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THE GLOBAL STAGE: Maximizing
Your Fashion Brand's Presence at
Trade Fairs

Direct Market Access

Gain immediate access to qualified international buyers and invaluable market insights.

Build Visibility & Credibility

Establish your brand's international presence and build trust within the global fashion community.

Expand Partnerships

Identify new distributors, agents, and strategic partners to broaden your distribution channels.

Real-Time Product Feedback

Receive immediate, constructive criticism on design, pricing, and quality directly from target buyers.
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« Sales — Linkages - Networking with
new and current buyers — Feedback -
Market Intelligence - New Trends -
New Technologies - Marketing Ideas — :)4
Packaging - Product Development -

Exchanging Information, Ideas and L
Know-How - New opportunities of Dl
cooperation

Investment

\ months

Preparation
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Market
Forecast

* The market is projected to
grow at a CAGR of 10.9% -
13% between 2021 and
2026

Global Handicrafts Market

Historical Market and Forecast (2015-2025)
USD Billion

| I I I I

2015 2016 2017 018 2019 2020 2021 2022 2023 2024 2025

1,204.7

Source: www.expertmarketrasearch.com O.E.M....B.
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s Typology according to catchment area —

e international trade fairs / exhibitions
* national trade fairs / exhibitions

Ty p e S Of e regional trade fairs / exhibitions
I s R
Trade Fairs

e multi-branch trade fairs

e professional trade fairs / exhibitions

a n d e special trade fairs

e congress trade fairs

EX h i b iti O n S e consumer exhibitions

e trade visitors
 private visitors
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How do you prepare for a Trade Fair?
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Selecting the Right Global Platform

Strategic selection is the ion of a trade fair il

Focus your resources where your ideal buyer is present.

Key Selection Criteria Essential Research Tools

‘ 1 ‘ Target Market & Product Fit
Does the fair specialize in your category (e.g., luxury, sustainable, sportswear)?
Q y

Buyer Profile

Are attendees primarily wholesalers, retailers, or agents? Match their profile to your business goals.

Timing & Frequency

Align the fair dates with the global fashion buying seasons (e.g., Spring/Summer, Autumn/Winter).

Cost vs. Expected Return

. Specialized Trade Directories
Analyze the total exhibition cost against the potential volume and quality of leads generated.

. Government Export Councils & Agencies

. Global Event Platforms like 10times.com or Eventseye
Logistics & Visa Feasibility *  Competitor Exhibition History

(7]

Consider the ease of transporting goods, staff travel, and securing necessary visas.

10
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Subsidy
Programs

11

Supporting
Organizations
in The
International
Market

INTERNATIONAL

ALl
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Sources of Information

* www.auma.de
* www.cbi.eu

 https://www.cia.gov/the-world-factbook/

* https://www.intracen.org/

* Commercial Offices

* Chambers of Industries
* Export Councils

* Trade Fairs Websites

GOL}SIQ Is Your Fest Friend ...

7 i v 4 3

13
Sources of Information (Example)
PROJECTED RETAIL SALES GROWTH 2017-2022 UK LEADS THE WORLD IN e-COMMERCE
2017 2017 2022
£495bn . - 132
£375bn %
o I 12.7%
2022 B X 16.2
Uc___setson % *
: I -5 S 8.0%
GERMANY LR £671.8bn T ™ T
. 0| . o
£571bn
ITALY SRRy £413.5bn
(Planet Retail/RNG). Growth rate in local currency Online sales as % of retail. (Planet Retail/RNG)
“Supplier countries, skills in design and production quality,
delivered at low-cost, allows UK retailers to focus on the 9
business they know the best: selling to the customer.” Why the UK market ¢
Ekrem Utku
CEO, World Brands Consulting
14
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Visitors
Count

Preliminary Report of Visitor Count
e AGRIWEEK =+ GARDEX » TOOL JAPAN
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{2 Reed xtititions ‘Show Direcer
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Floor Plan

* DON'T disregard the placement of your booth at the event.

For this, you cannot forget to find out from the organizers
about the layout of the event. This will help you choose your
booth location at a space that is likely to attract the most
customers. For this, reach out to them well in advance as the
best spots get booked quite early.

First-come, first-served vs. paid reservation systems
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Stand
Types

(R) Row stand
(E) Corner stand
(K) End stand
(B) Block stand

9-155q meters

21-30 sq meters

Booth &
Furniture
Packages

10
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Preparation Determines Success

Start your planning 3—6 months in advance. Thorough groundwork minimizes risk and maximizes your potential ROI.

