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As someone who has been deeply 
involved in the tradeshow floor 
scene for over 20 years and at-
tended or exhibited at over 
100 apparel related tradeshows 

around the world, I currently find myself  adapt-
ing to China’s show floors changes, the decline 
or maturity of  OEM and the growth and oppor-
tunities of  new or emerging brands.

 It appears that in a bad economy everyone 
wants to take control of  their own destiny by 
creating their own brand.  This is a very expen-
sive proposition, with brand 
and marketing costs exceeding 
many companies’ budgets.  It 
is often these same companies 
who find their spending is to no 
avail, as every year they come 
to the show looking for inter-
national and/or domestic buy-
ers.   In addition to tradeshow 
expense there is the extensive 
additional capital required for 
marketing, advertising and pro-
motion around the globe that 
many of  these companies are 
not accustomed to utilizing.  

In China, 2008 and 2009 
marked the decline of  OEM, 
and I noticed the quality of  the OEM exhibi-
tors had diminished with it; it was appearing 
the OEM growth was in agents or third parties 
who represented or acted on behalf  of  factories.  
Brands were starting to dominate at previous 
OEM only tradeshows.  

In Guangzhou, the Canton Fair which I attend 
regularly used to be known for top notch OEM 
suppliers but now their offerings were mixed and 
sold by different agents across the show floor.  It 
was starting to look like the Canton Fair was try-
ing to compete against other brand fairs includ-
ing but not limited to the largest and most well  
known brand show in Mainland China the CHIC 
(China International Clothing & Accessories 
Fair) show in Beijing.  One reason for this was 
due to the decline of  OEM in South China and 

the growth of  OEM in North China. The other 
obvious reason was the declining and changing 
economy.  This change of  supply chain location 
helped improve OEM only shows like the Inter-
Textile fair in Shanghai and Beijing.  

The CHIC show has always been a brand-
focused show and does not stray into the OEM 
arena.  It has a strong following for domestic and 
international (Italian, France, Japan, Korean, and 
Taiwan Pavilions) fashion and accessory brands. 
One major issue of  this show is that it only op-
erates once a year when fashion has a minimum 

of  two seasons and all larger 
shows will have two shows a 
season.     

In Dalian at the China (Da-
lian) International Garment & 
Textile Fair there was a huge 
presence for Italian, French, 
and Spanish brands looking to 
expand into the Chinese mar-
ketplace while there are plenty 
local Chinese brands looking 
for retailers, distributors, and 
wholesalers outside of  Main-
land China.  Dalian has even 
gone to the extent of  opening 
an international brand agency 
(IBAC) for foreign brands 

which includes new and leading brands. For 
the Fall 2009 fair there were over forty foreign 
brands listed in their show catalogue, including 
companies like Costume National and Byblos.   

Shanghai and Beijing also have the InterTex-
tile show which operates once a year in each 
city.  The intertextile show is the largest OEM 
tradeshow in mainland China, which focuses on 
OEM suppliers in apparel, fabric and trimmings 
and has great success attracting domestic and 
overseas exhibitors and attendees   

In Shanghai you have plenty of  shows that 
cater to both brand and OEM shows such as 
the Shanghai International Clothing and Textile 
Expo, Shanghai Textile and Apparel Trade Fair, 
China International Textile and Apparel Trade 
Fair, and the East China Fair, trying to grab as 
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many exhibitors and attendees as available.  Like regional shows, 
these shows are challenged to attract domestic and overseas buy-
ers.  This is because these shows are smaller and not well known 
with exhibitors and attendees.  In an effort to attract foreign buy-
ers, the China International Garment Fair (formerly known as 
Shanghai International Clothing and Textile Expo) offers up to a 
US$1000 travel allowance.     

In Mainland China there are also 
the smaller regional shows (Ning-
bo, Suzhou and Keqiao) filling the 
OEM void and highlighting their 
regional strength.  But one issue is 
these shows are not well known and 
have difficulty attracting domestic 
and overseas buyers.  Last year I 
attended shows in Ningbo, Suzhou 
and Keqiao and found that they 
were lacking show atmosphere, energy and attendees.  The only 
show that stayed open for the duration of  the show time slot was 
the Keqiao fair. The Suzhou show closed after the first day and the 
Ningbo show had many booths leaving on the afternoon of  the 
second day.  Imagine if  you are a foreign buyer traveling to a show 
that is closed when you arrive.  

To conclude, I believe the strong will survive; the industry can-
not support so many tradeshows with the same focus. Apparel 

related fashion OEM and branded shows need to differentiate 
in order to show the strength and opportunities of  the industry.  
There are too many shows trying to be everything to everybody.  
In Shanghai, I have been noticing the successful growth of  cat-
egory or product focused OEM shows.  This year I attended the 
Spin Expo which is a smaller show with a focus on knitwear.  Knit-

wear is in everyone’s closet and 
is a necessity in fashion.  The 
show was great for organiza-
tion, inspiration, creativity, and 
suppliers.  I liked how this show 
focused on the OEM suppliers 
(garment, yarn) and designers 
for the knitwear segment.   In 
addition, there is the Mode Lin-
gerie show in Hong Kong and 
Shanghai, as well as the other 

fairs like the China (Shanghai) International Hosiery Expo and 
the Functional Fabrics High Performance Exhibition.     

In theory only a few shows can be everything to everybody and 
those shows are the Canton Fair, the InterTextile Tradeshow and 
Fashion Week in Hong Kong, which combined equals six shows 
a year.  Tradeshows need to make a presence that engages, enter-
tains, and educates the exhibitors/attendees while also getting the 
industry talking. 

How stable is your global supply chain? 
With the global business world as complex as it is, supply chain risks have never
been higher. A crisis in a key raw material supply in China has the potential to
disrupt the manufacturing process in South America. In order to better prepare
your organisation to deal with supply chain crises, the starting point needs to be
a 360º assessment of your risks. 
Control Risks’ multi-disciplinary team of political and social risk analysts, corporate
investigators, security consultants and risk management professionals can help.
Our supply chain risk assessments include:

• Political Risks – short-term local government policies;
• Security Risks – theft, travel security for employees, organised crime;
• Reputational Risks – product integrity and counterfeiting;
• Integrity Risks – supplier integrity, corruption, code of conduct breaches;
• Social Risks – supplier factory working conditions, health and safety breaches.

Our unrivalled network of 27 offices around the world means that we can only
help you assess, mitigate and stablise your supply chain risks better and faster. 

Let our risk experts help you today. Start the conversation with us by contacting
Neal Beatty in Shanghai at neal.beatty@control-risks.com or call + 86 21 5298 1800. 
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