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Preface

For the past several years, the Chinese government has been
carrying out the “Going Global” strategy. The policy of “one belt
and one road” signifies that China’s internal economic development
will turn to intensive integration into the world economic entity, thus
resulting in closer linkage between the two large economic circles
of the Asia-Pacific and European regions. The implementation of
reform and opening-up of China’s economy over the last 30 years
has witnessed that China is already ranked as the world’s second
largest economy, with the leading position in terms of foreign trade,
direct foreign investment and foreign currency reserve. Along with
the enhancement of economic power, China has become a driving
force for the world economy. The “one belt and one road” policy
will encourage even more Chinese enterprises, including small and
medium-sized companies, to expand their overseas market, presenting
themselves as a significant force in the international economic arena.

Looking back to the 80s last century, when China was just
opening its door to the outside world, numerous foreign brands and
technologies swarmed into the Chinese virgin market. One of the main
ways to tap into this unfamiliar world is to participate at international
exhibitions in China in order to test the new market, to expand sales
channels, to establish the brand image and ultimately to seize a market
share. It is evident that trade shows act as “springboards”™ to access to
new markets and facilitate the entry of those enterprises who intend to
participate in unfamiliar business environments.

This form of participation at exhibitions is also widely accepted
among Chinese companies. In the past 5 years, tens of thousands
of enterprises have taken part in exhibitions worldwide with two-
digit increases in the quantity of exhibitions and exhibiting space.
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These forerunners pioneered their way to untapped markets, gaining
quite good returns, and thus encouraging the enthusiasm of more
Chinese companies to expand their new market overseas. Now, as
great importance is attached to the quality of new technologies and
products in China, it is foreseen that higher requirements of overseas
participation will be a must to Chinese exhibitors in the future. This
could be the only possible way, if they want to maintain a long-
standing position in the international market, and consolidate their
market share already established.

I used to be involved in the work of outbound participation in
foreign exhibitions for many years in the CCPIT, which is a major
organization for external exchange in China. With a passion for this
work, I discovered that Chinese enterprises have been using more
innovative ways to exhibit abroad under the influence of international
styles of trade shows. Quite a large number of exhibitors still prefer
participation as a member of national pavilions; but some have begun
to exhibit independently in order to forge the “national brand” on
their own; a new form of overseas participation is to take part in
China trade shows in other countries. These exhibitions are initiated
and held by Chinese organizers aimed at the foreign countries, instead
of local trade fairs.

Of course, there are advantages and disadvantages for these
different forms of participation. The key point is to choose the right
one suitable for each exhibitor’s purposes. However, whichever form
they may choose, it is more important that the outbound exhibitors
pay attention to the following four key issues: 1. be familiar with the
background situation of your business partners in terms of their social,
political, economic , cultural features and national customs in their
country; 2. develop effective cooperation with local business people;
3. keep a close eye on the characteristics of your target market and
their demands; 4. try to enhance the international image of your brand
names. If these aspects are neglected, the objectives of your overseas




/A, FRAEEAH TR,

FAAGERHRR G—RRFESIRAH N EENMY
REFSEHRHETHE, HTHHEIHREEHNRE, RAAET
ZEERREMAZHGEH, T ES LM RE R AT 5 B
B3, GFAR. AHYHSHLLGALARREESSWES,
A EREE—NERSREHN, WHKL LU F BN ERER
EH RS WERE, BATERTEMNECH "RERR , &
A—AFEIAMNRLS YK RS, TRERNGL LB AR,
BEAmad “FE XX LTARMES. REWENA R TEHR
P EHRENA AT, XBSRFVABALENRL S, ¥
ARABHXBETRTRESHEE N SRBHNSREN, BERE
EZWR, FAERHHR, HREXENUNEEFH. L EANTH
RaktEXNES, Bk, 2%, XHRERBALN 2. FHAR
EYRHAARHEERR, . B WX EERTINEARER,
4. RAZFEERENERYR., DRABRTRETE, 2RAK
RRaF/HF¥, SR H A UL,

(HESREF—ERSRAIZE) EXHFHEZFAFX
TREmE, EEHZYEER LEHRS, N 20 #4280 £ R
WET LA THRABRBZERRESHERAR, AXNFLEEFTH
R, A EES—NEELRLZXKEETS, ETERNBEY
AEFEAPEFREEH EHELSME, itk "l X" 5EY
Ak kP, RESEMETREFEN,

BR—ABEZERLEH LS LT, RRWMHAT B E
DENTIHFREFMIR, XEETAELANKMNRETHE LM
ITHhXHER, HFEOIR, A EATAAEERRES LE
AEAEREE AW AARE, WRELETEHEART, &E




participation will be hard to achieve, in spite of double efforts.

Against such a background and demand, “Successful
Participation at International Trade Fairs—The Guidebook for
Outbound Exhibitors” has been published right on time. Professor
Lan Xing, once employed for the CCPIT Shanghai Sub-council, has
been very experienced in outbound exhibitions since the 1980s, and is
now involved in exhibition research and educational work. The book,
co-authored by a German trade fair expert, features realistic situations
in China and advanced concepts and practices at international
exhibitions. It is well-worth reading for those exhibitors planning to
participate at overseas trade shows.

