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ABSTRACT

After the collapse of Thai economy m 1997, the Thai government became
aware that the Small and Medium Enterprises (SMEs) should be supported to join
International Trade Exhibition as a basic requirement to improve its economy. The
government tries to encourage SMEs and Thai producers to take part in trade
exhibition in a temporary forum in which buyers and sellers are able to meet together
face to face under the same roof
This report aims at preparing the guidelines for the SMEs and Thai producers
who are interested in taking part in the trade exhibition overseas. The author had
collected primary data from different reliable sources, for instance, Department of
Export Promotion (DEP), Thai exporters who have been participating the exhibition
overseas, textbooks and publications relates to the topic.
The SMEs have less experience in participating in trade fair overseas and it is
difficult for SMEs to achieve the exhibition successfully when they participate for the
first time. For this reason, this report not only provides the guideline for those who
want to participate in trade fair overseas, but also gives some ideas on how to prepare
and be ready before attending the trade fair overseas step by step.
Therefore, this report gives SMEs and Thai exporters the guidelines for
successful participation in trade fairs. Especially planning and selecting are necessary
to get the most out of trade fair at a minimum cost and to be able to participate in trade
fair overseas properly and successfully in the future.
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1. 1

INTRODUCTION

Statement of Problem

Nowadays, Small and Medium Enterprises (SMEs) in Thailand pay more
attention in participating in trade exhibition abroad since it increases an opportunity
for them to get access to a foreign market. Unfortunately, most of them do not greatly
succeed in taking part in it. It results from the fact that lots of the SMEs have less or
not even any experience from participating in trade fair overseas. Also, many
businesses do not put sufficient time and effort into planning it. In some cases, they
tend to believe that the exhibition is only a flag-waving activity. Therefore, they do
not expect to get anything tangible from it (Blythe 2000). In other cases, they think
that the exhibition is an infrequent activity. Thus, they pay less attention to the
appearance of the exhibition despite the fact that many visitors will judge them on
appearance (Chapman 1995). Consequently, it is very difficult for the SMEs to
achieve the exhibition successfully when they participate in it especially for the first
time. For this reason, this project tries to provide the practical guidelines for the SMEs
joining in trade exhibition overseas especially for the first time in order to participate
in trade fair properly and successfully. It will also point out the possible obstacles
associated with participating in trade exhibition.
The SMEs, according to the Ministry of Industry, are compames whose
maximum assets value do not exceed two hundreds million bath. It can be classified
into three major sectors-production sector, trading sector and service sector (Jerasit
2000). It can be said that the SMEs have increasingly taken an essential role in Thai
economy because they account for ninety-five percent of all businesses in Thailand
(Vitoon 1999). They are a source of manufacturing. They help to create employment
1

and distribute income. They are also the subcontractors for large-scale businesses (Vi
1999).
However, the SMEs were largely ignored by the government even though the
government has implemented the five years economic plans for nearly forty years, and
promotion of the SMEs was never addressed in any plan (Vi 1999). Prior to the
economic crisis in Thailand in 1997, the government implemented the export-oriented
industrialization and promoted merely on large-scale businesses. The policy-makers
believed that manufactures could generate the export growth which was considered as
a fundamental strategy of Thailand. Therefore, the government carried out new
promotional policies to help the manufactured export. The Bank of Thailand proposed
a scheme of subsidized credit for industrial exporters. The government imposed tariff
reductions and started the process of replacing the business tax with VAT (Value
Added Tax). It also managed the currency to promote manufactured export (Pasuk
1997). In addition, investment incentives were formed and implemented to favor
projects which exported all or most of their output (Pasuk 1997). The promoted
manufactures were included the textile industry, electrical and electronic products,
mechanical equipment and parts, precious stones and jewelry, canned foods, and etc
(Pasuk 1997). It was obvious that the SMEs were not supported by the government
and were not seen as a crucial force of economic development up until the collapse of
Thai economy in 1997.
Unfortunately, the collapse of Thai economy in 1997 seriously disrupted almost
all businesses. Most of large-scale enterprises could not maintain their position and
suffered severely so that many of them had to downscale their operation. For this time,
the government realized that supporting solely on large-scale businesses that were
greatly based on foreign capital did not work. It also became aware that the SMEs
2

have been the basis of Thai economy and should be supported instead. Therefore,
from then on, the SMEs have become a more important actor in Thai economy as a
vital mechanism for national economic recovery.
There is a strong concurrence that the SMEs are the way out for economic crisis.
There is a great potential for the SMEs to be the source of employment and income
distribution because, on the one hand, they account for more than ninety percent of
Thai businesses. They also contribute enormously to the increase of export income. In
addition, they create value added for Gross Domestic Product (GDP) and national
spending. Moreover, they produce goods and services for domestic and import
substitution (Jerasit 2000).
Although it is agreed that the SMEs take an essential role in recovering Thai
economy, the SMEs cannot be strongly responsible for this duty. The SMEs
themselves still have many problems to cope with. Most of them are lacking funds to
reinvest or expand their companies. Some SMEs have less experience in organization
management. The bulk of them have limited information access. Some of them cannot
have access to many markets; as a result, their export is less than it should be (Vitoon
1999, Jerasit 2000).
To reinforce the growth of the SMEs, the government has passed SMEs
Promotional Bills. It has also provided funds and financial support to the SMEs. In
particular, it also encourages them to take part in trade exhibition abroad so that they
can have access to a wider foreign markets.
Trade exhibition can be seen as part of marketing mix. It can be said that trade
exhibition is one of the most effective ways of sales promotion. Trade exhibition is a
temporary forum in which the buyers and the sellers are able to meet together face-toface under one roof. Trade exhibition concerns with two main areas of marketing
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communication. On the one hand, it is an activity directly related to marketing sales.
Some exhibitions are intended primarily as selling events when visitors can buy
products directly from the exhibitors. On the other hand, it is related to general
promotional activities. The non-selling exhibition exists primarily to show the latest
development in the industry (Blythe 2000).
Trade exhibition takes a key role in business-to-business marketing. It allows
contact with buyers who otherwise would be seen infrequently owing to geographical
or time constraints. It also presents opportunities for strengthening personal bonds
between buyers and salespeople where the exhibitors can exchange ideas, knowledge
and new technology necessary for their product development from taking part in the
exhibition. It provides an opportunity for the exhibitors to keep up with their
competitors and to get their competitor intelligence. Taking part in the exhibition, the
exhibitors can display their new trend of products, test the acceptance of the product
range in the market and research the market (Blythe 2000, Neven 1996, Carter 1986,
'W1f;'lu12541 ).

Although it can be seen that participating in trade exhibition is essential to the
growth of the SMEs, most of them could not greatly succeed in it. The lack of
experience from taking part in trade fair and of putting sufficient time and effort into
planning it are the most crucial factors. Less preparation not only reduces the gains
from trade exhibition, but also destroys the corporations' image, affecting their
business in the long run.
This study is an attempt to provide the practical guidelines for the SMEs and
Thai producers before they make their decision to participate in the exhibition.
Planning is necessary to get the most out of trade fair at the least cost, and to provide
4

benchmark for the future so that they are able to participate in trade fair overseas
properly and successfully.
1.2

Objectives of the Study
The study serves to provide the information necessary for Thai producers and

SMEs who would like to participate in the overseas exhibition properly and
effectively. It also provides the preparatory procedure for trade exhibition participation
which is carried out with objectives identified as follows:
(1)

To study the method that could effectively prepare participants joining
overseas trade fair for the first time.

(2)

To analyze possible obstacles and factors affecting associated with
participating in trade exhibition.

(3)

To be a practical guide and reference for Thai producers and SMEs who
are interested in overseas trade fairs participation.

1.3

Scope and Limitation
Factors that might affect for participation and importance of preparation in

overseas trade fair participation will be studied. The limitations of this study will be
concentrated only on the information for organizer and exhibitor.
The study will also provide the relevant information for Thai producers and the
SMEs who have insufficient knowledge in planning and decision making to
participate in exhibitions overseas which consist of the followings:
(1)

Setting objectives of participation.

(2)

Selecting and planning for participation.

(3)

Preparing for the trade exhibition.

(4)

Follow-up

5

1.4

Steps of Study
Data presented herein were acquired from different reliable sources, for

instance, Department of Export Promotion (DEP), Thai exporters who have been
participating in the overseas exhibitions, Textbooks and Publications relating to the
topic. The study has mainly collected information from reliable sources in a form of
descriptive analysis as follows:
(1)

Documentary Research: collect and evaluate information from reliable
sources from Textbooks, Publications, Magazines, Brochures etc., as
followings:
(a)

Exhibition Planning and Design: A guide for designers and
contractors.

(b)

Stand Management and Follow Up: Thailand Business

(c)

Marketing Communication: Financial Time

(d)

Effective Advertising: The Daily Telegraph Guide for the Small
Business

( e)

Exhibit Marketing: A Success Guide for Manager

(f)

Public Relations: Practical Guide to the Business

(g)

How The Government's SMEs Development Support Policies Work
In Practice (Thesis: Mahidol University)

(h)

Thailand Economy And Politics: New York: University Press

(i)

Thailand's Boon and Bust: Silkwarm Book

(j)

Marketing Communications

(k)

Making The Most Of Exhibitions: Cambridge: University Press

(l)

Theory of Small and Medium Enterprises
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(m) SMEs: The Pillar Of Rescued Economy: Bangkok: Association of
Promoting Technology
(2)

Questionnaire: obtaining raw information from the Thai Exporters who
have been participating in overseas exhibition and analyzing information
on the obstacles that affect Thai exporters and what they are expected by
joining the exhibitions.

Therefore, the researcher will analyze the

information from Thai Exporter who had exhibited in the following
overseas trade exhibitions.
(a)

ANUGA'99 in Germany

(b)

Tokyo International Gift Show'2000 in Japan

(c)

PREMIERE'2000 in Germany
The reasons that researcher came up with the above mentioned

exhibitions are the reputation of the exhibition, the size of the exhibition
and the number of exhibitors who participate the above trade fairs.
(3)

Interview: collect the information from resources person at the
Department of Export Promotion (DEP) as the organizer who has not only
been organizing the International Trade Fair in Thailand, training and
practicing in Germany but also who has been the project manager for the
mentioned fair above. The questions will concentrate on general problems,
intimate problems of organizing the exhibition as well as the obstacle that
might affect to exhibition.
The resource persons of the Department are interviewed because the
responsibilities and duties of the DEP are to:
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(a)

Promote exports and expand the markets for Thai products and
services by maintaining existing markets as well as exploring new
market opportunities.

(b)

Develop and facilitate trade information and encourage production
base transfer to foreign countries which offer more competitive
production with potential to increase market share.

(c)

Strengthen the competitiveness of Thai exporters by developing
products and services to meet global standards and to facilitate the
marketing of Thai products in foreign markets.

(d)

Promote and create the image of Thai products as high quality and
service that are quick and reliable.

Therefore, the steps of study will fulfill the relevant information for Thai
Exporters and SMEs on how to prepare and be ready for overseas trade fair
participation which will be shown in Chapter 3 - 5.
1.5

Advantages of the Study
(1)

To be a practical guideline for Thai exporters taking part m trade
exhibition overseas especially for the first time.

(2)

To be a useful reference for Thai exporters in order to participate in the
next exhibition more successfully and effectively.
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II.

LITERATURE REVIEW

Marketing tools can be seen in various forms. Trade exhibition is one of the
significant sorts of them. It has increasingly become an essential marketing tool for
businesses. Unlike other kinds of marketing tools, trade exhibition brings a whole
market together-buyers, sellers and competitors-under one roof for few days
(Smith 1998). Normally, trade exhibition will last between three to five days. If trade
fair lasts for five days, it will be divided into two parts. The first three days are
normally for trade which means that only buyers and sellers are negotiating and are
engaged in business talking or making decision of taking orders during the first part.
The second part which lasts two days will be for public days meant for buying and
selling products to others who buy them for their own use. Therefore, success in trade
exhibition/fair does not come about by accident. Proper planning and preparation
beforehand are needed for all exhibitors.

2.1

The Meaning of Trade Exhibitions
Most of the work in trade exhibition does not define exactly what trade

exhibition is. Some may say that the trade exhibition is a gathering of two different
groups of people at a specific place for a specific amount of time. Peter Neven argues
that trade exhibition is the market event of a specific duration at which a large number
of firms present a representative product range of one or more sectors of industry and
sell it or provide information about this product range for the purposes of sales
promotion (Neven 1996).

Thus, this study will be based on Neven's definition in

describing trade exhibition.
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2.2

Factors of Exhibition
To be a successful and complete exhibition, there are some factors which consist

of many functions. A lack of even one function can make the exhibition incomplete.
Here are the factors of exhibition:
( 1)

Exhibition Hall: refers as the location or place where the exhibition takes
place. It is usually located in the big city.

(2)

Trade Fair Organizer: this is a group of people who organizes trade fair. It
is usually organized by public sector, private sector or agency.

(3)

Exhibitors: refers to the company that participates in the exhibition in
order to exhibit, sell their products, advertise and display their products at
the fair.

(4)

Visitors: refers to the people who come to visit the fair, they are usually
called buyers.

(5)

Supplier: It refers to the company that supplies all services during the
show, for example, contractors, freight forwarders and even accommodation.

2.3

Classification of Trade Fair
Trade exhibition can be classified into many categories. The classification is

sometimes different from country to country. Usually, it is classified according to the
sector of industry.
( 1)

General trade fair displays all kinds of goods, including consumer goods
and industrial goods. It opens not only for trade but also for public.

(2)

Multi-branch trade fair displays the basic and well-defined range of goods
and services of several areas of industry or trade. It concentrates on the
manufacturers or customers of one sector of industry or of a very limited
number of sectors, or even on specific services.
10
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(3)

'J

Specialized trade fair displays goods or products related to the
nomenclature. Other products are not permitted to exhibit. It displays the
technical properties of goods or particular products such as foods, gift and
warehouse. Most of the trade exhibitions are categorized in this group. It
can be said that major specialized trade fair is the most effective way of
exhibiting because most of visitors are businessman relating to those
products.

(4)

Consumer Fair is solely open to public. There is no business talking in this
exhibition.

(5)

Congress fair often comes about as a complement to a congress. Usually,
the associated exhibition does not register numerous visitors, but those
that come are often very qualified (Neven 1996).

Apart from classifying by sector of industry, trade exhibition can be categorized
according to a catchment area.
(1)

National trade fair registers visitors coming from a catchment area that
extends well beyond the respective region.

(2)

Regional trade fair attracts visitors mainly from that region.

(3)

International trade fair is the exhibition that registers both a substantial
share of foreign trade visitors (regularly at least ten percent) and a
considerable share of foreign trade visitors (regularly at least five percent).
It also presents the main product range of one or more sectors of industry

(Neven 1996).
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However, to have an easy-to-understand guideline for Thai exhibitors, this
project will generally divide trade exhibition into two categories---the exhibition held
within country and abroad. This project will concentrate solely on the latter type of
trade exhibition, overseas trade fair.

2.4

The Benefits Gained From Participating in Trade Fair
As mentioned in the introduction, taking part in trade exhibition can gain many

benefits. Trade fair is not only a place to buy, but also a source of information and
communication. A trade fair is capable of combining the detailed presentation of the
company and its products with personal customer contact. It is the source of a
multitude of sales leads which are essential component parts of any company's sales
policy. Trade fair is a place in which market procedures, type and scope of changes as
well as direction and speed of future developments really come to light. Participating
in trade exhibition opens an opportunity to maintain contact with regular customers.
The acceptance of a new product can be tested very quickly at a trade fair.
Participating in trade fair also provides an opportunity for the exhibitors to keep up
with their competitors and to get their competitor intelligence (Neven 1996, 'WTau1
2541, Blythe 2000, Carter 1986).

2.5

Suggestion of Trade Participation
Almost all the scholars studying trade exhibition concur that trade exhibition is a

crucial part of marketing tools and there are benefits to be gained from trade
exhibition. They also share a consensus that success in trade exhibition does not come
about by accident. Rather, it comes by design. Proper planning and preparation
beforehand can be seen as an essential factor for successful participating in trade fair
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(Chapman 1995; Blythe 2000, Allwood 1989, Smith 1998, Neven 1996; Waterhouse
1987, Henslowe 1999, Carter 1986, 1.nirni 2541).
Even though these scholars are trying to do a comprehensive guide to help the
exhibitor from the initial planning stage to implementation to post-show follow-up,
some of them do not adequately elaborate on their works. They focus only on
particular part of the whole process instead. Bruce Bendow, in his work, "Trade Fair
Participation: Stand Management and Follow-up," pays more attention to the stand
management and follow-up. He offers an interesting point that the organizing body
holds a crucial part of responsibility in the exhibition. He argues that the success of
trade exhibition turns to be the responsibility of the exhibitor' s representatives when
the fair starts. However, he still believes in the roles of the stand manager. He states
that the success of the venture is dependent on how well the stand manager performs.
He also insists that the contacts made during the exhibition should be done the followup otherwise all the effort that went into exhibiting may end up entirely fruitless.
Although Bendow mentions that an exhibitor' s active cooperation is essential when
planning and preparing for a stand, he does not elaborate more on this point. And
since his work focuses on the stand management and follow-up, only one part of the
whole exhibition, it is insufficient for the exhibitor to use his work as a basic
guideline. It would be better to use it as supplementary information.
Another scholar who concentrates on a particular part of exhibiting is Philip
Henslowe. In his work, "Public Relations : a Practical Guide to the Basics," he argues
that it is not only the planning prior to the event be taken, but also the staffing and
implementation should be included. He states that there are four aspects of
involvement in exhibition work.
13

( 1)

First is the public relations support at the exhibition stand.

(2)

Second is setting up and running the stand at the exhibition.

(3)

Third is organizing the exhibition.

(4)

Fourth is the public relations or displays.

However, he pays more attention to elaborate on the planning before the event
and the responsibility during the exhibition while paying less attention to elaborate on
the follow-up activities afterwards. He does not adequately show what should be done
after the end of the close day. Although he mentions the evaluation, he does not state
the follow-up despite the fact that only by pursuing the follow-up will the exhibition
really have done its job. Otherwise the exhibitor is unlikely to achieve the final object
of his marketing strategy-the increasing of orders for his company-because the
failure to follow-up is probably the reason why an exhibitor gets a bad name for
failing to create new sales (Allwood 1989). Furthermore, his work does not address
the roles of stand staff and show how important they are in trade exhibition.
Apart from those two scholars, David Waterhouse is another scholar classified
in this group. His work, "Making the Most of Exhibitions," offers guidance and
practical help to the attendance at every stage presented with clarity and
understanding. Prior to taking part .in trade exhibition, he emphasizes that it is
necessary to answer whether the exhibition is worthwhile. Once the company sees the
significance of trade fair, it should make a start such as booking a space and drawing
up a program. It should also design the stand and make a contract. Then it should
prepare itself for the exhibition such as selecting and training stand staff In addition,
his works contains a wealth of information ranging from a detailed survey of the
principal structural stand systems to the options available for stand promotion.
Moreover, with a carefully structured layout, his work provides an easy access to
14
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specific problem areas with the possible solutions clearly shown. Unfortunately, his
work does not mention the activities after the exhibition which are the vital parts of
participating in trade exhibition. That is the follow-up and evaluation stage.
Briefly, there are many works mention on how to be prepared for trade
exhibition but unfortunately, some of them do not adequately elaborate on it. Their
work mentions only some part of the whole exhibiting process.
To sufficiently specify the whole picture of exhibiting, I will draw upon the
work of John Allwood and Bryan Montgomery, Jim Blythe and Peter Neven.

In

"Exhibition Planning and Design: a Guide for Exhibitors, Designers and Contractors,''
Allwood and Montgomery provide a comprehensive guide, including deciding to
participating in trade exhibition, establishing the budget, designing the stand,
supporting the publicity, selecting and training stand staff and etc, for persons who
have not yet entered in this field or whose experience of it is only occasional and
irregular. They establish a pattern; with keeping cost under controls and with
maximum value for money; with identifying every aspect and every stage of the
overall plan; and with sign posting potential pitfalls. They insist that the exhibition
needs planning, organization and commitment. And once the exhibitor's objectives are
clear, their budget settled and a responsible and enthusiastic exhibit manager chosen,
their company is en route to all the benefits which flow from successful exhibiting.
Jim Blythe, in "Marketing Communications," states that exhibition requires a
considerable degree of commitment, not just for the weeks but for the months
preceding and following the event. As for the planning process, he offers seven stages
for the preparation beforehand and in the follow-up activities.

15

( 1)

The first stage is to decide what the objectives of the exhibition are.

(2)

The second stage is to decide which exhibition to attend.

(3)

The third stage is to plan the staffing of the exhibition stand.

(4)

The fourth stage is to plan the support promotion around the exhibition.

(5)

The fifth stage is to decide on the layout of the stand and its content.

(6)

The sixth stage is to arrange for follow-up activities.

(7)

The seventh stage is to arrange the logistics of the exercise, ensuring that
the equipment, furnishings, promotional material and staff are all
transported to the exhibition at the right time and arrive in a good
condition. And once the exhibition is over, he emphasizes that there are
two activities to be carried out. First is the follow-up sales activities or
follow-up promotional activities in the case of non-selling exhibition.
Second is the evaluation of the exhibition.

Peter Neven, the editor of "Successful Participation in Trade Fairs Made in
Germany", is another scholar proposing a systematic approach to the exhibitor. His
work provides an aim-orientated planning, implementation and follow-up in trade
exhibition. To begin with, he states that the exhibitor should see the roles of trade fair
as part of the marketing mix. Once the exhibitor decides to take part in trade fair, he
should set aims of participation in order to select which trade fair he wants to take part
in. Then, the attendance should set the budget and the organizational procedures. He
should also decide on the stand and its content. Then, he has to publicize his
participation. And when trade fairs is over, the exhibitor has to do a follow-up.
Besides, his work covers the possibilities which are to be found in the communication
and marketing instrument of trade fairs and exhibitions.

16

Since these authors, as mentioned earlier, trying to do a comprehensive
guideline particularly for the exhibitor taking part in trade exhibition for the first time
are foreign professionals, their works are based on an experience gained from
exhibiting in foreign countries. This project, focusing on describing how to exhibit in
overseas trade fair, will be based on these works.

However, many rules and

regulations referred in these works partially differ from country to country. This
project, therefore, will be a general guideline for Thai exporters to take part in
overseas trade fair. It will not go into detail in particular rules and regulations of a
particular country.

17

III.

DECISION TO PARTICIPATE IN TRADE EXHIBITIONS

Trade exhibition is a market event of a specific duration. At the exhibition, a
large number of firms display a product range of one or more sectors of industry and
sell it or provide information about this product range for the purposes of sales
promotion (Neven 1996). It can be said that trade exhibition is one of the most
powerful communication tools. To succeed in trade exhibition, nevertheless, it
requires detailed planning and coordination of resources. Bad planning and slipshod
operating of an exhibition stand are bad public relations, and the organization being
represented on the stand will not be seen to best advantage. Therefore, many
researches and analyses must be conducted in order to succeed in taking part in trade
exhibition. This chapter will focus on the selecting and planning stage. The next
chapter will illustrate on the whole process of preparation-before the exhibition (PreShow), during the exhibition (During-Show) and the follow-up activities (Post-Show).
This chapter will provide the relevant information in planning process before
getting into the trade exhibition which can be divided into three sections as follows:
( 1)

Selection of the exhibition

(2) Establishment of Planning Budget
(3)

Time Scale and Program of Events

The above mentioned sections would give some ideas and advise all exhibitors
in decision making, and the selection of an appropriate trade fair is indispensable for
successful participation that would fit to the companies.
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3.1

Selection of Exhibition

Prior to reach the final decision whether to participate in a trade fair, there will
be some factors for exporters to be considered before deciding to participate in trade
exhibition. The exporters must contemplate its company's situation, its established
aims and type description of trade fairs in order to select the right exhibition to fit its
company. Here are the factors that Thai exporters must consider:
3.1.1 Analyzing of Company's Situation
Prior to decision to participate in exhibition, the exporters should mull over the
company's situation. It must be ensured that its company is well prepared and be
ready for taking part in the exhibition. The issues to be considered will be as follows:
(a)

The company's staffs must have sufficient knowledge about exporting
which include many details, for instance, rules and regulations of that
country, culture, tax and tariff and so on. The staffs also must have
knowledge on the process of making products as well.

