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         Reel in Customers at a Trade Show 

    by Selling Smarter 

 

Introduction   

Trade show exhibiting is the best marketing medium to provide you direct access to 

customersɂand there will be a large pool of them to meet. To be successful, however, you have 

to know how to swim with the best of them.  

This manual, Reel in Customers at a Trade Show by Selling Smarter, is written specifically 

to help you apply smart sales and marketing tactics to the complex environment of the trade 

show. Its main focus is on critical skills and techniques for selling on the trade show floor and 

effective pre-show promotion.   

Its content includes vital information on the most important starting pointɂcreating a 

trade show sales and marketing strategy. It also contains information on booth layout, displays, 

and pre-show marketing promotions.  While this manual is intended for companies without the 

large corporate budgets for the production of the booth, advertising, and marketing effort, 

companies of all sizes can benefit from tips plus the information provided on selling skillsɂ

especially selling on the trade show floor.   

Sink or swim, Reel in Customers at a Trade Show by Selling Smarter, is the one tool that 

can make all the difference in the success of your trade show efforts. 

Christine Corelli, Author  

www.christinespeaks.com 
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10 Reasons Why Exhibiting at a Trade Show is Worthwhile 

4Ï ÅØÈÉÂÉÔ ÏÒ ÎÏÔ ÅØÈÉÂÉÔȣÔÈÁÔ ÉÓ ÔÈÅ ÑÕÅÓÔÉÏÎȢ /Î Ïne hand, exhibiting at the trade show is 

labor intensive and costly. On the other hand, there are at least ten good reasons why making a 

trade show appearance is well worth the time and effort: 

1. It is the single best marketing vehicle to obtain access to your current customers and 

prospects, bar none.  

2. It is an excellent opportunity to display your product /service and deliver presentations 

to the largest number of people at any single event. 

3. It can generate more leads than you can obtain in the field during a whole year. 

4. It provides a great vehicle for you to promote your brand through the power of 

demonstration. 

5. It offers a favorable venue in which to network and initiate new business relationships, 

as well as to build on and strengthen existing relationships. 

6. Youɂand your exhibit staff ɂcan learn from industry experts by attending educational 

seminars. 

7. By exhibiting, you can hold face-to-face meetings with key people from companies all 

across the country. You can't accomplish this level of business efficiency any other way. 

8. You can make contacts with companies and individuals and form mutually beneficial 

strategic alliances. 

9. You can obtain media exposure, conduct market research, and learn about industry 

trends and the latest technologyɂall while checking out your competition. 

10. Your organization moves to the ranks of "industry player"ɂsimply by virtue of joining 

others in your field at the trade show. 
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 Great looking. Colorful, appealing.  

Open and inviting. 

 Plain, simple, yet exquisite, eye catching  

- not that expensive 

 Good color use. Pink touches are eye-catching. 

Counters propeÒÌÙ ÌÏÃÁÔÅÄ ÁÔ ÂÏÏÔÈȭÓ ÅÄÇÅÓȢ 

 Costly to produce but excellent. Easy walk-in, 

eye-ÃÁÔÃÈÉÎÇȢ #ÏÕÎÔÅÒÓ ÁÒÅ ÁÔ ÂÏÏÔÈȭÓ ÅÄÇÅÓȢ 

 Drab. You can't see into it. No counters on 
edges. Aisle is completely closed to traffic. 

 

 Great example of how color and inexpensive 

lighting can be eye catching 

As you plan your trade show, go over the Booth Ergonomic Checklist on the page that follows 

and make sure you do it right.  
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Preshow Promotion Makes All The Difference!  

Pre-show promotion can dÅÔÅÒÍÉÎÅ ÙÏÕÒ ÓÕÃÃÅÓÓ ÏÒ ÆÁÉÌÕÒÅ ÁÔ ÁÎÙ ÓÈÏ×Ȣ )Æ ÃÕÓÔÏÍÅÒÓ ÁÒÅÎȭÔ 

ȰeÎÔÉÃÅÄȱ in advance to visit your exhibit, they may not show up at all. There is no trade show in the world 

that will be successful for you if all you do is reserve your space, put up your exhibit, and wait for visitors 

to walk in. There is far too much to see and do at any trade show for that to happen. Plus, all your 

competitors have invited your prospects (and customers!) well in advance, so their plans are set. You will 

be lucky if to seÅ ÔÈÅÍȢ $ÏÎȭÔ ÒÅÌÙ ÏÎ ÌÕÃËȢ  2ÅÌÙ ÏÎ creative trade show solutions for reeling customers into 

your booth! 

