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SPECIFICATIONSINFORMATION RATES

The Exhibition Planner and theplanner.guru website have an overall 
reach of 22 716  in print, online and on mobile. Daily, weekly and monthly.
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THE EXIBITION PLANNER magazine is endorsed by, works in collaboration with, and reaches the members of, the following associations and organisations:

in collaboration with members of

2 @ theplannerguruThe Planner @ theplannerguru

Print circulation
3 700

digital reach
Digi mag subscribers 1 051
Newsletter subscribers 4 794
Website pageviews per month 6 705
Social Media following 6 466

total distribution
Print and digital

22 716

Our subscribers find value in our unique, quality content. By 
advertising, you significantly expand your engagement with 
your target market. We offer you multiple platforms through 
which to communicate and connect with the MIcE industry.

Exhibitions have become an integral aspect of most 
marketing managers’ plans. This publication speaks directly 
to those responsible for organising eye-catching exhibition 
stands and sourcing other suppliers.

Essential industry tool

containing information that cannot be found anywhere else, 
The Exhibition Planner is an essential tool for exhibitors. 
Information is packaged in an easily digestible format, 
addressing the entire process of planning and arranging a 
show stand, and what to do pre, during, and post-show.

Magazine circulation Why advertise in The Exhibition Planner 
•  This annual handbook enables you to showcase your 

products and services to potential clients. 
•   It addresses the specific needs of the exhibition industry. 
•  It is a reference guide packed with essential information 

for exhibition stand organisers. 
• It is also a communication platform for industry suppliers. 

•  It is the most important source of business intelligence for 
the exhibition market. 

• It is distributed to key-industry decision-makers.
• It is ABC-audited.
•  It is accessible through multiple channels: print, 

newsletters, website and social media 

What makes The Exhibition Planner unique?

• EXSA members
• Exhibition organisers & AAXO members
•  Marketing managers across various industries who need 

to exhibit at trade or consumer shows 
• Venues

Who reads The Exhibition Planner



•  Designer and stand 
builders: system or 
custom

• Signage/graphics/printing
• Outdoor display
• Computer hire/IT services 
•  Venue technical 

management
• Skills and training
• Furniture hire
•  Sales and rental of 

exhibition stands
• Audiovisual and lighting
• Carpeting and flooring
• Electrical contractors/hire
•  Project/event/confex 

management
•  Freight forwarding/

clearing
• Portable system suppliers
•  Exhibition system 

suppliers
• Safety and Security
•  Exhibition cleaning 

contractors
• Catering and hospitality
• Marquees
•  Visitor registration and 

access systems
• Rigging services and hire
• Decor and draping
•  Advertising/PR/

communications
•  Broadcast/TV/production 

facilities
•  Travel & accommodation
• Exhibition staffing/training
•  Exhibition equipment 

sales
• Portable system suppliers
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Do you supply any 
of these services 
to the exhibition 
industry? Then 
you need to be in 
this publication

Related publications

Meetings

This alternate monthly 
magazine investigates 
new trends and strategies 
relevant to the industry 
to keep event organisers 
ahead of the planner pack. 
It is a market leader in the 
business events sector, and 
is endorsed by the PcO 
Alliance. It is also a member 
of SAACI and EXSA. It 
provides an ideal platform 
for venues and suppliers to 
promote themselves to their 
target audience. 

 =

BUSH, 
BEACH 
& BERG
TOP LOCAL DESTINATIONS 

MAGICAL MAURITIUS: PLAN THE PERFECT INCENTIVE WITH MIC 

WHAT THE EXPERTS KNOW: APPEALING INCENTIVE TRIPS

The Meetings &  
Event Planner

This is a beautiful, collectible 
annual publication. By 
showcasing an event that 
was held at your venue 
or used your products 
or services, alongside 
a testimonial from the 
event organiser, you can 
demonstrate to event 
planners what results they 
can achieve by using you.
You also get an online 
profile on the website 
www.theplanner.guru 
and on AppMyEvent, a 
tool designed primarily 
for mobile use but also 
for tablets and desktops. 
Event organisers can plan 
all aspects of their events 
and pin on their boards 
the venues and service 
providers they want to 
use. Make sure you take a 
profile in all three products 
so that event planners 
don’t overlook you when 
choosing their venues and 
service providers.

The Incentive Planner 

Looking for new and 
exciting destinations?  
The Incentive Planner is 
jam-packed with fresh ideas  
and top tips to turn 
any incentive trip into a 
memorable experience. Out 
in March and September 
with Meetings.