(b)

The company has to be ensured that its own staffs be able to carry out the
project related to the export as well as the communication skills in order to
convince customers interested in company's products. The staffs must
have a good command of English or other languages. If its staff do not
have enough qualification, the company should prepare someone to
perform this duty instead.

(c)

The company participating m exhibition should have a potential for
increasing its production power in order to serve numerous orders in case
of customers pressing the orders. Thus, the firm should plan beforehand
how to increase its production in a limited time, and be aware of the
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quality of products. Sometimes, it may be too late to think about it after
receiving the order.
(d)

The company should have enough capital to invest on producing product
when the firm has not yet received the payment from their customers.

(e)

The products should be standardized and achieve the quality requirement
of customers for which some countries need a certificate or approval
license of producing goods. The product's prize is competitive in order to
be ensured by customers (u1irn12541).

Company's criteria

•

Knowledge of export

•

Staff preparation

•

The production power

•

The economic status of the companies

•

The quality of product

Figure 3.1. Company's Criteria.
3.1.2 Setting the Company's Aims
Apart from considering the company's situation, the company's established
aims can be seen as a starting point to plans for committed participation in trade fair.
The aims to be pursued at trade fair are derived from the individual marketing aims.

20

Most of the objectives appear to be influenced by a combination of the importance of
the activity and the difficulty of assessment. Some firms emphasize that personal
selling is the major and indeed the only aim of exhibiting. Some of them set the
formal objectives for taking sales orders. Some set objectives for non-selling activities
such as enhancing the company image (Blythe 2000). Indeed, it is unnecessary that
the firm has only one aim. The aims can be the combination of communication aims
and product aims.
Significance of setting aims and objectives are as follows:
(a)

To shape the direction of trade exhibition.

(b)

To influence the whole organizational preparation right through to the
completion of participation aims.

(c)

To set the approximate cost if it's possible for receiving the orders.

(d)

To be an indicator for deciding to participate in the next exhibition.

(e)

To monitor and evaluate the achievement.

Characteristics of aims and objectives are as follows:
(a)

To be clear on what objectives the firm is expected.

(b)

To be realistic. (bearing in mind the visitor profile of the exhibition)

(c)

To be achievable. (within the context of the firm's resources)

(d)

To be quantifiable. (and mechanisms must be in place to monitor its
achievement) (Blythe 2000)

3.1.3 Studying Type Description of Trade Fair
It is quite important to study what type of exhibition that exporters need to

participate and which exhibition can be classified in many categories. Usually, it is
classified according to the sector of industry. Here are the types of exhibitions.
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(a)

General trade fair displays all kinds of goods, including consumer goods
and industrial goods. It opens not only for trade but also for public.

(b)

Multi-branch trade fair displays the basic and well-defined range of goods
and services of several areas of industry or trade. It concentrates on the
manufacturers or customers of one sector of industry or of a very limited
number of sectors, or even on specific services.

(c)

Specialized trade fair displays goods or products related to the
nomenclature. Other products are not permitted to exhibit. It displays the
technical properties of goods or particular products such as foods, gift and
warehouse. Most of the trade exhibitions are categorized in this group. It
can be said that major specialized trade fair is the most effective way of
exhibiting because most of the visitors are businessmen related to that
category.

(d)

Consumer Fair is solely open to public. There is no business talking in this
exhibition.

(e)

Congress fair often comes about as a complement to a congress. Usually,
the associated exhibition does not register numerous visitors, but those
that come are often very qualified (Neven 1996).
Apart from classifying by sector of industry, trade exhibition can be
categorized according to a catchment area.
(1)

National trade fair registers visitors coming from a catchment area
that extends well beyond the respective region.

(2)

Regional trade fair attracts visitors mainly from that region.

(3)

International trade fair is the exhibition that registers both a
substantial share of foreign trade visitors (regularly at least ten
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percent) and a considerable share of foreign trade visitors (regularly
at least five percent). It also presents the main product range of one
or more sectors of industry (Neven 1996).
(4)

Solo exhibition is one kind of overseas trade fairs. Solo exhibition is
exhibited in the target market which usually takes place overseas.
To take part in the solo exhibition, the firms require the
government's support. The solo exhibition is not represented by firm
but it is usually exhibited on behalf of a particular country.
However, to have an easy-to-understand guideline for Thai
exhibitors, this project will generally divide trade exhibition into two
categories-the exhibition held within country and abroad. This
project will concentrate solely on the latter type of trade exhibition,
overseas trade fair.

3.1.4 How to Select the Right Exhibition
The selection of the right trade fair is a pnor factor to be done before
participating in exhibition. The Thai exports or SMEs must ask themselves whether
the selected exhibition really covers the market it needs. Does the company exhibit in
the right place at the right time? Does the exhibition attract the right audiences?
Analysis of the company's situation, setting of the company's established aims and
clear understanding of type description of exhibitions, as mentioned above, are the
prerequisites of selecting an appropriate trade fair. Moreover, there are some criteria
that play a great part in the ultimate decision. That is the analysis of particular trade
fair. The information to be known is composed of;
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(a)

Theme of trade fair: Theme of trade fair will present the whole picture of
the exhibition that also tells the firm which products will be exhibited in
the particular exhibition.

(b)

Location: It states the venue of exhibition and the size of the exhibition.
Sometimes, the venue of the exhibition can determine the audience to
come.

(c)

Dates and opening hours: Normally, exhibition lasts between three and
five days or sometimes even longer.

(d)

The displayed product: It tells exactly whether the company's product fits
in with the exhibition. The infonnation on other company's product will
be known. That is not only helping the Thai exporter to make an
appropriate marketing plan, but also shows whether our products can be
compete with those of others.

(e)

The organizer: Reputation of the organizer is one factor determining the
success of trade exhibition. If the organizer is well known, the exhibition
is likely to be well prepared and to succeed.

(f)

The supporters: The supporters can be an indicator of whether the
exhibition is well accepted by related industry. If there are a great number
of well-known supporters, the exhibition tends to be accepted. As a result,
the large amount of visitors can be expected.

(g)

The information on visitors: Trade exhibition cannot be completed if there
are less numbers of visitors or target groups so that the numbers of visitors
can be counted as one source of information which gives general ideas for
exhibitors to make their decision in order to take part in that trade
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exhibition. Therefore, the information about visitors would help the
exhibitors to make their decision to participate in trade fair.
( 1)

The expected number of visitors.

(2)

The type of visitors such as the importer, the whole-seller.

(3)

The position of visitors such as the manager, the sales manager.

(4)

The nationality of visitors would give some ideas about the trend of
the products that would be interested in by those visitors.

(h)

(i)

The information on the exhibitors.

(1)

The number of exhibitors.

(2)

The type of displayed product.

(3)

The type of exhibitors such as producers,° exporters, distributors.

(4)

The name of exhibitors.

Exhibited area: It will give some ideas about the size of that exhibition for
instance, the ANUGA has to total areas of275,000 sq.m., which will catch
the eyes of visitors to attend to that exhibition.

(j)

The participation cost: It is usually composed of the space cost, standard
booth and public relation by the organizer but does not include the cost of
electricity, telephone, cleaning and security.

(k)

Publicity and advertising (u11:1u12541).
The organizer will be responsible for all advertisement through many

channels such as the advertisement in the related magazines, sales letters,
newspapers, billboards, posters, invitation cards, post cards and others in order
to invite in both visitors and buyers come to the exhibition. The organizer will
be responsible even for the application forms and exhibited manual
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On the basis of the analysis of company's situation, setting the company's
aims, and getting to know trade exhibition classification and analysis of
particular trade fair, it is possible to eliminate trade fair which cannot fulfill the
company's aims. After a step by step elimination process, one trade fair will
prove to be the right one.
It becomes more difficult if more than one trade fair is possible. In these

cases, there are two possible solutions. The First is to participate in both trade
fairs. The Second is to continue to make additional criteria until one event
remams.
After this theoretical selection, looking at the selected trade fair from the
point of view of visitor to gain a first-hand impression is recommended. If there
is more than one trade fair on the shortlist, visits to the possible events before
participation are worthwhile. The expenditure involved in this case is definitely
lower than learning the hard way from a bad experience at a trade fair due to an
ill-informed decision (Neven 1996).

Selection of Suitable Trade Fair

•

Analysing company's situation

•

Setting company's aims

•

Studying type of trade fairs

•

Analysing particular trade fair

•

Visiting

Figure 3.2. Selection of Suitable Trade Fair.
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3.1.5 Source oflnformation
There are many reliable sources which distribute information about trade fairs
and give some ideas how good the exhibition is that exhibitors are going to attend.
The following details will be the guidelines before decision making for those who
want to take part in the exhibition.
(a)

The information from the organizer: It will provide almost all clear and
essential information for the exhibitor. However, naturally, information
from the organizers tries to persuade the exhibitor to buy space at the
exhibition. It will be shown on the application form what gives all the
relevant information. It usually has an element of bias.

(b)

The fair catalogue of previous show: It will provide a picture of what
firms have exhibited in the previous years. A clue to their success or
otherwise will be found in whether they are regular exhibitors, and
whether they are showing again in the forthcoming exhibition. The most
important thing is that the information provided in fair catalogue is based
on reality. It is not created information to show the success of exhibition.

(c)

Press report: Examination of the technical and trade press coverage of
previous exhibitions will offer useful evidence to help the exhibitor decide
whether it is the right exhibition.

(d)

Eye-witness accounts: This source of information is useful because it is an
independent source. It is great to find this sort of information perhaps from
someone who exhibited last time or a client of the exhibitor who went to
the show as visitor.
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(e)

Visitor surveys: The specialist visitor profile tests are based on
questionnaires completed during the event. They are carried out either as
personal interviews or on computer terminals with questions and graphics.
The specialist visitor profile tests help the exhibitor to recognize which
target groups attend the trade fair.

(f)

Exhibitor surveys: It provides the information about the success of trade
fair and the evaluation of the event from the point of view of the exhibitor.

3.2

Establishment of Budget
The planning process to participation in trade fair cannot be completed without a

budget being drawn up in a good time. Establishing a budget has to be done before
any designs are produced because on the one hand, the budget may affect the selection
of trade fair. Prediction of costs will definitely be difficult for the first time
participation. However, when the exact costs of the first participation have been
ascertained, the cost for next participation will be more accurate.
Basically, there are four major areas needed to be taken into account as follows:
( 1)

Stand Cost
(a)

Space cost

(b)

Shell scheme or custom-built stand

(c)

Stand decoration such as furniture, carpet, lighting, kitchen
equipment, video recorder

(d)

Stand lay-out such as creative design, planning, stand product
captions,

displays,

photographs,

audiovisual presentations, presentations
(e)

Insurance

( f)

Cleaning
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(g)

Additional services such as electricity, gas, water and waste,
compressed air, refrigerator, facsimile, and telephone.

(h)
(2)

(3)

Contingency

Transportation Cost
(a)

Container

(b)

Shipping documents

(c)

Shipping to port or airport

(d)

Lifting gear

(e)

Customs and duty

(f)

Fees

(g)

Insurance

(h)

Contingency

Staff Cost
(a)

Training courses

(b)

Temporary demonstrators, receptionists and translators

(c)

Permanent stand staff

(d)

Hotel costs

(e)

Travel and car parking

(f)

Subsistence allowance

(g)

Personal security

(h)

Passes, badges, staff uniforms

(i)

Contingency
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(4)

Publicity and Advertising
(a)

Advertising in general such as press, radio, posters, television, direct
mail

(b)

Catalogue or buyers' guide such as advertisements, extra copies

(c)

Public relations staff; fees and expenses

(d)

Ad hoc entertaining cost

(e)

Press releases such as production and distribution costs

(f)

Stand service such as hospitality for visitors

(g)

Free gift
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Table 3.1.

Budget of Trade Fair Costs Checklist.

TRADE FAIR COSTS

This list gives an overall view of the trade fair costs which can be expected. It does not claim to be
complete.
Fees to be paid to the organizer

US$

US$

•participation price (stand rental)
•entries in the catalogue
• entries in the information systems
• exhibitor entrance tickets

.

• parking tickets

----------------------------------------------------------------------

Costs for exhibits

• demonstration models
•transportation
• storage of empty containers
•customs

.

•insurance
----------------------------------------------------------------------

Costs for stand assembly and stand supply

•own stand
• • architect's fee and stress calculation
••stand assembly company and stand construction material-------------• rented stand
• stand fittings
• • funiture/carpets/lighting
• • kitchen equipment
• • office equipment
••video recorder/slide projector
••stand working/displays
• • large scale photographs, slides, signs
• • decoration
• • telephone, fax and others
• • electricity, water, gas
• stand security service

.

•stand cleaning service

----------------------------------------------------------------------

31

--------------

-------------

Table 3.1.

Budget of Trade Fair Costs Checklist (Continued).

Advertising, public relations, sales promotion
• direct mail
• invitations
• printed matter/leaflets/press folders
• translations
• advertisements
•organizer's advertising aids
• free gifts/samples/specimens
• entrance vouchers for visitors
• realization of events/activities
•catering

.

• stand photographs

---------------------------------------------------------------------- -------------- --------------

Personnel costs
• daily allowance and bonuses
• accommodation
• travelling expenses
• exhibition clothing
• fitters for assembly and dismantling
• interpreters

.

• temporary workers

----------------------------------------------------------------------

Fees to be paid to the organizer
Costs for exhibits
Costs for stand assembly and stand supply
Advertising, public relations, sales promotion
Personnel costs

3.3

Time Scale and Program of Events
The date plan and program of events require a fixed time scale for several

activities. The time required for each task is calculated as well. All that are dated must
be done in advance, including the dates for assembly and disassembly, should be
addressed in the plan with date of completion and responsible parties.
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The total period of time essential before trade fair is determined by the field of
activities requiring the most lengthy pre-planning stage. Normally, the program will
be planned for one year or at least six months in advance. The well-organized plan
will contain all relevant aspects that are absolutely essential within the framework of
preparation for participation in trade fair (Neven 1996).

Participation in trade fair
Recognition of the importance of trade fair as part of marketing

+
+
Formulation of trade fair participation aims
+
Selection an appropriate trade fair
+
Drafting a budget
+
Organizational procedures
+
Attractive trade fair stand
+
Well run stand
+
Appropriate advertising and public relations
+
Acquisition of information about trade fair

Thorough follow-up

Figure 3.3.

Participation in Trade Fair.

Source: Adapted from Peter Neven, Successful Participation in Trade Fairs Made in
Germany. Bonn: Kollen Druck+ Verlag GmbH, 1996, p. 45.
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Table 3.2.

Trade Fair Checklist.

TRADE FAIR CHECK LIST I PLANNING FORM
DEADLINES I ACTUALS

ACTIVITIES
1. Making Decision About Trade Fair

Fair Information
Market Information
Objectives
Planning I Budgeting

2. Application For Fair Participation
Space Reservation
Stand Decorative I Furnishings
Admission Fee Payment
Utility Orders (Tel., FAX, Cleaning ... )
Fair Catalogue Entry Form

3. Stand Installation I Decoration
Stand Installation
Product Display

4. Product I Catalogue For Exhibiting
Product Recruitment
Company I Product Catalogue

5. Product Shipment
Product Recruitment
Delivery to Freight Fotwarders
Arrival Of Products At Port I Stand

6. Invitation to Target Visitors
Letters to Present Customers
Letter I Brochure to Potential Visitors
Advertising

7. Personnel Management
Staff Formation
Transportation
Accommodation
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IV.

TRADEFAIRPREPARATION

After selecting the appropriate trade fair, the next step is to make preparations
for the successful participation. The exhibitor must concern all the time that bad and
unorganized exhibition is bad public relations. It certainly affects the image and
reputation of the company in the long run. The exhibition stand, including the exhibits
and stand staff, more or less, represents the organization's culture. To succeed in the
participation, the company's stand should not only look professional, but also be
professional in the way it runs.
For this reason, good preparations are needed. The preparations should be taken
up six months in advance or more in total. The organizational procedure involved with
participation in trade fair can be divided into three phases.

4.1

( 1)

Phase 1.

Pre-Show is the preparation before the exhibition.

(2)

Phase 2.

During-Show is manning the stand.

(3)

Phase 3.

Post-Show is the follow-up activity after the show.

Pre-Show (Preparation before the Exhibition)

4.1.1 Participating Registration
Once the company makes a decision to take part in the exhibition, the first thing
to be done is to apply for participating in the exhibition. Since most of trade fairs are
booked up very quickly, it is advisable for the company to book six months or a year
ahead, depending on the event (Henslowe 1999). Early booking ensures that the
exhibitor will get the most suitable space for the company. The exhibitor must make
sure that he is happy with the position of the stand.
At the time of registration, the sort of space must be chosen, either a stand space
or a shell stand. Stand space is the booking of a bare space only. Shell stand, on the
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other hand, comes with walls, usually of hardboard or similar materials, and basic
furnishings and fittings (Henslowe 1999). The sort of space certainly affects the cost
of booking. Booking the stand space is cheaper than booking the shell stand.
However, the cost of booking is not determined only by the sort of space. The position
of stand is the other factor resulting in the cost that will be discussed later.
The participating registration will be complete only when the fee is paid. A
percentage of the fee has to be paid up front as a deposit on booking. The deadlines of
services and how to pay the rest are addressed in the application form. The exhibitor
must check the deadline and pay it in time. If the exhibitor cancels the participation
for any reason, he will be charged for compensation. The cost incurred will vary
according to the date of cancellation. In the case of cancellation shortly before the
commencement of trade fair, the full rental for the stand might be payable (Neven
1996).
The following documents and information can be received by the exhibition
from the organizer in order to complete the registration process.
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Participation Documents

•

Plan of the trade fair grounds

•

Layout map

•

Registration forms

•

Service documents and order forms

•

Range of spaces available

•

Conditions of exhibition

•

Rules and regulations

Figure 4.1. Participation Documents.
Source: Adapted from Peter Neven, Successful Participation in Trade Fairs Made in
Germany. Bonn: Kollen Druck+ Verlag GmbH, 1996, p. 47.

The exhibitor will be asked to study and provide the following information at
the time of registration process.
(a)

Minimum and Maximum size of the stand

(b)

Position in the hall or outside (infrastructure)

(c)

Width and depth of the stand

(d)

Type of stand (standard, comer, end or block stand)

(e)

Alterations to the proposed layout of the exhibition hall

(f)

Type of assembly (1or2 floors)

(g)

Differences from the planned assembly method

(h)

Details of the products to be exhibited (branch of industry)
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(i)

Sub-exhibitors and other companies also represented

Details of the quantities and types of waste to be expected (Neven 1996).
4.1.2 Type and Position of Stand Selection
At the time of registration, the exhibitor has to choose the position of his stand.
To select the right site of stand, the exhibitor must know perfectly well about types of
stand. There are five types of stand that are influenced by the type of division to
neighboring stands and access to the aisles. The types of stand are given below.
(a)

Row Stand
This stand is positioned in a row of other stands. It is only accessible
from one aisle. The dimensions of the open stand front are used to
distinguish a narrow, deep stand from a wide stand which is less deep.

(b)

Comer Stand
Comer stand is situated at the end of a row. It is accessible from two
sides, from the aisle along the row and from the one perpendicular to it. A
comer stand has more sides accessible to the public, therefore, it is more
effective than a row stand. It is expected that there are higher numbers of
visitors in a comer stand because it can be seen from two aisles.

(c)

End Stand
End stand can be accessible from three sides. Therefore, it is
relatively superior to the row stand and comer stand. But, it is more
expensive than those two stands.

(d)

Block Stand
The block stand is the most expensive type of stand because first, it
is accessible for visitors from all sides. Second, it attracts a great deal of
attention due to the fact that it is completely isolated from all other stands.
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(e)

Outdoor Stand
Normally, an outdoor trade fair stand is chosen for very large
products or for complete processes and machines which are to be
demonstrated in simulated working conditions.

The exhibitor should

ensure that the discussion area is covered if the trade fair stand is outdoor
(Neven 1996).
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E

Row stand

E

(R)

Corner stand (E)
End stand

(K)

Block stand (B)

Figure 4.2. Types of Stand.
Source: Peter Neven, Successful Participation in Trade Fairs Made in Germany.

Bonn: Kollen Druck+ Verlag GmbH, 1996, p. 58.
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After knowing about the types of stand, the exhibitor must select which
type of stand fits with his exhibits, requirement and budget. Then, he has to
select the position of the stand. The position of the stand is normally determined
by four factors-the technical infrastructure, the number of expected visitors,
the quality of visitor flow and the neighboring stand.
It is recommended that the exhibitor should consult with the organizer
when selecting the position of the stand. On the one hand, the organizer can
give a suggestion for choosing an appropriate location for the exhibitor's
product.

On the other hand, the organizer can help the exhibitor to avoid

exhibiting near his competitors since he knows the position of all exhibitors.
4.1.3 Exhibitors' Manual
After the registration process, the exhibitor has to study the exhibitors' manual
carefully and also exhibitors have to be exactly clear and understand about the
exhibitors' manual. If he does not understand something in the exhibitors' manual, he
must ask and consult the organizer as soon as possible.
Understanding the exhibitors' manual is a very important factor for the
successful participation. It addresses all rules and regulations that the exhibitor must
know about the participation. The exhibitor manual usually contains the general
information of the exhibition, admission, stand rental, conditions of payment, contract
cancellation, hiring of furnishings and fittings, freight services, transport and
exhibition insurance and so on. The order forms for a variety of services for exhibitor,
the confirmation form of the stand hired and deadline of the checklist are also sent out
together with the exhibitors' manual. If the exhibitor sends the reply forms late,
exhibitor must be charged for compensation. Therefore, the exhibitor should check the
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deadline carefully in order to save his money (See an example of the exhibitors'
manual in the Appendix).
During assembly in the exhibition hall, there are more services which exhibitors
must bear in mind. Flowers to decorate exhibitor's booth as well as badges for the
stand personnel are also included in this service. Parking passes valid for the duration
of trade fair for exhibitor can be ordered in advance. There will be some charges for
these passes (Neven 1996).
4.1.4 Stand Management and Design
When the exhibitor has already registered for participation, he has to prepare for
trade fair stand. On the basis of the aims of participation, the list of exhibits, the space
requirement and the budget, planning of trade fair stand is possible. The exhibitor
must find out whether the stand be rented or bought. Also he must decide how the
stand should be arranged and designed.
(a)

Renting Standard Booth
Renting a stand is the most obvious solution for company
participating in trade fair at the first time. The organizer will assign the
official contractor to be responsible for the construction. The official
contractor will provide standard booth for rent in various sizes depending
on the size of space with basic furnishings and fittings such as fascia,
reception desk, folding chair, garbage can and ashtray. If exhibitor needs
more furnishings, they can ask for more but there will be charges for the
extra equipment.
Using the standard booth is highly recommended for a less
experience exhibitor at his first participation since it saves time and
money. The most important thing to be concerned for the exhibitor
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deciding to rent the booth is to send the confirmation form in time. The
deadline of each service will be addressed in the confirmation form
attached inside the exhibitors' manual. If the exhibitor returns the reply
form after the deadline, the official contractor will be charged for the cost
of installation (See an example of the standard booth rental form in
appendix).
(b)

Constructing the stand by the company itself
Constructing the stand by company itself is recommended for the
company having enough experience and, intending to use trade fair as part
of its marketing mix on a consistent basis. The exhibitor may construct the
stand according to the following stages.
(1)

The exhibitor has to invite some contractors who have a specific
experience in constructing trade fair stand.

(2)

The exhibitor has to brief what he wants to the contractors and ask
them to design the stand so that he can choose the right contractor.

(3)

When selecting the contractor the exhibitor needs to ensure that the
selected contractor can come up with bright ideas within budget, and
allot time and meet the exhibitor's demand.

(4)

After selecting the contractor, the exhibitor should provide the
contractor with a written briefing about the company's aims and
requirement, and the exhibits.

(5)

The exhibitor must make a contractual agreement with the
contractor. The contract should cover payment, termination,
timetable and copyright.
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The following are the advantages and disadvantages of renting the standard
booth and the company-built stand.
Table 4.1.