"Ù ÁÌÌ ÍÅÁÎÓ ÄÏ ×ÈÁÔ ÈÁÓ ×ÏÒËÅÄ ×ÅÌÌ ÆÏÒ ÙÏÕ ÉÎ ÔÈÅ ÐÁÓÔȟ ÂÕÔ ÒÅÍÅÍÂÅÒ ÔÈÁÔ ÉÎ ÔÏÄÁÙȭÓ ÈÉÇÈÌÙ 

competitive marketing place, you need to do even more.  

Types of Pre-Show Promotion  

¶ Personal invitations 

¶ Telemarketing 

¶ Direct mail 

¶ Advertising 

¶ Public relations 

¶ Newsletters  

What We Will Use 

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________
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Direct Mail  

$ÏÎȭÔ sabotage potential sales by having a weak promotion if you use direct mail in your 

preshow marketing strategy. Your copy and your list are all important. What you put on your 

envelope should entice customers to read open it and read it.  Make your direct mail campaign 

personalized. Use their name often; at the beginning and through the body of the letter. Because 

it will be read first, make sure the letter has as much impact as the brochure that accompanies 

it. 

Grab your customer's attention with graphics and copy in the first paragraph. First sell 

the benefits, then the features. How is it going to improve the customer's business? Put the main 

benefit in the first sentence and let it stand alone. 

The best openings for sales letters include: asking an intriguing question, addressing the 

ÐÒÏÓÐÅÃÔȭÓ ÍÏÓÔ ÐÒÅÓÓÉÎÇ ÐÒÏÂÌÅÍ ÏÒ ÃÏÎÃÅÒÎȟ ÁÒÏÕÓÉÎÇ ÃÕÒÉÏÓÉÔÙȟ ÏÒ ÌÅÁÄÉÎÇ ÏÆÆ ×ÉÔÈ Á 

fascinating fact or incredible statistic. 

Start the offer up-front, especially if it involves money; saving it, getting something for 

an incredibly low price, or making a free offer. 

Start with the customer, not YOU. Avoid starting the letter with who you are, what you 

do, your business philosophy and history, and the objectives of your company. While providing 

reassurance is something you need to do, it does not breed sales, especially when it is at the 

beginning of a promotional letter. You and your products are not important to the prospect. 

ͼ7ÈÁÔȭÓ ÉÎ ÉÔ ÆÏÒ ÍÅȩͼ is important. How will they benefit from doing business with you or 

carrying your line?  

As the copy is developed, the solution to the problem should be stated clearly and 

succinctly. Also, use the word "you" throughout the letter and brochure.  

Don't forget about the envelope. It will be the first thing your prospect sees. Use strong 

teaser copy on the outside of the envelope, and avoid using a white envelopeɂinstead use 

color. The envelope should make the recipient want to open it.  

 

 

 

 

 Material H andling Solutions For  Visit Our Club at     

Booth Number  303                  Mr. John Jones 

A Club is Waiting There                         XYZ Material Handling 

            for YOU    21 Lincoln Road  

Improve Your Drive to Profits  Chicago, Illinois  60603  
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Common Giveaways are GoodτGreat Gifts are Even Better 

Give some thought before you spend money on common giveaways. While advertising 

specialty products such as pens, plastic bags, paperweights, etc, can make good giveaways, and 

there is a place for them in your marketing mix, you can get results from a more creative way to 

spend your marketing dollars.  

Ȱ3ÏÕÖÅÎÉÒ-seekers" (such as those who flocked the Komatsu exhibit) will take up 

valuable selling time collecting small items simply because they are free. Instead, think of what 

you might use as "bait" to entice customers or distributors into your exhibit. 

Instead of spending a large sum of money on simple giveaways to anyone who visits 

your exhibit, put most of your promotional dollars into meaningful and desirable gifts such as 

those previously addressed in preshow marketing strategies.  

