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Steve Miller : How to Get the Most Out of Trade Shows  before purchasing it in order to gage whether or not it 
would be worth my time, and all praised How to Get the Most Out of Trade Shows: 

0 of 0 people found the following review helpful. but Miller tells you the proper way to reach out and bring people 
into your booth as well as how to spot people who will waste yBy NO HYPE REVIEWSA little bit out of date but 
provided valuable recommendations on many aspects of how to plan for, work a trade show, and how to do follow up. 
Some of the recommendations might be hard to follow if you are excessively shy, but Miller tells you the proper way 

http://f3db.com/pub/links.php?id=B000VXOB6K


to reach out and bring people into your booth as well as how to spot people who will waste your time. It is more for a 
bigger company that can have a staff dedicated to trade shows, but if you are a smaller company, there is a lot you can 
still get from this book.We go to a lot of trade shows, and much of what this book explains we had to find our for 
ourselves from experience.1 of 1 people found the following review helpful. There are better books on the topic!By 
Monica MainAfter reading this book over the course of a week, I realized that many of the other books I've read on the 
topic of trade shows including Trade Show in a Day: Get It Done Right, Get It Done Fast! are much better than this 
book. Even the section on marketing included in One Simple Idea for Startups and Entrepreneurs: Live Your Dreams 
and Create Your Own Profitable Company had more relevant info on trade show success than this book.The only thing 
I really took away with this book was where to stand in your booth since other books really don't cover that. It's best to 
stand to the right and left of the booth (behind your table) rather than dead center. That makes sense.However, other 
things about this book that bothered me was the part about marketing materials. I understand that most people will 
throw away literature that is shoved in their faces but you still have to have attention-getting proactive marketing 
materials to give away for those who WON'T throw away your stuff. Yet he never quite addresses this. He sort of 
suggests (but doesn't outright say it) that you shouldn't pass out any marketing materials at all. Really? Then why 
spend thousands renting a booth just to have an empty table with nothing for people to take away on it? That's dumb 
and not even something I'd consider. He basically states it costs money to have marketing materials so why waste 
them? If you can't afford flyers for your booth after shelling out FOR the booth then you don't belong there to begin 
with.So what if people throw your marketing stuff away? Some won't. That's the point. It's just like with direct mail 
marketing. About 95% to 99% will throw away your direct mail piece. Between 1% and 5% will keep it, read it, then 
order through it. You have to have the marketing materials for that 1% to 5% otherwise you're wasting your time being 
at the event to begin with. You can't control who throws your stuff away but you CAN control having something to 
pass out to everyone for those who WANT the stuff and who will DO BUSINESS WITH YOU via remembering who 
you are later on through your marketing piece they took from your booth.He doesn't really mention using other things 
that people WON'T throw away like pens, flash drives, etc. with your company logo and website on it. If you're so 
concerned with EVERYONE throwing EVERYTHING away then consider printing up pens. They are cheap yet high 
quality through companies online like Amsterdam and nobody throws a decent pen away. Again, this has a lot to do 
with the expected amount of traffic at your trade show and would be worthwhile at a smaller venue.I do like how he 
talks about having enthusiasm for your product while knowing everything about it. Most booth staff look bored or 
miserable working a trade show booth and that's a big turn-off for potential prospects and clients coming to see what 
type of product or service you have. Enthusiasm should go without saying but with so many lazy lackluster employees 
these days, it is worth mentioning to business owners who decide it's not worth their time to work their show 
themselves (which is recommended) to at least have enthusiastic, excited staff working their booth. Enthusiasm alone 
is a huge way to suck people into your booth, even if your staff know next to nothing about your product. In fact, it's 
probably better to have a highly enthusiastic "actor" working your booth than a know-it-all about your product who 
has a scowl on his face the whole time.I also like how the author uses (and recommends) direct mail to event attendees 
before the event starts and having a multi-step campaign prior to the show. Sometimes this isn't affordable if you're 
running a show that will attract 50,000 people. However, for smaller niche shows that expect anywhere from 1,000 to 
5,000 attendees, it is definitely worth getting the listing of attendees and doing a multi-step mailing to urge these 
people to make appointments and see you at the show. Other books don't really touch on doing this. I don't know if I'd 
do a multi-step campaign because it's not entirely cost-effective but I would at least send one sales letter or oversized 
postcard out right before the event to make prospects aware that I have a booth at the show and maybe one more after 
the event.One thing this book seems to lack about setting up your booth is recommending that the table be right in the 
front. I've been reading a lot on this subject and most other books either recommend having the table brought more 
into the booth, forcing people to walk INTO your booth area or not having a table front-row-center as an obstacle at 
all. This author seems to be a little Old School in that he's used to working shows from the 70s and 80s or something 
because the way the booth set-up is seems a little outdated. (He even talks about attendees dressing casually like that's 
some ridiculous, outrageous "how-dare-they" mind-blowing big deal. I started thinking...is this guy from the 60s 
where everyone attended an event in a 3-piece suit? Because a lot has changed in this day and age!)The other thing 
that bothered me was that he didn't mention any type of step-by-step means of getting leads. He talks about GETTING 
leads but doesn't tell you HOW. So...you have a prospect standing before you and you're supposed to do...what 
exactly? How do you get his or her contact information for follow-up? And no, it's not as easy as asking either. People 
put up a wall when it comes to giving up their contact information so you have to have some kind of reason as to why 
you need their name, address, and/or phone number. Would this be for a free gift or sample? What's the REASON 
other than you pestering them to death with sales calls later that you'd be able to get this information from them? Yet 
this is never covered in the book. The "idea" of getting leads is covered. Great. But people coming up to your booth 
and throwing their business card at you without any reason is a pipe dream and I was really hoping this book would 
cover how to get these valuable leads from attendees at these types of trade show events.You can get a few tips here 
and there from this book but take them with a grain of salt. There are definitely better books on the subject 



