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1. There needs to be a strategic fit between what the potential 
client needs and what the company is capable of offering. 
Understanding such a need is key, and then considering your 
own company to see the extent to which there is such a fit.

2. Exports are full of uncertainty.  The company needs to plan as 
well as be clear about its Unique Selling Proposition, but then 
it needs to improvise, adjust and change depending of how 
things are developing in a specific market or project.

3. Leads can be generated in many ways but the key behind any 
of these ways is to carry out research and collect intelligence 
to understand the market and to understand the target 
customer. Whether exhibiting in a fair, or trying to engage on 
a one to one basis with a buyer on LinkedIn, the key is to 
understand their potential needs and their pain points.  
Selling by providing a solution is much more effective than 
hard selling.

4. The company needs to have something that differentiates it 
from the many alternatives available out there.  In Malta the 
differentiator is rarely price or volume, but is usually 
innovation, service level or the flexibility with which a local 
company can customise a solution to a client.

5. Trade exhibitions in the US are different from those in Europe.  
It seems the US ones include more decision makers actually 
roaming the floor.  There used to be a time when fairs where 
a place where a company came back with actual orders. This 
is no longer the case. Fairs are to establish a presence, to 
contact others and built networks, and to learn about the 
market and the players in it.

6. Building relationships with potential distributors and buyers is 
key. This takes time, and trust and requires the nurturing of 
the relationship like every other relationship.  Business 
relationships can also turn sour, and one needs to asses and 
‘test’ the intentions of the party on the other side.

7. When selling a consumer product, one needs to see that 
product on the shelf in the actual market. Only in that way 
one can assess issues like price and can see how the product 
compares with others in the same category.

8. Learning to handle rejections is also key, especially for the 
very early-stage cases.  You need to be convinced that your 
product, your solution, is indeed robust and attractive and 
you need to develop an ear to take on feedback but to 
soldier on.
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