For example, Swiss Army knives make a great gift. One company used them in an 

elaborate giveaway in a first-class promotional campaign aimed at presidents of companies. 

Here's what they did: They sent out a mailing two months prior to the show in an envelope that 

had a photo of a Swiss Army knife on the envelope with text that read, "One of these has your 

name engraved on it and is waiting for you at our exhibit." Inside, there was a letter asking them 

for an appointment to visit their exhibit to pick up their gift. It worked. Almost everyone who 

received the letter arrived at the exhibit. You can do the same with whatever gift you choose. 

$ÏÎȭÔ ÆÏÒÇÅÔ ÔÈÁÔ ÙÏÕÒ ÓÁÌÅÓ ÐÅÏÐÌÅ ÎÅÅÄ ÔÏ ÔÁÌË ×ÉÔÈ ÔÈÏÓÅ ÐÅÏÐÌÅ ÂÅÆÏÒÅ ÔÈÅÙ ÒÅÃÅÉÖÅ ÔÈÅÉÒ ÇÉÆÔȢ 

Some companies will give away jacketsɂanother desirable item.  And depending on 

your industry, golf clubs are great!  (Usually they will have one at the show, and ship to the 

customer after tÈÅ ÓÈÏ× ÓÏ ÔÈÅÙ ÄÏÎȭÔ ÈÁÖÅ ÔÏ ÔÁËÅ ÉÔ ÏÎ ÔÈÅ ÐÌÁÎÅȢɊ 4ÏÙÓ ÁÌÓÏ ×ÏÒË ÇÒÅÁÔȢ  

Everyone who has a kid needs to bring something back for them. Or, they knows a kid who 

would like to have a dinosaur or dragon toy.  Even a simple tee shirt will bring people in, as long 

as you promote it before the show. As previously stated, funny tee shirts work well if you send 

customers a photo of it before the show with the promise of one waiting. Many of the most 

sophisticated executives and even doctors will stand in line for a Harley-Davidson tee shirt. If 

you think it will work , do it; you won't know unless you try. 

An even more creative way to get customers into your exhibit could be the following. 

Consider purchasing a gift that you can send in two parts. For example, send the earphones to 

an iPod with a photo of the iPod and a note that says, "What goes with this is in a personally 

addressed box in Exhibit Number 108." (You will want to be sure these gifts are discreetly 

wrapped, so as not to offend anyone who may not have received one.) A sales manager 

purchased 25 iPods for the most important 25 prospects he wanted to bring into the exhibit. 

The long-term result? New representation, new customers and increased sales. That's the name 

of the game, right? 

Perhaps you might send them a single ticket to a sporting or entertainment event that is 

in their city with a note, "Another ticket to this event is waiting for you in an envelope at our 

exhibit. We will contact you to arrange an appointment to pick it up." 
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Promote the Show and Your Exhi bit in Your Newsletter  

Promote the show and your participation in your newsletters.  If you put out a monthly 

newsletter (which you should), make sure yours gets read by doing the following: 

¶ *ÕÓÔ ÁÓ ÙÏÕÒ ȰÁÔÔÅÎÔÉÏÎ-ÇÒÁÂÂÉÎÇ ÈÅÁÄÌÉÎÅȱ ÏÎ ÙÏÕÒ ÂÏÏÔÈ ÓÉÇÎȟ ÔÈe subject should arouse 

their curiosity. For example, Avoid Being a Victim of the Economy" or "Make it Easy to Get 

New Business." or "Increase WOMA." (Word of mouth advertising)  

 

¶ Address the "WIIFM" (What's in it for me?) meaning that you include the answers to those 

questions in your newsletter. Your subject might even be "What's In It for YOU? It's All 

About Making Money in Equipment Rental" or Ȱ3ÔÁÒÔ 9ÏÕÒ /×Î "ÕÓÉÎÅÓÓ ÁÎÄ -ÁËÅ -ÏÎÅÙ 

.Ï×Ȧȱ  

 

¶ Provide content that is useful to the reader. Help them learn how to grow their business, 

improve productivity, make money, improve safety and more. 

 

¶ Get them excited about what's occurring in your company. Tell them about your 

outstanding service, dedicated employees and plans for the show. 

