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Introduction

Trade show exhibiting is the best marketingmedium to provide you direct access to
customers? and 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,Reelin Customers at a Trade Show by Selling Srearts written specifically
to help you apply smart sales and markétg tactics to the complex environment of the trade
show. Its main focus is orcritical skills and techniques for &lling on the trade show floor and
effective pre-show promotion.

Its content includes vital information on the most important starting poirt? creating a
trade show sales and marketing strategy. It also containgformation on booth layout, displays,
and pre-show marketing promotions. While thismanualis intended for companies without the
large corporate budgets for the production of the bodt, advertising, and marketing effort,
companies of all sizes can benefit fronips plus the information provided on selling skills?
especially selling on the trade show floor.

Sink or swim,Reelin Customers at a Trade Show by Selling Sreartis the onetool that
can make all the difference in the su@ss of your trade show efforts.

Christine Corelli, Author
www.christinespeaks.com


http://www.christinespeaks.com/
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10 Reasons Why Exhibitireg a Trade Show is Worthwhile
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labor intensive and costly. On the other hand, there ar& least ten good reasons why making a
trade show appearance is well worth the time and effort:

1.

w

10.

It is the singlebest marketing vehicle to obtain access to yo current customers and
prospects, bar none.

It is an excellent opportwity to display your product /service and deliver presentations
to the largest number of people at any single event.

It can generate more leads than you can obtain in the field durirgwhole year.

It provides a greatvehicle for you to promote your brand throughthe power of
demonstration.

It offers a favorable venue in which to network and initiate new business relationships,
as well as to build on and strengthen existingelationships.

Youw and your exhibit staff? can learn from industry experts by attending educational
seminars.

By exhibiting, you can holdaceto-face meetingswith key people from companies all
across the country. You can't accomplish this level of business efficasnany other way.
You can make contacts with companies and individuals and form mutually beneficial
strategic alliances.

You can obtain media exposureconductmarket research,and learn about industry
trends and the latest technology all while checking ou your competition.

Your organization moves to the ranks of "industry players simply by virtue of joining
others in your field at the trade show.
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é'reat_loéking. Colorful, appeélihg. Plain, simple, yet exquisite, eye catching
Open and inviting. - not that expensive

Good color use. Pink touches are ey@mtching. Costly to produce but excellentEasy walkin,

Counters propegdDl U 1 T AAOAA A eyeAAOAEET C8 #1 01 OAOO

Drab. You can't see into it. No counters on  Great example of how color and inexgnsive
edgesAisle is completely closed to traffic. lighting can be eye catching

As you plan your trade show, go over the Booth Ergonomic Checklist the pagethat follows
and make sure you do it right.
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Preshow Promotion Makes All The Difference!

Pre-show promotion can A OAOT ET A Ul OO0 OOAAAOO 10 AAEI OOA
@i O E Anfadvance 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 yoexhibit, 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 luckyiftosdh OEAI 8 $1 1860 Oéédative tralle shod gokitidntor i2elirig Qustbners into
your booth!

U All TAATO Al xEAO EAO x1 OEAA xAll &£ O UlO
competitive marketing place, you need to do even more.

Types of Pre-Show Promotion

2 _Fr)elr SonaL':Y'tat'ons N Smart financial tools
elemarketin Vel U
1 Direct mail ’ e to get more baf‘g
d 8 #1 out of your business.
9 Advertising
9 Public relations
1 Newsletters

What We Will Use

Ad
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Direct Mail

$ | 1sé@bbtage potential sales by having weak promotion if you use direct mail in your
preshow marketing strategy. Your copy and your list are all importantWhat you put on your
envelopeshould entice customers to read open it and read itMake your direct mail ampaign
personalized. Use their nameften; 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 th&ochure that accompanies
it.

Grab your customer's atention with graphics and cqy in the first paragraph.First sell
the benefits, then the features. How is it going to improve the custome business?Put the main
benefit in the first sentence and let it stand alone.

The best openingdor sales letters include: asking an intriguingyuestion, addressing the
POl OPAAGEO 1100 DPOAOGOGEI ¢ DOI AT Al 10 AITTAAOIN
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 tdo, 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.
c 7EAO0G6 O EI isifgortadEl How WilAthey benefit from doing business with you or
carrying your line?

As the copy is developedthe 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 whienvelope» instead 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 Clubis Waiting There XYZ Material Handling
for YOU 21 Lincoln Road

Improve Your Drive to Profits Chicago, lllinois 60603
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Common Giveaways aréoodt Great Gifts are Even Better

Give some thought before you spend money ccommon 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, yoean get results froma more creative way to
spend your marketing dollars.

