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Introduction
Trade shows are unique, in that it is a form of marketing where you have the rare
opportunity to talk directly with another person, face to face. Today, we mostly
communicate through emails which may never get read and any posting in social
media may be scanned over, forgotten and never result in any further contact
between your company and the reader.
A trade show is:
A selling environment that calls for unique strategies and new tactics
Don’t try to wing it! Have a plan in place. Make sure to be considerate of
everyone’s time and energies. Explain to booth staffers exactly what you want
them to do and what you are expecting to get from the trade show. I have a few
plan and check lists that I’m offering free of charge. You’ll find them on my
website: WendyArleen.com
Your first time as a booth staffer is not easy. Signing up that first lead is a
memorable occasion. Be it that it may have been comical, stressful, horrible or
breathtaking; it is still a milestone in your career. You are likely going to be very
nervous as you engage with strangers, face to face and ask them to take a leap of
faith and sign up with your company or purchase your product.
Remember, your visitors have paid to come to this show and they expect you to
sell them on the benefits of your company. They most likely have problems in
need of solutions and are shopping for the latest and greatest things the market
has to offer. Now that you have the person to person contact,
sell yourself first and everything else will follow.
Good planning and practice will help you relax and enjoy the whole event. These
trade shows are addictive. By mastering how the trade show works you will
increase your company’s bottom line and before you know it you are going to be
the go-to-person for company trade show venues and all the rewards that go with
it.

1. Before You Do Anything Else

Ask Yourself why. Why are you going to the tradeshow?
The following will help you answer that question and format a plan.
What do you want to achieve? How are you going to measure your
accomplishments? Was it worth the cost in time and money?
You have to make sure that you and your staff understands why they are there. If
you don’t articulate this to the staffers of the table then you will be wasting your
time, money and energies because they will not be proactive.
By instilling a sense of pride and excitement in your staff they will be more likely
to engage with potential customers and get those leads needed to help close the
deals. You will also be way ahead of the game because a surprising amount of
companies don’t take the time to train their staff on how to work a trade show. It
is important to have a SDR (show detail report) and provide it to all staffers. It
should include everyone’s schedules, break schedules, reservations and cell
phone numbers. That way everyone is informed and accountable for their time
and place.
Have pre-show staff training and brain storming sessions before the show to
make sure everyone understands they are part of a very important team and are
all working towards achieving the same company goal.
If you are going it alone then it’s all the more important to record your reasons
for having a show and then track your progress on a worksheet.
Focus on Sales and Leads at the show. When you are new to trade shows you
would most likely prefer to spend your time walking around and learning what
other booths are doing and generally conducting some market research. It is best
to stay put and target those contacts.

Your plan should include set goals for things like the number of leads and sales.
This will give you incentive and something to focus on during the lull times. If you
keep these goals in mind, then you definitely will see an improvement in the
number of customers and sales. In order to gain sales, you need to stay focused,
write down your goals and review your status throughout the day. Keep track of
leads and show expenses with my Trade Show Checklist at www.wendyworks.com/wendy-works-trade-show-checklist.html.

2. Table Talk
Attendees at the trade show are walking around thinking about their problems
and their needs. So this is where you should start the conversation and not with
focusing immediately on your own ideas.
Sit forward in the booth. A tall stool in front of the table gives you a place to perch
and rest upon but still makes you look more approachable because you are
already in the aisle without a table between you.
Passersby’s feel more at ease when they can approach you instead of you
approaching them. Smile and say hi and stand up immediately if they speak to
you.
Train your staff how to respond to visitors in the most productive way possible.
Say Hi, to everyone who walks by and every time they walk by. Be friendly but not
desperate. In response, most people will give you a chance to speak to them and
accept a hand out or sign up for a gift.
If there is more than one person manning the booth, then avoid getting involved
in lengthy conversations with each other. It makes your booth seem off limits to
attendees.
Dress in your best formal business attire. Everyone likes and respects the opinions
of a well-dressed person.
Keep track of how many visitors to your booth were actually targeted by staffers.
Obviously, the bigger the number; the better the results.
You have about 6 seconds to establish rapport and you do this through attitude
and body language.
If you want to get the leads, it’s all about being motivated and proactive. Keeping
in mind, if you come on too strong it can make them feel uncomfortable and they
quickly escape to the next booth.

Greet the attendees warmly and engage them in meaningful conversation. Explain
what your company does by presenting three problems businesses have that your
company solves. Most important tell what makes your company so special in
today’s market? A visitor will more than likely want further contact if they have
found value and entertainment during your short conversation.
If you run across a client who is obviously unhappy with your company and may
be angry at the services or the way he was treated. Listen to them, acknowledge
their point of view, apologize and then act on it by explaining how you are going
to handle their complaint and communicate it within your company.
Don’t dump on them or use them as a sounding board for your latest and greatest
feature. Take a genuine interest in the problems and issues they are dealing with
and explain how your product will help them, immensely.
Don’t try to grab their contact information right off the bat. Engage them in
conversation first and see if you two are a good business match. Only then should
you ask to scan their card or badge.