 

¶ Create a sense of urgency to act now. For example, ask them to book an appointment now 

for during the show and get a special show price.  

 

¶ Be clear about what actions you want them to take.  

 

¶ If you are using a booth theme or even having an industry expert in your booth, make sure 

this information is prominent in your pre-show newsletter. This issue is criticalɂit is the 

pre-show marketing that informs customers about what they will see and hear from you. 

Make it as all- inclusive as possible. You may even want to include helpful information about 

the show for newcomers.  
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It's All About Sales Leads or Distribution Opportunities  

Obtaining qualified leads is the main goal of most exhibitors, and what shows are all 

about. Make an effort to obtain a list of attendees you don't already have in your database. 

Often, these names will be on the ÔÒÁÄÅ ÓÈÏ× ÏÒÇÁÎÉÚÁÔÉÏÎȭÓ website. Or, ask management for a 

list of mailing labels of attendees from the last show as part of your exhibitor agreement. Look 

at this list, qualify potential customers and start building your relationships now. 

Start making those necessary, but difficult, cold calls and generate interest in your 

product or service.  Review the following excerpt from my book, The ART of Influencing 

Customers to BUY from YOU. Think of ways you can adapt the materials for cold calling. Review 

the examples provided, but use your own style, as long as it's professional. 

Master the ART of Cold Calling  
Talk to most sales pros, and they'll tell you they hate cold calling. It's not easy to make 

calls to people you don't know. For many people, the prospect of making a cold call can range 

from sheer drudgery to a daunting task.  If you feel that way, you cannot succeed in sales, nor 

can you achieve success in booking appointments prior to the show.  

Dialing for Dollars  

To stay in business, you need to continually find new prospects. In fact, one of the major 

reasons businesses fail is that they have difficulty finding and winning new customers and 

obtaining additional distributor representatio n. 

Even if your current sales are strong and your customer base seems solid, you always 

have to seek out new business. There's a competitor out there just waiting for the opportunity 

to swipe your customers and distributors from you.  

Warming Up to a Changing Business Climate  

Business has changed. Whether you sell an in-demand product or a much-needed 

service, you may still hear a few seasoned sales pros boast that they don't need to make cold 

callsɂÂÕÔ ÔÈÁÔȭÓ ÎÏÔ ÏÆÔÅÎ ÔÈÅ ÃÁÓÅȢ 4ÈÅÒÅ ÉÓ ÉÎÃÒÅÁÓÅÄ ÃÏÍÐÅÔÉÔion in every field and industry, 

so sales people need to work harder to earn their commission. 

Many business owners and sales pros have made the mistake of feeling too secure with 

their long-term customers or distributors. The danger is those customers may not (and 

ÐÒÏÂÁÂÌÙ ×ÏÎȭÔɊ ÌÁÓÔ ÆÏÒÅÖÅÒȢ 3ÕÄÄÅÎÌÙȟ Á ÃÕÓÔÏÍÅÒ ÄÏÅÓÎȭÔ ÒÅÎÅ× ÏÒ ÒÅÏÒÄÅÒȢ !ÎÏÔÈÅÒ ÌÏÙÁÌ 

customer decides to change providers or makes the decision to cut costs. A distribu tor drops 

your line. Now what?  

With their feeling of security fading away, these people are now in troubled waters 

because they failed to seek new business when times were good. 
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7ÈÏȭÓ 'ÏÉÎÇ ÔÏ ÔÈÅ 3ÈÏ×ȩ Bring Your Best Sales People  

and Your Brand "Ambassadors"  

Decide which people you will bring to the show.  Make smart decisions; these individuals 

will be responsible for executing your trade show sales and marketing strategy, plus obtaining 

qualified leads for potential customers and distributors to carry your line. Make the best 

staffing choice to obtain the best return on your trade show investment. Staff your exhibit with 

your best sales pros and company people.  Ideally, they will possess the following attributes: 

¶ Outstanding consultative selling skills . They know how to ask questions, listen, and 

help. 

 

¶ Product knowledge . They are "masters" of your products or services. 

 

¶ Superior sales -communication skills.  They can clearly articulate the benefits of your 

products or services, respond to objections, and know how to influence customers to do 

business with you and distribut ors to carry your line. 

