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OVERVIEW FOR EXHIBITORS

We are delighted to bring you a practical guide to the UK dental

events and sponsorship opportunities offered by the non-profit

making professional associations. With the wide selection of

promotional opportunities now available throughout the year, the

following information is designed to help you choose between the

various offerings available and assess which will deliver the most

value and help you achieve your marketing and business objectives.

Dental associations have a deep understanding of their members'

needs which means events are tailored appropriately, a commitment

to quality standards which assists with the delivery of customer

satisfaction and a remit to re-invest funds back into the industry 

thus protecting the future of dentistry in the long term.

If you would like to provide feedback, 

please e-mail: info@ukdentalalliance.org
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UK dental exhibitions and sponsorship opportunities 

Dental Professionals Association (DPA) 
www.uk-dentistry.org

About the DPA
The DPA was established in 1954 as a dentists’ organisation. Since 2009, membership has been open to any
dental care professional, including dentists, nurses, hygienists and the dental trade. Membership, which still
has a strong bias towards practice owners, reflects the makeup of the profession nationally.

Its aims are:

• To support and represent primary dental care. 

• To improve oral and general health. 

• To maintain and increase the status of the dental profession. 

• To improve the terms and conditions of service for members. 

• To assist and provide services for members. 

Main areas of operation are member services, publishing, lobbying, management consultancy and risk
assessment. The DPA is keen to build relationships with suppliers of goods or services to its members.

GDP Magazine
The GDP is an A4 magazine sent bi-monthly to every member. A special issue with higher distribution
coincides with BDTA Dental Showcase. It reflects the views of the Association and carries articles of general
interest to dental care professionals, book reviews and ‘Shop Window’ media releases which are popular
with traders. The magazine also carries the usual range of display advertisements and is full-colour
throughout. Agency and series discounts are available. There is no VAT to pay on advertising (subject to
change without notice). Our Media Pack (downloadable from www.UK-Dentistry.org) contains our Features
List and Mechanical Data requirements. For pricing information and to reserve advertising in the GDP
magazine, download our Advertising Booking Form or email Maria@UK-Dentistry.org

UK-Dentistry.org Web site
The DPA produces a members’ Web site (UK-Dentistry.org). This carries news, opinion and has a members-
only section. There are opportunities to place banner or text adverts on the site. Please contact
Info@UK-Dentistry.org

iShowcase Website
The DPA produces a Web guide to the annual BDTA Dental Showcase (www.iShowcase.mobi) optimised for
viewing on iPhones or similar Web-enabled smartphones. The DPA offers all exhibitors a FREE basic listing
and there are opportunities to expand the information about your company, product or service and
highlight product launches and Showcase special offers. If you have any queries, please email Maria@UK-
Dentistry.org 

DPA Community Website
The DPA Community Web site is produced at www.UK-Dentistry.org/phpBB by the DPA on behalf of UK
primary dental care professionals. This site requires FREE registration but is open to the entire primary
dental care profession including the dental trade. There are opportunities to participate and advertise on
this site.

DPA Podcast
The DPA produces a dental podcast for UK dental care professionals. There are opportunities to have your
product or service featured on this podcast or to sponsor it. 

Email Shots
The DPA communicates with its members
approximately every two weeks by email. There
are opportunities to feature your product or
service in these emails. 

DPA Annual Meeting
The DPA Annual Meeting takes place in May each
year and is open to all DPA members. There are
opportunities to sponsor this meeting and the
President's Dinner which accompanies it.

CONTACT DETAILS
Dental Professionals Association 
61 Harley Street
London
W1G 8QU

Tel: +44 (0)207 636 1072
Advertising: Advertising@UK-Dentistry.org
General: Info@UK-Dentistry.org
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UK dental exhibitions and sponsorship opportunities – TIPS ON EXHIBITING

30 secrets to exhibiting success 
1. Exhibiting is the most cost effective way of getting your products and 

services in front of customers. 

2. Exhibiting is the only medium, which allows you to interact with potential customers,
using all the 5 senses. 

3. Decide why you are exhibiting and what you wish to achieve. Have some specific,
measurable targets in mind. E.g. Get 300 qualified sales leads or conduct 50 research
interviews. 

4. Design your stand to help deliver your objectives. 

5. Have one person in charge of every aspect of the exhibition. 

6. 80% of stand success is down to staff, so train them. 

