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Buckminster Fuller once stated, and it is written on his tombstone, “You can call me Trim-Tab.” What he meant is that the little things matter! This is so very true in the expo industry. Trade Shows from One Country to the Next highlights a lot of these important little things and gives excellent advice on how to avoid the traps when dealing with intercultural differences at trade shows and general global business. As a past president of IFES (International Federation of Exhibition Services), I recommend this book to all those who take responsibility as exhibitors, and exhibit suppliers to better understand the different ways for each country!

—Bruno Meissner, Past IFES President, Meissner Expo,
Hamburg, Germany

Connecting the world of trade show marketing with a common awareness of show regulations and cultural differences will tighten the benefits for our IAEE members, industry associations, and all companies who exhibit on a global scale.

—David DuBois, Past President (IAEE), International
Association of Exhibitors and Events

During my years managing international exhibit programs at Boeing, I often wished for a quick reference booklet like this to keep me from stepping into potholes. We all want to arrive at a trade show venue destination with a happy team, but what makes international exhibiting different is understanding and accepting the many different roads one might take to reach that final destination. While a book like this will not plan your event for you, it will serve as a roadmap to choose the best path and help you determine the questions you should ask.

—Thomas Wieder, Exhibit Manager, Boeing

Even the most experienced exhibit managers will find the way trade fairs work in other countries very different from what they are used to. As well as the venue, differences in regulations, and booth-building styles, exhibitors may need to recalculate their methods and objectives. To be successful at global trade fairs, everyone involved in the participation needs to do their homework to try to understand what those visiting the fair are likely to be looking for. Of course, participating in an exhibition is often the best homework where you learn by doing. This influences how you participate the second time around. As we all know, in the world of face-to-face events, there is no substitute for meeting your new customers, looking them in the eye and getting a real feel for their market.

—Paul Woodward, Past Managing Director, UFI

A book of this nature can surely be of help to Latin American exhibitors and suppliers exhibiting abroad. It is also very useful for world exhibitors coming to exhibit in Latin American locations. Our goal at the World Meeting Forum is to connect world exhibit industry associations to think and act in harmony.

—Raphael Hernandez, Director, World Meeting
Forum and World Trade Show Forum

Trade Shows from One Country to the Next is a must for exhibit managers with trade show responsibilities beyond the US shores. If corporate exhibit managers and their suppliers want to get a realistic understanding of global exhibit differences, then they should read this book. The book covers everything from unscripted important cultural differences to basics in exhibit design, rules, regulations, and the labor complexities in numerous countries. Throughout my career, the basis of my trade show industry knowledge was derived from North American shows. As my trade show responsibilities expanded globally, I would have saved myself (and my employer) a lot of time and resources if I had been privy to the insights that Larry put into his book. Going global requires a recalculation of the traditional exhibit trade show mindset. This book will help navigate your trade show program over the impending alligators.

—Donald Schmid, Exhibit Department Manager, Hospira, the
world’s leading provider of injectable drugs and infusion
technologies

This book is a great primer for first-time international exhibitors and for seasoned exhibitors looking to exhibit in a new international market. It helps the reader understand the logistical and cultural aspects of exhibiting in each country. Reader alert: Each country is unique in its own way! It explains logistics and how costs differ. It discusses exhibit design and what is typically used. It covers business etiquette that helps staff understand how to communicate and engage in a culturally appropriate manner. These are all critical considerations for building a successful international exhibit program.

—Nancy Drapeau, PRC, Senior Research Director, Center for
Exhibition Industry Research
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By Author: Larry Kulchawik

Trade Shows from One Country to the Next was first written in 2015, and a second edition was published in 2018. The data for each country was collected from experienced exhibit company owners worldwide. The purpose of the book was to determine and share the differences in the exhibiting methods and regulations from each global region. This information enables an exhibiting company that is planning to market globally to recalculate its international marketing strategy to gain greater awareness about what is different from its country of origin.

Being an American, I could not help but write this book from an American point of view. I share my personal experiences and observations at the beginning of each chapter. The information in this book is tailored to companies and individuals who are planning to spend five days at an international trade show for the first time in a different country. The book addresses the state of trade shows and behavior differences in each country. For an exhibitor, the book focuses on two levels of differences per country. First, exhibit design and regulation differences, and second, the cultural and engagement differences when selling at a trade show. Overlooking either would be costly.

In 2018, trade show marketing was riding high in popularity. Through the years, companies have developed a stronger belief in the power of face-to-face marketing. When covid mania struck in 2020, the world of face-to-face marketing came to a screeching halt. Meetings and conventions stopped dead in their tracks, but a belief in the power of trade show marketing still remained strong.

During that period, we put generals in charge of a war and put scientists in charge of a pandemic. Did we overreact? Or did we do the right things in dealing with the threat? Masks, isolation, school closings, babysitting, Zoom meetings, home offices, no handshakes, and no air travel for the next two years created serious after-effects for face-to-face communication.

It is amazing to note how quickly the world of trade show marketing and business meetings came back to life internationally after two years on life support. Astonishing how so many expo-related supplier companies stayed in business. Today, the meetings and conventions industry is now back to the 2018 growth. The power of eye-to-eye contact did not die, but experienced a two-year fasting. Many in the meeting/events business left to find new careers. This setback forced the meeting industry to rethink its ways about eye to eye communicating and survive as an industry.

After the two-year setback, the recovery from COVID-19 mania started back with caution. Masks, space between people, and hand-sanitary stations became common. Many businesses had restricted travel, so a return to air travel was slow. Attendance at shows and exhibitor representation was much reduced. To compensate for this, virtual trade shows unfolded during Covid to fill a void, but the idea did not end well. From this, the application of video communication technology was now being further incorporated into exhibit design. Exhibitors presented their new ideas digitally from their home base location and communicated from a video monitor in the exhibit space. Visitors received a one-on-one presentation from afar. Exhibit visitors could now meet the president or innovation technicians via Zoom. Selling continued, but were the trade show results the same? Although this digital connection was not really ‘face to face,’ many of the personal experiences (especially international) were achieved without the need for air travel and hotel stays.

After covid, the concept of ‘the exhibit visitor experience’ began to unfold, creating a new level of benefits for attending a trade show in person. The ‘experience’ now extended beyond the exhibits. Attractive location, educational seminars, networking with peers, and the discovery of an unknown all added up to a worthy experience. Mingling has a powerful aftereffect that is measurable. Yes, covid mania set the world of trade shows back for a time, but the belief in the power of face-to-face marketing did not die and returned quickly. Covid Mania created new ways of thinking with tactics that unfolded differently from one country to the next.

As world companies expand their market share, there is a global belief in the power of trade shows, trade fairs, expos, conventions, or whatever you want to call them. International trade opportunities are best attained with face-to-face contact. Our awareness of country and cultural differences can make a big difference when selling internationally at the visiting ballpark. Exhibit design is important, but people skills are critical. First impressions don’t always have a second chance. Recalculate your thinking when marketing internationally.