 

¶ Interpersonal skills . They are warm, friendly, genuine, and know how to build 

relationships and trust. 

 

¶ Industry expertise . They possess industry expertise and understand the state of the 

industry.  

 

¶ Competitive knowledge .  They know your competition and why your product or 

service is better  

 

¶ A professional appearance . They are well dressed, well groomed, have good posture, 

and an air of confidence. 

 

¶ A good attitude.  They look and act happy to be at the trade show, stay focused on the 

opportunities it provides, and do not feel resentment at not being in the field 

 

¶ Willingness to work harder than your competitors . They will not sit on a chair and 

wait  to be approached. They know you have a big investment in the show, and that they 

are accountable to do their best to help you get results. 

 

¶ Stamina. They will make you bring people who have stamina. If you plan on bringing 

people in who have been on the road for three weeks at previous shows, perhaps send 

in someone else will be less burned out. 

 

¶ Extroverted.  They know how to meet, greet, and qualify people fast. They are "go-

getters." They will network and attend functions for additional sales opportunities. 
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Questions to Ask 

¶ "What is most important to you about the merchandise you carryȩȱ 

¶ Ȱ7ÈÅÒÅ ÁÒÅ ÙÏÕ ÌÏÃÁÔÅÄȩȱ 

¶ Ȱ(ÁÖÅ ÙÏÕ ÒÕÎ ÉÎÔÏ ÁÎÙ ÐÒÏÂÌÅÍÓ ×ÉÔÈ ÙÏÕÒ ÃÕÒÒÅÎÔ ÓÕÐÐÌÉÅÒȩȱ 

¶ "May I tell you what approach many dealers are taking to handle this problem?" 

¶ "What challenges are you experiencing?"  

¶ "What are you doing to solve this problem?" 

¶ "What are you hearing from your customers?" 

¶ "What are the top priorities of your business? 

¶ "What concerns do you have? 

¶ "What problems have you had with your current provider?" 

¶ "Who besides yourself is involved in the decision-making process?" 

¶ "When would you like me to follow up?" 

¶ "Would you like to move forward and book an appointment?" 

¶ "What would be convenient for you?" 

Of course, you will use questions that are applicable to your customers and what you sell. 

Great sales pros create and memorize a list of questions to apply at the trade show and during 

the selling cycle. Create your list of questions and do the same.  Teach them to your booth staff 

as well.  

Our Best Questions to Ask 

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________ 
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Get a commitment for ACTION. Make a sale. Obtain Distribution! 

Bring your calendar and set up appointments with customers while they are at the 

show. "Can we establish a time to meet later while we are both still in town?" "Can we set an 

appointment for me to stop at your ÏÆÆÉÃÅ ÉÎ ÔÈÅ ÎÅÁÒ ÆÕÔÕÒÅȩȱ 

If, however, you have a customer who is ready to buy, be sure you know what it is the 

customer is looking for. Try to move the customer to a quieter place in the display. Or, you may 

wish to take the buyer off the show floor to a quiet table at the coffee shop or exhibitor lounge 

where your conversation can be more private. 

Refrain from overselling. Remember from Sales 101 ɀ Get the order. Shut up, and get 

out! 

Ask about desired delivery times and/or methods of payment. Remember, the main 

purpose of exhibiting in a trade show is to generate qualified leads and gain commitment for 

action from interested buyers. Most salespeople don't ask for the business on the trade show 

floor. In many instances you can, and should, close business on the trade show floor. $ÏÎȭÔ ÌÅÔ 

the customer know how bad you want it. Sound confident and relaxed and ASK for the sale. 

Treat All Visitors  As Though they are VIPs 

In his classic book, How to Win Friends and Influence People, author Dale Carnegie 

stated, "People are born with an invisible sign on themɂ'Make Me Feel Important!'" While the 

book was written long ago, the interpersonal skills he provides are invaluable.  

