“My whole life hass
being in the right
the right time.”

Trade Show Tenacity
Susan Ratlitf, 49

President, Exhibit Experts

Phaenix

Career highlight: Being able to "buy the
[exhibit display] business and actually own
my own storefront.”

Business philosophy: “I will always find
the solution or find the opportunity.”

Articulate and eager, the words spilling out of
e Susan Ratlill calls hersell “one of the

luckiest people 1 know™ An unexpected
assessment from someone whose business
partner ook a showroom of merchandise and
ool it for Callifornia,

d a calew

vl who had jusi

comp) ted expansion when the

post-9/11 shut-down of travel effectively

THE NATURAL ADVANTAGES OF WOMEN

hen asked whether h.'h.l.J}"h h'vl.'kl.lL;‘ wiomen atill face the :z‘r.:l-\-.

closed the trade show circuit on which her
business i1s based

What kept her going? Belicf in the
strength of the business and confidence in her
own abilities as a salesperson,

Citing the curment trade-show industny
figure of 590 billion in annual business and a
prediction of 5251 billion by 2008, RKatliff
observes, “Every aspect of business uses
\"\hll‘l:r
portable te
menTE-and-pop businesses [0 Fortune 50 com-
panies. Even in the post-9/ 11 doldrums, she

marketing.” Customers for  her

wle show booths ran e om smiall

“kmew it wouldn't BO away +

“I'm excited to teach a company how o
miake money,” she savs, noting that the selling
environment of a trade show differs greatly
from that out m the field, The mer !1.::'!|.|'.‘-||'|i;_
expertise she offers up o customers s the

result of her experience in the trenches, selling

personalized children's books al trade shows,
swap mects and craft fairs

The first distriiior m Areona for Aboui
Me Books, she chose that business because it
allowed her to work and still take care of her
new baby: she soon became second in the
nation in sales for her company’ Her book, How

fo b o Wieekiond Extreprrentenr, published in 1991,
came ot of her daily notes about what browght
1.'1.'\.".‘:\.' to her booth, and =t ;'n,'.' on her wav in
the business of portable trade show display

Her first exhibit client, she recalls, was
LIS, West (now Chyest), At a trade fair in 1992,
Ratliff was approached by a LS. West repre-
il
wanted her to help with the company's booth
Rarliff concephtualized an idea almost imme
ch
ng a propesal. At that point she had
no connections with vendors, but she found
sources to supply the elements she needed

I |l|' l.'\;‘vl"r'l:n'ih_'u_' l.rf; stallized inbo a realiza
tion for Ratliff—this could be a lucrative fig
LS, West continued bo use her services, amd
shee .||.a.|1..|.'.|:|.'d 1||'.|.'|I|'|-.'-r "."l'r'_ client: BankOne. Her

sentative who had read Ratlifi's book and

|']|.'|h"l§.'_ theem wierit 8o the library o do rese:

O W

timing

carly *80s, when companics werne vag

I.\l.u'\-“ll,'“-'\-u \.'\'L'h WOmden

wits pood, she explains; this was the

r o do

liming proved fortuitous on other occa-
sions as well: considering putt

show notes into a book, Ratliffe sought P

lishing advice from someone who, it lurned
out, had just begun publishing sales and mar-
keting “help” books; her mother just hap-
pened o hawe $5,000 she was Eelting ready (o
roll over in her IRA when Ratliff’s emplover
gave her a final opportunity to buy his busi-
ness, Upincidencoes such as those explain why
"l L".

But lick doesi't “just |1.1Pi\.‘l1." Rathiff

shie calls herseld

made it a point to position Fuerseli fowr appor
fluential situations. With

tumities by being i

Extubit I.':\.'P!,'I fs  propecting cales of over
SHO0,000 this vear (finally recovering o pre
9/11 figures), Ratliff notes that she has bailt
her entire business on strategic networking.
“My whole life has been being in the right
place at the right time,” she savs, e
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al blraz.com
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Hy J'.w.h.-qliu;._" s the CT) and u'-'.i.-wu':,.-_ th handy :m:lt-\npl_ I]v_ﬂ ichiea of
"women's intuition” shoulbd cease 1o be a mystery. Miller belicves intuition
1= ope of tha :.;n'.1:|."-\.t .I.'L{'I.'..'II'II.'IE_| = that women E1..n|_- over

ceiling Michele Miller, the Seottsdale author of The Nabursl
Adpanlages of Wornen responds—immediately—with a firm “absolut
1v." But that doesn't mean Miller has a glum view of the matter Chaite
the contrary. In her new audiobook, 42-vear-old Miller, a partner in
Phoenix-based Wizards of Ads. Inc, explones the womanly values of
intuition and instinet, among others, which help women break through
barmers to sucoess in the business world. The one-hour CD is not a typ-
ical man-basher, bul rather a callout o women and men aboul new
stucies an the differenoes belwesn '|'|-|_r'.'\.' men and women think, [elin
form: and handle situations.

mien i brsiness. “Rocend MED stodies |'.r|~1.'3.‘f|' absalote
proed that women have a specially wined ‘crossover” brain
power :ru-:. rapidly link and oS informatzon on both
side= of the brain,” <avs Miller. “By. combining loeic with
the ability: to- nead body language and tap into the dght
brain of envotional memory, experence and imagination,
women have temendous advantages in the business
workd.” With that in mind, all genders better grab a copy.
Look for a follotw-up fill sized book in the near fulune, 5T10;
Jaime Leigh Tischler

alile oot sianilncadempress com
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