Based on nominations from peers, the Top 40 Women in 
MIcE selects the finest 20 event organisers and 20 suppliers 
in the business events industry. The event honours these 
women for their contribution to the industry during a morning 
of celebration. The Top 40 Women in MIcE initiative gives 
the industry the platform to support the women who keep 
events running as smoothly they do.

VIEW IT ONLINE  
All these publications are 
available on 3smags.co.za 

Events
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Showcase your venue, products or services on the 
front cover of The Exhibition Planner. 
This exclusive package includes a front cover image 
and two-page article. Use these pages to promote your 
products and/or services or enforce your marketing 
message. The professional editorial team at 3S Media will 
assist you in getting your desired message across.

The article will be featured: 
•   As a two page cover story upfront in the magazine 
•   As a featured article in the newsletter
•   As a video clip on www.theplanner.guru (optional)
•   As a shared article on our social media platforms.  
This includes a specialised campaign to boost the story 
and extend its reach and engagement 

Big Interview 
Share important information and hot news with your industry. 
The Big Interview, written by our editorial team, includes two pages of 
editorial. The photo of the person interviewed will be published on the front 
cover of the magazine along with a pull quote.

The article will be featured: 
•  As a two page story upfront in the magazine 
•  As a featured article in the newsletter
•  As a video clip on www.theplanner.guru (optional)
•  As a shared article on our social media platforms.  

This includes a specialised campaign to boost the story and extend 
its reach and engagement 
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FEATURED ORGANISER FEATURED ORGANISER

ORIGINATING FROM a need for a client 

to have one project manager, and one 

quote to ensure all the mechanics of 

hosting and making an event happen, Jacaranda 

Events was established, following a series of 

inventive initiatives launched by Tshwane Events 

Centre a few years ago. These initiatives were 

aimed at supplementing the income generated 

by venue rentals. Over the years these initiatives 

have grown to such an extent that they have 

become a fully-fledged business.

WHO THEY ARE AND WHAT THEY OFFER
Jacaranda Events is a fresh new event logistical 

solutions company, which is able to provide 

its clients with a comprehensive A-Z guide of 

solution service for exhibitions and other events, 

ranging from the project plan to the centrepieces 

on a banqueting table. 

Offering logistical services, draping, carpeting, 

AV and staging solutions, airport and hotel 

transfers, catering options, event planning, 

and even marketing solutions, there is nothing 

Jacaranda Events cannot do. 

With its collection of professionals hailing from 

the events industry, who are geared towards an 

entrepreneurial spirit that delivers innovative 

and profitable solutions to the events industry, 

clients can enjoy peace of mind, knowing that 

the mechanics of their exhibition are taken care 

of by Jacaranda Events, and focus on the more 

important elements of the exhibition, such as 

building relations with clients.

TSHWANE EVENTS CENTRE AND 
JACARANDA EVENTS
These two companies share a mutually benefi cial 

relationship, as the services offered by Jacaranda 

Events directly benefi t from those presented by 

Tshwane Events Centre. While Tshwane Events 

Centre will provide venues for exhibitions and other 

functions, Jacaranda Events will be in charge of the 

exhibitions and catering platforms.

Tshwane Events Centre offers space, variety, and 

fl exibility to clients, ensuring overall memorable and 

successful events. Competitive rates, customisable 

facilities, as well as a helpful attitude are all 

elements that make the centre unique as well 

as compliment the services offered by 

Jacaranda Events.

The location of this venue also makes it a sensible 

choice, as it is located fi ve minutes from the Pretoria 

Gautrain Station, 40 minutes from O.R. Tambo 

International Airport, as well as within close driving 

distance to all major government departments 

in Tshwane.

A CLEAR AND DETERMINED VISION
The aim of Jacaranda Events is characterised by four 

distinct business disciplines. These are: 

•   event logistical support

•   hospitality, which incorporates the Events Centre, 

on- and off-site catering services, as well as the 

brand new Jungle Café, which is open to the public 

six days a week for various functions

•   a marketing service division, which specialises in 

event marketing, product launches, and activations

•   an eventing arm that will assist clients in 

project managing events.

Jacaranda Events strives to boldly apply the 

entrepreneurial spirit and provide innovative 

and profitable solutions to the events industry 

by providing quality event logistical support, 

conferencing, catering, events creation, and 

marketing services.

It is unique because it is part of an established 

and well-known event and conference facility 

that has already established client ties such 

as national, local and municipal government 

structures. However, Jacaranda Events is also 

able to increase its reach by servicing other areas 

for business as it is not exclusively tied to the 

Tshwane Events Centre.