The Advantages and Disadvantages of Renting Standard Booth.

Measures
Renting the standard

Advanta2es
- Everything is dealt with by

booth

one organization.

Disadvanta2es
- It is tied to one system.

- It is more difficult to

- There is a possibility of

include the company's

rental and full service.

-

It saves time and money.

ideas.

-

The cost-effectiveness is
not immediately obvious

Company-built stand

- The exhibitor can construct
the stand fitted with his

estimate for constructing

requirement. Therefore, the

the stand.

attractive and eye-catching

-

- The cost is difficult to

- It is more expensive

stand can be built.

because lots of money

Company's own skilled

may be paid to the

craftsmen can be used.

contractor and designer.

- Additional storage space
required for stand
assembly.

(c)

Stand Arrangement
There are three methods of stand arrangement according to stand
assembly.
(1)

Open Assembly
There are no external screens that might obstruct the view. The
stand is visible at a glance. All exhibits can be identified straight
away.
43

St-:-Gabriel Library ~-A~:
.

(2)

ii

..

Partly Open Assembly
The visitors can not see directly into the stand immediately
since external screens are used. This method is the most widely used.

(3)

Closed Assembly
This stand is composed of only external screens. The visitors
can necessarily enter the stand in order to view the exhibits, watch
the demonstrations and talk to the stand staff (Neven 1996).

Apart from arranging the stand according to stand assembly, the stand can be
arranged according to functional areas. This kind of arrangement is determined by
three factors: space required for presentation, discussion areas and auxiliary rooms.
( 1)

If the exhibition is a product orientated event, technical or

qualitative properties of the range of exhibits are explained and
demonstrated to interested parties and the ratio of presentation area
to discussion area should be approximately 60: 40.
(2)

If the exhibition is an information orientated event, the emphasis is

on the various information media, and the space ratio of information
areas and booth areas should be about 40 : 60.
(3)

If it is a consultancy orientated event, personal conversations are at

the center of the exhibitor's plans for using available space, seating
arrangements, and discussion booths are of the highest priority.
Therefore, the greater the part of the available space for discussion,
the smaller the part for booth areas is.
(4)

At a mixed event, the combinations of the above-mentioned types of
events, the ratio of exhibition and booth areas should be
approximately equal (Neven 1996).
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4.1.5 Stand Design
Since there are numerous stands in the exhibition, the visitors must select the
stand they are going to see. They can spend only significant time at a few stands.
Thus, trade fair stand should be attractive to the visitors, especially the target clients.
It should be attractive to the eye and pleasant to the ear, and also appeal to the visitor's

emotions. For a stand to be attractive, the stand design is needed. There are many
significant points to be considered for the stand design.
(a)

Trade fair stand has to be laid out according to a general scheme so that
visitors can find what they are interested in. Product areas and exhibit
groups must be easy to distinguish.

(b)

The relevant verbal and visual information must be clear and precise, and
thus ensure a reliable transfer of information to trade fair visitor.

(c)

While demonstrations of exhibits facilitate visual information, a practical
understanding of product benefits must be acquired.

(d)

The personal contact-communication-gained in this way must complete
the image of the product and the efficiency of the company and encourage
the decision to buy (Neven 1996).

(e)

The exhibitor should check the nature of the site with the organizer before
designing the stand. The stand designer will need to know about
environmental factors such as high humidity, great heat or unusually
variable daily temperature changes since these factors affect the selecting
of materials for stand construction (Allwood 1989).

(f)

Since there are numerous stands in the exhibition, the visitors must select
which stand they are going to visit. They can spend significant time at a
few stands. Therefore, all exhibitors have to compete each other for the
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visitors' limited attention. For this reason, the stand must be designed
with the visitors' needs in mind and the exhibitor's objectives.

If the exhibitor aims to raise corporate awareness, the name of the
company needs to be prominent and a plentiful supply of brochures and
leaflets needs to be available. The leaflets can be handed out by the staff in
other parts of the exhibition so that the person who has not yet visited the
stand may be encouraged to come, or at least go away with some
information about the firm.

If the exhibitor aims to make sales or generate leads, the stand
should show the brand names prominently, with plenty of information on
product benefits. In this case, the stand should be staffed with some
technical people and some salespeople. Brochures should be given to the
visitors leaving their names and addresses (Blythe 2000).
(g)

Trade fair stand should have a space for keeping products.

4.1.6 Stand Staff
Stand staff preparation is the other factor that is indispensable for the successful
participation. It is important to remember that the stand staff performance during the
exhibition, on the one hand, reflects the culture of the company. The well-organized
stand staff can enhance the reputation of the company. Therefore, the increasing of
customers can be expected in the long run. It is true that the performance of the stand
staff can be counted as the more successful participation.
In the well-prepared exhibition, the suitable stand staff must be selected. The
training of stand staff is also necessary so that they can behave properly and
impressively. The stand manager must also be appointed as a key actor to run the
stand.
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(a)

Personnel selection
Since the image of the company is projected in large part by stand
staff during the exhibition, the selection of appropriate employees and the
training of them are essential to the success of trade exhibition (Smith
1994).
Selecting the appropriate trade fair staff is based on two major
factors. The First is the staffs specialist knowledge. The Second is the
staffs personal qualities.
Qualifications of the stand personnel are as follows:
(1)

Outstanding theoretical and practical specialist knowledge.

(2)

Ability to deal with people and openness.

(3)

Confident and proficient manner.

(4)

Articulate expression.

(5)

Flexibility.

(6)

Knowledge of foreign languages.

(7)

Experience at trade fair.

(8)

Ability to endure much physical or mental strain.

(9)

Willingness to travel. (Neven 1996)
According to the size of the company, the stand staff should include;

(1)

Company representative (responsible for running the stand)

(2)

Stand management (responsible for running the stand)

(3)

Technical staff (consultation demonstrations)

(4)

Sales staff (sales, conditions of delivery)

(5)

Staff responsible for trading countries abroad (export discussions)

(6)

Translator
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(7)

Press agent

(8)

Information personnel (stand information)

(9)

Service personnel (office, catering, waiting staff, security, cleaning)
(Neven 1996).

(b)

Stand manager
The exhibitor should pay attention to the selection of stand manager
because he is directly responsible for the running of the stand. Whether the
stand is being well presented, on the one hand, results from the stand
manager's capabilities.
The stand manager must have some qualifications and flair for
dealing with people of greatly differing temperaments.
Qualifications of stand manager are as follows;
( 1)

Have experience of trade fair.

(2)

Be able to make decisions.

(3)

Have motivating and leadership qualities.

(4)

Have a talent for organization and improvisation.

(5)

Have a sense ofresponsibility.

(6)

Have a smart appearance.

(7)

Be confident.

(8)

Be articulate.

(9)

Be willing to conduct discussions and negotiations.

(10) Have basic technical and commercial knowledge.
( 11) Have a good memory for people (Neven 1996).
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(c)

Stand manager's duty
( 1)

To assume responsibility for the stand before the start of the event.

(2)

To delegate specific tasks to individual employees.

(3)

To provide, and monitor duty rosters and attendance plans.

(4)

To welcome important visitors.

(5)

To assist with customers discussions.

(6)

To pass on important messages to the company head office (Neven
1996).

(d)

Suggestions for stand staff
To smooth running of the stand, stand staff must be properly
prepared and informed. They must be informed about the aims of
participation. Also, they must clearly understand their duties. Noticeably,
the more comprehensively the stand personnel is informed about the aims
of participation and the more clearly every individual's duties are defined,
the better each stand staff is able to fulfill the requirements. The stand staff
must know about the following;
( 1)

The company's own range of products and services

(2)

Price and conditions

(3)

The competition and competitors' range of supply

(4)

The target group

(5)

The visitor profile of trade fair

(6)

Important customers and interested parties

(7)

How to record each conversation with a visitor

(8)

The layout of stand and the duty roster (Neven 1996)
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Trade fair team must be trained for dealing with the visitors since it is
frequently the case that some of them have limited practical experience. They
must know how to conduct discussions, present arguments and answer questions
(Neven 1996).
4.1.7 Market
Once the exhibitor has decided to participate m such trade fair, he has to
research the market since it is one of the most important factors determining the
success of overseas trade fair. The exhibitor must know the demand and rules and
regulations of that particular market. To be successful in participation, the exhibitor
should be based on the idea "put the right product to the right market."
The exhibitor will be more successful in participating in trade exhibition if he
has sufficient knowledge about the market. If the exhibitor takes part in the exhibition
on behalf of the country (according to the second type of overseas exhibition), he will
gain information about the market from the organizer. On the other hand, if the
exhibitor takes part in the exhibition by himself, he has to possibly research the
market on his own. Or he may ask for the information about the market from the
governmental agencies located in a particular country. It seems that the cost of the
market research is highly expensive. In fact, it is cheaper than taking part in an
unsuitable trade fair.
To gain sufficient knowledge about the market, the exhibitor should consider
(a)

Market potential-The size and the growth of market are useful as an
indicator of market chance. Knowing about the market potential is
important for making a suitable distribution and sales promoting plan.

(b)

Market access-It is essential to figure out whether the target country
imposes any trade barriers. It is also important to find out the customs and
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tariffs carried out in that country especially for the foreigner. All forms of
barriers would affect the cost of products. Therefore, the firm should
consider any rules and regulations implemented in the country carefully.
(c)

Transport-The firm has to know exactly the regulation of transporting
the exhibition goods and dealing with the customs formalities.

(d)

Product requirement-Knowing of the product requirement is also
necessary to the successful participation because the exhibitor can provide
the right product to the market. As a result, the numerous orders can be
expected.

(e)

Competition-The analysis of the strengths and weaknesses of the
competitor is vital for the exhibitor. It provides useful information in
making a promoting plan. To start with, the exhibitor should establish who
exactly should be regarded as the competitors especially who produce the
same or similar products. It is also necessary to include companies that use
the same production processes or offer substitutes for your company's
products.

(f)

Marketing channels-The exhibitor should know perfectly well about the
marketing channels in that country. The market channels will guide the
exhibitor how to sell his product in the market. It also tells the potential
customers so that the exhibitor can send the invitation letter to them
(u11;'lu12541 ).
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4 .1. 8 Product
When the exhibitor has already researched the market, the next thing to be done
is to prepare the suitable product for the market.
What is the kind of product?
(a)

The product should show a high degree of know-how. Mass-product
goods are unlikely to meet with a positive response at a trade fair. Most of
the visitors come in the expectation of discovering new products and
seemg technologically highly advanced products in the fresh (Neven
1996).

(b)

The product should be competitive and has a potential for export.

(c)

The product must be appropriate product and fit to the demand of that
particular market, according to the idea "put the right product to the right
market."
It is also essential for the exhibitor to remember that it is the
product, not the stand, that is selling. The product, therefore, should be a
center of the exhibition even though the eye-catching stand will attract the
visitors. The exhibitor should put the product itself on display. He should
also demonstrate his product how it functions and what it does. If it is
possible, the exhibitor should produce lively display boards with good
colored photographs and well-lettered captions legible from a distance.
Significantly, the exhibitor must concern that showing too much is as
ineffective as showing too little. Too many exhibits and messages will
create confusion in the mind of visitors (Allwood 1989).
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4. 1. 9 Coordinator with the Organizer
To succeed in taking part in trade exhibition, the other indispensable factor is to
coordinate with the organizer. The exhibitor needs to coordinate with the organizer all
the time in order to run the exhibition smoothly.
The organizer can help the exhibitor in various ways;
(a)

Giving the information about the market

(b)

Giving the information about other exhibitors

(c)

Giving a suggestion for selecting the booth site

(d)

Recommending the contractor and designer

(e)

Making the advertising

(f)

Being an assistant especially when the crisis takes place

(g)

Facilitating the exhibitor to run the exhibition smoothly

4.1.10 Transport and Storage
The exhibitor should also prepare for the transport and storage beforehand since
the exhibitor's product has to be send out to the distant area and the exhibitor is
normally unfamiliar with. Sensible planning and handling of transport prevent the
unnecessary loss of materials and save additional costs express delivery would incur.
The exhibitor must choose which kind of transportation he wants to use because the
exhibition material can be sent by air, road or sea. The cost of transportation is
different according to type of transportation and weight and value of the product. The
transportation arrangement must be booked very early indeed. Plenty of time for
comprehensive documentation, packing and coating should be allowed because the
worst may take place such as strikes, storms and other hold-ups beyond his control.
It is also essential for the foreign exhibitor to know exactly about the regulations

for transporting the exhibition goods and dealing with the customs formalities. The
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exhibitor should also know how to transport his product to the exhibition and how to
send it back to the exhibitor's country in a good condition and in time. In this case, it
is advisable for the foreign exhibitor to use international forwarding agents who have
experience with trade fairs. These agents, often contractors of trade fair companies,
can ensure that all transports to and from trade fair run smoothly. They guarantee that
all regulations will be complied with and are familiar with the unloading equipment
available at trade fair grounds (Neven 1996).

Transport planning
~

•

Type of transport-aeroplane, car, ship.
Methods of transport-individual transport, multiple load, coUective
transport.

•

Packaging for transport purposes (reusable}-cardboard, crate, cardboard
box, container.

•

Transport papers-proforma account, instructions for dispatch, stores
instructions, delivery notes, International custom pass.

•

Storage of packaging materials on the trade fair grounds.

Figure 4.3.

Transport Planning.

4. 1.11 Arri val, Departure and Accommodation
It is advisable for the exhibitor to reserve the accommodation early in writing in

order to find a room in the desired category. The exhibitor can receive the list of
official hotels with telephone number to contact for room reservation from the
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participation documents enclosed in the exhibitors' manual. The location and cost of
hotel will be addressed in the exhibitors' manual as well (Neven 1996).
Before going to attend the exhibition, the exhibitor must check whether his
passport is still valid. Also, he has to check whether he must have an entry visa to the
exhibition country. These things must be done in advance. In addition, the airplane
ticket must be booked in advance otherwise the exhibitor cannot attend the exhibition
despite completing all preparations.
4. 1.12 Insurance
The exhibitor should pay more attention to the insurance protection since many
risks can occur in participation in trade fair. The exhibitor should concern that the
organizer is usually only responsible for the general third party risk for personal injury
and damage to property. It means that if the other kind of risks takes place, the
exhibitor must be responsible for them by himself Therefore, when deciding to
participate in trade exhibition the exhibitor, firstly, must be exactly clear what
insurance cover is provided by the organizer and what is left to the exhibitor (Smith
1994 ). Then, he should insure himself according to the exhibition insurance policy.
The exhibition insurance policy covers all risks to the exhibits, including damage that
occurs during loading and unloading (Neven 1996).
In particular for the overseas exhibition, the situation is more difficult than the
exhibition held within the country. Products are going to be transported great
distances to an overseas exhibition. Also, the exhibitor may not know much about that
place, therefore, it may be difficult for him to command the situation. For these
reasons, it may be better for the exhibitor to discuss things with specialist insurance
companies and in circumstances involving any unusual risk (Allwood 1989). The
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orgamzer, m this case, can help the exhibitor to contact the reliable insurance
company.
4.1.13 Publicity and Advertising
Although the organizer is responsible for launching a publicity campaign to
promote a trade fair, the exhibitor himself must publicize his participation as well.
One of the best ways to ensure the successful participation is to inform the potential
customers in advance that the exhibitor will be there. To achieve this thing, a large
number of letters, invitation cards and press releases must be sent out prior to the
exhibition in order to ensure that the right people will come to the booth as many as
possible (Pechter 1996).
(a) Advertising planning
Advertising planning should be consistent with the company's
established aims. The advertising and publicity must be based on the
budget and time available. There are two major points to be concerned
here.
( 1)

The company of exhibitor who is just established should promote its
stand in order to attract the visitors as many as possible. The quality
of the visitors should not be concerned much since the priority of the
company dtiring this time is to establish the company.

Initially, the

company may not gain many orders. However, the publicity may
contribute to increasing of orders in the long run.
(2)

The exhibitor should use fair catalogue as one of the most significant
sources for advertising his company and product. He should ensure
that he send the information for the fair catalogue to the organizer in
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time; otherwise, he will lose a good chance for promoting company
and product (i.rnrn12541).
4.1.14 How to Attract the Visitors?
There are various methods of attracting the visitors.
(a)

Promotional Stickers-It is an inexpensive way of bringing attention to
the company's participation in trade fair. These stickers should be attached
to the letter, not to the envelope, to the target groups. The stickers include
title, date, logo of trade fair and the name and stand location of the
exhibitor.

(b)

Invitations-The advertising material available from the organizers can be
sent out accompanied by a personal letter of invitation. The letter should
arouse interest in trade fair and should be addressed personally. For
example, it should be sent to "Dr. John Smith, Company X" rather than to
"Company X." It should also be addressed and signed personally. Multistage invitations can be used. But the last invitation should reach the
potential visitors about three to four weeks before trade fair so that the
potential visitors have enough time to plan their visit.

(c)

Invitation brochures-The exhibitor may have his own brochures printed
if the budget allows. The information to be covered is;
(1)

The name, place, date and logo of the event

(2)

The name of the company and the full postal address

(3)

Stand telephone number

(4)

The general exhibition program and individual themes

(5)

The exhibition motto:
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(a)

Any special services available and events due to take place at
the stand and possibly.

(b)

The stand duty roster, so that customers know whom they can
talk to and when.

(6)

Free entry vouchers-To attract the potential visitors, the exhibitor
should send out the free entry vouchers to the visitors accompanied
by a suitable note. The vouchers cost very little to the exhibitor, but
they give the visitors a clear destination within the exhibition.

(7)

Gifts and raffles- Vouchers which can be exchanged for a gift or
used to take part in a raffle are a good idea for attracting the visitors.
If the customer knows he will receive a gift, he is more likely to visit

the stand. Gifts in several parts are particularly effective. One part is
enclosed in the invitation. The other part can be collected at the
stand. The gifts can be memorized when the customers see it with
the company's name.
(8)

Newspaper and magazine advertising-Announcing the company's
participation and stand location in the newspaper and magazine is
one way of attracting the visitors. The effective newspaper and
magazine advertising must be carried out several times before the
exhibition.

(9)

Catalogue advertising-The exhibitor can place advertisements or
pay to have his company logo or trademark in the trade fair
catalogue. This kind of advertising is recommended because it can
be kept for a long time afterwards and used for references.
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(10) External advertising-Posters, poster stands or neon signs serve as a
powerful reminder, either immediately outside trade fair or inside.

In some trade fairs, the exhibitor can put up posters on the fence or
at certain locations within the center. The organizer's permission is
required for the distribution of printed materials in trade fair or
outside, and there may be a charge.
( 11) Entertainment at trade fair stand-Entertainment at the stand can
attract the visitors. It should not degenerate into a general shambles
or a show purely for its own sake. Rather, it should always bear
some relevance to the product. For example, a mime can be used to
demonstrate the advantages of the product (Neven 1996).
4.1.15 The Press
The press provides an effective and cost-effective way of increasing public
awareness of the company's participation and exhibits in trade fair. However, most of
the exhibitors neglect the importance of it. The exhibitor should take the full
advantages of the press in order to complete the promotional tools.
(a)

Fair Catalogue
(1)

Press Kit-Press kit, sent out at the stand, contains detail
information and background material, including a list of references.
The well-taken photographs and beautifully drawn diagrams
showing can be included in the press kit.

(2)

Press Preview-Many visitors come to the interesting stand because
they see the previews and are influenced by them. Therefore, the
exhibitor should send the information about his proposed exhibits to
the editor of any trade journals planning previews six months or so
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before the exhibition. If the exhibitor has good and interesting
products, the previews will cover them regardless of whether or not
the exhibitor is advertising in that issue. Good artists' impressions of
the stand, or photographs of the stand model, have an excellent
chance of being published in technical press exhibition previews.
(3)

Press Trays-The exhibitor can make concrete and factual
information which will encourage journalists to visit the stand, and
leave them at trade fair press office. The content is of prime
importance. Such information must include the location of the stand
and the name of the member of staff responsible. This kind of press
may be charged (Allwood 1989; Neven 1996).

4.1.16 Other Important Issues
Over and above that, there are some significant issue areas to be concerned
when taking part in overseas trade exhibition.
(1)

Money
The exhibitor needs to prepare a lot of ready money in participating
in trade fair abroad because the exhibitor may not be allowed out of the
exhibition or onto the plane home until he has actually paid all local bills.
The exhibitor can make certain that money is readily available to him
abroad by asking his home bank to arrange him to have a check-cashing
agreement with the nearest exhibition branch of the banks in the country in
which the exhibition is held. Also, some countries have regulations about
the amount of money that the exhibitor can take in and out. In this case,
the exhibitor's bankers are the best sources of advice. They can inform the
exhibitor about he regulations for taking his money in or out of the
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country. Also, exhibitor's banker can give suggestions to the exhibitor
how to make money available in the country denying to accept checks.
It is also important to ensure that the exhibitor's budget designates

the currency for each item of expenditure and that all concerned agree to
accept payment in the currency his nominate. As for the personal costs for
the exhibitor and staff, it is advisable to pay these costs by using of credit
cards or by taking the money in the form of travellers' checks. Paying by
cash should be avoided. Although payment by cash can get a considerable
discount, it takes a risk of stealth (Allwood 1989).
(2)

Copyright
Participating in overseas trade exhibition, the exhibitor must have
copyright clearance for displaying items and goods since he has to define
swiftly and exactly to the designer and contractor what can be used on the
stand without problems. The exhibitor needs to check in advance whether
his displayed items are copyrighted. If creative or illustrative material has
been originated for other purposes, it is advisable to check out that
clearance for subsequent exhibition use is in existence. If it is not, the
exhibitor may have to pay an additional fee to the originator (Smith 1994 ).
Furthermore, exhibitor must ensure that his exhibits have proper
copyright protection. If the exhibitor's product is copyrighted or designregistered or protected by patents, make sure that the country in which the
exhibitor attends has properly guaranteed standards of protection
otherwise the exhibitor's products may be copied and displayed at other
places (Allwood 1989).
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For the exhibitor whose product is just originated, the first thing he
must do is to make certain that copyright is assigned to him or to the
designer. The problem may take place when the exhibitor claims the
ownership as a payer of the designer's full cost and on the other hand, the
designer claims it as an initiator (Smith 1994 ). The ownership should be
made clear in the contract. If the exhibitor has ensured that he is the
ownership, then, he can sign the intellectual property right at Department
of Intellectual Property Rights, Ministry of Commerce, at the following
address.
Department of Intellectual Property Right,
Ministry of Commerce,
44/100 Moo 1, Sanambinnam Rd.,
Bangkrasor, Nonthaburi 11000
Thailand
Tel: 662-547-4621-25
(3)

Fax: 662-547-4691

Local Laws, Custom and Business Methods
Since trade exhibition is not self-regulatory controls, the exhibitor
may be worried about the local laws, customs and business methods for
the first participation. Therefore, it is advisable for the exhibitor to consult
with Thai Trade Center or Thai Embassy located in the country in which
the exhibition is going to hold or with an agent of the organizer. They
certainly know more about local laws and business methods than the
exhibitor, thus, good suggestions can be expected (Allwood 1989). (See
the list of Thai Trade Center in the Appendix)
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(4)

Safety Regulations
Trade exhibition is not inherently the safest place. Therefore, safety
regulations must be paid attention to. Everyone playing a part on the stand
should be aware of them. In some countries, especially in the European
Union, there are strict safety regulations in force when technical goods are
delivered to trade fair there. Appliances on display which are intended for
sale in the European Union have to comply with these regulations. A sign
worded, "This product is supplied to a standard which complies with the
regulation of the import country," must be displayed at trade fair stand
(Neven 1996).