!ÔÔÅÎÄÅÅÓ ÓÈÏÕÌÄ ÂÅ ÍÁÄÅ ÔÏ ÆÅÅÌ ÔÈÅÙ ÁÒÅ ÉÍÐÏÒÔÁÎÔ ÔÏ ÙÏÕȣvery important! Treat 

everyone like VIP's. Shake their hands. Offer them refreshments. Offer advice. Help them in 

every way possible. If time permits, introduce interested customers to upper-level 

management, service people, and other key people in your company. This demonstrates class 

and professionalism, and makes visitors feel important. 

When a group of visitors come into your display, be aware of your body language. 

Maintain eye contact with, and direct questions to, everyone in the group. Refrain from focusing 

all of your attention solely on the person you perceive to be the decision maker. People come as 

a group for a reason. They all may play a part in the decision-making process so treat them all 

as equally important. Then again, none of them may be decision makers and you will not know 

that if you don't engage the entire group in the conversation. Also be sure to shake hands with 

everyone in the groupɂthat includes women.  

Some people in the group may be more forthcoming with information than others. 

Before the group departs, find out who makes the buying decisions. Obtain a business card from 

everyone in the group. Better yet, scan the badges and write any relevant information gleaned 

from the group on the printouts. 
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Maximize Networking Opportunities ɂ Visibility is as Important as Ability  

Many exhibitors miss out on potential business by failing to attend the receptions, 

general sessions, luncheons, and education sessions. Most trade show and conference planners 

do an outstanding of job selecting speakers and topics that ensure a great turnout for the event.  

By participating in them, you can be exposed to more customers in a forum that encourages a 

sense of partnership. It is the one of the greatest "non-sales" sales forums I know.  

Make an effort to send a different person to attend each event. Or, appoint an 

ȰÁÍÂÁÓÓÁÄÏÒȱ ÔÏ ×ÁÌË ÔÈÅ ÓÈÏ× ÁÎÄ ÁÔÔÅÎÄ ÔÈÅ ÅÖÅÎÔÓ ÉÎÓÔÅÁÄ ÏÆ ×ÏÒËÉÎÇ ÉÎ ÔÈÅ ÂÏÏÔÈȢ 9ÏÕ Ãan 

make great contacts just prior, during, and after them. Visibility is as important as selling ability. 

Make sure you don't miss out.  

Potential customers are everywhere at a trade show. Take advantage of the networking 

opportunities that present themselves before or after the seminar or general session. A brief 

conversation about the seminar topic or the speaker could be the opening to have that potential 

customer visit your display or agree to a sales call after the show. 

Also, at the end of the show day, or the actual end of the show, continue to network. 

There are often people who are still in the exhibit hall that, for whatever reason, arrived late 

and need to rush through the hall just before the show closes. Keep your eyes and ears open for 

them, and try to engage them in a quick conversation; they could end up being a big customer.  

People sometimes are still in the aisles when move-out is taking place.  If possible, you 

may want to keep a sales person in the display after the show closes to watch for and engage 

those latecomers to the show.   

 

How to "Work" a Room  

It's amazing how few business professionals have no clue how to "work" a room. They 

actually think lunches, receptions, hospitality rooms, and similar events are for eating, drinking, 

and making merry! They don't stay focused on the networking opportunities these events 

provide. Worse, they tend to congregate in a circle or sit down at a table with their booth staff 

instead of staying separated, working the room, and agreeing to meet afterwards to share 

information on the contacts they made.  
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One Week Before the Show 

¶ Check that all exhibit supplies and materials have been packed or shipped. 

¶ Arrange for company checks or credit cards to cover at-the-show payments. 

Have a Back-Up Plan and Double Check Important Details  

¶ Your staff can get sick, equipment may not arrive, and bad weather prevents flights from 

getting in. You never know what could go wrong. Always have a back-up plan in place to 

plan for every contingency and take precautions. Here are additional tips to assist you 

when Murphy's Law shows its unwelcome face. 

¶ Make sure your entÉÒÅ ÂÏÏÔÈ ÓÔÁÆÆ ÈÁÓ ÅÁÃÈ ÏÔÈÅÒȭÓ cell phone numbers.  

¶ Call the hotel directly and make sure your room reservations are set. Cancel or make 

changes if necessary. Make sure you have confirmation numbers. 

¶ Have a sales person from the host city ready to take over if bad weather prevents your 

staff from coming in. 

¶ Be sure to order a few extra exhibitor badges for emergencies. 