LOOKING TO THE FUTURE
One will no doubt start seeing a strong presence 

from Jacaranda Events within the events and 

exhibition industry. It has several events and 

exhibitions lined up.

Its first client is the annual Tshwane Business 

and Agricultural Show, which will take place in 

August and they are currently assisting the Dino’s 

Alive Expo in Pretoria. It will also be involved with 

a few upcoming City of Tshwane Events.

“Jacaranda Events has been put in an unique 

opportunity to test the norms of eventing 

support solutions, allowing us to offer fresh, 

innovative solutions to clients anywhere on the 

continent,” says Ricky da Costa, general manager 

of Jacaranda Events. 

A leading exhibition organising

company

It is unique because it is part of an established 

1     A team with over 10 years’ experience 

in the events and exhibition industry.

2   It was created from a venue’s point of 

view, which gives it a unique approach 

to seeing exhibitions.

3   Preferential rates and benefi ts, should 

a client wish to utilise the Tshwane 

Events Centre.

4   Complete mobility, allowing the 

company go to where the client 

requires it to be. 

5   Unique venue management 

experience, which allows it to 

understand both sides of the coin and 

allow for harmonious service between 

event and venue.

5 REASONS TO USE 
JACARANDA EVENTS 
TO ORGANISE YOUR 
NEXT EXHIBITION:

companycompany
Offering excusive service solutions at 

Tshwane Events Centre, as well as across 

South Africa, Jacaranda Events is an 

innovative eventing solutions company.

+27 (0)12 327 1487
jacarandaevents.co.za
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#INDUSTRYLEADERS

WANT TO ‘STAND’ OUT?
Excuse the pun. We just couldn’t resist!

Get in touch with our Head of Sales to find out how we can help you 
‘stand’ out from the rest at your next exhibition / conference!

nicole@compex.co.za | +27 82 857 3762

VISIT US AND SEE 
WHAT WE ARE UP TO 
ON SOCIAL MEDIA:

www.compex.co.za

@compex_

Compex

ONGRATULATIONS ON THE 
decision to position your brand at 
an upcoming exhibition. With the 

deadline looming, we imagine you may be 
asking yourself "What now?” We know how it 
goes; you have hundreds of ideas about what 
you could do to stand out, but have no idea 
where to start! 

The most critical questions you need to 
answer at this stage of your planning are 
why you are exhibiting and what do you 
hope to achieve. The answers to these 
questions will form the foundation that 
helps you develop an integrated marketing 
campaign. Why integrated? Well, with all 
the communication channels available 
to us, brands need to optimise on every 
opportunity they can, to help position their 
messaging. For example, you may have 
planned a great looking stand but how can 

PLANNING YOUR EXHIBIT HAS NEVER BEEN EASIER

Although exhibiting can seem daunting, the Compex 
team has come up with a couple of tips on how to 
make this exciting journey a little easier. 

the time, they will be referring you from 
personal experience.

INSPIRATION
We are fortunate to live in an era where 
information is plentiful and, regarding 
inspiration and ideas, the internet is the place to 
start. Always keep your objectives and budget 
top of mind but leverage the opportunity to 
share actual examples of stands you may have 
seen with your stand contractor. 

Although contractors speak from experience, 
the more informative the initial brief is (with 
regards to designs, objectives, budgets, 
corporate identity, messaging and ideas) the 
quicker they can present a design concept that 
speaks to your vision. Starting from a point of 
no direction can be a costly, frustrating and 
time-consuming affair for both the contractor 
and the client. 

DESIGN AND ARTWORK
Once you have a stand design you are happy 
with, messaging and graphics become integral to 
bringing everything to life. Although not always 
achievable, it is advisable to try and integrate 
the planning between your stand design and 
core brand message. This will help you shape 
your stand into something that represents 
your brand and ensures alignment with other 
possible marketing or communication campaigns 
your company may be positioning. You should 
(in most cases, anyway) receive a detailed 
3D line drawing that will outline the graphic 
measurements associated with the design, as 
well as any other items such as furniture and 
audiovisual requirements. Sometimes, stand 
builders have an associated creative agency or 
can assist you with your artwork. Other times, 
you may prefer to use an internal team of 
designers or your current creative agency to 
come up with the appropriate graphics. 

MANNING YOUR STAND
You have spent so much time planning for 
everything to be perfect; the last thing you 
want is to have staff on your stand who can't 
engage with potential leads or create interest in 
your brand. Visitors will not take your company, 
products or services seriously if they engage 

DESIGN 101
Keep in mind four important things when 
planning your graphics and artwork.