(recommended above) and you probably shouldn't waste your time with this one at all aside from the highlights I 
mentioned in this review.Good luck with your trade show!0 of 0 people found the following review helpful. Beginners 
guide to trade showsBy Nick RussellGreat book, a lot of insightful ideas and tips. I am the director of sales and 
operations for a chicken treat manufacture located in northern California. We had begun doing trade shows and kind of 
just said "we'll wing it as we go." After purchasing this book and implementing some of the strategies that applied to 
our business model at the trade shows, we saw a great increase of attention to our booth. We also felt that we ad been 
given a toolbox of ideas for every different trade show environment to really make our booth stand out, and drive the 
traffic to us.

Proper planning and effective management of your trade show presence are the keys to trade shows uccess for every 
business. Loaded with real-lifeexamples and brimming with practical guidance on how top Ian and execute a trade 
show marketing effort, How to Get the Most Out of Trade Shows includes expert advice on: Selecting the right trade 
shows to attend Setting show objectives Designing effective booth displays Attracting prospects to your booth SelIing 
on the floor Following upon leads Plus, this new edition offers powerful information on the importance of effective 
promotion both before and at the show, tips on how to develop promotions and where to get promotional ideas, and 
lots of examples of successful promotions conducted by a wide array of companies. You'll also find coverageof 
relationship buildingwith new clients and booth etiquette. Let How to Get the Most Out of Trade Shows teach you 
how to maximize your company's return on a trade show investment. Steve Miller has advised, consulted, and trained 
associations, trade show management companies, and corporations all over the world for nearly three decades. The 
principal of The Adventure of the Trade Shows, he offers his clients consulting services, seminars, and keynote 
speeches as well as educational products. He resides in Federal Way, Washington.

About the AuthorSteve Miller is an international trade-show consultant and principal of The Adventure of Trade 
Shows. 