031 O GAekdtsO (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 exHit.

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 giftssuch 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 firstclass promotional campaign aimed atpresidents of companies.
Here's what they did: They sent out a mailing two months prior to the show in an envelope that
had aphoto of a Swiss Army knife on the envelope with text that readOne 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.
$1 1760 & OCAO OEAO Ul 60O OAI AO PATPI A TAAA OI

Some companies will give away jaaks? another 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 EA OET x O OEAU AiT1860 EAOA O1 OAEA
Everyone who has a kidneeds to bring something back for them. Or, they knowa kid who
would like to have a dinosaur or dragon toy.Even a simple tee shirt will bring people inas long
as you promote it before the shows previously stated, finny tee shirts work well if you send
customers a photo of it before the show with the promise obne waiting. Many of the most
sophisticated executives and even doctors wiktand in line for a HarleyDavidson tee shirt. If
you think it will work , do it;you won't know unless you try.

An even more creative way to get customersnto 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 thisiisa 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 wantetb bring into the exhibit.
The longterm result? New representation, newcustomers and increased sale§.hat'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.”



Reel in Customers at a Trade Show By Selling Smarter

Promote the Show and Your Exhi bit in Your Newsletter

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

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

T

* 000 AO UI-OQOADADIOAT BEARI ET Ad elsdbjecUshddl® ardusel OE OE
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 answs to those

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

About Making Money in Equipment Rentalor O3 OA0O0 91 60 / x1 " OOET AOO
I xAod

Provide content that is useful to the reader. Help them learndw 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 urgencyp act now. For example, ask them to book an appointment now
for during the show and get aspecial 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 criticad it is the
pre-show marketing that informs customers aboutwhat they will see and hear from you.
Make it as alt inclusive as possible. Yomay even want toinclude helpful information about
the show for newcomers.
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It's All About Sales Leads or Distribution Opportunities

Obtaining qualified leadsis the main goal of most exhibitors, and what shows are all
about. Make an effort to obtain dist of attendeesyou don't already have in yar database.
Often, these names will be onth® OAAA OET x Iwelsiik.|OE bsh Qdhagénted for a
list of mailing labels of attendees from the last show as part of your exhibitor agreement. Look
at this list, qualify potential cusomers and start building your relationships now.

Start making those necesary, but difficult, cold cals and generate interest in your
product or service. Review the following excerpt from my book, The ART of Influencing
Customers to BUY from YOThink of ways you can adapt the materials for cold catlg. 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, andhey'll tell you they hate coldcalling. It's not easy tomake
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 tteow.

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, ydways
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-demand product or a muchneeded
service, you may still hear a few seasoned sales pros boast that they don't need to make cold
calls» AOO OEAOGGO0 110 1T A£OAT OEA ioAik ek field and adustie O ET AO
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 mayot (and
POl AAAT U x11806q 1 A0O &I OAOAO8 30AAATT UR A AOOOI
customer decides to change providers or nlees the decision to cut costsA distribu tor drops
your line. Now what?

With their feeling of security fading away, these people are now irtroubled waters
because they failed to seek new business when times were good.



Reel in Customers at a Trade Show By Selling Smarter

7ET 80 ' 1 ET C Bring YO BestBalds Repple
and Your Brand "Ambassadors"

Decide which peopleyou will bring to the show. Make smart deaions; these individuals
will be responsible for executing your trade show sales and marketing strategy, plus obtaining
gualified leads for potential customers and distributors to carry your line. Make the best
staffing choice to obtain the best return oryour trade show investment. Staff your exhibit with
your best sales pros and company peopleldeally, they willpossess the following attributes:

1 Outstanding consultative selling skills . They knowhow to ask questions, listen, and
help.

1 Product knowledge . They are "masters" of your products oservices.

9 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 dstribut ors to carry your line.

1 Interpersonal skills . They are warm, friendly, genuine, and knowow to build
relationships and trust.

9 Industry expertise . Theypossess industry expertise andinderstand the state of the
industry.

1 Competitive knowledge . They krow your competition and why your product or
service is better

1 A professional appearance . They are well dressedwell groomed,have good posture,
and an air of confidence.

1 A good attitude. They look and act happy to be at the trade show, stay focused tie
opportunities it provides, and do not feel resentment at not being in the field

1 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 besto help you get results.