3-6 Months Out: Foundation 1
e Confirm exact stand size, location, and booth number.
* Initiate visa and travel arrangements for the team.

e Finalize your collection and sample selection. 2 2 Months Out: Materials

e Design and order booth display elements (signage, racks).
.. L. 3 *  Print high-quality catalogues and detailed line sheets.
1 Month Out: Logistics & Training
e Prepare comprehensive, tiered price lists (FOB, EXW).
e Arrange freight and customs logistics for samples.

e  Conduct sales training on product knowledge and buyer

engagement.

*  Finalize team schedules and on-site responsibilities.

[3  Pro-Tip: Allocate a dedicated project manager solely for trade fair preparations to ensure all deadlines are met.

21

Generating Buzz: Marketing Before the Fair

Your objective is to ensure key buyers have an appointment scheduled with you before the event even begins. Leverage digital tools for maximum reach.

W &)

Announce Participation Send Direct Invitations
Publicize your presence on all social media channels, website banners, and in Email your curated list of target international buyers, offering a sneak peek of
your email signature, highlighting your booth number. the collection and requesting a time slot.
£y 0,0

22
Fair Marketing Inclusion Prepare Digital Assets
Request to be featured in the fair organizer's newsletters, printed guides, and Ensure all materials are easily shareable—use QR codes on invites that link to a
official apps. Often this is a complimentary service. digital lookbook or a simple contact form.

Goal: Let buyers know you're coming and why they must visit your stand before they arrive at the exhibition hall.

22
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ime Frame

or Planning a

articipation
in a Trade Fair

anry o ceacw
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Checklist

For Budget
Control For
a Trade Fair

Checklist for Budget Control

Item

Cost

BUDGET

ACTUAL

VARIANCE

[spac

e
[V rental of stand

Subtotal

Exhi

itor recruitment

[V printed matter

V postage

v telephone

[Viocal

Subtotal

[stand

v desi

[V furniture
v

V energy

v water and waste

v

[V AV and IT equipment

[V cleaning

[V catering

Subtotal

[Transport

[V packging

[V shipping.

Vv on-site hand

ling

v a

Subtotal

[Statfi

ing.
v travel & sta,

[V local transport

[V allowances

[V interpreters

& hostesses

Subtotal

Promotion &

Public Relations

[V printed matter

v mailing lsts
v

& postage

v advertising

v reception

Subtotal

Promotion &

P.R. (cont)

v
V hospitality

V photograph

Subtotal

v market r

v insurance

[V post-fair fol

low-up.

v

Subtotal

[TOTAL

24
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What do
you do
during a
Trade Fair?

26
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attractive trade fair stand

well run stand

appropriate advertising and public relation

27
L ° L [
The Visual Story: Booth Design & Presentation
Your booth is a physical manifestation of your brand. It must attract attention and communicate your aesthetic and quality in seconds.
Open & Clean Layout Strategic Lighting & Display Hero Clear Sighage
) Color Products )
Avoid clutter. Ensure clear Display your brand name and
pathways for buyers to enter and Use lighting to focus attention on Place your most innovative or best-  country of origin prominently.
circulate. A minimalist design often key pieces. Choose a color palette best-selling products at eye level Ensure the booth number is easily
highlights the product better. that supports, but doesn't compete  level and near the aisle to draw visible from a distance.
with, your collection. traffic in.
28
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Engaging the Buyer: During the Fair

This is where personal connection and professionalism convert interest into actionable leads.

Proactive Engagement

Never sit down or look at your phone. Stand, smile, and make eye contact. Initiate conversation with genuine interest.

Qualify Needs Quickly

Instead of pitching, ask questions: "What markets do you serve?" "What price points are you currently sourcing?"

Document Interactions

Take immediate, detailed notes on every buyer (preferences, minimum order quantities, follow-up required). Do not rely on memory.

Maintain Transparency

Be realistic about production capabilities, timelines, and costs. Buyers remember clarity and honesty more than low prices.

29
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Data Management: Samples, Prices, and Orders

The efficient organization of your key materials supports professional sales discussions and accurate order processing.

The Sample Strategy

Prepare exactly one impeccably finished sample per design. Clearly label
Clearly label each item with style number, material composition, and

composition, and intended retail price.

Organized Price Lists

Have professional, confidential price lists ready that detail Minimum

Order Quantities (MOQs), payment terms, and various shipping options

Standardized Order Forms

Use pre-printed order forms and lead sheets that capture all crucial
crucial details: contact info, style codes, quantities, and specific buyer

specific buyer requests.