7. If you can invite people, do. If you don’t your competition will. 

8. Formulate a plan to categorise leads for follow up. 

9. At the show, let people know you are there, advertise. 

10. Don’t ask closed questions. 

11. Keep your conversations with clients short and concise. 

12. Turn off your mobile phone. 

13. Focus, get all the details you can from your prospect. 

14. Make a rota, so everyone knows where he or she is and what he or she is doing, when. 

15. Make eye contact and smile. 

16. Listen to your prospect and sell benefits not features. E.g. this is good for you
because… 

17. Go for it! Have staff whose presence says “Hi, how are you?” 

18. You and your staff need to look fresh and feel fresh. 

19. Use all 5 senses to attract people to your stand. 

20. Have daily team debriefs. 

21. Classify all leads. 

22. Don’t eat whilst on the stand. 

23. On average 75% of visitors to an exhibition are there to buy or plan to buy in the future.

24. Don’t get into conversations about products you do not know, ask another team
member to help/demonstrate.

25. Remember why you are there, stay focused on your objectives.

26. Talk less, listen more.

27. Conduct a show debrief with the stand team.

28. Follow up leads, you will need to contact them at least 6 times.

29. Make use of all the information you have gathered.

30. Book early for next year!
Source: AEO
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UK dental exhibitions and sponsorship opportunities - TIPS ON EXHIBITING 

Useful tips to help you get the most out of your
presence at exhibitions

Before the event
Advance planning is recommended for most projects and activities but deadlines and
resources can often put pressure on this activity. Here are a few suggestions which you
may find useful…

Set specific goals – Think about what you want to achieve at the exhibition and set goals to help
you succeed. You might want to generate a certain number of sales leads or add 50 new contact
details to your database. Whatever you do, ensure your objectives are SMART (specific,
measurable, accurate, realistic and timed).

Plan the stand to meet the goals – The design and size of your stand and your stand activities
should reflect what you hope to achieve. Tailor your stand and marketing communication
materials and samples to your key target audience/s and ensure you have the correct mix of
stand personnel with technical knowledge and sales skills.

Tell people why they should visit you – Research has shown that 83% of the most successful
companies at a range of exhibitions (in terms of business generated and leads collected) were
ones that took the trouble to mail to their prospects and customers before the show. [Source:
CEIR]. Take advantage of the opportunities offered by the event organisers and utilize the dental
press so that your customers know why they should visit your stand and where they can find you
in the hall. The web is also becoming a powerful tool so remember to include the official event
logo and a link to the event website on your website. 

Train your show staff – Your exhibition staff need to be well briefed on your goals and properly
trained. After all they are key to success at any exhibition. There are many training courses to
help you get the best out of live events available from the AEO. Please contact the AEO on
01442 285810 or visit www.aeo.org.uk/training for more information.

Make use of your Exhibition Manual – You will find that most of your questions will be answered
in the Exhibition Manual. In addition to the rules and regulations relating to the event, you will
also find order forms for furniture hire, photography, electrics, stand building and most other
services you need to organize to make your stand and time at the event as effective as possible.

During the event
The event will bring visitors, press, exhibitors and colleagues together all under one
roof. It is hard to know where to focus your effort and what to do first. The following
ideas may be of help…

Brief your stand staff each day – A highly motivated, well informed team does more than any
other factor to differentiate you from the other stands and make an impact on your market. Daily
briefings which highlight targets and the role of each member of the team are a must. This helps
generate a positive attitude and build enthusiasm amongst the team. Encourage smiles, eye
contact, open questions and avoid crossed arms and frowns. It sounds obvious but it is easy to
get it wrong. Make the most of every opportunity and above all introduce some fun and
excitement into the day!

Spend the optimum amount of time with visitors – Think about the investment being made and
the need to get the maximum return. Identify which visitors you want to speak to and be careful
not to spend too much or too little time with each of them. Research has shown that dentists are
not the only ones making purchasing decisions, other members of the dental team authorise and
influence the purchase process (DJS Research, 2009).
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UK dental exhibitions and sponsorship opportunities – TIPS ON EXHIBITING

Collect lead information – Whether you simply take
the prospects’ business cards, write down their
contact details or hire light pens to capture data of
your chosen visitors, generating leads is a valuable
starting point in the sales process. 

