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• Why does ROI break down? 

• The IMTS 3-phase marketing model

• Tactical checklists & timelines

• How IMTS tools amplify your efforts

How to 
maximize your 

IMTS investment
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Why ROI breaks down… 

• Lack of objectives 
• Late / no pre-show 

promotion
• Booth-only mindset

• Weak follow-up

• No measurement
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The IMTS 3-Phase Marketing Model

Before the 
Show: 

Build Demand

During the 
Show: 

Capture Value

After the 
Show: 

Convert & 
Extend
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Timeline

6–9 Months Out 

Strategy & Foundation

5–6 Months Out 

 Preshow Activation

3–4 Months Out
 Demand Building

1–2 Months Out  
Conversion Push

0–2 Weeks Post-
Show 

Immediate Follow-Up

2–8 Weeks Post-
Show

 
Nurture & 
Measure

Show Week 

Execute & 
Capture

Dec Jan Feb Mar Apr May June Jul Aug Sep Oct Nov
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BEFORE | 6–9 Months Out | Strategy & Foundation

Goal: Drive awareness and intent before attendees arrive

 Define goals (leads, meetings, brand, sales pipeline)
 Identify priority audiences & industries
 Align sales + marketing on targets, messaging, & onsite experience
 Build IMTS campaign calendar
 Build Marketing & PR strategy
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Strategy Mode: Focus on Alignment, Planning

Align strategy and target audiences, then 
determine tactical investments 
• Booth experience
• Media & PR strategy 
• Thought leadership
• Brand building via sponsorship

IMTS tools to consider (Sponsorship, Digital 
Showrooms) 
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Develop Marketing & Media Strategy

Reflect on how you might meet your 
objectives via: 
• Channels & outlets
• Use of agencies & vendors 
• Maximize available resources

Access complimentary space in 
the Media Center to hold a press 
conference - first come, first served. 

IMTS Exhibitor Workshop | The Marketing Blueprint



10

Engage in Thought Leadership

To apply to speak at 
the IMTS Conference, 
submit abstract by 
Feb 2, 2026.

Boost your company’s visibility and position your company as an 
industry leader through speaking opportunities.
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IMTS Showrooms: Generate leads. Build your brand.

IMTS visitor research, save, and 
add exhibitors to their showroom 
months prior to the show. 

In 2024, Exhibitor Showrooms with 
expanded packages got 4-18 times 
more views. 
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Determine Sponsorship Investments (if any)

Amplify your reach and connect 
with priority audiences.

Deadline: Past sponsors reserve 
prior positions by February 13

IMTS Exhibitor Workshop | The Marketing Blueprint

Scan to view 
sponsorship 
opportunities
.
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BEFORE | 5–6 Months Out | Preshow Activation

 Activate IMTS Exhibitor Passport
 Complete Digital Showroom (products, videos, CTAs)
 Begin multi-channel promotion
 Utilize resources in your e-kit (customer invites)
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Campaign Kicks Off – Focus on Awareness, Building Momentum

Focus on building momentum from your strategy. 
• Amplification via social, digital, email, PR
• Early experiments 

IMTS tools (Exhibitor Passport, E-Kit Resources, 
Digital Showrooms) 
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Align Booth Layout With Campaign

Early approval of your booth design 
prevents costly last-minute changes 
and ensures compliance with IMTS 
regulations.

Connect booth design and 
messaging to overall campaign. 

Final date for booth layout 
approval: June 30
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Utilize Your IMTS e-Kit for Promotional Resources

Your IMTS e-Kit offers logos, 

templates, and promo tools, such 

as customer invites. 
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Exhibitor Passport: Targeted lists of verified leads

90,000+ 
verified, qualified 

manufacturing prospects 

60,000+ 
exclusive email opt-ins.