4.2

Preparation During the Exhibition

4.2.1 Press Day
Press day is a good occasion for the exhibitor to promote his participation and
product. On Press day, the people from the media-television, film, trade journals and
newspapers-come for their preview. To promote his exhibition efficiently, the
exhibitor should do all things to make contact with the media. The exhibitor should
find out from the organizer's press office the timing of any official statements and
who of consequence is going to be there. Some exhibitors may know the media people
personally and, thus, can invite them to their stand. If the exhibitor does not know any
media people, he should try to devise a special attraction to persuade them to visit his
stand. The press release and photographs of the exhibitor must be prepared at ample
time and should be sent out to the press people (Allwood 1989).
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4.2.2 Opening Day
Everything should be complete in the eve of the opemng day. However,
sometimes, things may not be ready in time. In this case, the exhibitor and organizer
must cooperate to solve the problems, either ready to hand or improvised.
It is essential for the exhibitor to remember that he should not lose the

opportunity which the opening day provides to assess the reaction of the visitors to his
display. He may find that some slight alteration in the positioning of his staff and
exhibits is more attractive to the visitors. The alteration, therefore, can make a real
difference to the way the stand works for the whole of the rest of the exhibition. The
exhibitor should not look on opening day as a final date after which no modifications
can take place. Rather, he should take the full advantages from it (Allwood 1989).
4.2.3 Stand Staff
The stand staff must be well prepared during the exhibition. There are several
significant points to be concerned here.
( 1)

The stand staff should come to the stand approximately thirty minutes
before the opening time in order to check the final readiness of the stand

(i.rnrni 2541 ).
(2)

Clothing the uniform for stand personnel is recommended because it
makes easier for the visitors to find assistance (Neven 1996).

(3)

It is often the case that the visitors will enter only a particular hall once

during their visit and be interested in one particular stand for a short while.
Therefore, the stand staff must show all the time that they are willing to
communicate with the visitors; otherwise, a potential contact will be lost
(Neven 1996).
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(4)

It is important to avoid behavior that will discourage visitors from coming
to look at the stand. Reading a newspaper, being involved in conversations
with friends or colleagues must be avoided (Neven 1996).

(5)

Everyone on the stand must realize the special nature of this occasion. No
matter how efficient the exhibitor's company is, the potential client will
take away the wrong impression if the exhibition or the staff are i11prepared or messy. The inattentive staff can destroy the first class stand
and the image of a friendly and efficient company to do business with
(Allwood 1989).

(6)

The relationship between the staff and the visitors should be covered how
to get them to stop, how to get them come onto the stand, how to talk to
them, how to find who they are, how to sort them to significant or
irrelevant group and how to handle the awkward questions (Allwood
1989).

(7)

The most successful employees are those who attract the attention of the
visitors. Since every visitor is a potential customer, the art is to win him
over. The ability to make an active approach to the visitor is a prerequisite
for this art. The other strategy is to pay attention to the visitor as the center
of attention. This strategy can be achieved by speaking from the point of
view of customer. The staff should use "you receive" instead of "we
supply". Or the staff should use "here you can see" instead of "I will show
you." (Neven 1996)

(8)

The staff performance should improve steadily as the show continues.
Their motivation should be maintained over the period of the exhibition.
After a few hours on the stand, the staff may feel that the visitors seem to
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the follow-up activities until after the exhibition ends (Allwood 1989). If the exhibitor
does the follow-up activities so late, the potential client will undoubtedly contact the
firm's competitors since they will almost certainly be at the same exhibition (Blythe
2000).

4.2.5 Hospitality and Refreshments
The exhibitor may offer refreshment of some sort to his visitors. The
refreshment is used to make the visitors feel staying at home so that the business talk
can be smooth and less formal. It should be remembered that the exhibition is a place
to dispense product information and sales talk. Therefore, it is more appropriate for
the firm to provide fruit, juice, minerals, tea and coffee rather than alcohol. Pastries
and other snacks can be offered as well.
Offering refreshment needs to be planned carefully. The exhibitor must think
whether he will need off-stand receptions. He must discover what facilities are
available and make the necessary booking of them. He must allocate staff for the
catering facilities. He must check whether the power supplies such as refrigeration,
kettles, coffee machines are available. He must provide water and waste facilities for
washing up (Smith 1994 ). Also, he must concern that the process of eating and
drinking is a messy activity. The preparation area for food and drink should be kept
out of sight. The debris should be cleared away very quickly as well (Allwood 1989).
4.2.6 Clean and Security
It is recommended that the stand should be kept clean at all times. The daily

cleaning can be done by staff or the organizer's outside contractors employed to do it.
Overflowing ashtrays, brochures lying around and stale biscuits can lead to people
drawing the wrong conclusions about the exhibitor's overall service.
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Security at trade fair must be properly organized during assembly and
disassembly. It also applies to the daily running of the stand (Neven 1996).
4.2.7 Advertising Information

It is essential for the exhibitor to control the distribution of his brochures,
leaflets and other giveaways. A daily logging system should be used as a suitable
means of controlling day-to-day stocks. As for the potential clients, taking the names
and addresses of enquirers and posting them on later are recommended (Allwood
1989).
4.2.8 Visitor Record
Visitor records are essential for carrying out effective follow-up work and
making follow-up concrete comments on the success of trade fair. It is advisable to
use a pre-printed form. It helps to reduce the work involved and the time required for
the employee to fill them in. If these report forms are filled in accurately, enquiries
can be dealt with promptly. Which sorts of conversations are worth recording must be
established beforehand. The report fonns are only filled in if the visitor has a serious
interest in the product. Short pieces of detailed information can possibly be included
in lists showing interest expressed according to product or subject group (Neven
1996).
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The following box is an example of the visitor record form.

Notes on Discussion
Trade Fair/Exhibition .......................... .
1. Address
Name .............. .

Company ........ .
Address ........... .
Tel.
Telex
Telefax

2.
0
0
0
0
0
0
0

Range of activities
3. Branches
Business management
..................... .
Purchase I Acquisition
..................... .
Manufacture I Production .................... .
Distribution I Marketing
Research /Develop/Design
Financial affairs
Administration I Organisation

4.Economi Structure
0 Trade
0 Industry
0 Distributor
0 Retailer
0 Exporter
0 Importer
0 Consultant
0 School

0 Competitors

5. Profile of customer

0 New customer
0 Old customer
OFRG
OEC
0 Rest of Europe
0 USA /Canada
0 Latin-America
0 Africa
0 Near East
0 Middle East
0 Far East
0 Eastern bloc countries
Language of negotiations
Language of correspondence

6. Topic of discussion
Product

8. Remarks

Trend
0 positive Oneutral 0 negative
Complaint

7. Result

9. Day

Handed over
To be sent
0 Visiting card
0 Brochure/Handbill
0 Price List
0 Sample

Visit arranged
Date
Discussion leader
Name

Department

Figure 4.4. Notes of Discussion (Neven 1996).

(i)

Concluding Business
After trade exhibition has finished, there should be a concluding
discussion for the benefit of staff members as soon as possible because
things are still fresh in everybody's mind. A written report should be done.
It can contain recommendations for future presentations.
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The disassembly process should begin after the event has officially
ended according to the schedule. Visitors should not arrive on the last day
to be greeted by the sight of a half-empty stand (Neven 1996).
4.3

Post-Show (follow-up activities)
It is necessary to remember that contacts made at trade fair are solely the

beginning in the process of building up a good business relationship. In many cases, a
potential customer has to be approached several times before a business deal is
concluded. It can be said that success is often dependent on aggressive post-show
follow-up activities (Pechter 1996). To complete the whole process of participating in
trade fair, therefore, the exhibitor needs to do the follow-up activities, including the
follow-up action and the evaluation. The visitor record forms made at trade fair are
used as a basis for the follow-up activities and for the work of monitoring the success
of trade exhibition (Neven 1996).
4.3.1 Follow-up Action
The type of follow-up action adopted is dependent on both the target group of
trade fair stand and the groups of people who were invited but did not come.
In the case of existing or potential customers attending trade fair, the
exhibitor should send a note of thanks for their visit. He should also send any
documents or quotations which were promised to them. Arrangement of further
appointments and appointment of staff to consolidate the initial contacts should be
conducted as well.
In the case of existing or potential customers who did not attend trade fair,
the exhibitor should send information on the exhibition program, innovations and new
developments to them. In addition, he should make follow-up contact by telephone or
letter.
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In the case of journalists attending the fair, the exhibitor should send a letter
of thanks for their visit. He may enclose the company's review of trade fair, including
a photograph for the trade press to them.
In the case of journalists who did not attend, the exhibitor should send a

company's press kit, containing detailed information, background material and a list
of references, and the company's review of trade fair to them as well (Neven 1996).
4.3.2 Evaluation
Participating in trade exhibition opens an opportunity for obtaining feedback
from target groups and for making direct market analysis. The exhibitor can learn the
lessons of the exhibition and record them against the next exhibition. Since trade fair
takes place within a limited space and time, it is possible to monitor its success.
Monitoring success should include the

following~

( 1)

The costs incurred

(2)

Details of contracts, contacts and information obtained

(3)

Analysis of visitor records

(4)

Stand visitors' profile in comparison with:
the intended target group
those who attended previous trade fairs
the organizer's visitor analysis

(5)

Analysis of the exhibitors' questionnaire provided by the organizers

(6)

Consideration of the economic climate in the company's particular field

(7)

Advertising and invitation drive

(8)

Assessment of the stand itself-size, location, design

(9)

The competence and degree of preparation of the stand personnel
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(10) The results of the stand personnel's final assessment, including personal
observations
( 11) Analysis of the performance of competitors
(12) Press response to the company's participation in trade fair (Neven 1996).
Also, by the end of the exhibition, the exhibitor should keep a guide book which
gathers together all information from locations and stand drawings to form and note
on the effectiveness of particular details. This information will be valuable for
participants to participate in the next time. He should also produce notes of attendance
figures, including a set of organizers' daily news. It will be immensely helpful in
deciding whether it was worth the exhibitor's participation in this particular
exhibition. In addition, they should check if any part of the exhibit can be re-used.
Moreover, he should make a conference, bringing together everyone who had any part
in the exhibition (Allwood 1989). Feedback can be gained from the conference. This
information is very useful for the next participation.
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V. ANALYSIS AND SUGGESTIONS FOR
SUCCESSFUL PARTICIPATION IN TRADE FAIR

Although how to take part in trade fair successfully, from the initial planning
stage, to the implementation and to the follow-up activities, has already been
elaborated in last chapter, it is merely a theoretical framework. On the other hand, this
chapter will focus on studying the other exhibitors' experiences since they would give
the less experienced exhibitors the practical knowledge. This chapter is based on the
descriptive analysis drawn from questionnaires of 52 companies participating in trade
fairs overseas. These trade exhibitions are ANUGA'99, Tokyo International Gift
Show'2000 and Premiere'2000. The reason why these exhibitions are picked up is that
they are well known in terms of the reputation of the organizer and the exhibitions
themselves. They also focus on talking of business rather than retailing. And the
reason why these 52 companies are chosen is that they have some experiences in
taking part in trade fair overseas. But, before going to the analysis, let me explain
briefly about these three trade fairs.
ANUGA in Cologne has been a leading trade fair for the German and
international food and drink industry for half a century. Every two years, ANUGA
brings together more than 6,400 exhibitors and some 184,000 trade visitors from 150
countries around the globe. ANUGA is therefore the world's largest trade fair for food
and drinks and an ideal place for making contacts and placing orders in 12 sectors of
the foodstuffs industry in Germany and throughout the world. It will be introducing a
range of innovations and improvements precisely tailored to the needs of exhibitions
and visitors alike. The main aim here will be to open up new business opportunities
for all concerned. Here are the Number of Visitors from the previous Show.
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------- ----- ---- --1
Visitors : 183,768 from 152 countries

73,482

110,286

-·

---

------~-------------------""--

---·---

----------------~

Figure 5.1. The Number of Visitor in Anuga'99.

The Premiere in Frankfurt is one of the leading trade fairs for premiere gift and
decorative items in the world organized by Messe Frankfurt. Premiere is held annually
during 29th January - 2nd February, 2000 at the International Frankfurt Mess. The
Premiere'2000 show, holds the total space of 244,867 sq.m. with the number of 3,583
exhibitors and about 120,000 trade visitors from 60 countries around the globe. The
following bar graph is the number of visitors from the previous show.
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Figure 5.2. The Number of Visitors in Premiere'2000.

The Tokyo International Gift Show (TIGS) is one of the premium and largest
personal gift and decorative accessory international trade fairs in the world. TIGS was
established in 1976 and is held semi-annually, each Spring and Autumn at Japan's
state of art Tokyo International Exhibition Center (Tokyo Big Sight). With the TIGS
in autumn 2000 show, TIGS marks its 501h holding the total area of 80,660 sq.m. 50th
TIGS features more than 2,200 exhibitors and anticipated visitors of 180,000 from
around the world. The concept behind the holding of the TIGS was that of creating a
busy gifts industry traffic crossroads with the intention of providing an opportunity so
that recognition of the trend towards the new sounding "Personal Gift Market" would
slowly and steadily grow.
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No. of Visitors (43th - 50th)

1/1997

2/1997

Figure 5.3.

1/1998

2/1998

1/1999

2/1999

1/2000

2/2000

The Number of Visitors in TIG'2000.

The researcher has provided the table of information for all three exhibitions as
follows:

Table 5.1.

The General Information of Exhibitions.
ANUGA'99

Premiere'2000

TIG'2000

Germany
Koln Messe GmbH

Germany
Frankfurt Messe

Exhibited Area
Date of Exhibition

275,000 SQ.ill
9-14 Oct. 1999

Characteristic
Type of Products

Trade Only
Canned food, Fruit,
Food etc.,
6,559 companies
Aoprox.190,000
International Fair

244,867 sa.m
29 Jan-2 Feb
2000
Trade Only
Gifts & Decorative
Items, etc.,
3,583 companies
Approx. 120,000
International Fair

Japan
Business Guide-Sha
Inc.
80,660 SQ.ill
6-8 Sept. 2000

Title of Exhibition

Country
Organizer

No. ofExhibitors
No. ofVisitors
Type of Exhibition
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Trade Onlv
Gifts & Decorative
Items, etc.,
2,218 comoanies
Approx. 180,000
International Fair

What is mentioned above is the general information on these trade fairs. Now,
the researcher will move on to analysis. According to the questionnaires and
interviews, the study shows that even though the exhibitors can gain many benefits
from the participation, they have to deal with many problems. For easy understanding,
the study will be divided mainly into three parts.

5.1

(1)

The benefit gained from trade fair participation.

(2)

The problem that the exhibitors have encountered.

(3)

The suggestion.

The Benefit Gained from Participation in Trade Fair

5.1.1 Neutral Ground
Unlike other marketing tools, the customers and visitors come to the booth
willingly. Based on this ground, it is more likely for business talking to be succeeded.
However, the exhibition should still be well prepared in terms of product,
presentation, business talking and exhibiting. If the exhibitor performs well, it is
possible that he can get orders during the exhibition. For instance, one of the
exhibitors in the ANUGA'99, who's selling canned tuna, canned fruit and canned
seafood, received orders approximately US$ 1.2 million during the exhibition, and it
expected to get more about US $ 10 million.
5.1.2 Specialized Fairs
These three exhibitions are the specialized trade fair. They are held mainly for
business talking. The numerous visitors working related to the company's product can
be expected. Therefore, it is easier for the exhibitor to meet his regular and potential
customers at fairground, as a result, opening more opportunity for him to do
businesses. It can be said that the more famous trade fair is, the more increasing of
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visitors, as can be seen in the ANUGA'99, Premiere'2000 and Tokyo International
Gift Show'2000.
5.1.3 The Right Buyers
Since these three exhibitions are the specialized trade fairs, the type of visitors
can be easily expected. The number of people really interested in the exhibitions can
also be calculated. Most of the visitors, normally, are the persons doing business
related to the displayed products. For this reason, it is easier for the exhibitor to see
the right buyers in the exhibitions.
5.1. 4 Direct Contact
Trade exhibition is like a matchmaker in which the buyers and the sellers can
meet face to face. They, therefore, can talk of business effectively. The buyers can
present and demonstrate their products, while, the sellers can see the product closely
and can ask any questions about the product directly. It also provides the opportunity
for the exhibitor to meet numerous customers in the limited time and thus can save the
budget.
5.1.5 Knowing the Perception of the Visitor on Products
The exhibitor will know the market demand and the future development of the
product. For example, participating in Tokyo International Gift Fair'2000 enables
Unicap Co., Ltd. to know that artificial flowers made from clothes are the market
trend in Japan. Also, participating in Premiere'2000 provides Knit and Pin Co., Ltd.
with the knowledge that products made from saa paper are the trend in Europe, especially
in Germany.
The acceptance of new product can be tested in the exhibition. For example,
Oscar Intertrade Co., Ltd., can test its new product, canned food, whether it can sell
well in Germany.
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5.1.6 Gaining Market Information on Pattern and Knowing New Technology
Since these three exhibitions are international trade fairs, there are visitors
coming from throughout the world. In trade fair, not only the products are presented,
but also the machines are also introduced. Therefore, market information gained from
these three exhibitions are international information which the exhibitor can use for
developing his products. The following are the samples of exhibitors who gain some
information in the ANUGA'99, Premiere'2000 and TIG'2000.
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Table 5.2.

ANUGA'99 in Germany.

Company's Name
ABC Product Co., Ltd.

Ampro Intertrade Co., Ltd.

Type of Product

Acquired Information

Canned Tuna, Canned

Developed the flavor of

Vegetables and Fruits

canned tuna

Canned Food

New packaging Developed
flavor of food

Asiatic Agro Co., Ltd.

Coconut Juice, Coconut

Ready to eat products

Milk and Curry Paste

especially in seasoning and
coconut

Bangkok Chili Ltd., Part.

Herbs and Spices

New packaging

Bright Time Intertrade L.A.

Instant Chili Paste

Ready to eat products

Distri Plus (Thailand) Co.,

Canned Fruits and Canned

New packaging design

Ltd.

Food

Food & Drink Public Co., Ltd.

Canned fruits

Canned frozen vegetables

Golden Prize Co., Ltd.

Canned Fish

Developed new look of
packaging

Grand Asia Co., Ltd.

Kuang Pei San Food Product

Canned Rice, Canned

Ready to eat especially

Food

canned Tom Yum Koong

Canned Food

Especially packaging for
instant noodles

Malee Sampran Factory Public

Nithi Venture Corp.

Canned fruit and

New packaging especially

vegetables

canned fruits

Canned corn

Sweet corns on the cob in
plastic bag

Oscar Intertrade Co., Ltd.

Canned food

More variety of taste

Siong Hong Enterprise Co.,

Dehydrated Fruits

New packaging

Songkhla Industry

Crakers

More variety of taste

Siam Grain Co., Ltd.

Rice

Canned rice and sticky

Ltd

nee
Thep Padung Porn Coconut

Coconut products

New packaging of coconut
drinks
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Table 5.3.

Premiere'2000.

Company's name

Type of Products

Acquired Information

OTC Industries Public Co.,

Stationery Items

Colors of raw materials

Knit & Pin Co., Ltd.

Saa Paper

Natural color especially on
greeting cards

Infinity Green Co., Ltd.

Stationery, Saa Paper

New Design especially on
notebooks.

Nanchai Industry Co., Ltd.

Stationery Items

New Shape & Design

Siamphomprathan Co., Ltd.

Saa Paper

Natural color and new design

Thaipradit Frame Co., Ltd.

Frame

Classic Design

Table 5.4.

Tokyo International Gift Show'2000.

Company's name

Type of Product

Acquired Information

Chaiyakorn Craft Co., Ltd.

Dolls

Animal Shapes

Fabric World Co., Ltd.

Cloth items

Trendy Concept with natural
color.

Ceramic Tableware

Tea cups, dinner sets

Jolie Asia Co.,Ltd.

Thai Handicrafts

Lipao Grass

MBP Leather Industries

Leather goods

New Trend for business bag

Garden Potteries

Terracotta Pots

Saa Paper

Frame made of Saa Paper

Artificial Flowers

Color needs to be improve

Ga Sa Long Ceremic Co.,
Ltd.

Co.,
Thaising Tropical Plants
Nursery Co., Ltd.
U M Thai International
Co.,
Unicap Co., Ltd.
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5.1. 7 Getting the Agent
Sometimes, participating m trade exhibition gives an opportunity for the
exhibitor to get the agent after finishing the business talk. For example, in
ANUGA'99, 20 companies got the agent after the exhibition. X:XXX Co., Ltd. is the
company that gets the largest agent. It gets more than 30 agents in total.
5.1.8 Other Benefits
(a) Introducing the new products.
(b) Accessing to the new market and increasing their market opportunity.
(c) Maintaining contact with regular customers.
(d) Figuring out their agent.
· (e)
5.2

Getting their competitor's intelligence.

Obstacles of Exhibitors

Before elaborating on the obstacles that are encountered by these exhibitors, let
me tell you briefly about Department of Export Promotion, Ministry of Commerce.
Department of Export Promotion is the government agency whose main duty is to
promote exportation. To promote trade fair participation abroad, Department of
Export Promotion can coordinate with the organizer, and rent some space for Thai
exporters as one of its duties. Normally, it will arrange and distribute the space to the
interested company. It also supports Thai exporters financially and provides some
market information of particular exhibition. However, participating in this kind of
exhibition is a joint stand rather than an individual participation. As for the company
wanting to participate individually, it can apply directly to the organizer. But, whether
he will be selected as an exhibitor is not certain, and also, reply for confirmation may
come so late.
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Analyzing 52 questionnaires and interviewing Department of Export
Promotion's officers, the obstacles of participating in these three exhibitions can be
divided into three parts as follows;
(1)

Pre-Show

(2)

During the Show

(3)

Post-Show.

5.2.1 Pre-Show
(a)

Time for preparation is too short.
In some cases, the organizer confirms Department of Export
Promotion the exact size of distributed stand space late. As a result,
Department of Export Promotion cannot inform the company at the initial
stage who the exhibitor will be. When the company knows it is going to be
the exhibitor there, he has only a short time for preparation for stand
construction, stand staff and products.

(b)

Size and location of stand
One problem of these three exhibitions is the location and size of
stand. This problem results from that fact that the stand is located in the
area which is not easily accessible. Also, the stand is smaller than the
standard one. This problem stems from the fact that Department of Export
Promotion cannot select the location and size of stand by itself. It is set by
the organizer. Therefore, the stand needs to be divided into several small
pieces in order to distribute them to the interested company as many as
possible. The following information is the example of stand size in these
three exhibitions.
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(1)

In the ANUGA'99, the total stand space of Thai exhibitors is 900
square meters, and there are 77 companies and 120 booths in total.
Therefore, each booth has 7.5 square meters (there are more than
120 companies applying for this exhibition)

(2)

In the Primiere'2000, the stand distributed to Thai exhibitors is 200
square meters, and there are 23 companies interested in this
exhibition. Therefore, each company occupies 7.5 square meters.
(there are more than 40 companies applying for this exhibition)

(3)

In the Tokyo International Gift Show'2000, the total stand space
distributed to Thai is 180 square meters, and there are 19 companies.
Thus, each company has 9 square meters.
The problem of location and size of stand usually obstructs the

visitors' access to the stand easily, leading to loss of trade opportunity.
For example, in the ANUGA'99, the special activities are prepared to
show such as demonstration of cooking but, the small space makes it
inconvenient for demonstration of cooking despite the fact that this
activity can certainly attract lots of visitors.
(c)

Coordination between the exhibitor and organizer
After getting a confirmation that the company is selected for the
exhibition, it is essential for the exhibitor to coordinate with the organizer.
The exhibitor should also study the exhibitors' manual carefully that
provides rules and regulations of the participation. The order forms for a
variety of services for exhibitor, the confirmation form of hiring stand and
the deadline are also included in it. The exhibitor should send all reply
forms in time; otherwise, he must be charged for compensation. In this
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case, coordinating with the organizer consistently may help the exhibitor
control his budget. Also, the exhibitor should ensure that the organizer
received all documents sent to him since the document can be lost on the
way. There is one example of this incident. There is one exhibitor who has
already ordered more exhibition facilities. Unfortunately, on the exhibition
day, he does not receive any exhibition facilities since the organizer states
that he does not receive any orders from the exhibitor. As a result, the
exhibitor has to pay higher prize for ordering the facilities on that day.
Thus, the exhibitor should ask the organization to confirm whether he gets
the documents.
(d)

Transport of products
One problem that usually takes place in the exhibition is that
products do not arrive on time. Therefore, coordinating with the
transportation agency and transport of products and documents should be
done in advance; otherwise, the exhibitor may lose his opportunity for
doing business. Which transportation should be used depends on the
product. If the product can be rotten, it should be sent to the exhibition by
plane. But, the cost of sending by plane is more expensive than other
ways. The exhibitor should study rules and regulations of displaying
product. Some products need more additional documents. For example,
displaying food needs to have a document from public health agency to
show the quality standard of food.