1.   GRAPHICS ARE CRUCIAL.Dimensions 
for graphics should be provided by your 
stand contractor and designing artwork 
accordingly will ensure no last minute 
issues are experienced.

2.  KEEP AN EYE ON POSSIBLE 
DISRUPTIONS IN YOUR ARTWORK. 
Graphics and copy close to the fl oor are 
oft en overlooked and with shell-scheme  
in parti cular, the aluminium structure 
that holds your stand together cannot be 
moved. Thus, designers should keep this 
in mind when working on your artwork.

3.  TRY PROVIDE YOUR ARTWORK 
BY THE AGREED UPON DEADLINE. 
Printi ng, drying and transporti ng can 
take ti me and when it's crunch ti me, 
your stand contractor runs a ti ght ship. 
They will make a plan, but it can 
become stressful – drying ti me, for 
example, takes longer during cold and 
wet weather.

4.  PROOFREADING IS ESSENTIAL. You 
will need to give the approval to go 
to print, so we suggest you take ti me 
looking at the fi nal artwork and have 
someone else look at it too. Litt le 
mistakes can creep in. Errors spott ed 
on-site can cause unnecessary stress and 
increased costs.

Be outSTANDing 

C you ensure you drive traffic to your website 
or social media platforms.

STAND CONSIDERATIONS
Surprisingly, stand location can be a science 
on its own, and directly linked to this is size 
and shape. Get a copy of the show floor 
plan and after taking into consideration 
other exhibitors, show activities, exits, 
entrances and, finally, venue services, 
identify where you want your stand to 
be. Further information you may wish to 
consider includes:
•  LOCATION Being adjacent or opposite 

feature areas such as a restaurant or a larger, 
more well-known brand.

•  ACTIVITIES ON THE STAND Explore what 
you will be doing on the stand. For example, 
if you are an app developer, you may 
want to showcase your product on large 

screens, as well as have a lounge set-up for 
further networking.

•  COSTS It's all very well having a massive 
stand in a prime location, but you need to 
ensure the space you have positions your 
brand identity and is engaging. The largest 
stand does not always have the greatest 
impact, and small considerations such as 
branded clothing and what people take away 
with them, have a role to play in your overall 
budget considerations.  

HIRING A STAND CONTRACTOR
This leads directly on to the topic of 
professional stand contractors. You may have 
made a note to add Prestik to your grocery 
list for the posters you intend to stick up on 
the morning that the exhibition opens. You 
won't be ridiculed for taking this approach, but 
perhaps you should consider other options. 

The opportunity to work with a reputable 
stand builder ensures a variety of solutions and 
ideas for you to choose from, but how do you 
find reputable, trustworthy stand contractors? 

Well, there is trusted Google, but sometimes 
getting references from friends and 
colleagues can be a better option. Most of 

with someone who is not knowledgeable about 
your brand. These individuals should know why 
your stand looks the way it does and what the 
company's chosen messaging is. They should 
know what objectives you wish to get out of this 
marketing and networking opportunity. Finally, 
the staff manning your stand should know what 
you do as a company and what they are there 
to sell. 

SHOWTIME
You should receive an exhibitors' manual from 
the organiser or show contractor. The most 
important information you need about the 
show will be in it, so please make yourself a 
cup of coffee and read through it. Before the 
show, liaise with your stand builder and ask for 
updates on progress during the build-up, be 
realistic about the time they need to build your 
stand and then utilise this time to get you and 
your team ready for the next few days. Have a 
quick briefing session to get everyone on-board 
with the plans and pack some of those essential 
items such as flash drives, pens, business 
cards, promotional gifts, name tags, electronic 
chargers, etc. Communicate with your stand 
builder, visit the site for a handover, do a once-
over for any final changes and get an early night.

On exhibition day, have a final check-in with 
all the other key role players on your team, get 
to the event early to orientate yourself, set 
up and then... let the show begin. Engage your 
visitors and colleagues, keep an eye on any 
activities the show organisers have planned, 
utilise online channels and the associated event 
hashtag, and start building those relationships. 
Remember, a lot of time, effort and money 
have gone into you being at this show, and 
return on investment is essential.

CLOSE THOSE DEALS
Remember, the event doesn’t end when you’ve 
left the venue. In fact, in most cases, this is 
when the most important work starts. Make 
sure you follow up with all the leads you’ve 
generated and the people you’ve spoken to. 

