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Approaching Prospects on
the Show Floor
By Barry Siskind

Most people are comfortable handling customers in normal selling situations -in a
client's office during a business appointment or on the retail floor. Exhibiting is differ-
ent with dozens -maybe hundreds or thousands -of people walking by. There are two
choices: to hang back and let the visitor approach the booth or to pro-actively approach
them.

Some visitors will approach. But as often
as not, they resist making contact. Why?
Attendees are individuals with their own

agenda. Some visitors will scope out the
whole show before they conunit to look-
ing at specific exhibits. Others may feel
awkward and fear the questions they ask
might be interpreted as simplistic or un-
educated. Sometimes attendees are con-

fused about a display and do not immedi-
ately grasp the benefits offered. Still oth-
ers may view the booth staff as unap-
proachable. Some attendeesare simply shy
whileothers fear they will bepressured into
placing unwanted orders. However, wait-
ing for the prospect to approach the ex-
hI"bitorcan result in lost opportunities. A
pro-active approach minimizes these
losses.

Approaching strangers is not easy. For
many it is the number one social fear. The

exhibitor must overcome timidity, develop
an effective opener, avoid closed questions
and focus on business. All the while over-

coming the chief objection visitors have

about booth staff - they are too pushy.

Being pro-active may be uncomfortable,
as it can be unfamiliar territory. The ex-
hibitor may be very comfortable dealing
with people one-on-one in their offices or
on the showroom floor. At an exhibition

hall the rules of business go out the win-
dow. Being pro-active in a situation like
this can be terrifying with fears of being
rebuffed or appearing pushy or simply not
know how to approach gracefully. Think
about approaching as a compliment- an
attempt to engage visitors that nine times
out of ten they will appreciate.

A good opener not only engages the visi-
tor in a meaningful conversation about
business; it gives the exhibitor control over
the situation. A good approach question
creates a smooth transition to the next step
of the process: to gather information
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The best openers are questions that the
exhibitor crafts to help get the conversa-
tion going.

On the next page there are two do's and
three don'ts that should be considered

when creating your approach questions.