(e)

Public relations
Most of the exhibitors think that public relations is the organizer's
responsibility. Rather, it is also the exhibitor's responsibility. Both of them
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should work together in doing public relations in order to gain as many
visitors as possible. There are many kinds of public relations such as
sending the invitation card to the regular customers and the potential
customers. The invitation card can help the visitors and customers to reach
to the exhibitor's booth easily since it will address where the exhibitor's
stand is located. It should also address the theme and day of the exhibition,
and also the exhibitor's product in brief Moreover, the exhibitor should
send the information to publish in Fair Catalogue or send press release to
the organizer in time; otherwise, he will lose great opportunity since
customers usually read the Fair Catalogue. For example, in the ANUGA'
1999, Thai Union failed to advertise its product in the Fair Catalogue, as a
consequence, its name is not addressed in the list of register. This incident
can make its customers think that the company is not there, leading the
company to lose in the business talking.
5.2.2 During the Show
(a)

Exhibitor Badge
The exhibitor has to fill in the form to ask for exhibitor badge.
Normally, the organizer will provide 4 exhibitor badges for the exhibitor
free of charge. But, some exhibitors want more exhibitor badges.
Therefore, he has to buy them in front of the exhibition by himself, and the
cost of exhibitor badges are normally expensive.

(b)

Stand Staff Preparation
The exhibitor and staff should check their passport whether they are
still valid. They should also check whether they must have an entry visa to
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the exhibition country. If they need the entry visa, they should apply the
visa in advance.
Besides, the

exhibitor

should reserve

the

air

ticket

and

accommodation in advance because they may be full especially in the
well-known exhibitions that can attract lots of exhibitors and visitors. The
exhibitor can receive the list of official hotels with telephone number to
contact for room reservation from the documents enclosed in the
exhibitors' manual. The location and cost of the hotel will be addressed in
the manual as well.
(c)

Coordinating with the Organizer about the Exhibition Facilities
In the ANUGA'99, some exhibitors need to use extracurricular
facilities such as refrigerator and television. In this case, the exhibitor
needs to inform the organizer at the beginning. If he does it late, he may
have to spend more on them, or in the worse case, the organizer probably
cannot provide those facilities to him.
In the PREMIERE'2000, one exhibitor finds that his stand is not
constructed properly because no contractor is involved in the construction.
Consequently, the exhibitor cannot decorate the stand as he plans to do.

(d)

Document for Distributing
The exhibitor should consider how many copies of document to be
distributed for each day; otherwise, the documents will not be sufficient
for the whole exhibition.
What should be done during the show:
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( 1)

The exhibitor should open and close his booth according to the
schedule; otherwise, it may affect the reputation and image of the
company and country. The company may also be included in the
blacklist.

(2)

The exhibitor should understand all rules and regulations clearly;
otherwise, he may behave inappropriately. For example, some
exhibitions do not allow the exhibitor to sell any products. In this
case, if the organizer finds that the exhibitor violates the rules, the
exhibitor may be banned for the next participation.

5.2.3 Post-Show
(a)

All receipts should be kept in a good condition because sometimes, the
organizer may ask for the payment again. In this case, the receipts must
be shown to confirm that the exhibitor has already paid for the bills.

(b)

The exhibitor should not forget to pay for any bills since it damages the
reputation of Thailand and the exhibitor may not be allowed to exhibit
there next time.

5.3

Suggestion of Participating in Trade Fair

Trade exhibitions held throughout the world are one of the most important
strategies in sale promotion. Trade exhibition opens an opportunity for numerous
buyers and sellers to meet together under one roof. They also provide an opportunity
for the exhibitor to introduce their goods and services, test their product in the market
and check the direction of future development. Getting an agent is one benefit gained
from taking part in trade exhibition. Actually, there are two ways of participating in
trade fair overseas which will be describes below.
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5.3.1 Individual participation: It refers to companies taking part in trade fair on their
own. The companies contact and coordinate with trade fair organizer by themselves.
Therefore, they can determine independently in which trade fair they want to
participate and how to design and construct their stand.
5.3.2 Joint Stand : It refers to one stand consisting of booths from different
companies. This type of participation needs the government agency, trade
organization, and trade association to take a lead and to be a major coordinator with
the organizer. Normally, the government agency will be the coordinator.
Department of Export Promotion, Ministry of Commerce, is an agency taking a
full responsibility for helping Thai companies to participate in trade fairs overseas on
behalf of Thai government. During the show, the stand provided for Thai exhibitors,
namely Thailand Stand, will be divided into several booths according to the number of
Thai exhibitors. These booths will be designed similarly to emphasize that they are
there on behalf of one country, Thailand. All booths are provided in the International
Hall, namely Hall of Nations or International Pavilion.
Although chapter three and four have already mentioned how to select the right
trade fair, and also how to prepare before the show, during the show and after show,
this chapter will sum up the whole preparation for successful participation before the
researcher moves on to the suggestion regarding how to be successful in participating
overseas trade fair. Incoming figure is making the most for trade fair participation
from the beginning to the end of participating in the trade fair.
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5.4

Information for Individual Participation

5.4.1 Selecting trade exhibition
(a)

Factors to be considered when determining to participate in trade fair.
(1)

It is a target market and has high market opportunity.

(2)

The products of company should fit to the exhibition, and the
exhibitor can gain more benefits from participating in that
exhibition, rather than other exhibitions.

(3)

The exhibitor should compare the cost and benefit of taking part in
the exhibition.

(b)

Information about trade exhibition that the exhibitor should know.
( 1)

Information about organizing trade fair
(a)

Who is the organizer? Is he keen on organizing trade fair?
How often are his trade fairs successful especially in the
business related to the company's products?

(b)

What is the objectives of the exhibition? What kind of
exhibition is it? (retailing, ordering, business talking or
academic)

(c)

What sort of product is designed to display? (type of product,
detail of product) How does the organizer classify different
kinds of product and where will they be displayed in the
particular hall?

(d)

How often and how long has the exhibition been held? Is the
exhibition well known in the business society?
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(e)

What is the organizing plan, especially the advertising plan,
for the target group in terms of exhibitor and visitor? Are there
any other activities to be organized indoor and outdoor?

(f)

What is the regulation for participation? (such as qualification
of exhibitor, How to apply for participation, the criteria of
selecting exhibitor and how to visit the exhibition)

(g)

How much does the application for participation cost in terms
of the space, booth, construction and decoration and facility?

(h)

What are the special activities during the show? Can the
exhibitor attend these activities and how?

(2)

Experience of exhibition
(a)

Detail information of exhibitor (last 3 years): How many
exhibitors have participated in the exhibition? What kinds of
product have been displayed? Where has the exhibitor come
from? Are there any company's competitors?

(b)

Detail information of visitor (last 3 years): How many visitors
have been there? Which kinds of product have been looked
for? Are they big businesses? Where have they come from?
Are there any significant traders or competitors?

(3)

Information source about the exhibition
(a)

Fair catalogue of last exhibition: It is important for the
exhibitors to see fair catalogue since they can know the
reputation of the exhibition from it. Also, name of exhibitor
can be known from it.
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(b)

Organizer's published data: It makes the exhibitor know the
capability of organizer in getting the visitors' orders.

( c)

Independent published data: The exhibitor should compare
information of exhibition in the target market such AUMA of
Germany and Trade Winds.

(d)

The exhibitor should talk to the orgamzer to know the
exhibition' s marketing and advertising.

(e)

If the exhibitor is not sure to take part in trade exhibition, he

should observe it first. Then, he should try to talk to the
exhibitors and visitors.
(4)

Other important information
(a)

Market information such as market opportunity, kind, pattern,
quality and cost of product, market access, distributive access,
competitor, trader, advertising and name of target group.

(b)

Information that the exhibitor has to prepare such as invitation
document, brochure, detail of products both in English and in
local language.

5.4.2 Preparation for Trade Fair Participation
To ensure that he will achieve his goal, the exhibitor should plan his
participation systematically. He should also study the exhibitor's manual given by the
organizer when applying for participation carefully. It will tell him about the
regulation of participation.
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(a)

Exhibition
( 1)

Stand space
(a)

The exhibitor should coordinate with the organizer to send the
application form and pay for application on time.

(b)

The exhibitor should calculate the stand size and the product to
be displayed and also the cost.

(c)

The exhibitor should check whether he can construct and
design the booth by himself in case he rents a bare space. He
should also check whether he can select the position of stand
by himself

(2)

Decoration/ construction and equipment in the exhibition
(a)

In case of decorating the stand by himself: The exhibitor

should contact the construction agent to build an attractive
stand. But, the exhibitor should tell the construction agent the
theme of decoration and product. The company's name should
be written clearly in order to be able to see easily from a
distance.
(b)

In the case of individual participation, using the standard booth
is suggested since it saves the cost. But, in this case, his stand
and

products

should

be

displayed

attractively

and

outstandingly.
(c)

The exhibitor should consider which office facilities, such as
table, chair, spotlight, bin, telephone and facsimile are
required, and should order them from the beginning.
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(d)

In the construction and decoration, the exhibitor should
concern about the functional area.

(3)

Example of Products
(a)

Rather than bringing all of his products to the exhibition, the
exhibitor should bring only some pieces of interesting products
to display. Also, he should bring the catalogue mentioning all
the products instead.

(b)

The exhibitor should provide products fitting in the market and
the target group.

(4)

Transportation
(a)

To be easy in transporting goods, the exhibitor should contact
official freight forwarder of that trade fair.

(b)

The exhibitor should consider the details of transportation
carefully. For instance, he should know the transportation
duration, custom and duty and insurance.

5.4.3 Stand Staff
(a)

Stand Staff Preparation
(I)

At least, marketing officer or sales officer and the produce officer
should be in the exhibition. While the former can talk of business,
the latter can give the information on product fully and can observe
the competitor's product and intelligence.

(2)

There are some qualifications that stand staff should have. They
should know perfectly well about the product in terms of marketing,
production and demonstration. Also, they should use business
English well and in some countries, they should communicate in
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local language. They should have good personality, be easy-going
and hard working. Having sale experience is recommended.
(b)

Traveling and Accommodation
( 1)

Air ticket and accommodation should be booked in advance because
they may not be available if there are lots of exhibitors there.

(2)

The accommodation should be located near the trade exhibition or in
a place that is easy for the exhibitor to go to the exhibition.

(3)

The exhibitor should arrive at the exhibition 2-3 hours before the
show to check stand construction and the displayed product, to
receive the exhibitor card and to observe the whole exhibition.

(c)

Marketing and Public Relations
(1)

The exhibitor should provide the invitation letter for the target
customers and the regular customers 1-2 months in advance.

(2)

He should prepare brochure and leaflet for public relations before
and during the show.

(3)

He should keep contact with his target customers and send reminder
letter and invitation card to all of them.

(d)

Expenses
(1)

Booth Expense
(a)

Stand Renting

(b)

Booth I Construction

(c)

Exhibiting Facilities

(d)

Electricity and Water

(e)

Cleaning

(f)

Security
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(2)

(g)

Insurance

(h)

Telephone and Facsimile

Exhibiting Expenses
(a)

Product Containment

(b)

Product Transportation I Feel Customs and Duty/ Insurance/
Returning Transportation/ Special Fee

(3)

(4)

(5)

Stand Staff Expenses
(a)

International traveling

(b)

Accommodation

(c)

Transportation within the exhibition's country

(d)

Pocket money

(e)

Interpreter

(t)

Others

Marketing and Public Relations Expenses
(a)

Making materials for public relations

(b)

Coordinating to the organizer and customers

(c)

Surveying the market and product for distribution

(d)

Taking care of customers

Preparation During and After the Exhibition
(a)

During the show, the staff should stay at the stand and do their
duties effectively. For instance, they should welcome the
visitors, introduce the product and ask for the suggestion and
comment.

(b)

During the show, the exhibitor should ask some staff to survey
the particular interest of visitors, such as which areas they are
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likely to go and what kinds of products they are interested in.
The staff should walk around to see the stand and product of
the competitor.
(c)

The staff should do a brief report at the end of the day in order
to do a full report after the exhibition. The report should
include the number of visitors, information that the visitors
and customers want to know, the comment and suggestion of
the visitors and the result of business talking.

(d)

The staff should classify groups of visitors or customers on the
basis of their importance. They should note their observation
of individual customers.

(e)

After the exhibition, the exhibitor should send thank you letter
and required information to the customers.

5.5

Suggestion to Participate in Trade Fair
Now, there are many government agencies and private companies participating

in trade exhibition abroad. Department of Export Promotion, Ministry of Commerce,
is responsible for conducting any trade exhibition overseas on behalf of the Thai
government. Trade Exhibition Overseas Group is designed to take the main
responsibility for it. In 2002, Department of Export Promotion plans to take part in 89
foreign trade exhibitions. (See the enclosed document) The interested people can ask
for the information from Department of Export Promotion.
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5.5.1 Researcher Suggestion
Although the exhibitor may not get any orders from their customers especially
for the first time participation, he should go there consistently because he may get a
better understanding of the market and desired products. This information should
certainly be taken into consideration for product development in the long run.
Thai exporter should pay more attention to the stand design and construction. It
is very clear that the more attractive the stand is, the more the visitors come to the
booth.
Department of Export Promotion should expand the stand space. The number of
the companies interested in trade fair participation have been greatly increased but
some of them cannot join the participation because of the limited space.
The products should fit to the market. The exhibitors should study beforehand
whether their products fit to the selected exhibition. Also, they should check whether
their products are consistent with the objectives of the exhibition.
The exhibitors should concern about the interpreter as well. They should prepare
someone to be an interpreter at the

beginning~

otherwise, they may not communicate

well with the customers.
The exhibitor should keep in touch with their regular customers. They should
inform their customers that they are there. This contact helps to maintain their good
relationship. Also, it makes easier for the exhibitor to promote their products and,
then, get orders.
All facilities, such as telephone, should be prepared and checked at the first
stage whether they work.
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Location of the stand is one of the most crucial factors for the successful
participation. The exhibitor should take this issue seriously. They should check their
stand location at the beginning. They should also know which compaf?-ies' stand will
be located nearby since the design and construction of the surrounding booths can

result in the number of visitors. If their stand is surrounded by an unattractive stand,
less visitors can be expected. On the other hand, if their stand is surrounded by an eyecatching stand, it may easily draw a large number of visitors. For this reasons, it is
important for the exhibitor to know their stand location, and try to find the most
attractive and appropriate stand location at the initial stage. If the exhibitors cannot
select the most appropriate stand location, they should distribute their brochure or
information kit. It may increase their market opportunity but they should be aware that
the brochure and information kit should be written appropriately and distributed to the
right target group.
If their products or factory have got any international standard mark, such as

ISO, the exhibitor should show that mark. It certainly affects the decision of the
customer in making orders.
The exhibitor should know the objective of the exhibition. They should know
whether the exhibition is mainly held for business talking or for retailing because it
wholly or partially sets the target group.

Also, the exhibitor should prepare the

product for distributing sufficiently.
5.5.2 DEP Officer Suggestion of Participation in Overseas Trade Fair
(a)

Some of exhibitors do not pay more attention to the preparation before the
event, as a consequence, they have to get some trouble and to pay more
unnecessarily. For example, some of them do not prepare for the stand
construction and office facilities seriously.
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(b)

Tariff for importing goods is expensive.

(c)

Thai products are normally more expensive than other countries' products,
such as products from People Republic of China.

(d)

Products of Thai exhibitor are outdated, consequently, they could not
attract much visitors.

Thai exhibitors should develop their products in

terms of color and containment.
(e)

Thai exhibitor should pay more attention to the public relations in order to
attract more visitors.

(f)

Even though no visitors come to his booth, the exhibitor should not close
the booth early. It may create a bad reputation for Thai booth in general.

(g)

The exhibitor should comply with all rules and regulations there. For
example, he should finish decorating his booth before the opening time;
otherwise, he may lose some trade opportunities. Also, if the exhibitor
wants to close his booth early, he should tell the organizer at the
beginning.

(h)

The exhibitor should pay much for decoration of lay out and display since
they can attract more visitors.

(i)

The exhibitor should display only the interesting and outstanding products
rather than every product of the company. Putting too much product can
make the booth messy.

(j)

There is limited stand space, but there are many interested people wanting
to exhibit there.

(k)

The exhibitor should develop a distinguished product and create his brand
in order to avoid copying of his product.
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(1)

Thai exporters should pay more attention to the clean up; otherwise, the
coordinator has to get trouble and pay for cleaning expensively.

(m) The exhibitor should make and distribute a brochure or leaflet mentioning
the location of his stand and the information on his product. It may
increase opportunity to do business since it can be easier for the visitors to
find the booth.
(n)

It is recommended for the exhibitor to leave some brochures at the

information counters of the organizer because it is difficult to distribute
his brochure broadly.
(o)

The exhibitor should have his own concept when taking part in such trade
fair. He should also think seriously how to present his products creatively.

102

VI.

CONCLUSIONS AND RECOMMENDATIONS

To participate in trade fair successfully, it is indispensable for the SMEs
to prepare in advance since all the things to be exhibited and staff performance
represent the image and culture of the company. As mentioned earlier , the first
thing to be done for the successful participation is to select the appropriate trade
fair. The budget should be established at the early stage. The time schedule
should be approximately set. Then, it comes to the preparation stage. The preparation
process can be divided into three phases--before the exhibition, during the
exhibition and after the exhibition. All stages of preparation will be addressed
briefly in this chapter. This chapter will also figure out some factors that may obstruct
the successful participation so that the exhibitor can take these issues into
account seriously. The severe problems, as a consequence, can be avoided or reduced
as much as possible.
6.1

Selecting the Appropriate Trade Fair

There are five steps to be done before reaching the final decision on
participation in any trade fair.
6.1.1 Analyzing Company's Situation
The exporter should mull over the company's situation before participating in
any trade fair. He should consider the following

factors~

(a)

Company's staff must have sufficient knowledge regaring export.

(b)

Staff should carry out the project related to the export and have high
communication skills. They should be able to use English and sometimes,
local language well.
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(c)

Company should have a potential for increasing its production power in
the case of getting numerous orders.

(d)

It should have a lot of money since sometimes, it has to advance for

producing products.
(e)

It should ensure that its products are standardized and achieved the quality

requirement of customers.
6.1.2 Setting the Company's Aims
It is possible that the company's aim has more than one. It can be the

combination of communication aims and product aims.
6.1.3 Studying Type Description of Trade Fairs
The company should know what type of exhibition it wants to participate in,
such as general trade fair, multi-branch trade fair, specialized trade fair, consumer fair,
congress fair. Also, it needs to know in which level it wants to participate, national,
regional or international trade fairs.
6.1.4 Analyzing Particular Trade Fair
After getting the broad picture of any trade fair, the company must know
detailed information of particular trade fair such as the theme of trade fair, location,
date and opening hours, the displayed product, the organizer, the supporters and the
expected visitors. Then, it can eliminate trade exhibition which cannot fulfill its aims.
After a step by step elimination process, one trade fair will prove to be the right one.
6.1.5 After selecting trade fair theoretically, the company should look at trade fair
from the point of view of visitor to gain a first-hand impression.
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6.2

Establishing the Budget
Basically, there are four major areas needed to be taken into account when

establishing the budget.
(a)

Stand Cost
It includes, for example, space cost, shell scheme or custom-built

stand cost, stand decoration and construction cost, stand lay-out cost,
insurance, cleaning, additional facilities cost.
(b)

Transportation Cost
It includes cost of container, shipping documents, shipping to port or

airport, lifting gear, customs and duty, fees, insurance and contingency.
(c)

Staff Cost
It covers cost of training courses, temporary demonstrators,

receptionists, translators, permanent stand staff, hotel costs, traveling, car
parking, allowance, personal security, passes, badges, staff uniforms and
contingency.
(d)

Publicity and Advertising
It covers cost of advertising, public relations, fees and expenses,

entertainment customers, stand service and free gift for instance.
6.3

Setting the Time Schedule
The date plan and program of events require a fixed time scale for several

activities. The time required for each task should be calculated also. The program will
be planned for one year or at least six months in advance. The following is an example
of program of events
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6.4

(a)

Recognition of the importance of trade fair as part of marketing

(b)

Acquisition of infonnation about trade fair

(c)

Formulation of trade fair participation aims

(d)

Selection of an appropriate trade fair

(e)

Drafting a budget

(f)

Organizational procedures

(g)

Attractive stand design and construction

(h)

Running the stand

(i)

Advertising and public relations

G)

Follow-up activities

Preparing for the Exhibition

After selecting the appropriate trade fair, the next step is to make preparations
for the successful participation.
6.4. l Preparing prior to the exhibition
(1)

Registration
Once making a decision to take part in the exhibition, the company
should apply for the participation. It should book up the space six months
to a year in advance. The sort of space must be chosen, either a stand
space or a shell stand. The company should also pay for the fee; otherwise,
the registration will not be completed. A percentage of the fee has to be
paid up front as a deposit on booking. The deadlines of services and how
to pay the rest should be checked and paid in time.
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(2)

Selecting the Type and Position of Stand
After registration, the exhibitor has to choose the position of his
stand. In this case, he should know well about types of stand, composing
row stand, corner stand, end stand, block stand and outdoor stand. Then,
he has to select the position of the stand. There are four factors to be
considered for selecting the position of the stand. They are technical
infrastructure, the number of expected visitors, the quality of visitor flow
and the neighboring stand.

(3)

Studying the Exhibitor's Manual
The exhibitor must study the exhibitors' manual carefully. He
should know not only the general information of the exhibition, but also
the deadline of reply forms. He should send the reply forms in time;
otherwise, he must be charged for compensation. He should also check
which services are already included in the registration and which services
he has to pay additionally.

(4)

Stand Mmanagement and Design
The exhibitor must find out whether the stand be rented or bought
Renting the standard booth is recommended for the first time participation
of a less experienced exhibitor since it saves time and money.
Constructing the stand by the exhibitor himself is recommended for the
company having more experiences and intending to use trade fair as part
of his marketing mix on a consistent basis.
Also, he must decide how the stand should be arranged and
designed. He should consider seriously whether he wants his stand to be
open assembly, partly open assembly or closed assembly. Moreover, he
107

should determine whether he wants the product, the information or a
consultancy to be focused in the fair.
As for stand decoration, the stand should be attractive to the visitors.
It should also be laid out according to a general theme. It must be fitted in

the visitors' needs in mind and the exhibitor's objectives as well. The
relevant verbal and visual information must be clear and precise.
(5)

Stand Staff
Stand staff must be selected seriously. Then, they should be trained
to behave properly and impressively. The stand manager should also be
appointed as a key actor to run the stand.

(6)

Market
The exhibitor should concern all the time that he will greatly
succeed if he can put the right product to the market, therefore, he should
know the demand of the market perfectly well.

To gain sufficient

knowledge about the market, the exhibitor should consider the market
potential, market access, transport, product requirement, competition and
market channels.
(7)

Product
The product to be displayed should fit to the demand of the market.
It should also show a high degree of know-how since most of the visitors

come in with the expectation of discovering new products and seeing
technologically highly advanced products in the fresh. It should be
competitive and has a potential for export. Importantly, the product should
be a center of the exhibition even though the eye-catching stand will
attract the visitors. The exhibitor should concern that showing too much is
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as ineffective as showing too little. Too many exhibits and messages will
create confusion in the mind of visitors.
(8)

Coordinating with the Organizer
The exhibitor needs to coordinate with the organizer all the time in
order to run the exhibition smoothly. The organizer can help the exhibitor
in various ways such as giving the information about the market, giving
the information about other exhibitors, giving a suggestion for selecting
booth site, making the advertising and facilitating the exhibitor to run the
exhibition smoothly.