Meetings & Trade Shows Create Business for the World

A 2023 study was led by the Events Industry Council, in conjunction with Oxford Economics, to measure the economic impact and significance of the global business meeting and events industry as a whole. This study included all levels of business meetings beyond trade shows and events. As a result, the economic impact of all meetings, beyond trade shows, had reached numbers in the trillions of dollars that far exceed the size of the trade show industry alone. In any case, the economic contributions of trade shows, and business meetings combined, is greater than ever imagined!



“No culture can live if it attempts to be exclusive.” —Mahatma Gandhi


The Author’s Journey
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Although dedicated to trade shows and events, much of the information in this book speaks to effective communication when spending a week or less marketing your product in a foreign country at a trade show.

Three top US exhibit supplier companies that I worked for (ExhibitGroup/Giltspur, Derse, and 3D Exhibits) each elected to expand their services to help their client internationally at a time when few American suppliers did so. Many of the Fortune 100 companies we represented were exhibiting for the first time internationally as the parent company and not through a subsidiary. Centralized corporate marketing strategies were now being implemented, no longer depending on the regional offices to market on their behalf. The US representatives who were selected to represent their companies at an international trade show were new to the cultural differences in dealing with international buyers. As a US exhibit supplier attempting to assist our clients to exhibit globally, the concerns of the American representatives were personal about traveling abroad. Questions that were raised: How long does it take to travel from the airport to the convention center and hotel? How much to tip? Currency issues? What is the cost of a taxi to the hotel? Is the hotel within walking distance of the center? Places to eat or entertain?
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IFES partners. Connecting the needs of exhibitors on a global scale.

As an exhibitor, traveling to a country for the first time, these are all very legitimate concerns, but these are not the most important things that they should be worrying about. The critical issue to be concerned about is “How are you going to engage and communicate with the buyers of a different country?” We cannot discount all the side concerns from the corporate representatives traveling to a foreign country for the first time as unimportant. This is why I address these types of concerns as well in the book.

This is not a travel guide but a business guide to marketing internationally. While most of my experience has been in the USA, I cannot help but view things from an American perspective. I am who I am. Throughout the years, I have tried hard to open my eyes to different ways of seeing things. Based on our upbringings, I guess we each are entitled to our own tribal opinions, but we must always remain open to seeing things in a different way, especially when selling products abroad. As the first American president of IFES (International Federation of Exhibition Services), I quickly realized how my American point of view needed to become more flexible and adjust to the different ways of achieving the same goal, and that is to create new sales for American exhibitors who participate in a global trade show. Note that the country differences that are shared in this book will apply the same to any international exhibitor who participates in a trade show outside of their own country.

The IFES exhibit supplier partnerships have collectively created a wonderful source of knowledge and trusted partners to guide exhibitors in dealing with differences in any country. All IFES country partners are on the same page concerning trade show marketing, a page that reads, “Our mission is to help each other, to help our customers, who market their goods globally.” The information in this book is provided by regional exhibiting experts who know their countries well. They are each recognized after each country chapter. Business executives and exhibit suppliers who hope to profit from global trade show marketing surely need to be aware of, and respect, the cultures and customs of the countries with which they wish to trade.

A few years ago, I made a presentation at the World Meeting Forum in Cancun, Mexico, on this very subject. A speaker who followed me was Karen Jacobsen. You probably do not recognize her name, but you sure would recognize her voice. She is one of the first voices of GPS for auto driving directions. Her presentation, “Recalculating,” emphasized the importance of recalculating when following a road map in your business or in your life. Today, international trade show marketing is quickly pushing all expo segments to recalculate their trade show strategies when exhibiting abroad. There is no one-size-fits-all when it comes to global trade shows.

Flexibility and cultural adaptation in trade show marketing should be the guiding principles for doing business in the world market. Business manners and methods, religious customs, and corporate social responsibilities are all covered in each country chapter. Cultural differences that exhibitors most often face include differences in business styles, attitudes toward the development of business relationships, attitudes toward punctuality, gift-giving customs, and the meanings of colors and numbers. This book only touches the tip of the iceberg, but it hopes to share enough food for thought to gain greater awareness.

Many exhibit suppliers claim to be worldwide trade show marketing experts, but no one company, or individual, is the expert everywhere in the world—myself included. As an exhibitor, no one knows your product and service better than you. Making your marketing strategy relevant across borders requires setting up a team for each specific region you exhibit in. Each team should have global thinkers and regional thinkers. This will keep your trade show strategies effective for each region where you display your brand and present the image of your company at a trade show.

When in Rome, think like a Roman!


Trade Show Marketing
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The world is getting smaller, and the market is growing larger.

The marketplace for consumers and manufacturers of products and services anywhere in the world has quickly expanded beyond their regional borders. When sailing ships traveled long distances around the world to trade goods in foreign markets, this was the start of the global economy. Much of the trading success for sellers and merchants depended heavily on communication and trust. The English language has grown to become the international language of business within the EU countries as well as in other world regions. Having a command of multiple languages beyond English provided marketers with added communication power. In this regard, the US, Canada, and the UK have a distinct advantage but also have a disadvantage when dealing with other countries that speak several languages and have a more sensitive understanding of cultural differences. Success comes quicker for those who speak a common language and for those who appear trustworthy. This does not come easily for all. Those who struggled here usually have had fewer trading opportunities. Today, knowing and following the different international methods to promote a product or service at a global trade show has become strategy number one for sellers to quickly understand what is different compared to the methods of their home region. When I became VP of Sales and Marketing for Greyhound Exhibitgroup (the largest exhibit design company in the world at that time), I was asked, “What’s the difference between sales and marketing?” My definition of marketing versus sales: “Anything you do to support a selling situation is marketing.”

Upgrading to first class to sit next to a fellow business traveler is a marketing strategy. In this case, you usually strike up a discussion that leads to “So what do you do?” Most firstclass travelers are business people, so the topic of marketing is often understood. This brief face-to-face encounter is usually very powerful, and the element of emotion kicks in to move a marketing situation to a selling situation. Never begin to sell before you tell. It is at that point that the discussion changes from ‘telling’ to ‘selling’.

Marketing Strategies

When I say that marketing is anything you do to create a ‘selling situation’, there are several major marketing strategies to consider. The combination of different marketing approaches should be considered. They should work together to create a selling situation. This is often called ‘integrated marketing’.

A wise industry friend, Llona Kitzing, conceived the concept of integrated trade show marketing- blending the different strategies to achieve a single result.

The concept has now been embraced by Marketing Managers worldwide. Developed in the year 2000, Llona Kitzing determined that there are seven components to marketing. The proportion of dollars spent in each category has certainly changed over the past 25 years, with digital marketing methods increasing greatly. One of the marketing segments that has remained strong through the years has been trade show marketing. It is the most expensive of the seven other choices.
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A marketing investment of this level surely must be measured. It must be justified as a worthy investment to increase sales.