After the event
Several months of hard work and build-up and
the exhibition is over in a flash. It is important to
make the most of your time at the exhibition but
also to continue the good work after the event
has closed. You may like to try some of the
following…

De-brief the team – Hold a meeting with exhibition
staff and key personnel to evaluate the things that
went particularly well and the things which did not go
as well as planned. Encourage feedback and
suggestions to improve future performance while the
ideas are still at the forefront of people’s minds.

Measure your results – Review your SMART objectives
and assess whether they have been met. Whether you
have exceeded them or fallen short, either way it will
help with the planning for next year’s event.

Follow-up leads and contacts – Every visitor to your
stand should receive a timely follow up. A letter, e-
mail, telephone call or visit may be in order. Some
leads turn into sales several months after the event
and other visitors may get in contact at a later date so
it is important not to assess your success solely on the
sales made at the show. Again you may wish to take
advantage of some of the post-exhibition
opportunities available in this brochure so you can
contact those visitors who you didn’t manage to
speak with.

Post event publicity – Remember to undertake some
post event publicity, whether in terms of PR,
advertising or promotions to tell your target audience that you had a successful event or to
maintain awareness of your company. Many of the dental magazines run post event reviews
which you may wish to take advantage of.

Reserve a place for next year – Remember to tell the organiser what you thought of the event by
completing and returning the feedback form. The comments are taken on board and used to
shape future events. Book your space early for next year to increase the likelihood that your
special requirements can be accommodated. 

Source: Adapted from the AEO’s How to Exhibit booklet
www.facetime.org.uk

Why include
exhibitions in your
marketing mix?
Exhibitions are effective for:

• Personal selling to potential
buyers

• Building prospect databases

• Building relationships with 
existing customers

• Seeking new customers and
developing new markets

• Educating the market

• Generating sales leads

• Demonstrating products or
services

• Generating media awareness

• Building brand awareness

• Launching new products

• Positioning your company as 
market leader

• Networking with the trade and
gaining new
distributors/partners

• Generating media coverage and
building relationships with the
press

• Researching and market testing
new campaigns and possible
product launches
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Deciding where to exhibit?
Consider the facts
When choosing which exhibitions to attend as an exhibitor, remember to consider 
the following:

• The number of visitors expected to attend based on previous visitor figures - Although
people who register in advance have shown some commitment towards attending an event
they are not guaranteed visitors. If an event has run previously, visitor numbers from the
previous year can be a useful indicator of future visitor numbers. Remember to check whether
visitor numbers are audited.

• Type of visitors – Are your key target audiences likely to attend the exhibition? Most event
organisers will run impressive marketing campaigns in the months leading up to the event to
attract as many visitors as possible. Think about the appeal of the marketing campaign to
potential visitors.

• Cost of the exhibition space - Decide whether the price per sq mtr is reasonable and you may
even find it useful to work out the cost per visitor. Also, decide on the appropriate size of
stand based on the number of visitors you are likely to see.

• The amount of time you will be able to spend with visitors – Lectures and seminars are
popular with members of the dental team looking to gain CPD hours but think about whether
the educational programme will negatively impact the time you can spend with potential
customers.

• Industry support for the event – Think about the reputation of the event and the event
organiser and whether the event is supported industry-wide by the dental team, the trade, the
dental associations and the dental press.
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Getting the most out of sponsorship
Sponsorship is a flexible, creative and cost effective method of marketing
communication and is one of the few forms of marketing that consumers are
less cynical about. Consumers appreciate that many events only happen
because they are sponsored. Proliferation of print and online media and the
consequent information overload facing customers mean that the power of
advertising has declined and the potential value to sponsorship has risen.

Benefits which can be gained from sponsorship…
Correctly executed, sponsorship can offer a range of benefits:

• Raise brand and organisational awareness amongst the relevant target audience 

• Create preference because sponsorship 
is omnipresent

• Create positive PR 

• Position brand through associative imagery 

• Support a sales promotion or marketing campaign

• Act as corporate hospitality that promotes good relations with clients 

• Generate consumer preference and foster brand loyalty – increase brand name retention
and reduce brand decay

• Grow brand equity

• Grow market share

• Generate goodwill – positively 
associates the brand in the mind 
of the consumer

• Increase sales

Before sponsoring an activity…
The sponsor must feel sure that the event/organisation:

• will be successful

• has a proven track record 

• has good future prospects 

• is generally aligned with the sponsor’s brand and business objectives. 
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Maximise the value of sponsorship…
Planning – A sponsorship programme has to be coherently planned, effectively measured and
have the spark of originality that lifts it above the competition. Customers recognise and
appreciate efforts made for their enjoyment. You need to work together in partnership with the
organisation/brand/event and follow common objectives, in order to make the sponsorship
programme work most effectively. 