(9)

Transport and Storage
The exhibitor has to select which kind of transportation he wants to
use because the exhibition material can be sent by air, road or sea. Also,
he should arrange and book the transportation in advance. He should give
time for comprehensive documentation, packing and coating since the
worst, such as strikes and storms, may take place all the time.
It is also essential for the exhibitor to know the regulations for

transporting the exhibition goods and dealing with the customs formalities.
Besides, he should know how to transport his product to the exhibition
and how to send it back to his country in a good condition and in time.
Contacting with international forwarding agents is recommended because
it ensures that all transport to and from trade fair run smoothly, and it
guarantees that all regulations will be complied with.
(10) Arrival, Departure and Accommodation
The exhibitor should book the accommodation early in writing in
order to find a room in the desired category. He must also check whether
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his passport is still valid. Moreover, he has to check whether he has any
entry visa to the exhibition country. The airplane ticket must be booked in
advance as well.
(11) Insurance
The exhibitor must be exactly clear what insurance cover is provided
by the organizer and what is left to the exhibitor. Then, he should insure
himself according to the exhibition insurance policy. It is recommended
for the exhibitor to contact the specialist insurance companies. In this case,
the exhibitor can ask the organizer to suggest him which company is the
reliable one.
(12) Publicity and Advertising
Initially, the exhibitor should make an advertising plan. The
advertising plan should be consistent with the company's established aims,
and it should be based on the budget and time available. There are several
methods of attracting the visitors, such as making promotional stickers,
advertising in newspaper and magazine, and distributing information kit.
Importantly, the exhibitor should inform and send the invitation card to the
regular and potential customers in advance that he will be there.
(13) Others
(a)

Money
The exhibitor needs to prepare lots of ready money in trade
fair participation; otherwise, he may not be allowed to leave until he
has paid all local bills. The exhibitor should check whether the
exhibition country has regulations for taking money in or out of
country. The exhibitor's bankers can tell the exhibitor in this issue,
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also he can give a suggestion to the exhibitor how to make money
available in the country that denies to accept checks. In addition, the
exhibitor should ensure that all contracts he had done accept
payment in the currency his nominate. As for personal costs, it is
better for the exhibitor and staff to pay those costs by credit cards or
travelers' checks.
(b)

Checking the Copyright
The exhibitor must have copyright clearance for displaying
items and goods since he has to define swiftly and exactly to the
designer and contractor what can be used on the stand without
problems. Also, the exhibitor must ensure that his exhibits have
proper copyrights protection; otherwise, his products may be copied
and displayed at other places. Moreover, the exhibitor should make
clear with the designer that the designed products are assigned to
him or to the designer, and this issue should be addressed in the
contract. If the exhibitor ensures that he is the owner of that
products' design, he can sign the intellectual property rights at
Department of Intellectual Property Rights, Ministry of Commerce.

(c)

Checking Local Laws, Custom and Business Methods
To know perfectly well about local laws, customs and business
methods, the exhibitor should consult with Thai Trade Center or
Thai Embassy located in the exhibition country or with the
organizer. Good suggestions can be expected.
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(d)

Checking the Safety Regulations
The exhibitor should pay attention to the safety regulations. He
should check at the initial stage that the exhibition country has any
safety regulations in force. If it has, he should comply with them
seriously; otherwise, he may not be allowed to exhibit there the next
time.

6.4.2 Preparing During the Exhibition
(1)

Press Day
The exhibitor should take advantage of press day for promoting his
participation and product. He should contact with the media people, and
try to persuade them to visit his stand.

(2)

OpenDay
The exhibitor should take a full advantage of the open day to assess
the reaction of the visitors to his displays. If he finds that some slight
alteration can attract more visitors, he should do so. The exhibitor should
not look on the opening day as a final day when no modification can take
place.

(3)

Stand Staff
(a)

Staff should come to the stand before the opening time about thirty
minutes in order to check the final readiness of the stand.

(b)

They should attire and behave properly and impressively. They
should look active all the time. They should also avoid behavior that
will discourage visitors from visiting the stand, such as reading a
newspaper.
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(c)

They should be willing to communicate with the visitors otherwise
the potential contacts will be lost.

(d)

Staff should have an opportunity to look around in order to take a
rest and also, to gather information about the competitors as well as
to research the market.

(e)

Staff should have a break to refresh their physical and psychological
exhaustion.

(4)

Conducting Conversations
The staff should wait for a proper time to begin a conversation.
When starting the conversation, they should introduce themselves and
offer comments on the relevant exhibit.

During the conversation, the

ability to listen is required. The staff should reply any questions faithfully
and realistically, and also with concrete solutions. Significantly, they
should also note any requests or information on visitors in the visitor
record.
(5)

Hospitality and Refreshments
Providing refreshment to the visitors is suggested since it makes the
visitors feel staying at home so that the business talk can be smooth and
less formal. The exhibitor should consider what kinds of food should be
served. It is better to provide fruits, juices, minerals, tea and coffee rather
than alcohol. Also, he should check whether power supplies and water
and waste facilities for washing up are available. Besides, he should
concern that the preparation area for food and drink should be kept out
sight, and the debris should be cleared away very quickly
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(6)

Clean and Security
(a)

The exhibitor should concern that stand should be kept clean at all
times. Overflowing ashtrays, brochures lying around and stale
biscuits can lead people to draw the wrong conclusion about the
exhibitor's overall service.

(b)

The security at the trade fair should be taken into account seriously.
It should be properly organized during assembly and disassembly. It

should be applied to the daily running of the stand.

(7)

Advertising Information
The exhibitor should use a daily logging system for brochures and
leaflets; otherwise, the material for distribution will be urged on the first
day.

(8)

Visitor Record
The exhibitor should make a visitor record form, and ask the stand
staff to address the information on the visitors in it since it helps the
exhibitor to carry out effective follow up work. But, which sorts of
conversations are worth recording must be established beforehand. All
staff should be trained on how to use the visitor record effectively.

(9)

Concluding Business
Concluding business should be done after trade exhibition has
finished since things are still fresh in everybody's mind. The written report
should be done. The recommendations for future presentations should also
be addressed.
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6.4.3 Preparing After the Exhibition
Contacts made at the trade fair are solely the beginning in the process of
building up a good business relationship. In many cases, a potential customer has to be
approached several times before business deal is concluded. Follow-up activities,
therefore, are indispensable.
(a)

Follow-up Action
The exhibitor should send "thank you" letter to the visitors and
customers. Also, he should send the document which is promised to them.
Importantly, the exhibitor should keep contact with the regular and
potential customer consistently.

(b)

Evaluation
At the end of the exhibition, the exhibitor should monitor the
success of the exhibition. He should also keep the feedback from the
customers and visitor and all information for improving in the next time

6.4.4 Obstacles
There are vanous obstacles and problems that the exhibitor usually faces.
The major obstacles and problems obviously seen are as follows :
Lack of enough information about the exhibition--Most of the exhibitors,
especially the first time participants, normally have insufficient knowledge about
the exhibition. Most of them do not know which exhibition is appropriate for
their company's product. Some of them, do not know where they can get the
information about trade exhibition. Some of them, despite taking part in the right
trade fair and occupying enormous useful information, do not study the exhibition
information carefully and thoughtfully such as the market demand. Consequently,
they do not succeed greatly in participating in the exhibition as they should since
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they cannot provide the product fitting the requirement of the market. The
participation cost may also be increased unnecessarily especially in the case that
the exhibitors do not comply with any rules and regulations of participation.
The limited budget -- Even though most of the exhibitors know perfectly
well how to participate in trade fair successfully, they cannot reach their goals
easily. Taking part in such trade fair requires large amount of money. Most of
them, unfortunately, have limited budget. Therefore, they cannot put much money in
the section which is essential to the success of the participation. For example,
they cannot put much more money in the stand design and construction even
though an outstanding stand can attract more visitors,

contributing to the

increasing of customers to do business with.
Having less experience in participating m trade fair -- Sometimes, the
exhibition does not greatly succeed even if it is well organized and prepared. The
reason is that the unexpected situation and the crisis can take place all the time. To
greatly succeed in trade exhibition, the exhibitor requires much experience in order to
handle the crisis properly and smoothly. It is crucial to remind that the more
experience the exhibitor gains, the more successful the exhibitor can become.
The incapacity to work of stand staff -- Since the performance of stand
staff projects the image and

culture of company, it is necessary for the

exhibitor to select the appropriate stand staff and to train them well. However,
it is very difficult to find the right staff and train them to be professionals.
Many stand staff according to the research do not behave properly and
impressively during the exhibition. Some staff do not know how to invite and talk to
the visitors suitably and impressively. Bad behavior may prompt the visitors to make
a contact with the competitor's company. Some stand staff are not familiar with using
I I6

the visitor record, consequently, they cannot take full advantage of the visitor record
when doing the follow-up activities. For this reason, the exhibitor must select the
suitable stand staff and pay more attention to training them; otherwise, they will
certainly fail in participating in trade fair.
Bad management--To succeed in trade fair, the exhibitor needs to plan
and execute it six months or more in advance both in the preparation beforehand
and in the follow-up activities. Taking part in such exhibition imposes an extra
burden to the marketing team which can disrupt their usual routine. For this reason,
the company staff cannot put sufficient time and effort into planning it. As a
result, they do not greatly succeed in it.
Lack of efficient follow-up activities--Most of the exhibitors finish their work
at the end of the exhibition day. They do not follow up on leads generated and
usually delay the follow-up activities. Consequently, the potential client undoubtedly
turns to contact the competitor's firm. It means that a delay allows the competitor to
get the business. For this reason, to increase the numerous orders and maintain
the prospects, the exhibitor needs to arrange the follow-up activities after the
exhibition as early as possible ('W11:'lu1 2541 ).
6.5

Recommendations

Although trade exhibition 1s often a cost effective way of promoting the
company's image creatively, taking part in it is very expensive. The reasons for being
at trade fair at some major spectacular events must be carefully considered
beforehand. What messages and images are to be put across and how to do them
within the allocated budget should be taken seriously.
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At the initial stage, the exhibitor should choose the exhibition to take part

m. The selected trade fair should fit with the company's product and goals. To select
the right trade fair, the exhibitor needs to study the relevant information
carefully and thoughtfully. Depending solely on the organizer's information as the
most significant source is not a good idea. Studying the information from various
sources is recommended. The detailed information related to trade exhibition can be
gained from the exhibitor survey, the visitor survey, Thai Trade Consulate, etc.
The exhibitor manual should be studied carefully so that the exhibitor can
participate in that trade exhibition properly. It is important to concern that the space
and service application enclosed in the manual is identified. It must be read carefully.
Never sign any such form if the exhibitor is still in doubt about any aspect in it and if
it does not fit the exhibitor's desire. If the exhibitor does not clearly understand the
manual, he must query it from the organizer. The documents applying for space and
hiring for all facilities must be also submitted in time; otherwise, the participation cost
will unnecessarily increase and the exhibitor will be in trouble.
The stand design and construction should be attractive, eye-catching and
based on the company's identity. There is a public relations benefit to be gained
from the identity of the company in the long run.
The success of the exhibition usually cannot be evaluated at the end of the
exhibition day. The follow-up activities, then, should be carried out as soon as
possible and they should be done continually. Sometimes, it takes the exhibitor to
wait more than one year after the fair until he hears from a customer. Therefore, it is
necessary for the exhibitor to endure with the continual follow-up activities.
Furthermore, once the exhibitor decides which trade exhibition he is going to
attend, he should go there consistently. It may take three or four trips to convince the
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exhibitor's company. Jerry Kallman of Kallman Associates, the representative firm
from the Munich fairs in the United States of America, stated that going to a trade
exhibition is like opening a fresh bottle of olives. The hardest part is getting out the
first one.
To enhance the value of trade fair, the exhibitor needs to take full advantage of
any public relations opportunities that can be created. These opportunities must never
be neglected or overlooked.
It is crucial to remember that although the general principles for successful

participation in each country are same, the details can vary enormously according to
the host country, location, type of exhibition, promotion, etc. In addition, the exhibitor
should be flexible in adapting these principles according to particular situation and
particular firm.
Any service type suppliers that the exhibitor has contact and the detailed
information to the designer and contractor should be written. A good written brief is
essential as the most effective communication. The good brief certainly provides the
good outcome.
Everything from staffing to samples and sales promotions has to be planned.
Never underestimate the importance of attention to detail. Even contingencies should
be allowed for. Although contingency planning reduces risks, the unforeseen situation
still occurs inevitably.
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INTERNATIONAL FILM AND PROGRAMME MARKEi
FOR TY, VIDEO, CABLE, SATELLITE, LICENSING & MERCHANDISING

4•6DECEMBER1997

EXHIBITOR'S MANUAL
DOSSIER N°

3839

MOM INTERNATIONAL CO LTD
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NOTE: It is strongly suggested that your Decorator and other Contractors be informed of these general information and
technical specifications when being asked to tender for work on site.

Appointing a Contractor
PICO HONG KONG LTD is the Official Stand Contractor for MIP'ASIA'97.
However, with the exception of electrical work, Exhibitors are free to appoint a contractor of their choice lo
design, embellish or build their stands.
In the interest of security all Contractors are required to register with the Organisers two months before
arriving on site.
A deposit must be paid to the Organisers against damage and rubbish disposal. Access to the site will not be
permitted until this deposit has been paid.
SEE FORM 11 Contractor registration>.
Please ensure that your contractor is fully aware of the following points when being asked to tender for your work:

1. All design proposals must be approved by the Organisers and should conform with all statutory requirements.
Drawings to scale, in duplicate, should accompany the form 1 and must be submitted to RMO - for the
attention of the Technical Department- before 27th October 1997 for approval.
(SEE FORM 2 « Construction of your stand >)
They must show the plan and elevation of the stand and its fillings, state materials, and colours to be used,
describe moving exhibits, projectors and displays and give details of measurements, weights and loading of all
exhibits.
ATIENTION: MAXIMUM BOOTH HEIGHT IS 4,50M, AND 3,50M UNDER SMOKE CURTAIN

2. Strict move-in and move-out schedules will be enforced and it is the responsibility of the contractor to check
with the Organisers on move-in/move out times.
3. No fixings or nails are permitted to any part of the Hong Kong Convention & Convention Centre and
Exhibitors must ensure that arrangements are made in their own designs for all parts of their work to be selfsupporting and secure.

4. Overhead Structures on stands are not permitted to encroach upon the common air space outside the area
booked and should remain within the boundaries of the stand.

5. Electrical and water link-ups must be contracted through the Official Stand Contractor ; PICO HONG KONG

LTD

Columns I Pillars

3m x 3m and 0,75m clearance on hose reel side.
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Vehicule Ramp
Instead of confainer lifts, there is a vehicule ramp which gives container truck direct access lo exhibition hall. The
dimension of vehicule ramp is 10m (W) x 4.5m (H). Vehicule ramp is under the sole control of the Official Freight
Forwarder: FLYNT International Ltd.

Defacement

The Exhibitors are responsible for themselves and for the firms working for them for any defacement and damage
caused to the grounds or constructions of the building during transport, installation, operation of their equipment.

Fire Security

Any cloth used for booth decoration must be sprayed with fire retardant materials.
Exhibitors with very sensitive equipment are advised to bring their own stabiliser/UPS to cater for voltage
fluctuation
Electrical wiring might be PVC Elaslomeric or other plastic sheathen cables, not less than 1.5 mm2 and 600/1000
volf grade, complying wifh the appropriafe British standard specification and with a current density not exceeding
that recommended by the IEE.
Installations of any type of High Tension luminous tube sign or lamp as an illuminated unit on a stand, or as an
exhibif, shall conform lo the following conditions :
a) The sign or lamp exhibit shall be installed out of reach of the public
b) The electric circuit supplying such signs or lamp exhibits shall be a separate one, and must be controlled by
an approved paffern 'Fireman's Emergency Switch' in an accessible and visible position and labelled
'Fireman's Switch' in accordance with the authorities' requirements.
All persons concerned are required lo read the General Rules and Regulations of the Hong Kong Convention and
Exhibifion Centre (See Chapter (d) « Safety & Fire Regulations 1, page 6 to 7)

Floor loading

Hall One-in New Extension
1.785 Kg I m2
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Service lifts

Service lifts
Sl, 8
S9, 10

Capacity kg
2,100
2,700

Door Opening
1,6 x 2,8
1,6x2,8

CN x H)m

Internal Dimension CN x D x H)m
2,25 x 1,9 x 3,5
2,0 x 2,65 x 3,5

l@i!f!.l§W
For a premium of 32,50FF per quare meter (property damage) and a premium of 150 FF per stand (civil liability)
which will be included in your bill, Exhibitors are covered through the Organiser against the following risks :
Civil liability:
This is to cover any risk of accident liable to occur to visitors or adjoining exhibitors during the operation of a
machine (on the condition that the exhibitor will forbid the use of a machine/equipment exhibited on the stand by a
third party) or because of the collapse of part of the stand installation, etc...
The guarantee is limited for bodily damages and material damages lo HK$ 5.000.000 any one occurance with an
excess of HK$ 3.000 per claim.
In case of litigation concerning Civil Liability, Hong Kong wlll be the competent jurisdiction.
Property Damage:
Any other risk regarding the equipment shown for a value of 3.675 FF per square meter with a deructible of
1.000 FF each and every loss, including the stand layout and decoration.
As regards the equipment of your stand, you may take out an optional insurance covering damages evaluqted
higher than the coverage mentioned above.
This is to cover more particularly any risk of fire, lightning, explosion, theft, water damage, mishandling, etc ... , on
the stand.
Exclusions :
- any loss or damage incurred during the transport of insured objects,
- greenery and flowers,
- personal belongings,
- thefts of damages relating to records, tapes or films,
- any damage caused directly or indirectly by earthquakes or floods, and also by the spliWng of the atomic
nucleus,
- any damage due to a defect in the insured objects, to their wear and tear or slow deterioration or to moths and
other parasites, or else to unsatisfactory packing or erection or scratches and chips during disassembly,
- any loss arising in stands where a free distribution of goods or beverages is organised,
-any loss sustained because of fines, seizures of embargos,
- any theft or malversion by the exhibitor's representatives or employees,

124

.I

GENERAL INFORMATION
TECHNICAL SPECIFICATIONS
4-6 DECEMBER 1997

- breakage of objects known to be fragile, namely china, glassware, marble, pottery, plaster, wax, pig-iron,
glassframed pictures, window cases and similar objects,
- damages occuring to objects or machines of any kind resulting from their operation, and all damages resulting
from mechanical or electrical failures,
- any loss and damage caused by foreign or civil wars, riots or popular war,
The above clauses are only an extract of the complete policy contracted by the Organisers, and of which the
Exhibitors may be informed.

Refuse dutlng build up and btl!akdown lnatallat1011
It is the stand contractor's responsability to remove all packaging and waste materials from the Centre.
Failure to comply will result in a charge being deducted from the deposit.

Stand specifications
Please see the stand specifications « Construction of your stand » page 10 & 11 concerning the following
Formula:
- Formula A « Standard shell shame package 3m x 3m,
- Formula 8 «Standard shell sheme package with meeting room 6m x 3m,
- Formula C « Raw space (non-shell shame).
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TERMS AND CONDITIONS
1. PREAMBLE
All participants in the event formally undertake to comply with this particular regulation. In addition, participants agree to
familiarise themselves with and to accept, without any reservations :
- The regulations issued by the Administration of the Hong Kong Convention Exhibition Centre, in particular as regards
security.

2. THE RULES AND REGULATIONS OF THE EXHIBITION CENTRE
The Exhibitor shall, to the extent appropriate, observe and comply with the rules and regulations of the Exhibition Centre,
copies of which are obtainable from the Organisers on request. Certain of the provisions therein are summarised, for
Exhibitor to observe and comply with all applicable rules and regulations of the Exhibition Centre.

3. TAKING OVER POSSESSION- DETERIORATION AND DAMAGE
On taking possession of office-stand(s), the participant should note any damage that might be found on the premises, and
on the same day, send the organiser's any corresponding claims ; otherwise, all repairs subsequently made by the
organiser will be invoiced to the participant. In no way shall the participant damage the elements forming his office-stand(s)
(partitions - floor or ceilings) or any of the equipment and material supplied by the organiser.

4. OCCUPATION
The participant must occupy his office-stand(s) at least 24 hours before the event opens, and maintain it fully equipped
throughout the period of exhibition. The equipment belonging to him can only be removed after closing time on the last day
of the event.
Any-office stand(s) not occupied on the eve of opening, may be allocated to any other participant, without the signatory of
the contract being able to claim reimbursement of the fees paid or any indemnity whatsoever.

5. SUB-LEITING
The sub·letting of all or part of the office stand rented to the signatory of the contract is formally prohibited. Only the
signatory of persons accredited by him shall be entitled to occupy them.

6. EXHIBITS
Movements of exhibits in and out of the Exhibition Centre must be handled by the official contractors nominated for the
Exhibition. No exhibit will be allowed into or out of the Exhibition Centre without an official delivery order or clearance
document. The Exhibitor must make its own arrangements for transportation of exhibits to and from the Exhibition Centre
and for storage of exhibits and packaging materials.
Display of any working or moving exhibits must have the prior written approval of the Organisers. Precautionary measures
such as the provision of guards or other means of protection must be taken to protect the public from such moving or
working exhibits. Moving or working exhibits shall only be demonstrated or operated by persons authorised by the Exhibitor
and shall not be left running in the absence of such persons.
All exhibits and stand furnishings must be confined to the area of the Exhibition Space.
Any advertising literature should be distributed from the Exhibitor's own stand(s) only.
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The Organisers reserve the righl lo remove al the Exhibitor's expense any exhibits or publicity material nol produced by the
Exhibitor or ils associated company or which are nol as specified on lhe Applicalion From.
Al such time afler lhe close of lhe Exhibition as lhe Organisers may specify or on sooner termination of lhe Contract, all
exhibits shall be removed and cleared from lhe Exhibition Space and vacant possession of !he Exhibition Space shall be
delivered to the Organisers in as good and clean order and condition as ii was when initially licensed out.
Any property remaining afler lhe last day designated by lhe Organisers for material lo be removed may be sold or otherwise
disposed of by the Organisers al lhe·Exhibilor's expense. No property may be removed from the Exhibilion before the
Exhibition ends.

7. CONDUCT IN THE EXHIBITION CENTRE
During the licence period lhe Exhibitor shall be responsible for !he good conduct of its employees, servants and agents,
con!ractors and sub-contractors who shall be bound by and must observe these Terms and Conditions in all respects.
Exhibilors mus! not permit anything which causes a nuisance or in the opinion of the Organisers does nol conform wilh the
general standards of lhe Exhibition or amounts or may amount lo a breach of these Terms and Conditions.
No Exhibi!or may alter or in any way affect the structure or fixtures of the Exhibition Cenlre. Exhibitors will pay the cost of
repairing any damage caused lo lhe Exhibition Centre or fixlure by themselves and/or !heir conlraclors or sub-contraclors.
The Organisers reserve the right lo refuse adrnillance lo any visilor lo the Exhibition.

9. LIABILITY
Any infrirgernenl of these rules or any infernal regulations decreed by the organiser in the interests of the exhibition will
entail the debaning of lhe offending Exhibitor at the sole discretion of the organiser, even without any formal notice. This
applies particularly for the lack of insurance, the non-conformity with the standard lay out for the exhibition, the non-respect
of safety regulations, the vacancy of the stand, the display of products not included on the application form, etc.
An indemnity is due by lhe exhibitor in respect of damages in compensation for injury or damage to the Exhibition. This
indemnity is al leas! equal to the arnounl of lhe participation which remains the property of the organiser without prejudice
lo any further penallies which may be requested. Therefore the organiser has the lien on exhibited items, fittings and
fixtures which belong lo lhe exhibilor.
The organiser does not accepl responsibilily for any loss or damage of a general nature (including disturbance of
possession and any loss of a commercial character) which may be sustained by exhibitors for any reason whatsoever and
with particular reference lo delay in opening, premature closing of the exhibition, the closing or destruction of stands, fire,
disasters, etc.

10. COMPLIANCE WITH LOCAL LEGISLATION
Any Exhibitor who takes part in the Exhibition must comply with the relevant legislation rules and regulations of the country
or tenitory where the Exhibition is held and shall be solely responsible for observing and complying with the same and for
obtaining all consents, approvals, authorities, licences and the like as may be requisite lo its participation in the Exhibition.