For most companies, the rule of thumb to establish a marketing budget is that 5% of your business revenue should be earmarked for marketing. This, of course, depends on the business you are in. A consumer product company would spend more than a machine tool company, so 5% is a starting point. This 5% marketing budget is then divided between the seven components to support a marketing strategy that works to increase sales, and is measurable. The chart below illustrates a likely selection of components that can work together. An integrated marketing approach.

The trade show/event portion of the budget will often be the biggest investment component. With that said, measuring the impact of the trade show investment, along with other marketing components, must be done to evaluate the real results of your investment. “For trade shows, it’s not about the exhibit structure but what the structure is doing to enhance a message and reach a targeted audience,” according to Llona Kitzing.

When setting a marketing budget, no one component is more important than the other. Your formula for mixing the components must work in harmony with each other. Together, they create an integrated marketing strategy.

Note that when exhibiting internationally, the percentage of the component mix may need to change, like catering in Europe. Collectively, all components in the marketing mix should contribute to creating a selling situation.

In some cases, when you know exactly what you really need, human contact may not be needed. In this case, shopping through the Internet (like buying a watch, an appliance, or a set of golf clubs) can work just fine when you know exactly what you want and can be less time-consuming. But when you are uncertain about what you need and seek guidance, human contact is a most powerful tool to influence a decision to buy.

Of all the seven marketing strategies, only two components require eye-to-eye contact—direct sales and trade shows. This is where emotion comes into play. Of the seven components, trade shows will be the greatest expense but will deliver the greatest return when executed smartly. It must be noted that without the use of the other marketing components, the human contact element would be minimal. Each component contributes in some way to influencing a potential buyer to make a final decision to buy. This final decision to make a purchase is strongly influenced by human engagement, where emotion comes into play.

The Power of Face-to-Face Marketing at Trade Shows

Way back in 1987, then again in 1995, a group called the Convention Liaison Council (CLC) contracted with Deloitte & Touche to measure the size of the meeting and exposition industry in North America. At that time, the North American meeting and exposition industry was calculated to be $82.82 billion in direct spending, ranked number 22 in contribution to the GNP. It is larger than the printing industry, the farming industry, and the auto industry. Of the U.S. $83 billion, 64% was for conventions and expositions, 32% for private meetings, and four percent for incentive travel. It was projected that the trade show industry today represents $100 billion in North America alone. The size of the world market was projected to be $340 billion, with 30,000 events, 3.2 million exhibitors, and 350 million visitors each year. Thirty years later, a 2023 study was conducted by the Event Industry Council, in association with Oxford Economics, that the economic impact of trade shows, business meetings, and events represented $ 2.8 trillion in total world business sales and $1.6 trillion for US business sales. Please note that this study included all business meetings beyond trade shows, so the numbers are much higher compared to the CLC study in 1995, which only included B-B trade shows. Not an apples-to-apples comparison. In either case, the industry size and impact are greater than anyone ever imagined. All in all, world companies believe in the value of trade show marketing to increase their sales internationally. With this said, how do you adjust your marketing strategies when exhibiting outside of your country of origin? This is the heart and purpose of this book.
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Introduction

[image: ]

The success of trade show marketing in the last ten years alone has contributed to the growth of new and expanded venues and convention centers worldwide. The financial investments made by major cities worldwide to build a new convention center are driven by the belief that face-to-face marketing is in strong demand, now and in the future. With this venue, growth in world cities came with expansion plans for secondary services like hotels, airports, retail, entertainment attractions, and exhibit supplier services. The greatest regional increase in trade show venue growth is taking place in Asia, specifically in China. Today, several new venues have been built in Asia or are presently under construction. The Middle East and other points on the globe are also developing plans to build new centers as a means to attract world trade and drive business to their region. Quicker growth will depend greatly on political stability within each region.

Europe, North America, and Asia have the largest number of venues that host a variety of annual industry conventions and trade show meetings. With a shift in new markets for the buying and selling of world products and services, world expo organizers are looking to conduct their meetings beyond their borders and closer to the buyers and sellers who attend. There are several trade show events in the world that are positioned as “a global event,” such as the Consumer Electronics Show (Las Vegas), Paris Air Show (Paris), Drupa (Düsseldorf ), and Detroit Auto Show. Many of these headline trade show events will then conduct regional versions of their main event at regional marketplaces. World companies are now embracing globalization strategies like they never have before and are willing to expand their manufacturing and distribution with less hesitation than in the past.

Organizing an Event

The models for how you organize a trade show event in any of the regions of the world will either borrow a page from the European method or from the US method, regarding the way they organize their shows. Note that many centers in the world are owned and operated by a single owner, while other centers are owned by the local government and managed by others. This plays a role in how organizers establish the rules and methods at their events. Some centers require that you use their resources (freight handling, labor, exhibit suppliers), and others hire an outside exhibition contractor to manage these services, as done at most North American trade shows. The US organization model leases the space from the center, and then the organizer hires a show contractor (e.g., GES, Freeman, etc.).The show contractor is responsible for laying out the show floor, unloading the freight (drayage method), and providing registration counters, aisle identity signs, entrance signage, and carpets for the show aisles. In Europe, this is all subcontracted by the organizer, or these services are provided by the exposition center directly.

International Trade Show Differences








	American Model (USA)

	European Model (World)






	Exhibit space sold in sq ft

	Exhibit space is sold in square meters




	Exhibit spaces arranged in 10’ increments

	Exhibit spaces arranged in any shape in meters




	Exhibit walls and height are restricted per space

	Exhibit walls can be positioned with a cubic content




	The floor area is carpeted with a pad

	The floor area is covered with a raised floor




	Strong exhibit identity with graphics

	Subtle exhibit identity with minimal graphics




	Entry Badges for preregistered attendees

	Entry fee charged at entry, no badges




	Open exhibit design space

	Enclosed exhibit design space with offices




	More unscheduled exhibit meetings

	Most meetings are scheduled




	Minimal catering

	Most exhibits have a bar and formal catering




	Associations hire a show organizer and a show contractor

	Associations work with the venue and with an organizer to arrange the show floor






Today, this discussion is asking- Which is the better model for organizing a trade show event—the European or the North American method?

In my opinion, both management models are evolving (over the next eight years) to become a single model. Each will have more in common with the other than what is different. Those who own/manage the events drive the models. Reed in the UK is a leading show organizer, using a combo model. Some shows use the US drayage method for managing material handling, and other events manage freight handling directly with exhibit suppliers. In time, both models will blend to be similar.