The reference book covers a complete range of essential working
steps for the preparation of participation overseas. It contains an
enormous amount of information about the European trade fair
market as well as practical work documents. With vivid pictures and
an easy to read text, it presents how your corporate image will stand
out in the competitive scene, and includes the know-how for the
preparation work. In particular, the last chapter offers much valuable
advice on various issues and about problems that occur frequently
among Chinese exhibitors. The knowledge of these particulars is a
prerequisite for a successful participation.

The publication of this book will undoubtedly exert a fresh
impetus to Chinese enterprises to participate in overseas exhibitions
in response to the strategic concept of “one belt and one road”.

Honorary chairman, UFI
President
Shanghai Convention & Exhibition Industries Association
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October, 2015
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Message from AUMA

Every year around 25000 companies from East Asia exhibit at
German trade fairs, including 12000 from China, and the figure is

growing.

Therefore we appreciate it very much that two renowned
experts on international trade fairs have collaborated to write

this book with a new pragmatic approach for exhibitors from

Asia. They have compiled their wide range of insider know-how
providing comprehensive advice to Asian companies which plan to
exhibit successfully at European trade fairs — all written in a well-

structured and easy-to-follow style.

Managing Director of AUMA

Association of the German Trade Fair Industry
Dr. Peter Neven

February, 2016
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Introduction

After two years of hard work, the writing of the book has now
been completed. Co-authored by the German trade fair expert Rolf
Mueller-Martin, the book is released with intensive discussions
on some key issues of the trade fair industry in the European and
Chinese markets. An interesting topic is about Chinese participation
at European trade fairs. What surprises my counterpart is that Chinese
exhibitors have been mushrooming in the European market over the
past several years, even seen at some fairs in small German cities.
This indicates that “Made in China” is increasingly gaining influence
in the world. However, to be more accessible to the international
market, there is still much room for improvement in certain respects
such as brand-building, marketing strategies and international
business communication as well. Only this way can it be possible
to achieve more worldwide business success. Hence, the guidebook
is specially designed to offer the advice and experience of both the
Chinese and German professionals.

In order to be practical to use, the book elaborates on know-how
about the preparation of an outbound fair participation. The 25 steps
cover almost all aspects of the participation work with necessary
working points and reveals the secrets of success to becoming an
outstanding exhibitor.

Another valuable aspect of the book is that readers can find a
lot of useful information and working documents in the attachments.
These include a timetable of the preparatory work, forms for budget
calculations and control, checklists for different parts of the work as
well as maps of the major fair grounds in Europe.

All in all, this practical guidebook can either serve as a reference
book for new exhibitors or as a source of information to be referred




I

HI 5

a(llg

ZAWFHERMEES, AFATRRT. BIEXR, &5
BEH-—CHZREERF AR KY-ZTHANEHRT AH;
KMNBAXKMNE FE T H 7RIS 0 X R AT T RAR
W, AP PMEERNERARRTES RN HZR L. L HREE
WA E, dEHEFELVAEBISRUFANREANRK, ¥
FABE-BARTHELL2 LREEIATESEAGEY, TR
‘HEME CEEERLFACARENR WA, FRAELE
EXEEREHAAT, AT, AHARHPEER, WEERBA
EEdg, TEAYAERGRVEBE, FRETHR ALE
GHSEXAEFTEHLEARSZREBNZF., WRENEELVHP L
Bk, HANEGHESBAERES AT, AL LR HTHME
TREDERT., 2TH, ZAXETRRERRAZBRMARS T
AHRET .,

ABGERINER, ABURELANEE, BERIHENE
EFFEAREFEHRT THEERFMRT, 5PN ERIRES
THESZRKENTE, ARAATLENTHEAE, THETT
AEBIHSRBRABR, BRT EXHSZRBRS, BRERNET
ZREMMEREEEHRTEEUNRNERNE RS,

EAHERRREIARWG THEREMTEG I LR, K
FRETABAANERABEMLAG THERE, WIBERSE
WAL HLRESETENE—F, XEREERH, THH#LX
BB BEES TR, SRR EN LT,



to anytime. The bilingual version even makes it possible for
young employees to improve their professional English language.
Additionally, many parts of the book are also essential knowledge for
participating at domestic international exhibitions.

Last but not least, both Mr. Rolf Mueller-Martin and myself
would like to express acknowledgements to all those who have
contributed to the completion of the book, including Messe Frankfurt,
AUMA Berlin, mac Exhibition Services, Langenlonsheim Germany/
Shanghai, bluepool Fairs and Events, Leinfelden Germany/Shanghai,
as well as Mr. Fu Yu, General Manager of Hannover Milano Fairs
Shanghai, Mrs. Maria Zhang, Vice President of SIEC, Mr. Wu Yinan,
General Manager of JES Shanghai and many more. Our special
thanks to BroadMesse, which generously contributed their support in
making the book published possible.

May the book a great help for ambitious exhibitors in the
international market!

Chinese author
Prof. Lan Xing
October, 2015
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