1 Stamina. They will makeyou bring people who have stamina. If you plan on bringing
people in who havebeen on the road for three weeks tgprevious shows, perhaps send

in someone else will be less bured out.

1 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.

10
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Questions to Ask

f "Whatis most important to you about the merchandise you carrg 6
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1 "May I tell you what approach many dealers are taking to handle this problem?"
1 "What challenges are you experiencing?"

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

1 "What are you hearing from your customers?"

1 "What are the top priorities of your business?

1 "What concerns do you have?

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

1 "Who besides yourself is involved in the decisiomaking process?"

1 "When would youlike me to follow up?"

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

1 "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 ofigstions to applyat the trade show andduring
the selling cycle. Create your list of questions and do the sam&each them to your booth staff
as well.

Our Best Questions to Ask

11
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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 town?" "Can we set an
appointment for me to stop atyouri £ZEAA ET OEA T AAO A£OOOOAeo

If, however, you have a customer who is ready to buy, be sure you know whatdtthe
customer islooking 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. Renember from Sales 101z Get the order. Shut up, and get
out!

Ask about desired delivery tines andfor methods of payment.Remember, the main
purpose of exhibiting in a trade show is togenerate qualified leadsind 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 figoi. T 6 O 1 A O
the customer know how bad you want itSound 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 Peoplauthor Dale Carnegie
stated, "People are born with an invisible sign onhem? 'Make Me Feel Important!"While the
book was written long ago, the interpesonal skills he provides are invaluable.

I OOAT AARO OEIT O1 A AA 1 AAA O veAgAdpbrtan® Erdat) A OA
everyone like VIP's. Shake their handffer them refreshmens. Offer advice. Help them in
every way possible. If time permits, intoduce interested custaners to upper-level
management, service people, and other key people in your company. This demonstratésss
and professionalismand makes visitors feel important.

When a group of visitors come into your display, be aware of yourobly 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. Peoplame as
a group for a reasonThey all may play a partm the decisionmaking 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 groyp? that 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 businessdldaom
everyone in the group.Better yet, scan the badges and we any relevant information gleaned
from the group on the printouts.

12
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Maximize Networking Opportunities 2 Visibility is as Important as Ability

Many exhibitors miss out on potential business by failing to attend the receptions,
general sessions, lunteons, and education sessions. Most trade show and conference planners
do an outstandingof job selecting speakers and tojgs that ensure a great turnout for the event.
By participating in them, you can beexposed to morecustomersin a forum that encourages a
sense of partnership. It is the one of the greatest "nesales” sales forums | know.

Make an effort to send a different person to attend each event. Or, appoint an
OAI AAOOAAT 06 O xAl E OEA OEi x AT A AOOAT AnOEA
make great contacts justprior, during, and after them. Visibility is as important as selling ability.
Make sure youdon't miss out.

Potential customers areeverywhere at a trade showTake advantage of the networking
opportunities that present themseles 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 dg, or the actual end of the showgontinue to network.
There are often people who are stilin the exhibit hall that, for whatever reason, arrivel late
and need torush through the halljust before the slow closes. Keep your eyes and ears open for
them, ard try to engagethem in a quick conversation they couldend up being a big customer.

People sometimes are still in thaaisles when moveout is taking place. If possible, you
may want to keep a sales person in the display after the show closesvatch for and engage
those latecomers to the show.

How to "Work" a Room

It's amazing how few business professionals havgo 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 oppdunities 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 afteards to share
information on the contacts they made.

13
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One Week Before the Show

1 Check that all exhibit supplies and materials have been packed or shipped.
1 Arrange for company checks or credit cards to cover @he-show payments.

Have a Back-Up Plan and Double Check Important Details

9 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 badip plan in place to
plan for every contingency and take precautionsHere are additional tips to assist you
when Murphy's Lawshows its unwelcome face.
1 MakesureyourenE OA AT T OE OOA Ephent@amiesAE | OEA0BSO
9 Call the hotel directly and make sure your room reservations are se&tancel or make
changes if neessary. Make sure you have confirmationumbers.
1 Have a sales person from the host city ready to take over if bagkather prevents your
staff from coming in.
1 Be sure to order a few extra ehibitor badges for emergencies.