The Good and the Bad about the

American Trade Show Management Methods

When organizers lease space in an expo center, they are charged by the day and time needed to install a booth, run the show, and dismantle after the event. As a result, the turnaround time needed for this is often shorter than in Europe or in the rest of the world, where more time is given. To expedite the movement of freight in and out of US centers, all freight deliveries are arranged through a general show contractor (hired by the expo organizer) to allow an organized freight process and to expedite the time needed to do so. This shows contractor then unloads the truck, delivers materials to the booth site, stores empty crates during the show, returns the carter, and reloads onto the trucks. This saves time and reduces chaos on the show floor. This method of freight handling is often called the drayage method. The downside of this method is the cost. Freight is charged by weight and often costs as much to ship freight across the country as to unload and deliver to your stand space.

This material-handling cost (drayage) continues to be a sore point for exhibitors in North America, especially for international companies not accustomed to this expense. The American method also requires that the show labor be endorsed by the official show contractor if you elect to use your own carpenters. In many US cities, trade unions dictate the price for skilled labor.
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A DRAYAGE

As long as US trade shows continue to deliver a strong result for world buyers and sellers, the price to participate and the methods used for trade show organizing will not change. Management methods will change when the present US industry associations elect to hold their shows at an international location to save money. Why change if the market is willing to pay the price? This location change is beginning to take place with some major US industry shows expanding their events to add a secondary market location abroad. Exhibitors, buyers, and organizers will now see and feel0 the difference in costs and determine which works best. Time will tell.

Today, the US still holds its position as an economic power and a leader in business marketing. The quality of US trade shows still remains strong and is accountable for the audiences they attract. In the US, the quality of the buying audience remains strong due to visitor admission requirements that qualify the attendees, versus a general admission fee used by many venues in Europe. Also, the number of venues in the US and the number of world-rated shows (especially in health care) still make North America a productive place for any world company to expand its sales and market share.


The Size and Impact of Trade Shows

The pandemic has devastated the convention industry worldwide for two years. Venues shuttered. Businesses closed. Millions of people lost their jobs. But the industry rebounded and continues to do so today.

By the start of 2023, trade shows on multiple continents were entertaining large crowds once again. People and businesses returned in large numbers because face-to-face is more effective than virtual. To put it simply, trade shows work.

In 2023, many companies servicing trade shows such as convention centers, organizers, display houses, general contractors, and hotels, not only rebounded from the COVID depression but also rebounded with record-setting years. In 2024, industry metrics (numbers for total attendance, net square footage, and exhibiting companies) are expected to exceed the record numbers of 2019.

A recent Barometer Report conducted by UFI (the world umbrella association that includes all segments of the convention industry) conducted a survey of 68 countries to ask about their plans in the next six months for business in the convention industry. The report showed 2024 to be a record year for global industry revenue, according to Kai Hattendorf, UFI managing director and CEO. Globally, 48% of world companies declared that they plan to increase their staff numbers, while another 48% declared that they will keep their current staff numbers stable. Trade shows are arguably the most cost-effective form of marketing that exists today—that is why the numbers and sizes of shows have increased significantly in the past seventy-five years.
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Globally, business events contributed $1.62 trillion to the GDP in 2019 and accounted for $2.8 trillion in business sales, according to the Events Industry Council/Oxford Economics report. Detailed in the release of the “2023 Global Economic Significance of Business Events Study,” the numbers are from 180 countries and include direct, indirect, and induced impacts of business events throughout the world.

Top Conventions and Trade Shows are held worldwide, with the top convention centers hosting most of the top world industry conventions. While the USA hosts the most trade shows in the world, the largest centers and shows are worldwide.

Here are some of the top Convention Centers worldwide. When we speak of the top convention centers, it is important to point out what we mean by top. The largest? In size? Most attendees? Most exhibitors?

The Largest World Convention Centers

Indoor space in square meters in 2023









	NECC Exposition Center

	—

	Shanghai, China




	Messe Frankfurt Center

	—

	Frankfurt, Germany




	Messe Hannover

	—

	Hannover, Germany




	Shenzhen World.

	—

	Shenzhen, China




	Fiera Milano

	—

	Milan, Italy




	Crocus Expo

	—

	Moscow, Russia




	Messe Koln

	—

	Cologne, Germany




	Messe Düsseldorf

	—

	Düsseldorf, Germany




	Paris Nord

	—

	Paris, France




	McCormick Place

	—

	Chicago, USA






Best Convention Centers

Convention Centers voted to be the best designed for a trade show:

Hong Kong Convention Center

Dubai Convention Center

Adelaide Convention Centre

Düsseldorf Exhibition Centre

Milano Congress Centre

Favorable & Desirable Convention Locations

Not all the so-called best centers are located in the most familiar locations.

Here are some centers that have been viewed to provide the best site facilities and judged in multiple categories labeled as ‘Well-Oiled Machines.”

The Meetings Star Awards are conducted by Kongres Magazine & Conventa.

This 2023 Award was judged for:

Architecture—Accessibility—Customer Service—Facility

Layout—Meeting Rooms—Safety








	ICE Krakow Congress Centre

	Krakow, Poland




	Austria Centre Vienna-

	Vienna, Austria




	Baku Convention Center

	Baku, Azerbaijan




	Ferry Porsche Congress Centre

	Zell am See, Austria




	Cankarjev dom

	Ljubljana, Slovenia




	IEC Ekaterinburg Expo

	Ekaterinburg, Russia




	Congess Centre Sarajevo

	Sarajevo, Bosnia




	Halic Congress Centre

	Istanbul, Turkey







The Top Ten Trade Shows in the World

What are the largest trade shows in the world?
The answer can be viewed in several ways.

An organization called the Trade Group curated a list of the world’s largest shows based on attendance and square footage of exhibit space in 2025. Each event listed below draws millions of attendees each year, year in and year out. We are sure there are other shows in the world that were missed on this list.


1.Washington DC Auro Show - Wash, DC

2.National Farm Machinery Show - Louisville, KY

3.Chicago Auto Show, Chicago, IL

4.Automechanika - Shanghai, China

5.BATIMAT- Paris, France

6.International Lighting Exhibit - Guangzhou, China

7.Sirha- int’l Hotel/Catering/Food Show- Lyon, France

8.Achema (Processing) Frankfurt, Germany

9.AAPEX- Auro Aftermarket Expo Las Vegas, NV

10.EurTier Hannover (Agriculture) Hannover, Germany



Some of the World's Largest Trade Shows

Measured by exhibit space, number of visitors, or industry influence:

• Canton Fair (China): Known for its vast scale and diverse range of products, covering a wide array of industries.

• CES (Las Vegas): A leading technology event attracting a large number of attendees and exhibitors from around the world.

• Bauma (Munich): The world's leading trade fair for construction machinery, building material machines, mining machines, construction vehicles, and construction equipment.

• Hannover Messe (Germany): One of the largest industrial trade shows in the world, focusing on industrial technology and innovation.

• SEMA Show (Las Vegas): A major event for the automotive aftermarket industry.