(FOB, EXW).

The Lead Sheet is King

For every interaction, capture the buyer's company, contact details,
details, product interest, and a specific follow-up action. This drives

drives post-fair conversion.

30

15
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Trade Fair
Contact
Form

L —

31

Attend

Lectures
And
Events

32

16
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Competition
Time.

Check
competitors

33
Do’s Don’ts
- Staff at the booth: Choose the best
- Standout of the crowd
- Givestaffan official attire
- Askstaffto wear comfortable shoes Show Up unprepared
- Give staff branded badges ) OWUup unprepare
. ! - Badmouth competitors
- Askinsightful questions Talk amongst teams instead of focusin,
- Always make sure to get visitors’ contact B visitorso gst teams Instead of focusing an
Inforr.natlcn ' — - Keepsitting at the back of the booth and
- usedisplay monitors, projection screens, or ;
engage in personal calls or surf the internet
large TV screen computers for your demos d
) - Eatanddrinkin the booth
- Listen more while talking to the visitors A
o - Over-pitch your product’s features
- Send emails to potential clients on the same L .
day - Printing a lot of sales literature
- Bringtraditional sweets or giveaways to - Forgetto bring plenty of business cards
- Arrive late, leave early
offer to visitors
34
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after a ‘_,-*
Trade Fair? | L_

\/

What do e AV
you do ' u
H

401

37

T0 DO LIST

Thorough Follow 8P
ollow P
follow-up Follow Op . .

38
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The Crucial Follow-Up: Converting Leads to Sales

Lead conversion begins the moment the fair ends. Speed and consistency are non-negotiable for success in international trade.

Within 48 Hours: Initial Contact °

Send personalized thank-you emails referencing specific discussion points,

confirming next steps, and attaching a brief digital lookbook.

® Within 1 Week: Quotation Delivery

Send the detailed catalogue, finalized quotations based on their stated MOQs,

stated MOQs, and comprehensive terms of business.

Within 1 Month: Feedback Loop °

Follow up to solicit feedback on the samples and pricing. If they haven't

ordered, ask specifically why (e.g., price too high, wrong timing).

Lead Prioritization Checklist

e Organize leads by tier (A: high potential, B: medium, C: long-term).
*  Track all communication in a centralized CRM or spreadsheet.

*  Ensure your response is consistent and professionally branded.

39

Return (Benefit)

* Follow up emails

* Send samples

« Send catalogues, price lists,
certificates, shipping quotations,
lead times, MOQ, terms of |n\f@5tment (COQU
payment, contracts, etc. -

* Work on final budget and compare
it to initial estimated budget

¢ Calculate ROI (Cost per lead)

* Communicate feedbacks received
from potential clients to your team

* Evaluation of Trade Fair

RO

40
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Discipline Beats Luck: Common Mistakes to

Avoid

Mistakes in preparation or execution can sabotage your investment. Pay attention to these common pitfalls among new exporters.

i ol

Poor Booth Organization Lack of Price Transparency

A messy stand or lack of clear product display Inability to provide on-the-spot pricing (even
drives buyers away. Clutter communicates a lack estimated) suggests you are not export-ready or
of professionalism and attention to detail. serious about doing business.

o %

63 W

Weak Packaging/Labeling No Timely Follow-Up

If your product presentation or packaging is The majority of sales are lost due to delayed or
subpar, buyers will doubt your capacity for generic post-fair follow-up. Strike while the iron is
international logistics and quality control. hot.

@

Ignoring Small Buyers

Small buyers often grow into large accounts and
accounts and provide valuable early feedback.
feedback. Treat all qualified leads with respect.

respect.

41

Summary: Your Trade Fair Success
Blueprint

By focusing on these four pillars, you can transform your trade fair participation from an expense into a powerful engine for
powerful engine for global growth.

& 1. Choose Strategically

Select fairs that offer the best match for your product, price point, and target international buyer profile.

{&; 2. Prepare Thoroughly

Invest 3-6 months in logistics, sample perfection, and detailed documentation. Preparation is the silent partner of

silent partner of success.

ol 3. Engage Professionally

Be proactive, listen more than you talk, and capture detailed lead information for every potential client.

5 4. Follow Up Persistently

Convert leads quickly through pers i timely, and i ication post- it

Q&A and Next Steps

42
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Thank You for Your Commitment to
Fair Trade!

We appreciate your dedication to ethical and sustainable export growth.

Trade fairs are the gateway to the world. See you on your next fair journey!

Session Completed

Export Readiness: How to Exhibit at International Trade Fairs.

43
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