Stay in your prospects’ minds and get in touch 
immediately. Most sales can be completed shortly 
after the event – understand their requirements 
and offer the right solutions. You need to live 

up to the promises your brand positioned at the 
event. Then measure your success, have a lessons-
learnt discussion and, once you have qualified 
leads, you will be able to see how successful you 
were and start planning for the next show!

PREPARATION IS KEY
Take your time to investigate your options, you 
will come up with an exhibition plan that will lay 
the foundation to shape this experiential sales 
generation and brand positioning marketing 
channel. However, preparation is essential and 
attending such an event, where the correct 
target audience is present, will help you engage 
with current customers and potential new ones. 

C O V E R  S T O R Y

• BIG INTERVIEW

Exhibitions are an extremely 

powerful marketing platform. No other 

medium can offer you the fi ve senses 

that exhibitions do – sight, taste, smell, 

hearing and touch.”  Carol Weaving, 

managing director, Thebe Reed Exhibitions

Exhibition Stands  l  Event Infrastructure  l  Furniture Hire  

Signage & Branding  l  AV, Lighting & Staging

Container Conversions  l  Project Management

T H E  E X H I B I T I O N

T H E  E X H I B I T I O N
T H E  E X H I B I T I O N

www.theplanner.guru

Your essential guide to successful exhibitions

powerful marketing platform. No other 

medium can offer you the fi ve senses 

that exhibitions do – sight, taste, smell, 

STYLISH 

STANDS
Give your 
stand the 
X-factor for easy 

(and successful)

exhibiting

• TOP TIPS • HOW TO
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B I G  I N T E R V I E W

Making herstory
Carol Weaving, managing director, Thebe Reed 
Exhibitions, has been a stalwart of the events industry 
for over 29 years, and her insight and experience are 
valued by those who are involved in the events and 
exhibitions management industry.

with different people, customers, staff, co-
workers, management and the like? 

“People need to be managed in different 
ways based on their personalities and work 
styles, so you have to learn to adapt to their 
styles. This is not always easy. I greatly believe 
in regular and face-to-face communication. I 
also believe sales staff, for example, are far 
more successful if they see their customers 
face to face and not via email/social media,” 
she adds. 

CHALLENGES
Carol feels that when you are less experienced 
in the industry, you often think that you can 
fix a mistake yourself, and it doesn’t always 
work like that. 

She urges event and exhibition planners to 
discuss challenges and possible errors with 
management as soon as possible, and not to 
let the problem go unaddressed by burying 
your head in the sand. 

A problem doesn’t just go away; speaking 
to your seniors as soon as possible will likely 
result in a group solution and avert a potential 
disaster. The most difficult exhibition that 
she has organised? From Carol’s perspective, 
a new “launch” event is probably the most 
difficult, as you are selling a concept that has 
not been realised as yet, thereby making it 
harder to sell and create traction. 

She adds, “When politics meet business, it 
can be very difficult – so it's important to 
keep the end goal in mind. There are many 
complex dimensions to any exhibition, whether 
trade or consumer. The biggest challenge we 
face is working with many stakeholders from 
both the public and private sector, often 
with their own priorities and agendas, and we 
have to ensure we stay focused and deliver 
an event that meets the objectives of our 
exhibitors and visitors, to ensure they receive 
an excellent return on investment.” 

#INDUSTRYLEADERS

THE FUTURE OF STAND BUILDING
Build-up and breakdown times are becoming 
shorter and shorter due to client budgets, time 
constraints and venue availability, so shell scheme 
builders and suppliers are looking at smarter ways 
to prefabricate exhibition stands in the factory that 
allow them to execute a quick assembly on-site. 
Environmentally friendly stands are increasing in 
popularity too, as companies become more aware 
of the impact they can make if they act responsibly. 

THE IMPORTANCE OF WELL-
DECORATED, QUALITY STANDS  
� ink of your exhibition stand as a live-advert 
opportunity to make a statement. Use a unique 
shape, opt for di� erent types of fascia boards; 
choose a new and funky font or a bright and 
alluring graphic that draws the eye. De� nitely 
think digital and interactive. You need to be 
clever and think outside the box; things like touch 
screens, catering or products that people can 
participate in will draw additional foot tra�  c to 
your stand. Even a generic shell option stand can 
be attractive if decorated correctly. Bring in fabric 
walls to erect on the inside of the shell, go for 
recyclables and use it as your framework. � e use 
of di� erent palettes, di� erent textures and colours 
also works really well. 