• NAB Show (Las Vegas): A leading event for digital media and entertainment, attracting professionals from various industries

• Frankfurt Book Fair (Germany): The world's largest trade fair for books, based on the number of publishing companies represented.

• MAGIC (Las Vegas): A twice-annual fashion trade show drawing industry insiders to shop for apparel.

• ITB Berlin (Germany): The leading platform for the global travel and tourism industry.

• Watches & Wonders (Geneva): The most significant trade show in the watch industry, bringing together top brands, collectors, and journalists.

• IMTS (International Manufacturing Technology Show): The largest manufacturing technology show in North America.

• GIE+EXPO (Green Industry & Equipment Expo): The industry's largest showcase for outdoor power equipment.


The Biggest Trade Fair in the World

One of the most commonly recognized as the largest in terms of both exhibition space and the number of visitors is the "Canton Fair" or the China Import and Export Fair.

The Canton Fair is held biannually in Guangzhou, China, and has been running since 1957. It covers a vast range of industries, including electronics, household electrical appliances, machinery, lighting equipment, vehicles and spare parts, hardware & tools, building materials, chemical products, and more. The fair serves as a significant platform for international trade, drawing participants from all over the globe. It boasts enormous exhibition space and attracts hundreds of thousands of visitors from more than 200 countries and regions, alongside tens of thousands of exhibitors.

Biggest is a Relative Term when it comes to Trade Shows

When defining the “biggest" trade show, it is subject to the specific context in which “biggest” is used to describe a trade show. Biggest attendance? Biggest for sq meters? Biggest number of exhibitors?

It's important to clarify that while many trade fairs may claim to be the “biggest,” a category that is based on the specific trade sectors should be evaluated individually worldwide; trade shows are not one-size-fits-all.

Big shows within Industry Sectors: The Hannover Messe in Germany for industrial technology, the Consumer Electronics Show (CES) in Las Vegas for consumer electronics, the Mobile World Congress (MWC) in Barcelona for mobile technologies, IMTS in Chicago for machine tool industry, MEDICA in Düsseldorf, for medical industry, and BAUMA in Munich, for construction machinery are all big within their own industry sectors.


Country Differences in Trade Show Marketing

[image: ]

Each of the following chapters is dedicated to sharing the unique characteristics of different countries when participating in a trade show. The Second Edition was written in 2018, and most of the information still remains very valid. This 3rd Edition has updated convention centers and the top trade shows as of 2025. The main objective of the book is to communicate the differences when exhibiting in a country outside your country of origin. The industry has more in common with our trade show similarities than with our differences, but ignoring some of these differences can surely be costly.

Take note that I write this book from an American point of view. Every country has its own way of viewing things. The best approach to trade show marketing is to recognize and respect our regional differences. Neither approach is right or wrong; it is only different.


CHAPTER 1

North America


C H A P T E R
1-A
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Doing Trade Shows in the USA

While most of the world has been doing trade shows internationally for a long time, the USA did not really embrace international exhibiting seriously until 2012.

The question has often been asked: Why has the American marketplace been slow to pursue international opportunities beyond its borders? The answer is simple: They never had to. There has always been plenty of opportunity right here in the States. Why extend your resources and risk failure? Kind of a short-sighted view. Local thinking is also the main reason that only English is spoken in the US; we have never had to speak another language. This mindset is now rapidly changing. The world has become a single marketplace, with the US more aggressively getting involved in the global marketplace to increase sales. In doing so, they must adapt to different cultures.

The rest of the world still feels strongly that participation in a US trade show will deliver excellent marketing results for the growth of their companies. Many of the top international trade shows are held in the USA. As long as the US economy remains strong and desirable, the US will remain a vibrant trade show location and will continue to follow its unique methods for organizing and managing a trade show event. These methods for management may change in the next ten years, but for now, the show space rules, regulations, drayage, and union requirements will remain the same until threatened to change for fear of losing to international venue competitors.

Of all the venue locations in the world of trade shows, the US has been the most difficult for other international markets to understand. In all my years doing international trade show marketing, the world continues to ask, “Why do you guys do it this way?” I have stopped responding defensively, and in most cases, I wholeheartedly agree. Our industry associations here in the US will continue to encourage an open dialogue to meld our methods with the other world trade show methods.

As long as US trade shows continue to deliver results, in spite of the added costs and different methods, the US trade show model will be slow to change. But for now, it is what it is, so find a trusted partner to work with to effectively weave through the US system and keep your costs in check.

Major Venues in the USA

In the US, there are 370 venues hosting fourteen thousand shows per year. Every major industry has an association or a sponsoring group to attract people to attend a conference with an exhibit area for face-to-face marketing. Trade show activity in the US remains vibrant, but there is a strong movement to expand internationally. Many of the top shows and organizers have extended their reach by establishing secondary events abroad. The top ten centers in North America represent 62 percent of all trade shows held in both the US and Canada. Convention centers, conference centers, hotels, arenas, and other venues are organized by each state. Associations and organizers are not affiliated with any venue, so events are known to change locations from time to time. If large convention facility space is needed for any given show, then organizers need to consider one of the top twenty convention centers to accommodate the size of their audience. These top facilities are in cities that have an infrastructure in place to accommodate the larger events. With some exceptions, a few of the largest shows in America are not held in a large venue city; for example, the ICUEE (utility equipment) and Mid-American Trucking Shows are held in Louisville at the Kentucky Expo Center. Their requirement for outdoor exhibit space is greater than indoor space.

It often gets confusing when discussions arise about the biggest events in the US since they are measured by different parameters: Square feet of space needed, number of exhibitors, and number of attendees. In the top five cities, there are often two to three different shows taking place in the same city at the same time. The top three locations with consistent trade show activity are Las Vegas, Orlando, and Chicago. These three cities are host to more showsthan any other city in the USA. Note that each of these three cities has additional venue locations within their cities that add further size to their region.

Top Convention Centers in USA (Based on sq ft size)









	1.

	McCormick Place, Chicago

	2,700,000




	2.

	Orange County Convention Center, Orlando

	2,539,559




	3.

	Las Vegas Convention Center, Las Vegas

	2,157,235




	4.

	Georgia World Congress Center, Atlanta

	1,673,563




	5.

	Morial Convention Center, New Orleans

	1,508,763




	6.

	Sands Expo & Convention Center, Las Vegas

	1,326,807




	7.

	Dallas Convention Center, Dallas

	1,116,307




	8.

	Moscone Center, San Francisco

	1,037,980




	9.

	Phoenix Convention Center, Phoenix

	1,029,088




	10.

	George Brown Convention Center, Houston

	1,006,958






Favorite Convention Centers

Depending on the size of a show, the size of the convention center does matter for many show organizers. Now, for small to medium-sized shows, the location plays a strong part in attracting attendees. A survey was conducted that asked convention attendees... “What is your favorite city to attend a convention or trade show?”

