














James Conners lll, sales manager for
Brooks Graphix, lists some dos and don’ts
when manning a trade show exhibit..
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Stand up straight. “Stand, don’t slouch. Be attentive and
listen to the visitor.”

Smile. “Reps want to approach and deal with pleasant
people.”

Don’t drink, smoke or eat at your exhibit. “Booth duty is a
sales call, not a social call.”

Don’t chew gum. “Any distraction that breaks the brief con-
centration of the participants can mean a lost opportunity.”
Don’t use your cell phone. “The simple matter is if you look
too busy and aloof, then why deal with you when there are

others there who can give the visitor at-

tention? If there is an emergency call, excuse

yourself and let the booth attendee know you will be back
when you can give complete attention.”

Look the person in the eye. “Don’t look over his or her shoul-
der to see who else is across the aisle. Pay attention to that
person.”

Enjoy yourself. “If you are having a good time, the people
around you will also enjoy their time with you.”

miserable trade show experience.

Sometimes, you’ll be on the exhibit-
ing end of a trade show, say at your
Chamber of Commerce or a client’s
industry event. Yes, it's important
to have an aesthetically-pleasing,
eyepopping setup. But if you act like
you'd rather be somewhere else,
you’re in for a fruitless couple of
days.

Kristy Lewellyn, owner of Lewellyn
Marketing, an affiliate of I.D. Clare &
Co, calls herself the ultimate “booth
babe” because she goes to bridal
shows, farm shows, business ex-
pos, senior fairs, travel and tourism
shows, boat and recreation shows,
and music festivals. “Not only do
several hundred attendees walk
away knowing exactly what | do,
but the other vendors usually ask
for quotes right on the spot,” she
says. How does she do it? By mak-

ing her booth pretty, yes — but she

also makes it look inviting. “I always
remove the table from my booth
or set it at the back of my allotted
space,” she says. “This opens up my
small area, making me less intimi-
dating to those passing by. There
is room for mingling to those who
are interested enough to want more
info.” “In my opinion, letting folks
walk by the booth in cattle fashion is
the biggest mistake you can make.
| usually have the back of the booth
looking appealing and different with
artificial trees and backdrops. | bring
an area rug from home and lay it on
the floor. Around the edges of the
booth, | bring a few odd tables from
my house to set items on.”

The extra space allows Lewellyn
to invite guests to come in and look
around. “With the table out of the
way and me inviting them in, we’re
more able to strike up a conversation
standing face-to-face,” she says.

Keep in mind that most of those

conversations start with, “What’s
new?” Brian Winovich, sales rep
for WorkFlowOne, says sales reps
should be able to answer that ques-
tion right away. “Each distributor
should always have front-and-cen-
ter any new items that may be ex-
clusive to their company, and have
plenty of samples,” he says. David
Rakowitz, purchasing director for
Lone Star Special Tees, gives simi-
lar advice, recommending a hands-
on approach. “Have something
new and different right out front, or
if possible, be playing with it,” he
says. “Have plenty of samples and
don’t be pushy. Most people will ask
if they have a question; otherwise,
let them look and be patient.” And,
remember that while your products
might be the best in the business,
you'd better know what they’re sup-

posed to do. “Your company’s cred-

ibility is on the line,” Conners says.





