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Introduction Exhibiting

Exhibitions and live marketing are the best 
ways to interact with existing and potential 
clients. They breed confidence in brands 
and products by offering an opportunity to 
showcase them.

‘Exhibiting Magazine is a must-read for anyone who 
takes exhibiting seriously. 
Advertising in Exhibiting Magazine ensures that the 
right people are familiar with C&S and reinforces our 
position as one of the UK’s market leaders’

Denis Quinn,  
Clements and Street Design Build ltd
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stand focus

allowing Fujifilm the flexibility to
showcase its print technologies.

The stand was intersected by an
aisle so, to link the two sides,
Equinox introduced a small double
deck to allow the structure to
extend from the side that spanned
the aisle. This provided additional
benefits by adding height and
position to the brand and a VIP
visitor area.

Equinox also built a theatre to
hold 150 people for a product
launch showcase that took place
five times each day the show 
was open. 

Part of the launch involved an
introductory video, which was
projected onto a screen in front of
the new product. At the end of this
build-up, the screen was raised to
reveal the product. The biggest
branded wall created was 6m high
and 30m across the stand, which
made for an imposing structure and
provided a backdrop for branding. 

Beneath this was a virtual press
room which used large graphics to
showcase Fujifilm’s pressroom
solutions in an engaging manner.

“We were aware of the need for
Fujifilm to maximise its brand
impact. Nothing does this better
than a highly visible placement of a
company logo,” said Equinox
director, Chris Criscione. “We
needed to create height and clean
space to achieve that at IPEX. 

“The double deck also allowed
Fujifilm to balance the need for an
open space stand with some
structure and tie it all together.”

We all stand together
To further boost Fujifilm’s brand
visibility, Equinox worked with The
NEC and the IPEX organiser IIR
Exhibitions to deliver a huge wall,
onto which a team of riggers
applied branding. “The bad
reputations that venues and
organisers are tarred with are

sometimes unjustified,” Criscione
said. “If you spend the time
working, rather than arguing, with
them, you can achieve more.”

By liaising early on in the process
with the organiser and venue’s
health and safety teams, any
exhibitor can work within rules and
regulations and ensure all parties
involved achieve maximum possible
remit for the client within safety
guidelines.

“It is always difficult to put a
precise ROI figure on an exhibition
stand, with the dynamics of

exhibiting extremely complex,” 
said Leeson. 

“But, of course, the stand has to
be seen to be contributing to an
increase in sales, and we feel this
certainly did a good job.”

Leeson felt the stand delivered the
important message that Fujfilm can
offer solutions across many
print-related activities. 

“The impact our stand allowed us
was significant, and it was
achieved within a tight budget. It
provided all that we had asked for,”
he concluded. 
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stand focus

James Barrett talks to Fujifilm about how it dominated the show floor at IPEX 2010.

IPEX at the Birmingham NEC is one
of the pre-eminent exhibitions in
the world for the printing sector.

For this reason, the graphics division
of multinational camera company
Fujifilm consider it important to have
a huge presence at the show.

Managed by Fujifilm's UK team,
with support from the head office in
Tokyo and the European office in
Dusseldorf, the space booked for its
2010 exhibition stand had a footprint
of over 1600sqm.  

Show-wide domination
Planning for the show began way
before the show opened, with
objectives being set in early 2009, as
was a challenging budget that
matched the economic
circumstances of the time.
Compromise on brand impact was

not on the agenda, with Fujifilm
needing to deliver brand presence
on an international stage.

This was partially satisfied by
maintaining the size of the stand
when budgets came under pressure,
but the challenge to achieve brand
presence and quality with a tighter
budget was then passed to design
and build contractor, Equinox Design.

The brief included the need for the
brand to dominate the hall,
maximise the floor space and
provide a launch platform for a
revolutionary new printing
technology in a theatre-style
environment. Fuji also wanted
footfall to flow through the stand,
and provide facilities to produce
engaging product demonstrations.

Another key requirement was to
look at extending the life of the

stands by ensuring that elements of
the IPEX stand could be reused for
future smaller regional shows.

“Our collaboration with Equinox
delivered exactly on brief and then
added some more elements,”  said
European marketing communications
manager for Fujifilm, Graham
Leeson. “The use of a small
double-decked stand and strategic
use of large billboards and graphic
elements allowed our brand to
dominate the hall.”

The big reveal
As a major provider of printing
technology, Fujifilm wanted to print
the graphics for many parts of the
stand. This provided further
logistical challenges for Equinox to
keep the look of the stand
consistent and within brief, while

The right exposure?

Exhibiting aims to educate 
exhibitors and live marketers 
so they can gain the most out 
of the growing face-to-face 
industry. Through the use of 
thought provoking editorial, 

case studies and best practice 
Exhibiting prides itself on 
helping readers improve their 
results via exhibitions and live 
marketing.

Exhibiting magazine

Each year Exhibiting magazine 
produces a handbook that 
provides advice and a list of 
suppliers that help our readers 
create great exhibits.
This high quality product sits 
on the desks of operations and 
marketing managers throughout 
the year. Make sure your ad is 
featured!

Exhibiting handbookCirculation & 
readership

Exhibiting has an ABC 
accredited circulation of 10,000 
which consists of corporate 
subscriptions, individual 
subscriptions and a rolling 
controlled free distribution 
programme.

T H E  C O M P L E T E  D I R E C T O R Y  F O R  E X H I B I T I O N  O R G A N I S E R S

Exhibiting Handbook 2011
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Advertising Exhibiting

Advertising rates

Advertising rates are dependant on the number of issues you advertise in. 
The rates are indicated below:

Double Page Spread    £5,225 Page per insertion  £2,745
3 issues £4,963 3 issues £2,607
6 issues £4,703 6 issues £2,470
9 issues £4,440 9 issues £2,332
12 issues £4,180 12 issues £2,196

Premium position +20% (inside front cover, inside back cover, outside back cover,  
centre double page spread and editors advert page)

Half Page £1,595 Quarter Page £908
3 issues £1,515 3 issues £861
6 issues £1,436 6 issues £816
9 issues £1,355 9 issues £771
12 issues £1,276 12 issues £720

Classified - Rates Mono
Single Column Centimetres £50 Web Directory £200 
Directory 12x1col inc Colour £250 Colour  +10%

Advertising sizes

Full page  
trim  297mm x 210mm 
bleed  303mm x 216mm 
type 270mm x 190mm 

Half page
Half Page Horizontal 128mm x 190mm 
Half Page Vertical  270mm x 90mm 

Quarter page
Portrait 128mm x 90mm 
Horizontal Strip 60mm x 190mm

Classified sizes
Column  Width
1col 43mm
2col  90mm
3col  129mm
4col  190mm

Contact information
Liz Agostini James Barrett
Exhibition Sales Manager Exhibiting Deputy Editor
T: +44 (0) 20 8971 8265 T: +44 (0) 20 8971 8292
F: +44 (0) 20 8971 8284 F: +44 (0) 20 8971 8284
E: lagostini@mashmedia.net E: jbarrett@mashmedia.net