Today, emotional attractions to travel to a city play a role in the decision to attend a conference. Here are the top twelve cities with strong emotional attractions.


1.San Diego

2.Boston

3.Las Vegas

4.New Orleans

5.Wash DC

6.Portland

7.San Antonio

8.Philadelphia

9.Orlando

10.Denver

11.Chicago

12.Nashville



Favorite Convention Centers


1.Indianapolis, IN

2.Boston, MA

3.Nashville, TN

4.Salt Lake City, UT

5.Atlanta, GA

6.Denver, CO

7.New Orleans, LA

8.Washington, DC

9.Minneapolis, MN

10.Chicago, IL

11.San Antonio, TX

12.Phoenix, AZ



Highlights on a Few of the Top Centers in the USA

The Las Vegas Convention Center (LVCC). Located adjacent to the Las Vegas Strip, it encompasses approximately 3.2 million square feet with exhibit space of 2 million square feet and meeting space of nearly 250,000 square feet. The facility is one of the most modern and functional centers in the world, centrally located within walking distance of one hundred thousand guest rooms. Note that Las Vegas also offers several other venues that host other trade shows at the same time as LVCC—Sands, Mandalay Bay, MGM Grand, and Bally’s, to name a few. Distance from McCarran International Airport to the Las Vegas Convention Center

[image: image]

The Center is four miles away. The estimated taxi fare from McCarran Airport to the Las Vegas Convention Center is about $18.

Orange County Convention Center (Orlando, Florida).

Located just fifteen minutes from Orlando International Airport (a $35 taxi ride) in the heart of downtown Orange County, the Orange County Convention Center consists of two buildings joined together by a covered pedestrian sky bridge. The OCC Center campus area and hotels are isolated from the Disney World properties but easily accessible by car, bus, or taxi.

[image: image]

The Orange County Convention Center features 2,100,000 square feet (200,000 square meters) of exhibit floor space, two 92,000-square-foot (8,500 square meters) assembly areas, and 74 meeting rooms. It is located just twenty minutes from Orlando International Airport, with many hotels located on International Boulevard, ten minutes from the center.

McCormick Place (Chicago, Illinois). A 35-minute taxi ride from O’Hare International Airport ($40). There are hundreds of quality hotels and restaurants to choose from. MP is located on Lake Michigan, only minutes from downtown Chicago.

McCormick Place is truly a premier American convention facility, attracting over three million visitors.

[image: image]

McCormick Place comprises four state-of-the-art buildings and an attached hotel. The four buildings have a combined total of 2.6 million square feet of exhibit space, with 170 meeting rooms, making it the nation’s largest convention center. Many of the largest shows in the USA are held here. Major hotels and restaurants are not within walking distance, but are a short taxi ride to the heart of the city.

The Georgia World Congress Center (Atlanta, Georgia). Located in the heart of downtown Atlanta, twenty-five minutes by taxi from the Atlanta Airport. The Georgia World Congress Center has 1.4 million square feet of prime exhibit space, 12 exhibit halls, 106 meeting rooms, and two grand ballrooms. Complemented by the Georgia Dome and Centennial Olympic Park, the three facilities comprise one of the finest convention, sports, and entertainment complexes in the world.

The Walter E. Washington Convention Center (Washington, DC). This is an extraordinary 703,000-square-foot convention and facility equipped to handle events of all sizes, from small groups and breakout meetings to events for 500 to 42,000 attendees. With a total of seventy-seven breakout rooms and the largest ballroom in the region, the facility is near the heart of the US capital and accessible via metro from hotels and restaurants around the city.

Dallas Convention Center (Dallas, Texas). The Dallas Convention Center is one of the most versatile convention complexes in the nation. It has 1 million square feet of space, which includes a 200,000-square-foot column-free exhibit hall, three ballrooms, 88 total meeting rooms, and a 1,750-person theater. More than 6,000 hotel rooms are within walking distance of the facility. The Dallas-Fort Worth International Airport is less than eighteen miles from the convention center.

Phoenix Convention Center (Phoenix, Arizona). The Phoenix Convention Center expanded in 2008, and now offers more than 900,000 square feet of meeting and event space and more than two million square feet in total, making it one of the top twenty convention venues in the United States. The Phoenix Convention Center is designed with a stacked floor plan that makes it convenient for guests to move about the campus with ease. Hotels are within walking distance, and accessibility from the Phoenix Airport is excellent.

Moscone Center (San Francisco, California). Incredibly, there are over 20,000 hotel rooms within walking distance of the Moscone Center. The Moscone Center (Moscone North, South, and West) consists of more than two million square feet of building area, including over 700,000 square feet of exhibit space with six primary exhibit halls and up to 106 meeting rooms, and nearly 123,000 square feet of pre-function lobbies. Moscone West covers the better portion of one city block and rises to three levels, 110 feet above street level. Moscone West is a freestanding building.

Morial Convention Center (New Orleans). Meeting planners ranked the Ernest N. Morial Convention Center first out of forty destinations in the category of expanded convention centers. The report also ranked the center above average in the center’s proximity to activities and hotel rooms, making it the ideal location for any event. The center contains over one million square feet of contiguous exhibit space, 140 meeting rooms, two ballrooms, and a 4,000-seat auditorium. There are over 20,000 hotel rooms within two miles of the center. Attendees can go to meetings and feast on famed cuisines, all within walking distance of the convention center. Louisiana is a right-to-work state with fewer labor restrictions and more competitive costs for meetings and conventions without a sacrifice in service quality.

Two American Centers Worth Noting with International Flavors

Hawaii Convention Center. The Hawaii Convention Center (HCC) is also known as the Honolulu Convention Center, located in Honolulu on the island of Oahu. With over 200,000 square feet of exhibit hall with drive-on floor access, 138,870 square feet of meeting space, 35,000 square feet of ballroom, and 47 breakout meeting rooms. Located within walking distance of Waikiki, the Hawaii Convention Center is like no other in the world. Open to the outdoors, this remarkable facility combines the latest in cuttingedge technology with an authentic Hawaiian ambiance. The cultural diversity and legendary spirit of aloha encourage attendees to see the USA in a new light, so it’s no surprise that people accomplish more when they meet here. Best of all, the warmth of Hawaii and its people continue to inspire long after meetings have ended. A location experience long remembered after the event!

Puerto Rico Convention Center. In spite of the island storm, the Puerto Rico Convention Center is ready for business and is strategically located next to the Isla Grande Airport and the Pan American Port Terminal.

[image: image]

The Puerto Rico Convention Center is the largest in the Caribbean and the most technologically advanced throughout both the Caribbean and Latin America. Boasting 580,000 square feet of total space, the center can accommodate groups of up to 10,000. The Puerto Rico Convention Center is a government-owned building under the administration of the Convention Center District Authority and managed by the experienced and knowledgeable team from SMG.