Our Back up Plan

14
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Check Out Your Competition

Obsene your competition at the show.What are they offering that you are not?How
can you diferentiate what you sell or offer that will make your company stand out in their
minds? Did they use a themeM™ow 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 &s open and report important information to your company. Talk
to employees who may have left them for another company. Many sales managers assign
specific mmpetitors to their show staff to observe. Ask them to walk by their assigned
companies a coupldgimes each day and record the goings on. Giveetm a questionnaire to fill
out. ' 118680 AZAEO ET 11 O0A AT A AOOET AOO OECEOe

Leverage vendor expertise

Even though you're at the show to sell, your vendorand suppliersare important. This
is an ideal time toconfer 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
succes."

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 opensTactfully pick their brain to
learn about your competition, andshare information on thetrends that are occurring in your
industry. O7TEAO AAT xA Al O1 1 ADAETOBA GA 1A AR OA 1 AT AGEA
offeringe 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'r@robably feeling as if your@et up and gégot up and went.
You calld not wait to get back homeHopefully, 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 begunYou can't go back to "busiass as usual." It
won't cut it! Don't just attend to your old phone calls and that stack of mail and-mail that
accumulated whle 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 thelyrought back from the show.

15
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Evaluate After the Show

Evaluation is a key component of any marketing endeavor artat includes your trade
show. Make a list of every qualified lead you obtained, discuss how the staff performed, and
judge every apect 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 thdong hard hours on your feettrade shows are
still the best sales exgrience you can have bar none. They are invigorating and helgyou to
become more engaged in your business and industryhey are truly a learningand motivating
experience

The Secret to Sales Success

There is no mystical, magical secret to any sales sass. And hat includes trade show saledf
there were secrets, however, there might be these three.

1. Love sellinglt is a profession like no other. Every day, there will be challenges. But there
will also be opportunities and victories. Focus on those, anyou will achieve success.

2. Never lose yourenthusiasmWhen 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 botom of all progress.
With it, there is accomplishment.
Without it, there are only alibis."

3. BelieveSales 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. Exhibitingin your industry show can be the best sales and
marketing vehicle for you to physically obtain access tdt is an excellent opportunity to display
a product or service to the largeshumber of customersat any single event. Make sure you do it
right. Make sure you reel customers in by selling smarter.

16
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About the Author « Need Sales Training ASAP?

Christine Corelli approaches her work with extraordinary creativity and
enthusiasm. She is the author of the popular books, Wake Up and
Smell the Competition and the ART of Influencing Customers to

BUY From YOU. She has appeared as a featured guest on numerous
radio and TV interviews , including CNBC . To her credit, she has had
over two hundr ed articles published in magazines, business journals,
and trade publications worldwide.

As founder and president of Christine Corelli & Associates, Inc., a
Chicago -based firm, Ms. Corelli is a conference speaker, consultant
and faci litator for business an d associations internationally. Her depth of experience
interacting with  today's most successful sales organizations has given her a simple but
definitive philosophy 2

"Bragging rights are never enough. You can boast all you want about
| waﬂe “BA | your quality product s or services and your great reputation. But if you

| - i @ET7RI want to outdistance your competitors, you need superior selling skills,

a great marketing strategy, including your trade show marketing, and
to deliver more value those who offer similar products or servi ces.
Plus, you must deliver it with flawless service. In the end, the
CUSTOMER will be your final judge and jury. If you want to obtain their
loyalty, you need to create a  'Sales - Service Excellence Culture' where
every employee is  engaged in your competiti  ve strategy. They must all
think and act as your brand ambassadors. Businesses don't do
business. People do business! It's the people in your company who

make the difference.”

As a business speaker and facilitator, Christine is known for her high -energy style of
firing hard questions and generating ideas. With hundreds of presentations to her credit,

she is a true veteran of the platform and maintains an active speaking calendar. Her
impressive client list includes major organizations such as Caterpillar , Goodyear,
Seagram, Siemens, Reynolds Aluminum, Xerox, Honda, GE, Ford, Honda, Acura,
Marriott,  Chrysler, Harley -Davidson, Nissan, the Harvard Busi ness School Alumni
Association, the National Kitchen and Bath Association, the Consumer Electronics Show,
CONDEX, the Food Marketing Institute, Con -Ag, the Construction Fi nancial Management
Association and more.  She has been a popular instructor at the Exhibitor Show.

Ms. Corelli's newest book release, Capture Your
Competitors' Customers and KEEP Them is
schedu led for 2009 . "Corelli'sClips," her e  -publication
is read by thousands of business professionals The
throughout fifteen countries. To learn more, and to Kl']‘ Of
subscribe to this insightful publication, visit her jnﬂuencing
web site www. christinespeaks.com . For booking Customers
information, contact: 847 581-9968 to BUY from YOU

By Christine
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