11.GOVERNING LAW AND JURISDICTION
In lhe even! of a dispute arising out of !he execution of the participation contract. the courts of the organiser's jurisdiction
shall have sole jurisdiclion.
Each Exhibitor will be required lo fulfil customs formalities in respect of equipment and products of foreign origin. The
organiser cannot be held responsible for any difficulties which may arise at the lime these formalities are earned out.
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SCHEDULE
Part 1. Summary of certain of the rules and regulations of the Exhibition Centre (Clause 2)
The Hong Kong Convention and Exhibition Centre

(al ST ANDS AND EXHIBITS
The Exhibitor must ensure that its displays are properly spread and do not exceed the maximum load limitations for the
Exhibition Centre. Stand assembling, installation and decoration must be carried out within the time limits specified by the
Exhibition Centre Operator and must in any case be complete by 22.00 on the day preceding the Exhibition opening.
Authorisation must be obtained prior to any filming, sound or video recording, telecasting, broadcasting, or use of radio
transmitting equipment. The use of devices which produce sound must comply with the maximum permitted noise level
stipulated by the Exhibition Centre Operator. All necessary approvals for the purpose of participating in the Exhibition
should be obtained.
All stands must be manned by authorised representatives of the Exhibitor during the Exhibition hours who should wear
identification badges specified for the Exhibition.
The Exhibition Centre Operator reserve the right to remove at the Exhibitor's expense any person or persons acting in a
way which. or any exhibits or publicity materials which they consider, at their absolute discretion, to be hazardous, illegal,
immoral, undesirable, inappropriate, harmful, offensive, obscene or otherwise objectionable to the Exhibition Centre
Operator, or not conforming to the set up of the Exhibition or which does not fall within the exhibit description of the
Exhibition.
Repairs or alterations by removal or addition of materials may be carried out only when the premises are closed to the
public and with the contract of the Organisers.
In the interest of safety, access by the Exhibition Centre Operator lo the Exhibitor's stand(s) must be allowed at all times to
allow for repairs and maintenance to be carried out.
(bl MOVEMENT OF EXHIBITS
The erection and removal of stands, materials and exhibits must take place within the time limits specified by the Exhibition
Centre Operator.
(cl ELECTRICITY SUPPLY
Electricity, whether from the mains, batteries or generators shall be supplied only by the Exhibition Centre Operator.
Connections into permanent distribution boxes may be made only by the Exhibition Centre or its Official Contractor.
(d) SAFETY & FIRE REGULATIONS
All fire, electrical and safety laws and regulations of the Exhibition Centre must be strictly observed.
Aisles, fire exits, fire protection systems and security systems must be kept clear and accessible at all times. No storage
behind exhibits is provided or permitted.
All materials used in the construction and decoration of Exhibition stands shall be flame retarding in accordance with local
regulations and be subject to inspection by the Exhibition Centre Operator or its appointed agent. Relevant certificates of
fire test, flame test or fume test should be available for inspection if requested.
Additional fire precautions may be required by special cases by the Exhibition Centre Operator or the local authorities.
Nothing should be done to invalidate or adversely affect the fire or other insurance policies covering the Exhibition or the
Exhibition Centre.

(el SECURITY
The Exhibition Centre Operator shall take all reasonable security precautions in the interest of the Exhibitors and visitors
during the period of occupancy of the Exhibition Centre and the provision of such services shall constitute adequate
discharge of all obligations of the Exhibition Centre Operator lo supervise and protect property located within the Exhibition
Centre. Additional security measures may be required and shall be provided with the prior approval of the Exhibition Centre
Operator upon payment of the necessary extra costs. Such additional guards shall be provided by a security contractor
nominated by the Exhibition Centre Operator. The Exhibition Centre Operator shall not be held responsible for any toss or
theft of exhibits at the Exhibition Centre or for any toss or damage to exhibits or any articles belonging to the Exhibitors
during the period of occupancy.
Part 2 The fast date by which plan (for raw space and shell space) must be submitted to the Organisers:23rd March
1995. {Clause 4)
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Cathie Laven
BP 572 - 11, rue pu Colonel Pierre Avia
75726 PARIS CEDEX 15
Tel: 33 (0)1 419045 48 Fax: 33 (0)1 419045 40

2
OFFICIAL STAND
Construction of
your Stand

PICO HONG KONG LTD have been appointed as Official Stand Contractor for MIP'ASIA'97.

Referring to the preceding specifications «Construction of your stand 1, please indicate clearly on this Form
the Formula desired for your stand and return it to us by the deadline indicated :

Formula A:
Standard shell scheme package 3m x 3m.
(Please note that no modification can be made to the shell shame formula)

Are you using a Fonnula A ?

Yes

D

No

D

Formula B:
Standard shell scheme package with meeting room 6m x 3m.
(Please note that no modification can be made to the shell shame formula)

Are you using a Fonnula B ?

Yes

D

No

D

Formula C:
Raw space (Non-shell scheme)
(Please note that plans elevations, fittings, description of materials, must be provided to the Organiser))

Are you using a Fonnula C ?

Yes

D

No

D

DEADLINE FOR RECEIPT OF THIS FORM : 20th OCTOBER 1997
SIGNED FOR AND ON BEHALF OF:
Exhibiting Company : ....................................................................... Level : .................. Stand No : ................................... .
Contact : .......................................................................................... Position : ...................................................................
Tel: ............................................ Tix: ............................................ Fax: ..........................................................................
Signature : ........................................................................................ Date : ........................................................................
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PICO HONG KONG LTD
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Pico Building, 12A Dai Fat Street
Tai Po Industrial Estate, N.T., Hong Kong
Tel : 2665 0990 Tix: 44236 PICO HX Fax :2667 3173

OFFICIAL STAND
Contractual
Furniture

CONTRACTUAL FURNITURE
The following is provided for one unit and multiples depending on the total number of units contracted
for.

Qty of Sets D

1) Formula A :
(For a standard shell scheme package 3m x 3m)
+.Lighting
2 x 100W spotlights

Yes D

+.Furniture
1 round conference table (ET -06)
· 3 while folding chairs (EC-08)
1 lockable cupboard (PF03)
1 set ashtray and waste paper basket

Yes
Yes
Yes
Yes

D
D
D
D

No D
No
No
No
No

D
D
D
D

2) Formula B :

Qty of Sets

D

(For a standard shell scheme package with meeting room 6m x 3m)
+.Lighting
4 x 100W spotlights

Yes D

+.Furniture
1 information counter (PF--01)
1 lockable cupboard (PF--03)
1 coffee table (ET-04)
2 folding chairs (EC-08)
3 easy arm chairs (CC-05)
1 standing coat hanger (ES07)
2 sets ashtray and waste paper basket

Yes
Yes
Yes
Yes
Yes
Yes
Yes

D
D
D

D
D

D
D

No D
No
No
No
No
No
No
No

D

D
D

D
D
D
D

3) Formula C : (For a raw space)
Non-shell Exhibitors are responsible for providing own furniture.
IMPORTANT
Should you not wish the furniture included in your contract, please tick off the following square:

D

NO FURNITURE

SIGNED FOR AND ON BEHALF OF:
Exhibiting Company: ............................................................ :, ......... Level: .................. Stand No: ................................. ..
-Contact : .......................................................................................... Position : ...................................................................
Tel : .............................. :............. Tix: ............................................ Fax : ..........................................................................
Signature : ....................................................................................... Date : ........................................................................
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ADDITIONAL
ELECTRICITY

Pico Building, 12A Dai Fat Street
Tai Po Industrial Estate, N.T., Hong Kong
Tel: 2665 0990 Tix: 44236 PICO HX Fax :2667 3173

OrderFonn

Electricity will be supplied only through the Organiser. For !his purpose, PICO has the authority to act as agent of the
Organiser. No other contractors will be pennitted to undertake electrical work in the Hong Kong Convention & Exhibition
Centre. In lhe case of light box displays brought in by Exhibitors, each fluorescent or lamp used will be treated as general
lighting and charged as per an additional order.
Exhibitors are not permitted lo fix their own spotlights or fluorescent lights. Special lighting supplied by exhibitors
can be handed over to PICO for installation at a nominal price.

I Hire Price HKS I
1.
2.
3.
4.
5.
6.

Fluorescent Light (1220mm x 40 watts) ....................................... .
Spotlight 100 watts .................................................................
Longarm Spotlight 100 watts .........................................................
13ampl220V single phase power socket (max. 500W)........... .
15amp1220V single phase power socket... ................ .
Lighting connection ror loose fittings supplied by
exhibitors/conlractors :
- per fitting or 100W & below...............................................
- per fitting or 1SOW & below.........................................................
- per fitting or 300W & below.........................................................

No. Required

Total Amount

385.00
385.00
405.00
680.00
830.00

.I

295.00
345.00
580.00
Total:

Exhibitors are requested to indicate on the plan below the position of all electrics, wall fittings, shelving.
Left
--j 100