Top Trade Shows in the USA

The busiest trade show months in North America are in January, with thirty-two shows, followed by February and March, with twenty-eight shows. The busiest month in the fall is October, with twenty-five shows, and in the summer, June is the busiest, with twenty-two shows. The slowest months are July and December, with just nine. s

It is really hard to say which are the top shows in North America without considering these three factors: Floor space occupied, number of exhibitors, and number of attendees. Many lists have been compiled to identify the fourteen thousand trade shows held each year in North America. Depending on the industry you are in, there is a trade show for every market you can name. Note that there are many medical-related trade shows in the US. The Radiology Show in Chicago is considered one of the largest medical meetings, with 55,000 attendees, but it is not a top twenty event. Most medical meetings are nowhere near the largest in size and space occupied, but the attendees and exhibitors are world-class within each of their medical specialty groups. The size of a trade show does not matter as much as the quality of engagement between visitors and exhibitors in your industry niche.

Here is a list of some of the largest and most significant trade shows in the USA. Significance refers to both size and importance to particular industries. Note that many B-C public events (i.e., R-V and Boat shows) are very large but are not listed here as trade shows.

Largest and Most Significant Trade Shows in the USA








	CES (Consumer Electronics Show)

	Las Vegas




	Con Expo-Con/Agg (Construction Equipt)

	Las Vegas




	SEMA (Automotive Aftermarket)

	Las Vegas




	IPPE (Poultry/Meat)

	Atlanta




	Utility Expo (Public utilities)

	Louisville




	MAGIC ((Fashion Industry)

	Las Vegas




	NAB (Broadcasting)

	Las Vegas




	World of Concrete

	Las Vegas




	Pack Expo (Packaging)

	Las Vegas




	NAHB- Home Builders

	Las Vegas




	IMTS (Machine Tools)

	Chicago




	Shot Show (Shooting/Hunting)

	Las Vegas




	Detroit Auto Show

	Detroit




	Restaurant Show

	Chicago




	Hardware Show

	Chicago




	NAMM (Music Merchants)

	Anaheim




	ProMat (Material handling)

	Chicago




	Fancy Food Show

	New York




	HIMSS (Medical)

	(Various cities)




	SPIE (Photonics)

	San Diego




	PowerGen (Power industry)

	San Antonio




	MD&M West (Medical technology)

	Anaheim




	PGA Show (Professional golf)

	Orlando




	RSA Conference (Cybersecurity)

	San Francisco




	RSNA (Medical radiology)

	Chicago




	FABTECH (Metal forming & welding)

	Chicago




	AHR Expo (Heating & air conditioning)

	Las Vegas




	OTC Show (Offshore Technology)

	Houston




	Inspired Home Show (Housewares)

	Chicago




	InfoComm (AV technologies)

	Orlando




	Premiere Beauty (Beauty, Barbering)

	Orlando




	E3 (Electronic Entertainment)

	Los Angeles




	Performance Racing (Motorsports industry)

	Indianapolis






US Trade Shows with the Most Attendance








	SEMA (Auto Aftermarket)- Las Vegas

	161,829




	NAMM (Music Merchants)- Ahaheim

	115,303




	CES (Consumer Electronics)- Las Vegas

	107,148




	MAGIC (Clothing/Fashion- Las Vegas

	76,819




	Mid-American Trucking – Lexington

	72,584




	AAPEX- Auto aftermarket)- Las Vegas

	70,257




	NAHB (Home Builders)- Las Vegas

	63, 816




	Beauty Show (Cosmetics and Hair)- Orlando

	60,123




	Natural Products Expo – Anaheim

	52,120




	FABTECH (Metal Forming)- Chicago

	48,828




	InfoComm (AV technology) Orlando

	43,230




	Restaurant Show- Chicago

	42,544






US Trade Shows with the Most Exhibitors








	MAGIC (Clothing/Fashion- Las Vegas

	4,697




	CES (Consumer Electronics)- Las Vegas

	4,550




	Natural Products Expo- Anaheim

	3,697




	Hardware Show - Las Vegas

	2,654




	AAPEX- Auto aftermarket)- Las Vegas

	2,545




	Fancy Food Show – NYC

	2,538




	Shot Show (Hunting)

	2,513




	SEMA (Auto Aftermarket)- Las Vegas

	2,400




	Restaurant Show- Chicago

	2,364




	OTC (Offshore Tecnology)- Houston

	2,325




	Inspired Home Show (Housewares)- Chicago

	2,203




	Pack Expo -NYC

	2,015






Most Hours an Attendee Spent Visiting Exhibits








	NAB (broadcasters show)

	15.5 hours per visitor over three days.




	CES (consumer electronics)

	14.9




	INFOCOM

	13.3




	NAFEM (food equipment)

	12.7




	RSNA (radiology show)

	12.1




	NABAA (business aviation)

	10.1






Highest Buying Influence








	Exhibitor Show

	96 percent of attendees have buying power




	INFOCOMM

	94 percent




	NAB

	91 percent




	RSA (security analysts)

	91 percent




	Kitchen and Bath

	90 percent




	BIO (medical technology)

	88 percent






Highest Traffic Density








	RSA

	5.7 attendees per square foot of expo space




	ProMat

	4.0




	American Library Show

	3.9




	Industrial Security Show

	3.8




	CES Show

	3.7




	International Builders Show

	3.4






The Differences: North America vs. the Rest of the World

As previously stated, doing trade shows in North America presents the greatest challenges for international exhibitors, suppliers, and organizers. There are five hurdles to understanding the American show organization model. It is uniquely different than anywhere else in the world.

1. Event Organizational Model

For every convention center in the US, the relationship between the venue and the show organizer is a landlord/tenant contract. Unlike the partnerships created within European and Asian convention facilities, the US centers are not interested in joint ventures, nor are they equipped to support the necessary marketing, logistical planning, and funding of an event. Most centers are owned by the city or state in which they are located. There are a few that are independently owned, but they are not as common as in Europe or Asia.

Associations and trade groups that plan to organize their trade show and meeting events in the US first select a city and a venue, then select a show contractor to assist them in organizing the event. The show contractor will lay out the exhibit floor and will work with the organizer to sell floor spaces as designated. This contractor (sometimes called a decorator) will also provide pipe and drape to divide the spaces, organize and receive all freight deliveries at the show site, provide registration counters for attendees and exhibitors, provide entry identification signage, aisle ID signs, aisle carpeting, and manage show site services (forklifts, electric, sky lifts, water, air, and carpet cleaning). Note that organizers are not required to follow this model, but most do.

[image: image]


Note that the profitability from a trade show event for any industry association often provides the greatest contribution to the financial strength of the association. The associations lean on the show organizer, the show contractor, and the exhibit suppliers to make the show a success for the exhibitors.