SAFETY REGULATIONS  � e safety of 
exhibitors and visitors is of huge importance right 
at the onset of planning an exhibition, the stands 
and all elements of an event. Rules vary from 
venue to venue and it is important to research the 
rules and any safety induction programmes that 
need to be adopted. Do this well in advance so 
that it is out of the way and build-up time is not 
compromised. Stand builders’ safety � les need to 
be in order so advance checks are recommended 
as, if they are not compliant, the process to resolve 
any issues can delay the build-up process. Using 
correct equipment and basic safety clothing is key 
too, as the venue at build-up is just like a building 
site and we encourage all involved to assist in 
reporting any potential safety hazards to an 
organiser, as someone else may not have noticed 
the problem.  

Making herstory
Carol Weaving, managing director, Thebe Reed 
Exhibitions, has been a stalwart of the events industry 
for over 29 years, and her insight and experience are 
valued by those who are involved in the events and 
exhibitions management industry.
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AROL IS AN ENTREPRENEUR AT 
heart, so she prefers the working and 
management style of a leader who 
sees the big picture, and not a micro 
manager. “I want nothing more than 
to see my staff excel, and their 
projects succeed.”

She describes herself as being 
extremely driven and is always seeking 
new ideas and concepts, which she says 
can sometimes make her seem very 
demanding. “I expect a lot of myself 
and my team in order to continually 
meet high standards and comply with 
internal processes,” she says.

The most successful event she has 
ever planned has to be Meetings 

Africa. Says Carol, “Going from 
starting Meetings Africa a 

decade ago, and being told it 
would never work, to seeing 
it taken over by South 

African Tourism has 
been so heart-warming 
– particularly in 
witnessing its growth 
and development.” 

Carol explains what 

excites 
her planning 
exhibitions: “Seeing an event come to 

fruition and getting positive feedback 
from your exhibitors and visitors; 
knowing that you have done a good 
job and built a platform to facilitate 
business and trade in a specific 
industry sector.”

STAYING AHEAD 
Keeping Thebe Reed Exhibitions 
ahead of the pack cannot be an easy 
job. Establishing good, well-thought-
through partnerships in terms of 
shareholders and delivering great 
events that meet the expectations 
of clients and their customers are 
especially important for Carol. Add 
a hardworking, passionate team and 
a good old-fashioned, roll-up-your-
sleeves attitude, and any event can be 
a success.

Being a jack of all trades, having 
boundless energy and the ability to 
multitask are key attributes in event 
management, as there are so many 
balls in the air at any given time. Vital 
intrinsic qualities to possess are drive, 
having the courage of your convictions 
and ensuring you deliver on what 
you promise.

Being able to change and go with the 
flow are also critical to success in the 
events and exhibition industry. Change 
is inevitable when working with so many 
different parties; being able to think on 
your feet and adapt is something that 
comes naturally to Carol.
Working with so many staff and 
suppliers must be challenging – so how 
does she approach communication 

C

+27 (0)11 549 8300
info@ThebeReed.co.za   l  ThebeReed.co.za

CAROL SHARES 
HER THOUGHTS ON...

Launching 
World Travel 
Market Africa 

is one of 
Carol's career 

highlights

“Work hard, be 
determined and don’t let the 
prophets of doom say you 
can’t do something. Believe 

in yourself, but listen to 
your clients first 
and foremost.”

ACHIEVEMENTS
A quick glance over Carol's career and one 
can understand why she is a doyenne of this 
industry. She has achieved so much. 

“I am blessed in that I love what I do. Some 
of my career highlights that come to mind 
are: turning the Dome around from the 
proverbial white elephant to the success it is 
today; developing AAXO (the new association 
for exhibition organisers) in order to regain 
professionalism and credibility within our 
industry; growing Decorex from one to six 
halls; and launching World Travel Market 
Africa in a very competitive environment. 
Every show we run is rewarding when it is a 
great success.” 

Each of these are undeniably monumental 
and noteworthy achievements in themselves, 
and having been a part of all of them not 
only cements her positioning in the industry, 
but is a true testament to the grit and 
determination in the hard work and passion 
she exhibits.

GETTING STARTED
As for those wanting to become a part of 
the industry, Carol advises, "Work hard, be 
determined and don’t let the prophets of 
doom say you can’t do something. Believe 
in yourself, but listen to your clients first 
and foremost.”

POWERFUL MEDIUM
The events and exhibitions industry can 
sometimes be underplayed in its vital 
importance in marketing campaigns. Carol 
states, emphatically, that exhibitions can 
quite often be understated in importance by 
advertising and marketing agencies. 

