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Connecting industries across borders through

international trade shows and business events
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Objectives of this session

 To make your city or destination eminently appealing to organisers of 
international exhibitions

 Understand what the organisers of large trade shows really want

 Adopt an intelligent proposition based around industry/economy and 
not tourism

 Comparison of two very different approaches
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The M.I.C.E. industry

 Meetings

 Incentives
 Typically entertainment, sometimes educational experience

 Conferences
 See also ‘Congresses’, ‘Conventions’

 Exhibitions
 Some say ‘Events’ but what does that make the other three?

Bit of a catch-all
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Let’s all get one thing straight…
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1. Why focus on exhibitions?
Regular, city-defining means of growing an economy
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Why are exhibitions so important?

 Assist national and regional economic growth

 Major role in job creation

 Help to define a city

 San Diego Comic Con

 Geneva Motorshow

 Harder to win. But exhibitions provide greater value
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Meet Michael

 Executive VP of leading organiser UBM Asia 
(now Informa Markets, Asia)

 “Conferences and conventions bring people 
in, fill hotels and make retailers happy. 
Exhibitions typically take place every year. 
And as they grow, the number of exhibitors, 
personnel and international visitors grow. 
Exhibitions provide greater value.”
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Meet Michael

 “Presently no destination presents specific 
information. Usually we employ a third-party 
research team to delve into the national or 
regional market to indicate possibilities and 
competition” he said. “Those such as Hong 
Kong, which has good information, are few 
and far between.”
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Very distant M.I.C.E. cousins

 Focused on industries

 Think in terms of years

 Static

 Local partners/associations

 Optics unimportant

 Focused on experience

 One-off  

 Peripatetic

 Largely autonomous

 Optics matter

EXHIBITION CONFERENCE
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2: The Pitch to M. I. and C.
Let them know who you are and what you do
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The pitch to M. I. and C.

 Seeking a memorable place to hold a meeting

 Pitch is visual, optics matter 

 Touristic appeal of destination holds great value

 International showcases:

 IMEX

 IBTM

 WTM
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The pitch to M. I. and C.

 Top ICCA cities by number of participants (2018):

 Barcelona (135,000)

 Paris (126,000)

 Vienna (105, 000)
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A case study in bidding for M.I.C.
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Trondheim, Norway
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 A city of 150,000 people in central Norway 

 The EU Innovation Scoreboard placed it 16th out of 220 surveyed 
cities

 Norwegian University of Science and Technology (NTNU)

 Marine Technology Research Centre closer to Trondheim’s city centre

 A place to put global markets in touch with innovation
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 Competing with traditional 
marketing for Norway

 Powered by Nature campaign
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 Competing with traditional 
marketing for Norway

 Powered by Nature campaign
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“Meet With Tranquility”
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3: The Pitch to E.
It’s all about those industries you’re holding
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The pitch to E.

 Local industry counts for a great deal

 Economic reasons to select a destination. Optics unimportant.

 Infrastructure and transit at destination holds great value

 International showcases:

 UFI Annual Congress

 Expo! Expo!
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The pitch to E.

 Top UFI Cities:

 Hong Kong

 Frankfurt

 Las Vegas
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A case study in bidding for E.
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Bangkok, Thailand
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 A city of 14 million people in Thailand

 80 per cent of MICE revenue derived from business events in the 
capital

 Ranking in the World Bank Group’s latest Doing Business report 
improve dramatically to 26th from 48th A place to put global markets 
in touch with innovation
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 Elevating its position beyond 
the hospitality pitch

 Land of Smiles campaign
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 Elevating its position beyond 
the hospitality pitch

 Land of Smiles campaign
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“Thailand: Connect”
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“Exhibitions: Redefined”
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 Focus on attracting industries in 12 industries built around 
innovation, non-traditional, supported financially by Government

 Campaign focuses on five core needs of international organisers. 

 Includes efforts to boost the number of visitors from China, Japan, Taiwan, 
and the ASEAN+6 and CLMV countries

 Aid co-operation between public and private agencies

 Ensure Thai service providers operate in accordance with global 
standards. 
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So this is what TCEB is 
presenting to the market
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It’s not sexy, but it appears to be working
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 47 international exhibitions staged last year

 Overseas exhibitors rose by more than 60 per cent

 Net space up by a fifth

 TCEB supported 14 international launches last year 

 These launching in Aerospace, Medical and Healthcare.
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4. The Story
Go behind the postcard
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The story is why, rather than what
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Get to the WHY

 In his book, "Start With Why," Author Simon Sinek discusses the 
concept of a company’s “why,” emphasizing the idea that people 
don’t buy what you do, they buy why you do it.

 “If Apple were like most other companies, a marketing message from 
them would move from the outside in of The Golden Circle. It would 
start with some statement of what the company does or makes, 
followed by how they think they are different or better than the 
competition, followed by some call to action.”

https://smile.amazon.com/dp/B002Q6XUE4/ref=dp-kindle-redirect?_encoding=UTF8&btkr=1&tag=fstoppers-20
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The Golden Circle

 ‘We believe in thinking 
differently. The way we 
challenge the status 
quo is by making our 
products beautifully 
designed, simple to use, 
and user-friendly. And 
we happen to make 
great computers. 
Wanna buy one?'
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To summarise
Set the right tone, present the right information
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What exhibition organisers want to see

 Market intelligence 

 Economic forecasts for the sector

 Political stability 

 Activity from international government trade promotional councils

 We try to spend as much time as possible talking to the market 
(exhibitors, visitors, industry associations, government funding bodies) 
to better understand their needs and what markets are of interest to 
them.” – Tony Crinion, DMG Events
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What exhibition organisers want to see

 Information on emerging and growing industries

 Major and minor

 Specific numbers; how many FTSE 500 offices; how many graduates in 
relevant industries; how many academic courses providing the skillset

 Exclusive insight; how many medical supply companies are within a two 
hour drive from the venue

 Competitive advantage

 Will your government give their event a leg up?
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There are exceptions of course

 The Geneva motor show

 Regional or global focus

 Travel markets
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The Promotion Problem
It’s hard to paint a picture of opportunity
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Who do you need to reach

 Is an advert right for you?

 Work through the numbers

 You might only need to reach three people – pick up the phone, jump on a 
plane 
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FAM trips

 Parade people not hotels

 Provide speeches from:

 Federation of small business

 Chambers of commerce

 Local partners

 Supportive politicians

 Quantitative not qualitative
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FAM trips

 Demonstrate a sustainable destination for their events

 Work with good PR agencies to bring you representatives from the 
right magazines

 Not just event industry press

 Exhibition-specific press

 Industry-specific press
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FAM trips

 Unless your destination is the moon, 
and events take place in a palace 
made out of crashed satellites, then 
there will be many places that offer 
similar experiences. It’s a buyer’s 
market.

 Remember this, if you can’t present 
unique – then present valuable. 
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Remember: Make Michael happy
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Thank you