r-

Rear of Stand

Right

~

~~~~~~~L..-....L..~~~~~'--....L..~....L

Left
~:

A
<J)

<::> Fluorescent light
Spotlight
13 amp 220V single phase socket

Fascia

'I'
~

Right

Longann spotlight
15 amp 220V single phase socket

•Please note that for late order a 30% penalty will be charged for any orders received after this deadline ·see
overleaf for condition of hire

DEADLINE FOR RECEIPT OF THIS FORM i 27th OCTOBER 1997
SIGNED FOR AND ON BEHALF OF:
Exhibiting Company: ...................................................................... Level: .................. Stand No: .............................: .... .
·Contact : ......................................................................................... Position : ...................................................................
~:

...................................... Th: ........................................... ~: .......................................................................

Signature: ....

.............. Date: ...................................................................... .
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ADDITIONAL
TELEPHONE
Order Form

Event Planning & Co-Ordination Department
1 Harbour Road, Wanchai, Hong Kong
Fax :(652) 2562 7106

The Hong Kong Convention & Exhibition Centre supplies telephones and facsimile lines to Exhibitors at MIP'ASIA'97
Quantity.I

Cost HK$

.I. Deposit-

TOTAL

·.r.~re.;;h.~n.e.·iL.~:~~r:~~:ii~::~n.iY.i:~h.r.~~iih.::P.A~~:~Y.~•~~ · · · -· · ·: : : : : : : : : : : :· ·········:::::fi~~i~~:;;~::1~:~~"ii~d~K.-~---···· . Jl:!~~'---

IEillo!J:l~c:iriEi(~()(;a.1 c.a.11~ ()f11y}l~r(Jl19~.. P~8._)< __sys.tll.".!.....
............
}E)l!o!f>~.()f1E!.. (~()(;iJl..f!ll.cl.l[)[)__c:;illsl_tllr.C>.l19.h.. P~B.?<..sY.s.tf:!.".!............................ ..........
Local Facsimile Transmission line through PABX system

1,260.00
...... 1.,_?99.-W.... ...3.,?_CJQ_._O.Q.. .
1,260.00

.(F.~5.ill)i_l_(l_ll_lfl(;~i.f1El. (l~(;l_l1cllll;ll. .... ················································································ ····················· ··························

JOO Facsimile Transmission line through PABX system
1,600.00
3.500.00
_(F.;i_c_5.ill)il(l_ll_lfl(;~if1E!..!l~(;lljcllll;I}___________ ..................................................................................
Qir.~t__ [)ia.1._up ".!<:>dil.1J1.li1]_(l __-..Y.:~-~-~tf!.f1cl.a_r~. l_()(;f!_I_ (Jl]ly_(11_1CJ<:l(l11_1_E)~(;_l_l1~.cl)...
1, 600 ._00
............. 1/1.QQ.-W... ..
.................
.C.r.El<J.it_,d.~th.C>~.z.a.ti()n, lir:J!l (<:;;ir.d.111a.i;_h_if1Ei..<1ri.d..b..a.n.~ f!C.!;(}l11lt ll~_c_1u.~d.)
..E.P~ 1if1!l ((;f!rd..111fl(;~if1E! flll.cl.b..a.ri~.':IC.C.C>.l1f1~. (l~(;llj_cl!l.d.l................. ....... ..... ... .......
. ..... ~ ,~_QQ_._00
.................... .
Centre internal wiring for Private Circuit
..... ~i.0.~:99...... ................... .

_({foi;;p5~;;~::~;;~:i~.i:~i~::;;~~0~~1~~i1~:~j:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::· : : : : : : : : : : :

..............................................

_(_?__IE)llo!J:l~c:Jf11l..\\'irE!_f(Jf..IJ(JiC.!J.!;_()".!.IJllj_r:Jic.a..ti_()llL ....................................................................................................... ·······-············
~a.te.llite.p1:1ttl(v.i~lif1_k_S.Jl-lK.C..E..C:..a.re.a..s_()f11y} _________________________ .........................
Teleconference link up between 2 venues within HKCEC (one way
including one fixed angle camera for shooting and two 26" TV for viewing

<>.ri 5P.!J<Jk!lrL
........ ........................................................................................
Audio and Videc> 1if1~ b.etwE)en 2 venuf:!.5..Y.-"ilhin H.KC:.E..C:..... .................. ... .
Audio link only between 2 venues within HKCEC
REMARKS
1.Call charges are excluded for telephone with IDO service, and overseas facsimile
transactions and data communication calls. Call charges plus a handling charge will
be deducted from the deposit paid, or any excess will be settled by the user

. _1__1,.QQ.0.9!1. ..........................
2,500.00

1,?_(JQ0.0.
1,000.00
Total:
Late order surcharge 15%
Sile order surcharge 30%
Total Amount HK$

before close of the event.
2. All orders must be accompanied by drawings indicating the exact locations of the services required.
3. 24-hour power supply normally required for facsimile machine should be ordered separately for exhibition events.
4. A charge of HK$600.00 will be imposed for any lost and'or damaged telephone sets.
5. The hirer should contact the Hong Kong Convention and Exhibition Centre and give details requirements for any data
line, satellite path and video link services.
6. Telephone lines should !]QI be used for fax transmissions
7. Telephone services will be terminated one hour before the close of the exhibition on the last open day, and telephone
sets must be returned to the HKCEC Service Counter.
6. For all telecom services, the Centre shall be under no liability for any loss or damage, whether direct, indirect or
consequential which the hirer may suffer by reasons of equipment failure or defects, sudden illness or accidents suffered by
the service technicians, or any causes beyond the direct and reasonable control of the Centre; any claim against the Centre
should not exceed the total amount paid'payable to the Centre for the services provided.
9. Please see revers side for general terms and conditions

DEADLINE FOR RECEIPT OF THIS FORM i 12th NOVEMBER 1997
Exhibiting Company : ................................................................................................... Stand No: .................................. .
Contact: ...

.................................................. Position: .................................................................

Address: ................ .
Tel:
Signature

.... Country: ............................... ..
.. Fax: ..

..... Tix:

.......................................... Date: ..................... .
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LIST OF EXHIBITORS
ANUGA'99

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
31.

ABC PRODUCTS CO., LTD.
AMPRO INTERTRADE CO., LTD.
ASIATIC AGRO-INDUSTRY CO., LTD.
DISTRI-PLUS (THAILAND) CO., LTD.
GC FOODEXLTD., PART.
GOLDEN PRIZE (THAI) CO., LTD.
GRAND ASIA FOOD INDUSTRY CO., LTD.
KIANG HUA CO., LTD.
KUANG PEI SAN FOOD PRODUCTS PUBLIC CO., LTD.
LAMPANG FOOD PRODUCTS CO., LTD.
MALEE SAMPRANFACTORYPUBLIC CO., LTD.
NAM CHOW (THAILAND) LTD.
NITHI VENTURE CORPORATION PUBLIC CO:, LTD.
OSCAR INTERTRADE CO., LTD.
POONSIN THANG NGUAN HAH CO., LTD.
SIAM GRAINS CO., LTD.
SIONG HONG ENTERPRISE CO., LTD.
SONGKHLA INDUSTRY
SUN YANG FOOD CO., LTD.
THAI UNION MANUFACTURING CO., LTD.
THE THAI PINEAPPLE PUBLIC CO., LTD.
THEP PADUNG PORN COCONUT CO., LTD.
TROPICAL FOOD INDUSTRIES CO., LTD.
UNIVERSAL FOOD PUBLIC CO., LTD.
BRIGHT TIME INTERTRADE LTD. PART.
BANGKOK CHILLI LTD., PART.
CHIN HUA Y CO., LTD.
FOOD AND DRINKS PUBLIC CO., LTD.
KHAO-LA-OR LABORATORIES LTD., PART.
YAN WAL YUN CO., LTD.
THE PEACE CANNING (1958) CO., LTD.
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THE TOKYO INTERNATIONAL GIFT SHOW'99

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

CHEERY BLOSSOM CO., LTD.
SANGCHAI CEREMICS CO., LTD.
BEE HOUSE CO., LTD.
FABRIC WORLD CO., LTD.
GA SA LONG CEREMIC CO., LTD.
U.M. THAI INTERNATIONAL CO., LTD.
CHAIYAKORN CRAFT CO., LTD.
M.B.P. LEATHER INDUSTRIES CO., LTD.
THAISING TROPICAL PLANTS NURSERY CO., LTD.
UNICAP CO., LTD.
FLORAL LAND INTERTRADE CO., LTD.

PREMIERE'2000

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

U.M. THAI INTERNATIONAL CO., LTD.
GLOBAL VISION HOUSE CO., LTD.
KAMPHOL EXPORT CO., LTD.
SIAMPHOMPRATHAN CO., LTD.
NANCHAI INDUSTRY CO., LTD.
DTC. INDUSTRY PUBLIC CO., LTD.
INFINITY GREEN CO., LTD.
THAI PRADIT FRAME CO., LTD.
KNIT & PIN CO., LTD.
POONSINSIRI CO., LTD.
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136

St.- Gabriel Library ,Au

OVERSEAS TRADE FAIR PROGRAME 2001-2002
PARTICIPATED BY DEPARTMENT OF EXPORT PROMOTION

NO

TRADE FAIR

CITY

COUNTRY

PRODUCTS

SHOW DATE CONTACT PERSON

QCIQBER 2001
1

SAITEX'

JOHANNESBURG

S. AFRICA

GERNERAL PRODUCTS

2-6 OCT.

t11tiilm

2

JAPAN PACK'

TOKYO

JAPAN

PACKAGING

2-6 OCT.

UtiYIWYlif

3

BEIRUT WORLD TRADE FAIR'

BEIRUT

LEBANON

GENERAL PRODUCTS

2-6 OCT.

llJtiilYJ{

4

TEXWORLD'

PARIS

FRANCE

TEXTILES

3-6 OCT.

lil'la1mru

5

INDEX'

DUBAI

U.A.E.

FURNITURE

3-7 OCT.

n1Jti;;'1ilu

6

LIFESTYLE'

JEDDAH

AUDI ARABI!

GENERAL PRODUCTS

8-12 OCT.

n11J11J1fau

7

INTERSTOFF ASIA (AUTUMN)'

HONG KONG

P.R.C.

TEXTILES

9-11 OCT.

lil'lmmru

8

IKK'

HANNOVER

GERMANY

REFRIG & AIRCONDITION

10-12 OCT.

11i1a11t1n

9

FRANKFURT BOOK FAIR'

FRANKFURT

GERMANY

PRINTING

10-14 OCT.

OtlBW'J

COLOGNE

GERMANY

FOOD & DRINKS

13-17 OCT.

1ihmru

11 THE BIG 5'

DUBAI

U.A.E.

HARDWARE

27-31 OCT.

w1Jtia1J1

12 EQUIP AUTO'

PARIS

FRANCE

AUTO PARTS

16-21 OCT.

fllf)J'Jtll

13 CHINA INT'L EDUCATION EX.'

BEIJIN

P.R.C.

EDUCATION

20-22 OCT.

ti'lm

13 CHINA INT'L EDUCATION EX.'

SHANGHAI

P.R.C.

EDUCATION

26-28 OCT.

t1'la1

DUSSELDORF

GERMANY

PLASTIC & RUBBER

25 OCT. - I NOV

111ruw1

LAS VEGAS

U.S.A.

AUTO PARTS

30 OCT-2 NOV

fll f)!'Jtll

11i1a11t1n

10 ANUGA'

14 K'
15 AAPEX'
NOVEMBER 2001
16 BAGHDAD INT'L TRADE FAIR'

BAGHDAD

IRAQ

GENERAL PRODUCTS

1-14 NOV.

17 FISA NACIONES'

SANTIAGO

CHILIE

GENERAL PRODUCTS

10-18 NOV.

lm"liJYJ{

HONG KONG

P.R.C.

COSMETIC

13-15 NOV.

W1Jtiam

OMP. SYSTEMS & SOFT 12-16 NOV.

n1Jti;;'mJ'

18 COSMOPROF'
19 COMDEX'

LAS VEGAS

U.S.A.

TOKYO

JAPAN

FURNITURE

20-23 NOV.

l1Jtii1YJ{

DUSSELDORF

GERMANY

PHARMACEUTICAL

21-24 NOV.

rltlBW'J

KOLKATA

INDIA

GENERAL PRODUCTS

21-31 DEC.

t1'l<11

23 HONG KONG TOYS & GAMES FAIR'

HONG KONG

P.R.C.

TOYS & GAMES

8-llJAN.

11Jtiild

24 HONG KONG INT'L STATIONERY FA

HONG KONG

P.R.C.

STATIONERY

8-11 JAN.

llJ'1nYJ1

PARIS

FRANCE

FURNITURE

10-14JAN.

WIJ'1;im

20 INTL FURNITURE FAIR'
21 MEDICA'

DECEMBER 2001
22 INDIA INDUSTRIAL INTL TRADE Fi

JANllARY 2002

25 PARIS INT'L FURNITURE FAIR'
26 INTL HOUSEWARES SHOW

CHICAGO

U.S.A.

HOUSEWARES

13-15JAN.

11i1a11t1n

NEW JERCY

U.S.A.

AIR CONDITION

14-16 JAN.

UtiYIWYJif

COLOGNE

GERMANY

FURNITURE

14-20 JAN.

rlf)!f)!1:rlilir

NEW YORK

U.S.A.

GIFT & DEC ITEMS

19-22 JAN.

l'J'JOJW'J

30 PREMIERE'

FRANKFURT

GERMANY

STATIONERY & DEC ITEMS

26-29 JAN.

fl1J'1;;'mJ'

31 SPIELWARENMESSE INTL FAIR'

NURENBERG

GERMANY

TOYS & GAMES

31 JAN.-5 FEB

!J'lm

27 INTERNATIONAL AHR EXPO*
28 INTL FURNITURE FAIR
29 NY INT'L GIFT FAIR'
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CITY

COUNTRY

PRODUCTS

MILAN

ITALY

GIFT & DEC ITEMS

33 PRODEXPO

MOSCOW

RUSSIA

34 ASIA EXPO*

LONDON

U.K.

NEW YORK

U.S.A.

TOYS & GAMES

MUMBAI

INDIA

COSMET!CS

1-3 FEB.

tllJ8Vfi

NURENBERG

GERMANY

ORGANIC PRODUCTS

I4-17FEB.

niyiy1foti'

GIFT & DEC ITEMS

15-19 FEB.

1"l"lWVfi

23-28 JAN.

nlt.y'llJl

NO

TRADE FAIR

SHOW DATE CONT ACT PERSON

FEBRUARY 2002
32 SPRING MACEF

35 AMERICAN INT'L TOY FAIR
36 IMAGE
37

mo FACH

8-11 FEB.

mi'marn

FOOD & DRINKS

4-8 FEB.

tlt.yt.yl-i'ijjti'

GIFT & DEC ITEMS

8-11 FEB.

ifon

10-14 FEB.

•aau

38 AMBIENTE

FRANKFURT

GERMANY

39 INT'L LEATHER GOODS FA!R

OFFENBACH

GERMANY BAGS & LEATHER ACC.

40 TOKYO INT'L GIFT SHOW
41 TEXWORLD

TOKYO

JAPAN

GIFT & DEC ITEMS

26-28 FEB.

mrn~ijjti'

PAR!S

FRANCE

TEXTILES

20-23 FEB.

ijj1mmru

SINGAPORE

SINGAPORE

FURNITURE

1-5 MAR.

l-lfl81f\Jfl

MARCH 2002
42 INT'L FURNITURE FAIR
43 INTERNATIONAL HARDWARE FAIR
44 ALIMENT AR!A
45 FINE
46 EXPOCOMER
47 NATURAL PRODUCT EXPO WEST
48 FOOD EX
49 NATIONAL FOODSTUFF FAIR
50 BOSTON SEAFOOD SHOW

COLOGNE

GERMANY

HARDWARE

3-6 MAR.

Yl1rnam

BARCELONA

SPAIN

FOOD & DRINKS

4-8 MAR.

1ihmru

BE!RUT

LEBANON

F1JRNITURE

5-9 MAR.

PANAMA C!TY

PANAMA

GENERAL PRODUCTS

6-11 MAR.

imi.tlYJf

ANAHEIM
,.

U.S.A.

HERBAL PRODUCTS

7-10 MAR.

ijj1mmuf

CHIBA

JAPAN

FOOD & DRINKS

MAR.

1ihmru

CHENGDU

P.R.C.

FOOD & DRINKS

MAR.

BOSTON

U.S.A.

SEAFOOD

12-14 MAR.

d'ul'lvl'YJci'

GERMANY hOMP. SYSTEMS & SOFJ 13-20 MAR.

nJJa-i'ijji1

52 GOS

DUSSELDORF

GERMANY

53 INTERSTOFF ASIA (SPRING)

HONG KONG

64 AUSTRALIAN TOY HOBBY & NUSER
65 ASIA PACIFIC LEATHER FAIR (I)

HANNOVER

51 CEBIT

FOOTWEARS

14-17 MAR.

fll(\j'J\Jl

P.R.C.

TEXTILES

25-27 MAR.

ijj1mmuf

MELBOURNE

AUSTRALIA

TOYS & GAMES

19-23 MAR.

u1m

HONG KONG

P.R.C.

LEATHER GOODS

8-10 MAR.

u1ailijj"l

66 ASIA PACIFIC LEATHER FAIR (II)

HONG KONG

P.R.C.

ANNERIES & RAW MA1

9-12 APR.

u"1a1

57 FHA

SINGAPORE

SINGAPORE

FOOD & DRINKS

9-12 APR.

nt.ycy1foi1

CANNES

FRANCE

APRIL 2002

58 MIPTV
59 HANNOVER FAIR
60 INTERPACK
61 EUROPEAN SEAFOOD EXPOSITION

HANNOVER

FlLMS

&

TV PROGRAMMES

APR.

GERMANY SUB-CONTRACTING TEO- 15-20 APR.

i1Ja.tlYJf
Yl1Jaam

DUSSELDORF

GERMANY

PACKAGING

24-30 APR.

1"l"lW~"l

BRUSSEL

BELGIUM

SEAFOOD

APR.

ilul'lvl'YJci'

MAY 2002
62 BOOK EXPO AMERICA

CHICAGO

U.S.A.

PRINTING PRODUCTS

3-5 MAY

tl\W~"l

63 FMI

CHICAGO

U.S.A.

FOOD & DRINKS

5-7MAY

tlt.yt.yl-l'ijji1

64 TOKYO TOY SHOW

TOKYO

JAPAN

TOYS & GAMES

9-12MAR.

wi.\u

65 PROJECT LEBANON

BEIRUT

LEBANON

CON:;-.-RUCTION MATERIAL

14-18 MAY

66 BEAUTYWORLD

TOKYO

JAPAN

COSMETICS

20-22 MAY

-
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tl\J8~"l

NO

TRADE FAIR

CITY

COUNTRY

PRODUCTS

67 FOOD-SAUDI ARABIA

JEDDAH

SAUDI ARABIA

FOOD & DRINKS

27-30MAY

u1~ii'vi~

68 IRAN AGRO FOOD

TEHRAN

IRAN

FOOD & DRINKS

27-30 MAY

1:a~mar

SHOW DATE CONTACT PERSON

ll!NE 2002
69 KUNMING EXPORT COMMODITIES FAIR
70 INTL BRAZILIAN TOYS FAIR
71 INTL HOUSEWARE SHOW

KUNMING

P.R.C.

GENERAL PRODUCTS

6-10 JUNE

1-1l'i'a11un

SAO PAULO

BRAZIL

TOYS & GAMES

JUNE

u~m
111ruw~

TOKYO

JAPAN

HOUSEWARES

JUNE

LOS ANGELES

U.S.A.

LMS & TV PROGRAMMI

27-29 JUNE

COLOGNE

GERMANY

TOYS & GAMES

26-28 JULY

15~U

TOKYO

JAPAN

GARMENTS

JULY

vi~mmru

LAS VEGAS

U.S.A.

LEATHER GOODS

1-4 AUG.

ii'uYJwYJci'

CHICAGO

U.S.A.

HARDWARES

AUG.

WlJ~ilm

77 SAO PAULO INT'L GIFr

SAO PAULO

BRAZIL

GIFr & DEC ITEMS

AUG.

m.rnZvitl'

78 INTL LEATHER GOODS FAIR

OFFENBACH

AUG.

nlt;y'J\Jl

72 SHOWBIZ EXPO
llJLY 2002
73 KIND & JUGEND
74 INTERNATIONAL FASHION FAIR
Al!Gl!ST 2002
75 THEWSA SHOW
76 NATIONAL HARDWARE SHOW

GERMANY BAGS & LEATHER ACC.

'

Al!Gl!ST 2002
79 MAGIC SHOW

LAS VEGAS

U.S.A.

GERMENTS

AUG.

vi~mmru

80 TEND ENCE

FRANKFURT

GERMANY

GIFr & DEC ITEMS

30 AUG.-3 SEP.

111ruw~

SHANGHAI

P.R.C.

FOOD & DRINKS

3-6 SEP.

1ihmaf

PARIS

FRANCE

GIFr & DEC ITEMS

SEP.

~a~u

83 FURNITURE CHINA

SHANGHAI

P.R.C.

FURNITURE

SEP.

ili;yi;y1Zvitl'

84 GLOBAL FRANCHISING

SINGAPORE

SINGAPORE

FRANCHISING

SEP.

DUSSELDORF

GERMANY

FOOTWEARS

19-22 SEP.

FRANKFURT

GERMANY

AUTO PARTS

19-22 SEP.

nlt;y'J\Jl

PARIS

FRANCE

GARMENTS

SEP.

vi1mmru

MADRID

SPAIN

GIFr & DEC ITEMS

SEP.

1-1l'i'tJ1lUO

89 GULF BEAUTY

DUBAI

U.A.E.

COSMETICS

SEP

OU!JW1

90 MOTEXHA

DUBAI

U.A.E.

LEATHER GOODS

SEP.

ii'uYJwYJci'

SEl'IEMllEB 2QQ2
81 FOOD CHINA
82 MAISON & OBJET

85 GOS
86 AUTOMECHANIKA
87 PRET A PORTER PARIS
88 INTERGIFr

nlt;y'JUl

FOR MORE INFORMATION, PLEASE CONTACT (662) 51l-5066 - 77 EXT. 294,297,298,299,484,527,659,680
THE SCHEDULE IS SUBJECTED TO CHANGE
THE 2002 SCHEDULE IS PENDING
REMARK• =EXHIBITION IS CLOSED FOR APPLICATION
SEP 20, 2001
OVERSEAS TRADE FAIR GROUP
OFFICE OF OVERSEAS FAIR ACTIVITIES

139

APPENDIX D
LIST OF FOREIGN TRADE PROMOTION

140

Office of Foreign Trade Promotion
Thai Trade Center I Office of Commercial Affairs
WESTERN EUROPE

Office of Commercial Affairs
Royal Thai Embassy
Kopalgasse 47, lllO,
Vienna, AUSTRIA
Tel: 001-431-748-5020
Fax : 001-431-748-502012
E-mail : thaicommvienna@magnet.at

Office of Commercial Affairs
Royal Thai Consulate-General,
Petzower Str. l
14109 Berlin-Zehlendorf,
Berlin, GERMANY
Tel : 001-49-30-805 0040
Fax : 001-49-30-80 5000451
E-mail : berlin@thaicom.b.uunet.de

DENMARK

ITALY

Office of Commercial Affairs
Royal Thai Embassy, Copenhagan
Hellerupvej 76,
2900 Hellerup, DENMARK
Tel: 001-45-39-62 69 99
Fax: 001-45-39-62 60 99
E-mail : thaicommcopen@mobilixent.dk

Office of Commercial Affairs
Royal Thai Embassy
Viale Erminia Spalla 41,
00142 Rome, ITALY
Tel: 001-39-065030804-5
Fax: 001-39-06 5035225
E-mail : thcomrm@flashnet.it

FRANCE

Thai Trade Center, Milan
Via A. Albricci, 8,
20122 Milano, ITALY
Tel: 001-39-02 89 0114 67
Fax : 001-39-02 89 01 14 78
E-mail : thailand@comm2000.it

AUSTRIA

Bureau des Affairs Commerciales, Paris
Ambassade Royale de Thailande
8 Rue Greuze,
75116 Paris, FRANCE
Tel: 001-33-1-56 90 12 12
Fax : 001-33-1-56 90 12 13
E-mail : comparis@micronet.fr
GERMANY

Thai Trade Center, Frankfurt
Bethmannstrasse 58,
60311 Frankfurt/Main,
GERMANY
Tel: 001-49-69 281 091-2
Fax : 001-49-69 292 460
E-mail : thaitrade@t-online.de

SPAIN

Officina de Asuntos Comerciales, Madrid
Embajada Real de Thailandia,
Segre 29, 2A,
28002 Madrid, SPAIN
Tel: 001-34-91 563 0190/563 0196
Fax : 001-34-91 56 38 090
E-mail : thaicom@ntserver.codeinf.com
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Thai Trade Center, Barcelona
Avda, Diagonal 618, 5th Floor H door,
08021 Barcelona, SPAIN
Tel: 001-34-93 414 76 71/209 72 04
Fax: 001-34-93 20 92 809
E-mail: thaitc@retemail.es
THE NETHERLANDS

Office of Commercial Affairs
Royal Thai Embassy
Laan Copes Van Cattenburch 123,
2585 EZ The Hague,
THE NETHERLANDS
Tel: 001-31-70 34 55444
Fax: 001-31-70 346 1005
E-mail: comhague@euronet.nl
UNITED KINGDOM

Office of Commercial Affairs
Royal Thai Embassy
11 Hertford Street,
London WlY 7DX. UNITED KINGDOM
Tel: 001-44-207 493 5749
Fax: 001-44-207 493 7416
E-mail: thaicomuk@dial.pipex.com

EASTERN EUROPE

HUNGARY

Off'ice of Commerc·1al Affairs
Royal Thai Embassy
Jozsefhegyi UT. 28-30, No. A/l,
Budapest, 1025 HUNGARY
Tel : 001-36-1-212 2738. 212 53 58
Fax: 001-36-1-212 2736
E-mail : thaicommbp@mail.datanet.hu
POLAND

Office of Commercial Affairs
Royal Thai Embassy
NATPOLL Business Center,
Ul. Migdalowa 4, Warsaw,
02-796, REPUBLIC OF POLAND
Tel: 001-48-22 6451 210/ 645 1230
Fax: 001-48-22 6451 250
E-mail: thaicom@perytnet.pl .
RUSSIAN FEDERATION

Office of Commercial Affairs
Royal Thai Embassy
9, Bolshaya Spasskaya St.,
Moscow 129010, RUSSIAN FEDERATION
Tel: 001-70-95-97 41501
Fax: 001-70-95-97 41531
E-mail: thaico@dol.ru

CZECH REPUBLIC

Office of Commercial Affairs
Royal Thai Embassy
Dttrichova 5, 12000 Prague 2,
CZECH REPUBLIC
Tel: 001-420-224918 121, 2492 1346
Fax: 001-420-22491 8177
E-mail: thaicom@iol.cz
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NORTH AMERICA
CANADA

Office of Commercial Affairs
Royal Thai Embassy
275 Slater Street, Suite 1801 Ottawa,
Ontario, CANADA KIP 5H9
Tel: 001-1-613 238 402
Fax: 001-1-613 238 6226
E-mail: thai_comm_otta@cyberus.ca
Thai Trade Center, Vancouver
1180-888 Dunsmuir Street,
Vancouver, BC. V6C 3K4, CANADA
Tel: 001-1-604 687 6400, 687 7079
Fax: 001-1-604 683 6775
E-mail: ttc@istar.ca
UNITED STATES OF AMERICA

Thai Trade Center, Chicago
401 North Michigan Avenue,
Suite 544, Chicago,
IL 60611 U.S.A.
Tel: 001-1-312 467 0044
Fax: 001-1-312 467 1690
E-mail: ttcc@wwa.com
Thai Trade Center, Los Angeles
611 North Larchmont Boulavard,
3rd Floor, Los Angeles,
CA 90004, U.S.A.
Tel: 001-1-323 466 9645
Fax: 001-1-323 466 1559
E-mail: ttcla@earthlink.net

Thai Trade Center, Miami
200 South Biscayne Boulevard,
Suite 4420, Miami, Florida 33131,
U.S.A.
Tel: 001-1-305 379 5675,
Fax: 001-1-305 379 5677
E-mail: ttcmiami@earthlink.net
Thai Trade Center, New York
One World Trade Center,
Suite 3729, New York, NY 10048
U.S.A.
Tel: 001-1-212 466 1777-79
Fax: 001-1-212 524 0972
E-mail: thtradny@ix.netcom.com

LATIN AMERICA
BRAZIL

Thai Commercial Office, Sao Paulo
Royal Thai Embassy
AV. Cidade Jardim, 400 Ed.,
Dacon (5th Floor cj 51) Jardim Europa,
CEP 01454-000 Sao Paulo, SP-BRAZIL
Tel : 001-55-11 211 6252
Fax : 0 01-55-11 211 6254
E-mail: thaicomspt@aduaneiras.com.br
CHILE

Oficina de la Consejeria Comercial
Embajada Real de Tailandia
El Arcangel 4916, Vitacura,
Santiago, CHILE
Tel: 001-56-22 634 186
Fax: 001-56-22 634 214, 4215
E-mail: thaicom@chilesat.net

143

MIDDLE EAST
IRAN

UNITED ARAB EMIRATES

Office of Commercial Affairs
Royal Thai Embassy
No. 27, 1st Floor, East Armaghan St.,
Africa Express Way, Tehran 19177, IRAN
Tel: 001-98-21 205 7378, 7379, 9776
Fax : 001-98-21 20 55136
E-mail: thaicomaff@istn.irost.com

Thai Trade Center, Dubai
P.O. BOX 1083, Dubai,
U.A.E. Suite 407, Deira Tower,
UNITED ARAB EMIRATES
Tel: 001-97142284553
Fax: 001-971 422 209 34
E-mail: ttcdubai@emirates.net.ae

ISRAEL

SOUTH AFRICA

Office of Commercial Affairs
Royal Thai Embassy
144 Hayarkon Street,
Tel Aviv 63451, ISRAEL
Tel: 001-97-23 5244 277-8
Fax: 001-97-23 5244 270
E-mail: thaicomat@internet-zahav.net
SAUDI ARABIA

Commercial Section
Royal Thai Consulate General
Shacker's Room 303,
Al Hail Rd., P.O. Box 8014,
Jeddah 21482, SAUDI ARABIA
Tel: 001-96-62 644 588059
Fax : 001-96-62 644 2234
E-mail: thaicom@sbm.net.sa
TURKEY

Thai Trade Center, Istanbul
Mete CAD. No. 20/3,
Ayanolgul lshani, Taksim 80090,
Istanbul, TURKEY
Tel: 001-90-212 292 0910-11
Fax: 001-90-212 292 0912
E-mail : ttcis@turk.net

SOUTH AFRICA

Office of Commercial Affairs
Royal Thai Embassy
248 Hill Street, Arcadia,
Pretoria, REPUBLIC OF SOUTH AFRICA
Tel: 001-27-12 342 0835. 0850, 0856
Fax: 001-27-12 342 0855
E-mail: royaltha@global.co.za

ASEAN
BRUNEI

Office of Commercial Affairs
Royal Thai Embassy
No. 10 SPG. 40-22, Jalan sg,
Akar KG Subok
P.O. Box 3038, Bandar Seri Begawan 1930,
NEGARA BRUNEI DARUSSALAM
Tel : 001-67 32 334 715, 331932
Fax : 001-67 32 334 500
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CAMBODIA

MYANMAR

Office of Commercial Affairs
Royal Thai Embassy
169 M.V. MAO Tse Toung, (Rue 245),
Sangkat Taul Svay Prey 1,
Khan Chamcarmon Mon, Phnom Penh,
CAMBODIA
Tel: 001-855-23 364607
Fax: 001-855-23 310150
E-mail : thaicompnh@bigponb.com.kh

Office of Commercial Affairs
Royal Thai Embassy
No. 97 Kaba Aye Pagoda Road,
Bahan Township, Yangoon,
UNION OF MYANMAR
Tel: 001-951 52 5518, 542 654
Fax: 001-951 532768

INDONESIA

Office of Commercial Affairs
Royal Thai Embassy
Jl. Imam Bonjol, No. 74,
Jakarta 10310, INOONESIA
Tel: 001-62 21 3190 1363
(3 Lines Hunting)
Fax: 001-62 21 3190 1360
E-mail : mincomjk@cbn.net.id
LAOS

Office of Commercial Affairs
Royal Thai Embassy
Phonkeng Road,
Xayassettha District,
P.O.Box 128 Vientiane, LAO P.O.R.
Tel: 007-85 621 413704, 413706
Fax: 007-85 621 412089
MALAYSIA

Office of Commercial Affairs
Royal Thai Embassy
206 Jalan Ampang,
50450 Kuala Lumpur, MALAYSIA
Tel: 007-603 242 4601, 248 1341
Fax: 007-603 248 9818
E-mail: commercial@ppp.nasionet.net

SINGAPORE

Office of Commercial Affairs
Royal Thai Embassy
370 Orchard Road,
Singapore 238870, SINGAPORE
Tel : 001-65 73 73 060, 732 77969
Fax: 001-65 732 2458
E-mail : thcommsg@mbox4.singnet.com.sg
THE PHILIPPINES

Office of Commercial Affairs
Royal Thai Embassy
107 Rada Street, Legaspi Village,
Makati City, P.O.Box 2645,
Metro Manila, PHILIPPINES ·
Tel: 001-63-2 894 0403, 894 0406
Fax: 001-63-2 816 0698
E-mail: thaicomm@worldtelphil.com
VIETNAM

Office of Commercial Affairs
Royal Thai Embassy
06 Cao ba quat Street,
Oien Bien Precinct, Ba Dinh District,
Hanoi S.R., VIETNAM
Tel: 001-844 7330671, 844 733 0607
Fax: 001-844 7330669
E-mail: thaicomm@fpt.vn
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Thai Trade Center, Ho Chi Minh City
143 Nguyen Oien Chieu Street,
District 3; Ho Chi Minh City, VIETNAM
Tel: 001-848 822 3717, 930 0001
Fax: 001-848 9300001
E-mail: thaitradecenter@hem.fpt.vn

EAST ASIA
CHINA

HONG KONG

Office of Commercial Affairs
Royal Thai Consulate-General
Fairmont House, 8th Floor,
8 Cotton Tree Drive,
Central, HONG KONG
Tel: 001-85-2 25259716 (2 lines)
Fax : 001-85 2 28 84927
E-mail: thaicomm@netvigator.com

Commercial Section
Royal Thai Consulate-General
Room No. 308,
White Swan Hotel Shamian Island,
Guangzhou 510133
PEOPLE'S REPUBLIC OF CHINA
Tel : 001-86-2081 6968 ext.3309
Fax: 001-86-2081923076

JAPAN

Commercial Section
Royal Thai Consulate-General
King World Hotel, Room 1810,
28 South Beijing Road,
Kunming Yunnan Province 650011,
PEOPLE'S REPUBLIC OF CHINA
Tel: 001-86-8713515221, 3515224
Fax: 001-86-8713515223
E-mail: csrtcg@ns.istiy.yn.cn

Thai Trade Center, Fukuoka
4f. Akasaka Wing,
1-13-8 Akasaka, Chuo-Ku,
Fukuoka 810-0042, JAPAN
Tel: 001-81-92 751 6311
Fax: 001-81-92 751 6522
E-mail: ttcfkk@po.iijnet.or.jp

Office of Commercial Affairs
Royal Thai Embassy
Shuwa Kioicho TBR Building,
(4th Floor) 401, 5-7 Kojimachi,
Chiyoda-Ku Tokyo 102-0083, JAPAN
Tel: 001-81-3 32219463, 32219482-3
Fax: 001-81-3 32219484
E-mail: thaicom@public.guangzhou.gd.cn E-mail: thaicommtk@ro.bekkoame.or.jp

Thai Trade Center, Osaka
Hommachibashi Nishi Bldg. 2F,
1-1-3 Hommachi, Chuo-ku,
Osaka 541-0053, JAPAN
Tel: 001-81-6 6262 4418
Fax: 001-81-6 62711053
E-mail: ttcosaka@mtci.ne.jp
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KOREA
Office of Commercial Affairs
Royal Thai Embassy
738-20 Hannam-Dong,
Youngsan-ku Seoul 140210,
REPUBLIC OF KOREA
Tel : 001-82-2 795 2431, 795 4446
Fax : 001- 82-2 795 2998
E-mail: thaitrad@nuri.net
TAIWAN

Thailand Trade and Economic
Office (Commercial Division)
Taipei World Trade Center,
7E-10, 5 Hsin Yi Road,
P.O. Box 109-862 Section 5
Taipei, TAIWAN
Tel : 001-88 62 2723 1800-2
Fax: 001-88 62 2723 1821
E-mail: thaicomm@tpts4.seed.net.tw

SOUTH PACIFIC
AUSTRALIA

Office of Commercial Affairs
Royal Thai Embassy
10 Bulwarra Close, O'Malley, Canberra,
A.C.T. 2606, AUSTRALIA
Tel: 001-612 629 02950
Fax: 001-612 629 02960
E-mail: thaicommcanberra@dynamite.com.au
Thai Trade Center, Sydney
1st Floor, 75 Pitt Street,
Sydney, N.S.W. 2000, AUSTRALIA
Tel: 001-612 92411075-6
Fax: 001-612 9251 5981
E-mail: thaitrade@netwizard.net.au

SOUTH ASIA
INDIA

Office of Commercial Affairs
Royal Thai Embassy
56 N, Nyaya Marg, Chanakyapuri
New Delhi, INDIA
Tel: 001-9111 410 5608, 410 5610
Fax: 001-9111 410 5609
E-mail: thaicom@de12.vsnl.net.in

147

BIBLIOGRAPHY

English References

1.

Allwood, John and Montgomery, Bryan. Exhibition Planning and Design: a
Guide for Exhibitors, Designers and Contractors. London: Batsford, 1989.

2.

Bendow, Bruce. "Trade Fair Participation: Stand Management and Follow Up."
in Thailand Business, June 1983.

3.

Blythe, Jim. Marketing Communications. Harlow, Essex: Financial Times,
2000.

4.

Carter, H. C. Effective Advertising: the Daily Telegraph Guide for the Small
Business. London: Kogan Page, 1986.

5.

Chapman, Edward A. Jr. Exhibit Marketing: a Success Guide for Managers.
Edition, New York: McGraw-Hill, 1995.

2nd

6.

Henslowe, Philip. Public Relations: a Practical Guide to the Basics. London :
Kogan Page, 1999.

7.

Chailert, Jerasit and Papapom Chunhachatrachai. "How the Govermnent's
SMEs Development Support Policies Work in Practice." M.A. Thesis.
Mahidol University, 2000.

8.

Neven, Peter. Successful Participation in Trade Fairs Made in Germany. Bonn:
Kollen Druck+ Verlag GmbH, 1996.

9.

Phongpaichit, Pasuk and Chris Baker. Thailand Economy and Politics. New
York: University Press, 1997.

10.

Smith, P.R. Marketing Communications: an Integrated Approach.
London: Kogan Page, 1998.

11.

Thailand's Boom and Bust Chiang Mai: Silkwarm Books, 1998.

12.

Waterhouse, David. Making the Most of Exhibitions. Cambridge: Cambridge
University Press, 1987.

13.

Simachot, Vitoon. SMEs: Sao Lark Kong Outsahakarm Khu Chat (SMEs: the
Pillar of rescued economy). Bangkok: Association of Promoting Technology,
1999.

14.

Chamonmom, Vi. Translater. Thrisadee Thurakit Kanard Krang Yoem
(Theory of Small and Medium Enterprises) Bangkok: Rejang, 1999.

148

2nd

Edition.

Thai Reference

149

St~ Gabriel

Library 2Au