Action Steps: The following questions should help you come closer to a
continuing relationship with your prospect
 Would you like to hear more?
 Is there anything you’d like to ask me?
 Would you like to place your order?
 May I follow up with you after the show?
 Would you like to fill out this survey so I can keep you posted on any new
products or services and send you a gift?
 Could I have your business card or scan your badge, so that I can follow up
with you later?

Spies

Learn a little about body language and you should be able to spot a spy. Mostly,
they have trouble looking you in the eye and their questions are very specific and
knowledgeable in your product market.
If you are suspicious that you may be conversing with a spy, ask them for their
business card or scan their badge and see if they really are a candidate for your
business. Turn the tables by asking them a lot of questions about their business
and their market. This is going to make them very uncomfortable and you should
see a bit of squirming going on. Plus, you might learn something new. Tell them
very little about your company, just what’s on your display table.

3. Booth Logistics
The Set Up

I wouldn’t worry too much about the location of your booth at the show. Visitors
usually will walk around most of the show area. You will have a fair chance of
making contact with attendees no matter where you are located. It might be good
to be situated near a big company’s booth, one who is likely to attract a lot of
visitors, thus you get the overflow attention as people mill about the aisle.
Get to the show early and you may have time to do some networking with the
other vendors.
Keep your booth clean and tidy. There is nothing worse than a mess on the table
or in the booth. It leaves the impression that a messy booth could mean messy
work habits.
No eating or drinking at the booth or table during Show Time. You are not
approachable if you are having lunch or look like you’re taking a break. It also
makes you look totally unprofessional.
No texting or talking on the phone. Again, you are unapproachable, some people
prefer not to interrupt people when they’re engrossed in their work.
Have giveaways, we will cover more on giveaways shortly.
Don’t overdo it with the branding or a multitude of background information.
Instead opt for displaying simple bullet points of the benefits of doing business
with your company.

Too much paraphernalia puts people off, better to have fewer displays around
and go for bigger and bolder. You want your message to be clear and not
muddled with too many special effects.
A bouquet of flowers on the table and a basket of candy are nice touches. People
feel obligated to stop and talk when they take a candy. Many Trade Show rooms
are too dark, so you could brighten up jour spot with a nice lamp.
Don’t forget about:
 Acrylic display units,
 Business card and holders, blank business cards for those who forgot theirs
 Wastebasket,
 Display frames,
 Folders: 2 pockets to put in things like flyers, promotional items, business
card, magnets or gift certificates
 Pens and Paper for surveys and entry forms
 Chairs
 …and more
To receive a free detailed check list that you can use before, during and after
your next trade show, just fill in the form at my website, WendyArleen.com
Do a dress rehearsal with everything laid out on a table or a faux booth set up.
Take a picture and make your list of things to bring.

Take Down

It’s best if you take an active role in the take down of your booth. Everyone is in
such a hurry when the show closes and if the venue’s staffers are packing your
things up, then more than likely things will be broken or lost. If you can’t be there,
after all, you have people to meet and connect with then make sure you invest in
durable, portable equipment with progressive packaging. Also, a frank talk with
staffers beforehand can’t hurt.

The Giveaway

Don’t make your giveaway a generic branded item, make it something that
actually ties into your own brand

The Survey

In order to get the giveaway they should fill out a short survey and have a check
box to opt into a newsletter. The answers to the following 3 questions will
determine their need for your product or service, or not. It’s hard to tell which
visitors are serious and worthy of a follow up.
These are just a few ideas for questions and should help you to come up with
your own 3 Questions:
 What is your biggest challenge today?
 How familiar are you with the latest computer programs and software?
 Have you ever used these types of products/services?
 Where do you see your company 5 years from now?
 Have you ever done business with our company in the past?

The Prize Draw

Make it as big or small as you like. The more exciting it is, say an iPod, then the
amount of contest forms are going to increase drastically.
When a big prize is involved some staffers have been known to go through the
entries and throw out the unsuitable ones. The ones, who will never use their
companies’ service or product and were only after the prize. Right or Wrong it’s
your call.

The Fish Bowl

Don’t let them just pop a business card into the bowl you need to know more
about them. Some business cards don’t show enough information and you’ll end
up having to do too many Google searches to see if they are a prospect or not.
Provide a stapler for them to attach their business card to any survey forms or
contest entries.
If you find that some attendees are just there for the giveaway try changing your
giveaway and tailor it exclusively to business needs. Like a special tool or report
that would only be valuable in their job, or keep the giveaways tucked away and
only give them to people who have seriously given you their contact information.
Use your sign-up jar (Fish Bowl) and then email the giveaway as a pdf document.
Of course, you will always have those freeloaders and industry spies around.
There is nothing you can do about it so concentrate on those attendees who
qualify as future customers.
Many businesses make the mistake of using what I call the ‘magician strategy’
where they try to attract as many people as possible to their booth by using a
great come on like a magician or the aroma of homemade cookies baking in their
little toaster ovens. The hope is that by attracting crowds, genuine potential
customers will speak up. The problem is that you are too preoccupied and over
whelmed and cannot really connect with anyone, producing a negative effect on
your Results Sheet. You and your staff need to be focused on a more targeted
audience.