Exhibitions are an extremely powerful 
marketing medium. No other medium can 
offer you the five senses that exhibitions do 
– sight, taste, smell, hearing and touch. 

Content marketing opportunities across print and digital platforms

4 @ theplannerguruThe Planner @ theplannerguru

THE EXHIBITION PLANNER RATE cARd 2018

Showcase Profile
Showcase your entire product offering, profile your staff and/or let 
the industry now about your latest developments. 
Written and designed by our experienced editorial team, you can own  
4, 8 or 12 pages which includes your own cover.

The Showcase Profile will include:
•   A brochure style feature in the magazine 
•  A featured article in the newsletter
•  A video clip on www.theplanner.guru (optional)
•  A shared article on our social media platforms.  

This includes a specialised campaign to boost the story and extend 
its reach and engagement  

 Front Cover + Cover Story

Speak to the sales consultant for more advertising opportunities 
such as display ads, stand showcases and listings.

 CONTACT uS
EDITORIaL 

Mpinane Senkhane
t +27 (0)11 233 2600 

mpinane@3smedia.co.za

SaLES 
 Vanessa de Waal

t +27(0)11 233 2600   
c +27 (0)84 805 6752   

vanessa@3smedia.co.za

SubScRIPTIONS 
Loretha Mwayera 

+27 (0)11 233 2600 
loretha@3smedia.co.za



print RATE cARd 2018

Print Terms And conditions
Please note that if an agency is contracted 
to manage an advertising booking on behalf 
of a client that has made a direct booking, 
the initial booking will not be diminished 
or renegotiated until expiry of the existing 
contract. Please familiarise yourself with 
the full set of terms and conditions as all 
contracts are subject to these requirements.

advert Rates & Specs 2018
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• BIG INTERVIEW
Exhibitions are an extremely 

powerful marketing platform. No other 
medium can offer you the fi ve senses 
that exhibitions do – sight, taste, smell, 
hearing and touch.”  Carol Weaving, 
managing director, Thebe Reed Exhibitions

Exhibition Stands  l  Event Infrastructure  l  Furniture Hire  
Signage & Branding  l  AV, Lighting & Staging

Container Conversions  l  Project Management

T H E  E X H I B I T I O NT H E  E X H I B I T I O NT H E  E X H I B I T I O N
www.theplanner.guru

Your essential guide to successful exhibitions

powerful marketing platform. No other 
medium can offer you the fi ve senses 
that exhibitions do – sight, taste, smell, 

STYLISH 
STANDS
Give your 
stand the 
X-factor 

for easy 
(and successful)
exhibiting

• TOP TIPS • HOW TO
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6/
20

17

R50.00 (VAT incl.)

KEEPING UP
international 

exhibition 
stand trends

A TO Z 
of successful 

stands

2015m
ee

tc
on

fe
x.

co
m

T H E  E X H I B I T I O NT H E  E X H I B I T I O NT H E  E X H I B I T I O N

 

3D GROUP OF 
COMPANIES 
Your full turnkey exhibition, 
in-store, and event solutions provider

Your Essential Guide to Successful Exhibitions

A TO Z 

5 WAYS 
to attract people 
to your stand

t h e  e x h i b i t i o nt h e  e x h i b i t i o n
The Exhibition Planner rates*
ADVERT DESCRIPTION SINGLE

Full Page 22 200

Half Page 15 600

Third Page 14 500

Double Page Spread 38 000

DPS Half Page 26 500

Full Page Advertorial 24 500

Half Page Advertorial 17 200

COVERS SINGLE

Outside Back 31 050

Inside Back 26 650

Inside Front 28 850

Inside DPS Back 44 350

Inside DPS Front 46 550

EXCLUSIVE OPPORTUNITIES

Cover Story 59 900

Stand Showcase – 2 Pages 47 400

The Big Interview 44 550

Bellybands/Inserts POA

Pull out POA

Corporate Videos POA

*All the above prices are in ZAR exclude VAT ** 

Print Advert design rates*
ADVERT 
SIZE COST ADVERT 

SIZE COST

DPS 3 400 Third page 970

Full Page 2 480

Half Page 1 250

*    The above prices are in ZAR and exclude VAT. 
  Please supply instructions, text, contact details,      
  and high resolution pictures and logos.
 
**  Due to technical restrictions, animated adverts 

cannot be accepted for newsletters.