Targeting – Ensuring that the event is well matched to your company/product means that the
correct audience will be targeted with the desired message. Sponsorship programmes are most
effective if they are tailored specifically towards the audience. Be creative but ensure it is
relevant and your products and services are used in some way. 

Integration – Incorporating the sponsorship programme into the rest of the marketing mix as
part of a coherent strategy is vital. Advertising informs whereas sponsorship transforms the
perception of the product, for example it becomes associated with the key features of the event.
It is important to take into consideration the budget which needs to be allocated towards
supporting the sponsorship with other marketing when negotiating a fee for the sponsorship
deal. Sponsorship is often thought to be more effective as a long term, strategic option.

Measurement – Sponsorship should not be seen simply as a means of generating awareness
because it is often difficult to measure whether this transfers to sales. Web sponsorship is easy
to measure through hits and click throughs and with event sponsorship such as an exhibition
footfall to the stand or voucher redemption can be useful indicators of success. The European
Sponsorship Association sets out best practice guidelines in its Sponsorship Assessment and
Evaluation Guidelines (www.sponsorship.org) and suggests some techniques for quantifying the
value of a sponsorship programme.

Information adapted from: The Chartered Institute of Marketing ‘Shape the Agenda – the measure of success’

UK dental exhibitions and sponsorship opportunities - TIPS ON SPONSORSHIP
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SCHEDULING YOUR MARKETING ACTIVITY

You may find it useful to use the following table to plan your marketing activity whether that is advertising,
exhibiting, sponsoring or a combination of all three!

JANUARY FEBRUARY MARCH APRIL

1 1 1 1

2 2 2 2

3 3 3 3

4 4 4 4

5 5 5 5

6 6 6 6

7 7 7 7

8 8 8 8

9 9 9 9

10 10 10 10

11 11 11 11

12 12 12 12

13 13 13 13

14 14 14 14

15 15 15 15

16 16 16 16

17 17 17 17

18 18 18 18

19 19 19 19

20 20 20 20

21 21 21 21

22 22 22 22

23 23 23 23

24 24 24 24

25 25 25 25

26 26 26 26

27 27 27 27

28 28 28 28

29 29 29 29

30 30 30

31 31
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SCHEDULING YOUR MARKETING ACTIVITY

MAY JUNE JULY AUGUST

1 1 1 1

2 2 2 2

3 3 3 3

4 4 4 4

5 5 5 5

6 6 6 6

7 7 7 7

8 8 8 8

9 9 9 9

10 10 10 10

11 11 11 11

12 12 12 12

13 13 13 13

14 14 14 14

15 15 15 15

16 16 16 16

17 17 17 17

18 18 18 18

19 19 19 19

20 20 20 20

21 21 21 21

22 22 22 22

23 23 23 23

24 24 24 24

25 25 25 25

26 26 26 26

27 27 27 27

28 28 28 28

29 29 29 29

30 30 30 30

31 31 31
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SCHEDULING YOUR MARKETING ACTIVITY

SEPTEMBER OCTOBER NOVEMBER DECEMBER

1 1 1 1

2 2 2 2

3 3 3 3

4 4 4 4

5 5 5 5

6 6 6 6

7 7 7 7

8 8 8 8

9 9 9 9

10 10 10 10

11 11 11 11

12 12 12 12

13 13 13 13

14 14 14 14

15 15 15 15

16 16 16 16

17 17 17 17

18 18 18 18

19 19 19 19

20 20 20 20

21 21 21 21

22 22 22 22

23 23 23 23

24 24 24 24

25 25 25 25

26 26 26 26

27 27 27 27

28 28 28 28

29 29 29 29

30 30 30 30

31 31



C/o British Dental Trade Association
Mineral Lane
Chesham
Bucks
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