4. Bring it up a Notch
Energize It

With long hours during the day and possibly facing three or four day shows you
need to stay energized.
Take regular breaks. Try to have enough staffers available so you can take these
breaks. If you are going it alone then try to make friends with people in the booth
next to you and cover for each other throughout the day.
Move around while you’re staffing. Stand at different sides of the booth and
experience a new outlook. Little things to keep it interesting will help a lot. Bring a
tall stool and perch up on it when your feet are tired. Try to have the stool out
front of your booth. It makes you look more inviting and open to conversation.
Start a demonstration. It’s fun, helps attract visitors and opens up new
conversations. That keeps you interested and hopefully brings in more contacts.
There comes a time during the show when time seems to drag and if you could
use the ‘Law of Attraction’ then the show would end now. But, if there are people
wandering around stay alert and keep putting it out there. You have gone to a lot
of trouble and expense, so work every minute of it.
Conserve Your Energy. Make sure you go to bed early the night before. You want
to be well rested and alert for the day ahead. It is physically and mentally
challenging.
This is not the time to be staying out late with friends and colleagues. Leave that
to the very end of the show.

5. Hiring Your Staffers

Part of the problem with the poor performance of booth workers is that they
were never hired to do this job. When they signed on with their perspective
company they may never have known that they would be expected to man a
booth for the company at a tradeshow.
It comes down to the W.I.F.M. or What’s In It For Me. What value are they getting
from suffering through 10 hour days during a four-day show? How does it even
relate to what they were hired for?

Motivation

If you decide to use your own staff to work the booth then make sure that
everyone is aware of the goals and needs of the company before the show.
During the Show give them some support and review these goals and incentives.
When it’s all over give them plenty of praise. Reassure them of the company’s
appreciation and explain once more what they will gain from it all.

Virtual Assistants

Virtual Assistants are perfect as a staffing solution for your booth. They act more
as a business partner than an employee. VA’s run their own businesses and
understand the need for attracting new customers. Some of the more popular
ways of using a VA at a trade show are:
…as Booth Staffers. They will meet and greet and engage attendees.
Keep detailed Record Sheets of contacts and sales
At the front entrance handing out flyers
Following up with the people who filled out surveys
Organizing all the contact information
Write ups and Management of Newsletters, Blogs and Social Media
Sending out the Giveaways
Alerting customers, prospects, partners and others of the upcoming tradeshow
Creating giveaways, flyers and other handouts

6. Follow Up
Set up as many meetings as possible with prospects while they are still at the
show.
It’s amazing how many draw entries or surveys are never followed up. These are
gems that should be valued and used to their fullest. These people have given you
the go ahead to contact them further, so make sure you do contact them.
This is another area where a virtual assistant can you help you by taking those
names and sending out an email with further information and a thank you for
stopping by the booth.
During the show and as you collect business cards; write down any pertinent
information on the back of their card, if you can. Some business cards today have
glossy finishes and printing on both sides. You could always use Post-it notes or
staple a note to the card.
Jot down a few facts to remind you who and what you talked about; your
impressions and the odds of them signing on as a client. Include anything that will
help jog your memory and make your thank you note more appealing.
These thank you letters or emails should be half canned response and half direct
reference to the attendee’s company. Show that you have taken the time to
research them and know their products. Ask them to bookmark your page in case
they are ever in need of your services. Include something of interest about their
industry or services and rehash any conversations you may have had at the trade
show.
The faster you follow up, the better the impression you make. If you have a
contact that you are particularly excited about then email or text them a question
within the first 10 minutes after they leave your booth.

Tracking the Leads

Using a spreadsheet to track the leads is an essential practice. You can record the
who, what, where, and when of the visitor and have columns detailing when the
thank you note went out; when they were added to the newsletter; sent their gift
and whatever other columns will help track your leads.
This is a duty that you would most likely hand over to someone else to do.

Mistakes happen

Expect to fumble and make errors. These trade shows can be quite complicated
affairs and don’t worry about the small mistakes because nobody else is.
Sometimes you’ll stress over forgetting to do something at the booth but nobody
really noticed and it probably made no difference to the outcome. Try to reach
perfection but don’t beat yourself up if you don’t attain it.

Enjoy the Journey!
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DISCLAIMER
This publication is designed to provide condensed information. It is not intended
to reprint all the information that is otherwise available, but instead to
complement, amplify and supplement other texts. You are urged to read all the
available material, learn as much as possible and tailor the information to your
individual needs.
Every effort has been made to make this publication as complete and as accurate
as possible. However, there may be mistakes, both typographical and in content.
Therefore, this text should be used only as a general guide and not as the ultimate
source of information.
The purpose of this publication is to educate. The author and /or publisher shall
have neither liability nor responsibility to any person or entity with respect to any
loss or damage caused, or alleged to have been caused, directly or indirectly, by
the information contained herein.

