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Tradeshows: Making Meaningful Connections

f you are heading to the show in

Chicago, then by the time this issue

hits your desk you’ll most likely be in
one of two camps: an exhibitor rushing
through a last-minute checklist for
booth and sales prep or an attendee
finalizing meeting and symposium ses-
sion plans. Either way, you have a full
schedule at this year’s combination of
the FABTECH, AWS and METAL-
FORM shows in Chicago. It is going to
be huge.

At press time there already are more
than 10,000 preregistered attendees with
the opportunity to visit some 3400
exhibitors. Shows like this are the equiv-
alent of a huge feast of candy to a kid; an
almost endless spread of deliciousness.
So, just like a kid with candy, the temp-
tation is to pack in as much of the show
as possible into a few days. Naturally
you want to experience it all, but
remember that time as a kid when you
were left alone with the Halloween
candy? I do. At first, eating a wrapper or
two in the rush wasn’t a problem but it
did not take long before I realized that
quantity didn’t equate to quality. Actu-
ally, at that time I only ended up with an
aching stomach and didn’t come to any
intellectual realization until much later
in life.

My point: If you want to be more sat-
isfied on the plane ride home, cut your
“to do” list in half, prioritize, make the
hard choices on what you must accom-
plish, then leverage the remainder of
your time to focus on networking. Of
course, while you are in symposium
tracks and visiting booths you will have
the opportunity to meet new people,
but while these casual contacts made
throughout the daily rush can lead to
more meaningful interactions, they do
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not equate to the opportunity to really
connect with peers at networking
events.

Networking events, whether sched-
uled hospitality suites, other sponsored
business gatherings or the chance meet-
ing during the plane ride or at the show
during lunch is where you have an excel-
lent opportunity to exchange real, valu-
able information and start the foun-
dation for new business relationships.
So take these opportunities to build
your social capital. Where else will you
potentially cross paths with thousands
of like-minded individuals? This is
where you can find a variety of peers
who can help your business and whom
you can help through the exchange of
ideas, discussion of problems, etc. These
few days are your best opportunities
throughout the year to make such valu-
able, career-affecting contacts before
heading home to the daily grind, so
don’t let the scope of the event bog you
down.

Structured hospitality events are
designed for the ebb and flow of ming-
ling guests, making this is a perfect
place to make connections. Such gath-
erings can be the genesis of real, lasting
business relationships. If you sense a
valuable relationship for both parties
and feel it’s worth spending more time
exchanging ideas over a meal, suggest
dinner that evening or breakfast or
lunch the next day.

When engaging new people, be
relaxed, open and genuine. It’s under-
stood that we all are at these events to
make business connections, but jump-
ing from one person to another based
on how you perceive their value or the
weight of their title will quickly label
you in an unfavorable way. There can
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be a fine line between mingling and
coming across as being an opportunis-
tic phony.

So approach the prospective rela-
tionship from the standpoint of not
trying to sell anything. Engage in con-
versations looking for mutually benefi-
cial connections by leveraging one
another’s experience and business
resources. If you are looking for sources
of new business, consider that you may
do well to focus on gaining business
through referrals—this represents a big-
ger opportunity.

Ask these questions of yourself when
meeting and evaluating new contacts:

+ How can my contacts and experi-
ence help them?

* How can their contacts and expe-
rience help me?

+ What mutual friends do we share in
the industry?

+ Do we face common industry pres-
sures?

« Is either of us experiencing success
in an area where the information can be
shared?

« How similar or different are our
companies (products, processes,
bureaucracy)?

+ Are there places that we compete
(directly or indirectly)?

+ Do our prospects/suppliers/cus-
tomers offer some mutual benefits?

+ Do we think too much alike...will
we challenge one another’s business or
engineering approaches?

+ Do we share common business
and/or industry challenges?

Remember, the quality of the con-
nections outweighs walking away from
the event with a pocket stuffed with
business cards. Accomplishment can be
found by making it home having forged
half a dozen solid connections, with
one or two becoming lasting profes-
sional friendships. MF
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MetalForming magazine
CD-ROMs

MetalForming magazine offers the latest information about the metalforming
industry. With the best contributing editors in the business, MetalForming has
compiled timely and useful information on the following CD-ROMs. Order
your copies today!

Purchase any CD for only $59.95 each.
Orn, save nearly 20 percent by purchasing all six
for only $300! - FREE Shipping*

MetalForming 2007 Feature Articles

By MetalForming magazine staff
MetalForming magazine presents every feature article from 2007
in a simple-to-use, searchable PDF format, all on one CD.

Metal Stamping by Design
By Larry Crainich

These articles focus on tooling issues that metal stampers, tool-
maintenance personnel, and tool designers and builders wrestle
with every day.

The Science of Forming, Vol. 1
By Stuart Keeler, ScD, President, Keeler Technologies, LLC

Articles help stamping-plant engineers and managers overcome
problems related to springback, tool design and other formability
issues. Also included are articles on advanced high-strength
steels.

The Science of Forming, Vol. 2
By Stuart Keeler, ScD, President, Keeler Technologies, LLC

This CD-ROM includes dozens of MetalForming magazine
columns on springback, tool design and material formability.
Multimedia presentations bring forming issues to life; and
presentations cover forming of higher-strength steels, statistical
deformation control and virtual sheetmetal forming.

Metalforming Electronics
Sensors & Controls

By George Keremedjiev

Columns as well as papers and exclusive new presentations cover
all aspects of die protection and part-quality inspection, starting
and maintaining sensor programs, the role of controls in in-die
sensing, and the benefits of a sound sensor program.

Tooling by Design
By Tim Stephens, President,

Competitive Action Technologies
Articles explore foolproofing of dies, prevailing theories, incorrect
practices, die-set essentials and the Laws of Die Mechanics.

*Free shipping to U.S., Canada and Mexico

To order visit www.metalformingmagazine.com
or contact Marlene 0’Brien, 216/901-8800;
mobrien@pma.org
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