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“Can I Help You?”
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How To Have Great Conversations With Strangers at Exhibitions

An Event Publication from

RJA (GB) Ltd

Thanks…

… to all the delegates at our workshops around the world whose enthusiasm and willingness to learn has made this booklet possible. 

Get Ready
Firstly, thanks for reading this booklet.

By taking the time to read these few pages, you are already at a huge advantage over your competitors. Why? Because you will know what you now have to do to get ready.

There are lots of reasons for participating at this event; for each of you it will be different. However, you will hopefully have had some new ideas about what you need to do to prepare your company.

Your steps will probably include:

· Sitting down with your colleagues to think about some SMART objectives for the event (specific, measurable, agreed (or achievable) realistic (or relevant) and time-bound)

· Setting some agreed targets with the group (how many new contacts to be made, how many meetings with existing  customers to be undertaken, how many appointments to call on willing prospects, how much Press coverage to be achieved, etc)

· Reviewing all your pre-show activities – do they separate you from the crowd, and offer the “WIIFM” factor? (What’s In It for Me?)

· Considering what you want to achieve with visitors to your stand, and decide whether the look and layout are likely to achieve this

· Briefing all your stand team, so they know what is expected of them before, during and after – and what their rewards for doing so will be

· Practice how you will open conversations with visitors, and encourage those who are qualified to have further discussions with you. That’s where this book will prove invaluable

· Ensuring that any agencies or partners you work with are also geared up to helping you exploit all the opportunities we’ve discussed

· Planning your follow-up strategy well in advance, before everyone slips into post show exhaustion

But it’s the bit we marked in italics above that can often leave stand staff feeling slightly flummoxed. After all, how do you get a conversation going with a complete stranger?

Well, we hope these next few pages may help.

Techniques for Opening Conversations

This is the bit that so many of us find difficult; how do I start a conversation with a complete stranger?

Never, never, never ask "can I help you?" (After all, what happens if a shop assistant asks you that when you enter a store?) Instead, try this approach:

· Look down the aisle and find someone who you think you’d like to chat to. Don’t worry about staring; you’ll have the advantage; they’ll be too busy looking elsewhere)

· Position yourself on the edge of the stand, take a couple of breaths and relax.

· Make eye contact with them, and give a friendly smile. Two things will happen. They may look terrified, and their gaze drop to the carpet. Forget them – it’s their loss. (That’s the good thing about exhibitions, they deliver so many quality visitors there’ll be another one along in seconds.). Or they’ll smile back – and you’re on to a winner.

Now, when they within talking distance, let’s get chatting.

We could start with a couple of relaxed, friendly, non-work type questions, just to get things moving.

· How are you enjoying the show?

· What’s the weather like outside?

· What sort of things are you looking for?
Or, just give them a big smile and try something like

· I’m desperate for a cup of tea, but I mustn’t drink alone. Would you like to join me?

It almost doesn’t matter what you say, providing you get your prospect to slow down and start engaging with you.

About Their Company

We need to quickly qualify the person we are talking to – after all, time is money, for both parties. The badge may help – if it’s visible – and you may even know something about the company they represent. 

· What type of business are you in?

· Which division/area/department/country do you work in?

· What is your function in the organisation?
· Where are you based?
How They Are Currently Addressing Their Needs

They are at the show for a reason, and we have some products or services they need! But rather than bore them by telling them all about us, let’s find out more about what problems they face and how we can help them.

· Whose products are you presently using for this task?
· What kinds of products do you buy?
· How is the project presently being handled?
· What are your applications?
How Well - Or Otherwise - Are They Being Served

This isn’t about “slagging off” the opposition, but at this point we want to position ourselves as a competitive supplier of the services they need.

· What kind of issues are you facing in this area?

· How are you addressing this issue at the moment
· What seems to be the problem(s) you are experiencing?
· What specific solutions are you looking for?
· What has been your experience with (product)?
· What kind of approach would make your life easier?
And Where There May Be Some Opportunities For You...

So, rather than launch into a presentation of why we’re wonderful, we’ve obtained information through some effective listening band questioning skills. We’ve already got their attention, so let’s go on.

· What are your main objectives for attending this show?
· What specific products/ services are you looking for at this show?
· What are you looking for that you don't see?
· What are your immediate needs?
· How familiar are you with our company?
· What experience have you had with our products/services?
· How familiar are you with our new products?
Before Presenting

So now we have an opportunity to show how we can meet and exceed their expectations, and address problems they didn’t know they had before they got to the show. However, as time will be tight, we need to keep our presentation tightly focussed on their needs, and tailor it to what they want to hear. And it needs to be specific to their role – after all, not everyone who works for British Airways knows how to fly a plane!

· What’s your precise role in the company?

· How long have you been in that role?

· What would you specifically like to know?

· I’d be pleased to show you that – how much time do you have?

· Are you with any colleagues who would also like a demonstration?

· What do you know about this product range?

· How much experience have you had with these types of processes?  

Demonstrating Questions

All effective presentations need to be interactive, gauging the response from our audience to see if there’s something we need to explore in more detail or, conversely, something we can drop. The tool for ascertaining this is a question lobbed in to the audience every couple of minutes.

· What do you think of this product's performance?
· How does it compare to your present product?
· How do you feel it will stand up to your specific needs?
· What do you think about incorporating our products/ services into your specific strategy?
· What specific concerns do you have regarding our products/services?

Clarifying Questions

At this point our audience should be eating out of the palm of our hand. However, we need to make sure that we have secured commitment and there are no other issues to surprise us.

· Do you have any issues about doing business with our organisation?

· How do you plan on using this in your organization /department?

· What do you see that you particularly like?
· Would you consider using our products/services? (If not, why not?)
· What benefits would you like to see as a result of us working together?
· What key benefits are you looking for?
· What else would be important for me to know?
· What else would be important for you to know?
Closing Questions

All that can effectively be achieved with some friendly but targeted questions in just a few minutes. The exhibition environment is not normally conducive to further in-depth conversation – there’s too much pressure on both your and your visitor’s time. So this is that stage where we need to establish some kind of commitment and further action.

· How do you select a…. in your organisation?
· Aside from yourself, who else is involved in the decision making process?
· What are your priorities for this purchase?
· When are you looking to make a decision to purchase?

· What are your budget constraints?
· What is your organisation’s procedure for making purchases like this?

· Who else should we be contacting?
· What would you like to see as the next step?
· How do you propose we get started?
· When would you like the Regional Manager to contact you?
· What is your timeframe for making a decision?
· Do you have a specific deadline for this project?

· Shall we get diaries out and look at a date to get together? 

The Future Focus

To really excel at questioning – for example, when someone has shown interest in your stand but then slips into the fallback position of “we’re happy with our existing supplier”, here are a few additional questions which may just sway the balance in your favour.

· What are your customers doing at the moment regarding xxxx?

· Who are your major competitors?

· How do you stay ahead of your competition?

· What would help you win more customers?
Time To Move On

It’s been said that you have to kiss a few frogs to find your Prince. Not every person you stop will turn out to need your product, or be in the market for your services. However, sometimes those visitors can seem to linger a bit too long, like the last guest at a party. That’s not fair on you, them or all the prospects you’re being deprived of a chance to talk to. So let’s look at “disengagement” techniques.

· It’s been great meeting you – enjoy the rest of the show

· I’ll get back to you as soon as the show is over

· Sorry we can’t help – but I’m sure you’ll find what you’re looking for on stand xxx

Of course, many of these statements need to be matched with the appropriate tone and body language stance – the firm and leading handshake, standing up purposefully, smiling at another loitering prospect - to make them effective.
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