 

Our Back up Plan 

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________

______________________________________________________________________________________________________________ 
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Check Out Your Competition  

Observe your competition at the show. What are they offering that you are not? How 

can you differentiate what you sell or offer that will make your company stand out in their 

minds?  Did they use a theme? How can you outshine them? What new product enhancements 

or plans might they have in the works that you need to know about?   

Keep your eyes and ears open and report important information to your company. Talk 

to employees who may have left them for another company. Many sales managers assign 

specific competitors to their show staff to observe.  Ask them to walk by their assigned 

companies a couple times each day and record the goings on. Give them a questionnaire to fill 

out.  !ÌÌȭÓ ÆÁÉÒ ÉÎ ÌÏÖÅ ÁÎÄ ÂÕÓÉÎÅÓÓ ÒÉÇÈÔȩ  

 

Leverage vendor expertise  
 

Even though you're at the show to sell, your vendors and suppliers are important. This 

is an ideal time to confer with them and learn how you can use their knowledge to sell more. 

Book an appointment with them before or after the show is over to learn how you can work 

together to generate more business for both of you to discuss ways you can "partner for 

success."  

Invite them to participate in a portion of your pre-show meeting or make a brief 

presentation to your staff in your display before the show opens. Tactfully pick their brain to 

learn about your competition, and share information on the trends that are occurring in your 

industry. Ȱ7ÈÁÔ ÃÁÎ ×Å ÄÏ ÔÏ ÏÂÔÁÉÎ Á ÃÏÍÐÅÔÉÔÉÖÅ ÅÄÇÅȩȱ Ȱ)Ó ÔÈÅÒÅ ÁÎÙÔÈÉÎÇ ÍÏÒÅ ×Å ÓÈÏÕÌÄ ÂÅ 

offeringȩȱ After all, your vendors will be with you long after the show is over. 

Post Show 

The Trade Show's Over!  

Your feet are aching. You're probably feeling as if your Ȱget up and goȱ got up and went. 

You could not wait to get back home. Hopefully, your pre-show promotion and selling skills on 

the trade show floor were effective, resulting in a substantial number of qualified leads, 

potential distributors, and better yet, sales and distribution. 

But it's not over yet. The work has just begun. You can't go back to "business as usual." It 

won't cut it!  Don't just attend to your old phone calls and that stack of mail and e-mail that 

accumulated while you were gone. 

If you don't follow up fast on your leads, you may miss the boat. You simply won't 

acquire the business your company hoped to obtain from its trade show investment. Keep in 

mind your competitors will also be pursuing the sales leads they brought back from the show.   
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Evaluate After the Show  

Evaluation is a key component of any marketing endeavor and that includes your trade 

show. Make a list of every qualified lead you obtained, discuss how the staff performed, and 

judge every aspect of exhibiting at the show. Decide what you did well, and will continue to do, 

and consider how you can do better the next time around.  

 

Conclusion 

Despite the hours of preparation and the long hard hours on your feet, trade shows are 

still the best sales experience you can haveɂbar none. They are invigorating and help you to 

become more engaged in your business and industry. They are truly a learning and motivating 

experience. 

 

The Secret to Sales Success 

There is no mystical, magical secret to any sales success. And that includes trade show sales. If 

there were secrets, however, there might be these three. 

1. Love selling! It is a profession like no other. Every day, there will be challenges. But there 

will also be opportunities and victories. Focus on those, and you will achieve success. 

 

2. Never lose your enthusiasm. When it comes to enthusiasm, Walter Chrysler said it best. 

"The real secret of success is enthusiasm. Enthusiasts are fighters. 
They have fortitude. They have staying qualities. 

Enthusiasm is the bottom of all progress. 
With it, there is accomplishment. 
Without it, there are only alibis." 

 
3. Believe. Sales success comes from your belief in your company, its products or services, 

its people, and yourself.  Then, making the customer feel that same belief.  

 

Get All the Sales Possible 

Every trade show is different. Exhibiting in your industry show can be the best sales and 

marketing vehicle for you to physically obtain access to. It is an excellent opportunity to display 

a product or service to the largest number of customers at any single event.  Make sure you do it 

right.  Make sure you reel customers in by selling smarter.  
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