Powerful filters and 
127 product categories
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BEFORE | 3–4 Months Out | Demand Building

 Launch targeted outbound to prospects & 
customers

 Promote booth number, demos, key technologies
 Schedule meetings and demos in advance
 Retarget engaged audiences digitally
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Campaign Begins to Peak – Time to Ramp Up & Adapt

Transition from strategy to tactics… 
lean on tools focused on lead gen / 
nurture
• Digital retargeting 
• Automations & nurture journeys
• Track conversion metrics / channel & 

adapt 

IMTS tools (Exhibitor Passport, E-Kit 
Resources, Digital Showrooms) 
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Utilize Customer Invitations 

Use your 10 free Customer 
Invitations to personally invite key 
prospects. 
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Finalize Your Booth Experience

Floral arrangements, 

internet access, giveaways, 

and language ribbons 

enhance visitor experience.
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BEFORE | 1–2 Months Out | Conversion Push

 Intensify outreach to registered attendees
 Finalize booth staffing and training
 Lock demo schedule and on-site content plan
 Prepare lead capture process
 Develop post-show plan 
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Develop post show plan 

 Determine sales channel system
 Lead nurture strategy
 Schedule follow-up emails via IMTS Passport
 How will you capitalize on content created onsite? 
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Build a Content Capture Plan

Ensure your team is prepped 
and trained not only to engage 
with prospects but to create 
and amplify content onsite. 
• Demo videos
• Booth photos
• Real-time posts
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DURING | Show Week | Execute & Capture

Goal: Turn engagement into qualified leads
 Deliver consistent booth messaging
 Capture and qualify leads in real time
 Create live content (photos, videos, demos)
 Amplify via social using IMTS channels and hashtags
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Content & Social Amplification

Maximize your reach by capturing content onsite. Utilize IMTS hashtags 

#IMTS2026 and #AchievetheImpossible and tag our IMTS social 

channels, so our team can amplify your posts. 

IMTS Exhibitor Workshop | The Marketing Blueprint

@IMTSChicago @IMTSChicago

@IMTS.show @IMTSTV

https://www.linkedin.com/showcase/imtschicago/posts/?feedView=all
https://www.linkedin.com/showcase/imtschicago/posts/?feedView=all
https://www.instagram.com/imtschicago/
https://www.instagram.com/imtschicago/
https://www.facebook.com/IMTS.show
https://www.facebook.com/IMTS.show
https://www.youtube.com/@IMTSTV
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AFTER THE SHOW: Conversion

Goal: Turn leads into pipeline
• Week 1: Immediate follow-up
• Week 2–3: Segmented nurture
• Week 4: Sales handoff
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AFTER | 0–2 Weeks Post-Show | Immediate Follow-Up

 Export and segment leads within 48 hours
 Send tailored follow-up by audience and interest
 Route hot leads directly to sales
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AFTER | 2–8 Weeks Post-Show | Nurture & Measure

 Continue segmented nurture campaigns
 Repurpose IMTS content across channels
 Track pipeline, conversions, and ROI
 Document lessons learned for next IMTS 

cycle

IMTS tools (Exhibitor Passport, Digital 
Showrooms, Sponsorships) 
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Post-Show: Measure Success

• Leads & quality
• Engagement metrics
• Pipeline generated
• Conversion rates
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Key Takeaways

• Start early
• Use IMTS tools fully
• Plan beyond the booth
• Measure and iterate

IMTS Exhibitor Workshop | The Marketing Blueprint



32

Timeline

6–9 Months Out 

Strategy & Foundation

5–6 Months Out 

 Preshow Activation

3–4 Months Out
 Demand Building

1–2 Months Out  
Conversion Push

0–2 Weeks Post-
Show 

Immediate Follow-Up

2–8 Weeks Post-
Show

 
Nurture & 
Measure

Show Week 

Execute & 
Capture

Dec Jan Feb Mar Apr May June Jul Aug Sep Oct Nov
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Reach Out to Me

Director – Marketing & Communications
AMT – The Association For Manufacturing Technology

Kristin Bartschi

I’m happy to answer any 
questions or provide additional 
resources. Feel free to send me 
an email or connect on 
LinkedIn. 

Email: kbartschi@amtonline.org

Scan to 
connect on 
LinkedIn

mailto:kbartschi@amtonline.org
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