2. Space Sizes and Show Regulations

Exhibit floors in the USA are laid out in ten-foot increments to create the size of a space. Island and peninsula shapes are created with increments of 10×10-foot spaces with a ten-foot-wide aisle between stands. There are size exceptions, especially when hall posts, ceiling heights, or utilities must be taken into consideration.

[image: image]
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Europe-Cubic content rule, no 1/3 depth

In-line exhibit spaces are also made in ten-foot increments. The show contractor will then provide a pipe and drape divider for each exhibit area. Standard show rules were set up many years ago for associations and organizers to follow. IAEE (International Association of Exhibitors and Events) laid out these guidelines with the intent to maintain consistency for exhibitors at US trade shows. They also wanted to create an open feel for the show and to keep the line of sight open for all to see each exhibitor as they walked down the aisles. This show rule also requests that all ten-foot-wide in-line exhibits will be no higher than 8 feet in height and will come forward only 39 inches on the two side walls. The remainder of the side walls must then be kept at forty-inch rail height. Enclosing the full space at an eight-foot height is prohibited. Island and peninsula spaces also have height and space use limitations for similar reasons. This is different than in Europe, where the cubic content rule applies. Design is okay in Barcelona but not in the USA (cubic content rule versus 1/3 depth rule).

3. Material Handling at Show Site

In most of North America, the method for material handling at show sites for exhibit materials and client products is different from the rest of the world. When freight is shipped to the exhibit hall (a.k.a. drayage), the exhibitor is charged by weight per one hundred pounds. Unloading and delivery of properties to the stand must be executed by the official show contractor only. Exhibitors and their suppliers are not allowed to unload and deliver their goods to their stands. The definition of drayage (a.k.a. material handling) is the process of unloading exhibit properties, storing properties up to thirty days in advance of the show at a designated warehouse, delivering properties to the booth space, storing empty crates during the show, and then moving material from the booth space and loading it onto an exhibitor arranged truck. For the rest of the world, trade show materials are shipped to a fairground on an exhibit builder’s truck and driven directly to the show floor to be unloaded by exhibit builder personnel. The empty crates or skids are then reloaded back on their truck for safekeeping till the show is over and repacked for the return shipment. The costs associated with this service are included in the exhibit builder’s contract agreement for building and installing your stand, not a separate charge by others.

Some exhibitors believe that material handling in Europe is free; it is not. It is cheaper, but is definitely included in the builder's estimate. Two side notes: Due to limited storage space in Europe and Asia, exhibit builders do not usually build crates to ship exhibit properties unless a specialized component is to be reused at another event. This then requires less space and handling time at the show site. The show installation days are shorter than in Europe. To control and regulate the efficient use of the hall loading dock space, the American show contractor will assign target dates to unload freight based on the size of your space. The contractor will then provide forklifts and manpower to unload and deliver all shipped materials to your stand. Before arrival at the hall, the trucks will go to a marshaling yard to weigh your truck to determine a handling fee based on each one hundred pounds of weight received at the hall. Thus, the word drayage developed a negative reputation.

4. Restrictions

American labor unions and work rules often cause aggravation for foreign exhibitors. The land of the free is not so free after all. The idea that you cannot plug in your own equipment, cannot hang your own graphics on the exhibit walls, cannot bring in your own drinks and snacks, and cannot vacuum the floor on your own causes mental grief for the foreign exhibitor. American exhibitors also complain here, but have been conditioned to accept it.

[image: image]

Labor unions and drayage are a fact of life for doing trade shows in the USA. This union labor concept is well practiced beyond the trade show environment. Before unions, building owners could hire fire and force employees to do anything they asked, with little recourse on the part of the employee. Carpenters were often asked to work long hours and were put in unsafe working environments for minimal wage. Unions were then formed to protect the common worker. The goal of unions was to provide fair working rights and benefits for both workers and management needs. Union carpenters for trade shows started in the exhibit fabrication facilities in major cities, then extended to apply to show site installation workers, often referred to as EAC (exhibit appointed contractors), to install exhibits. EACs are required to have insurance and are properly trained to work in the hall environment and follow the building rules. All set-up carpenters are called upon to work on an as-needed basis, often considered to be part-time employees. They are called upon to get the job done as quickly and safely as possible. They know what it takes to get the job done in the venues they work in on a regular basis.

On-site installation services were originally provided by the carpenters from the custom exhibit builders’ facility or from a labor pool of carpenters provided by the official service contractor. Travel/labor costs and disruptions to shop labor crews caused added challenges. Over time, companies were formed to provide quality site labor to exclusively install and dismantle exhibits in each of the top exhibit venue cities. These I&D companies are now the norm and are unique to the North American market model. Official show contractors also provide on-site labor. As official contractors, they (and the show organizer) sign an agreement with the venue to be responsible for damage or accidents during the setup of events. They then require that all outside labor contractors (EACS) file a certificate of insurance with the show organizer before being allowed to work within the facility.

Note that the American Union concept also applies to electricians, plumbers, forklift and truck drivers (teamsters), painters, and theatrical stagehands. Each has its own union with rules to follow. This union concept and the pay rates required had worked nicely for over thirty years in almost all US trade show cities. Over time, non-union workers were allowed to work in some centers, but their pay rate was often not much cheaper. As more unskilled non-union workers are permitted to work and set up trade show exhibits, safety and quality of service will be compromised. In Europe and Asia, an on-site labor crew can be hired to install and dismantle an exhibit for a fixed rate. Union or not, this is not a bad idea until problems arise that cause the time required to set up (regardless of who is at fault) to go up. In the end, exhibitors want the best quality labor and service for their exhibit installations at a reasonable and predictable cost. Today, in North America, there are 250 exhibit installation companies that exclusively provide quality labor to set up exhibits. They do not design and fabricate exhibits, only install them. They are available within each city of the event with no added expense for travel and housing. Most are very familiar with the venues, have tools and ladders, and have the required certificates of insurance. It's not a bad idea to work with an experienced EAC for show labor for shows in North America.

5. Electrical Requirements

The 110 volts / 60 hertz electricity is ordered in increments of 500 watts. The power required is pre-ordered, but electricians must lay the cords and connect the power in almost all US convention facilities.

One of the biggest issues, besides the use of the imperial measurement system, is the American electrical requirements. There is a big difference between fifty cycles and sixty cycles! This difference requires that you completely rethink your electrical and lighting requirements if you plan to ship your exhibit from abroad. For exhibits shipped in from abroad, changes to existing electric wiring and fixtures must be handled by the official hall electricians. This can add unplanned costs to your budget. Very few venues in the US offer a utility grid system commonly used at large European fairgrounds. Power outlets will come from floor ports, columns, or the ceiling. Planning your power placement in advance is critical to arrange with your US partner before beginning a setup. Many showsite electrical contractors will help you plan in advance for proper distribution and transformers if needed.

Note that many halls in the US will rent theatrical ceiling lights that are suspended from the hall rafters, with no truss needed. This is
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