Extremely Effective O Effective

O Not Effective
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Easy to read/understand from its functional
distance (size, font, colors, copy amount, etc.)

O Extremely Effective O Effective

O Not Effective

Relevance of Messaging

Message speaks to the target audience.

O Extremely Effective O Effective

O Not Effective

Communicate Company Name

Highly visible from outside the exhibit.

O Extremely Effective O Effective

O Not Effective

Is easy to read/boldy visual/uncluttered

O Extremely Effective O Effective

O Not Effective

Fits appropriately in the messaging hierarchy.

O Extremely Effective O Effective

O Not Effective

Direction/Product Groupings

Easy to locate.

O Extremely Effective O Effective

O Not Effective

Readable at an appropriate distance.

O Extremely Effective O Effective
O Not Effective

Clear in purpose.
O Extremely Effective O Effective

O Not Effective
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Does not distract from other graphics/displays.

O Extremely Effective O Effective

O Not Effective

Fits appropriately in the messaging hierarchy.

O Extremely Effective O Effective

O Not Effective

Provide Product Specific Information

Easily seen and read at the appropriate distance.

O Extremely Effective O Effective

O Not Effective

Does not distract from products or other
messaging.

O Extremely Effective O Effective

O Not Effective

Fits appropriately in the messaging hierarchy.

O Extremely Effective O Effective

O Not Effective

Visuals are simple and support the copy.

O Extremely Effective O Effective
O Not Effective

Minimal copy.
O Extremely Effective O Effective

O Not Effective

Overall

The graphic work/ fit in with the other
messaging and booth elements.

O Extremely Effective O Effective

O Not Effective
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Nomadic Display revolutionized the display
industry 30 years ago with the invention of
pop-up technology. Today, we are a leading
producer of portable and modular exhibit
systems with manufacturing facilities in
suburban Washington, DC and Ireland.
Nomadic products are sold through 200
showrooms worldwide.

Visit www.nomadicdisplay.com for fast,
easy access to Nomadic Display’s wide array
of solutions and tools. Our searchable data-
bases of hundreds of display designs and
rental properties make it easy to find display
options that meet your needs without ever
having to leave your desk. Nomadic Display's
Solutions Design Studio is available to create
custom renderings that integrate your brand
image and functional needs with a cost
effective custom modular display solution.
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Selecting the right graphics for your
display can be tricky. So much rests
upon choosing the right combination
of text, color, images and more.
Nomadic Display can help. With over
30 years of experience in the display
industry, we know what works and
what doesn’t — and we’re more than
happy to share that experience with
you. We're committed to making
your display event the most positive,
profitable experience possible.

Your success is our success!
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Deckel & Moneypenny Exhibits
Trade Show Marketing Specialists
Design - Production - Logistics

615 Marret Avenue
Louisville, KY 40208-2031

Phone 502-636-5118
Toll Free 888-501-7469
Fax 502-636-5306
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www.deckelmoneypenny.com