The Exhibition Planner advert specifications* (width x height in mm)

SIZE CROP SIZE TYPE AREA WITH BLEED

Double Page 
Spread 420 x 297

400 x 277  
(mind spine) 

426 x 303

Full Page 210 x 297 190 x 277 216 x 303

Half Page 
(Landscape) 210 x 148.5 190 x 128.5 216 x 154.5

Half Page 
(Portrait) 105 x 297 85 x 277 111 x 303

Third Page 
(Landscape) 210 x 99 190 x 79 216 x 105

Third Page 
(Portrait) 70 x 297 50 x 277 76 x 303

Quarter Page 
(Landscape) 210 x 74 190 x 54 216 x 80

Press-optimised high-quality PDF file, 300 dpi 

Deadlines
ISSUES BOOKING MATERIAL

JUNE 2017 05 May 2017 11 May 2017

Please note that the above dates may change

SaLES:  Vanessa de Waal  t +27(0)11 233 2600   c +27 (0)84 805 6752  vanessa@3smedia.co.za
EDITORIaL:  Mpinane Senkhane  t +27 (0)11 233 2600  mpinane@3smedia.co.za
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www.theplanner.guru 

theplanner.guru rates* and dimensions (width x height in pixels)

ADVERT 
DESCRIPTION

DImENSION COST

PC Tablet
 

mobile

1  
month

2-4 
months

5-8 
months

9-12 
months

Video

HOME PAGE BANNERS

Spotlight 770 x 260 468 x 60 320 x 50 6 500 6 100 5 800 5 500 12 500

Leaderboard 728 x 90 4 300 4 100 3 900 3 600 6 900

Rectangle 
Banner 1

300 x 250 3 800 3 500 3 300 3 000 5 000

Rectangular 
Banner 2 300 x 250 3 300 3 100 2 800 2 600 3 750

Rectangular 
Banner 3 300 x 250 2 700 2 500 2 300 2 100 3 150

Large 
Rectangle 300 x 600 4 100 3 900 3 700 3 500

Home Page 
- Takeover 
(Revolving)

On request 10 700

Home Page - 
Takeover (Static)

On request 30 500

RUN-OF-SITE BANNERS

Leader Board  
Banner

728 x 90 468 x 60 320 x 50 3 300 3 000 2 800 2 600 9 350

Rectangular 
Banner 300 x 250 2 700 2 400 2 200 2 000 5 150

Large 
Rectangle 300 x 600 3 000 2 800 2 600 2 400 2 350

ROS - Takeover 
(Revolving)

On request 8 000

ROS - Takeover 
(Static)

On request 23 000

HUB Category 1 700

HUB Takeover 8 500

Online Profile 22 000

The Planner 
Booster

7 600

theplanner.guru Newsletter (daily) rates* and dimensions (width x height in pixels)

DESCRIPTION
DImENSION 
PC

COST 

1 month 2-4 months 5-8 months 9-12 months
Video

NEWSLETTER BANNERS

Branded Newsletter Top, side &  
bottom banner 2 800 2 600 2 400 2 000

Newsletter Takeover 27 700 30 470

Online Terms And conditions
1.  Booking All bookings are to be made via the  

3S Media Online Contract Form.  
2.  Material All content is subject to 3S Media 

approval and 3S Media will not alter image 
files or tags. 

3.  Payment All online adverts must be paid for 
in full prior to publication. Please familiarise 
yourself with the full set of terms and 
conditions as all contracts are subject to 
these requirements.

*All the above prices in ZAR exclude VAT. 
DETAILS: Home page banners: Maximum of 4 advertisers per zone • A month consists of a
minimum of 4 x inserts • One change per month permitted • Payment by monthly debt order.  
Contract total divided by period of contract • Click through to website, email or PDF

vIEw IT ONLINE!
www.3smags.co.za/meetings

Online Advert design rates*
ALL BANNERS COST

Banner design 425 per banner

*The above prices are in ZAR and exclude VAT. 
Please supply instructions, text, contact details, 
and pictures and logos.
20% discount applicable for more than one  
banner ad per order.

www.theplanner.guru deadlines
BOOkING DEADLINE MATERIAL DEADLINE

Five business  
days prior to 
distribution date

Two business  
days prior to  
distribution date

www.theplanner.guru
weekly e-newsletter

SUBSCRIBE TO

Email nomsa@3smedia.co.za

Ask about our  
video opportunities

• Corporate videos
• Product and service videos
• Event videos
• CPD videos

6 SaLES:  Vanessa de Waal  t +27(0)11 233 2600   c +27 (0)84 805 6752  vanessa@3smedia.co.za
EDITORIaL:  Mpinane Senkhane  t +27 (0)11 233 2600  mpinane@3smedia.co.za


