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Oceanside, CA – Trade show performance 
in November 2012 was unremarkable 
from the year before, with the three 
closely watched metrics of net square 
feet, number of exhibiting companies and 
attendance moving only slightly — in both 
directions. According to the Trade Show 
Executive (TSE) Dashboard of Monthly Trade 
Show Metrics, exhibit space grew 1.8%, 
but that was off set by a (1.8)% decline 
in attendance. Th e number of exhibitors 
increased a weak 1.0%.

Of the 16 events included in the 
Dashboard, fi ve shows either grew 
or held their own in all three metrics. 
At the same time, seven shows reported 
across-the-board declines, including 
the Annual National RV Trade Show, which 
at 727,443 net square feet (nsf) was the 
largest show included in the Dashboard.

For TSE’s analysis, the totals were 
adjusted to exclude outliers and non-
annual events including CAST, FABTECH 
and Sign World. Th e adjusted totals for the 
remaining 13 shows revealed that exhibit 
space reached 2,656,768 nsf. Th e number 
of exhibitors crept up to 7,039 while 
attendance slackened to 214,137. 

Big Shows Dominate
FABTECH was one of fi ve shows on the 
TSE Gold 100 rankings of the largest U.S. 
trade shows to take place in November. 
Nine Dashboard shows topped 100,000 nsf.

Even one recreational vehicle takes up a 
lot of space so it was no wonder that even 
with less exhibit space than in 2011, the An-
nual National RV Trade Show was the largest 
trade show in the November Dashboard.

Th e Recreation Vehicle Industry 
Association reported 727,443 nsf of space, 
down (0.4)% from the previous year. At 
the same time, attendance took a more 
signifi cant step back. Attendance was 
off  (6.1)% at 7,658 and the number of 
exhibitors was (6.0)% lower than 2011.

Th e stalwart RV industry, however, has 
rolled on through some tough economic 
times in previous years, and is not losing 
faith in the future. “Th ere was a real belief 

among exhibitors and attendees that the 
RV industry is strong and resilient, and 
is well-positioned for future success,” said 
RVIA president Richard Coon. “We still 
have some challenges in the market, 
but RV shipments are growing because 
people love RVs.”

Attendees got more out of the show 
than a look at the latest products on 
the market. Th e show was one of the 
stops on the RVIA’s Troubleshooter Clinic 
Demonstration tour, which gave attendees 
details on how they and their service 
departments can correct problems that 
may crop up aboard an RV. A new media 
advertising campaign promoting RV 
vacations was also unveiled in Louisville.

Growth Leaders
� Th e 2012 Int’l Pool | Spa | Patio Expo 
made one of the biggest splashes on the 
Dashboard. Th e event experienced a heady 
27.2% increase in exhibit space, reaching 
155,500 nsf. Th e exhibitor ranks also 
surged 13.2% to 548.

Hanley-Wood held the show in New 
Orleans for the fi rst time since 2003 and 

saw its attendance improve 5.0% over 
2011, topping 10,000. “We are very pleased 
with the number of attendees,” said show 
director Lindsay Roberts. “New Orleans 
was a real draw for attendees as exhibitors 
enjoyed steady traffi  c.”

Th e education program was bolstered 
by a number of advanced pre-show train-
ing seminars off ered by the Association 
of Pool and Spa Professionals, the show’s 
offi  cial sponsor.
� Th e 62nd Annual Meeting of the American 
Society of Human Genetics rode a two-year 
streak of record attendance into its San 
Francisco conference and delivered an 
11.7% increase for 2012.

 Exhibit space and the number of 
exhibitors also improved. Exhibitors 
grew 15.0% to 215 and exhibit space 
jumped 13.1% to 30,300 nsf.

Th e society implemented a specifi c 
policy on social media, asking attendees 
to refrain from tweeting, streaming or 
otherwise distributing data from presen-
tations if so requested by the presenter. 
Th e obvious risk is that such commentary 
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Baby Steps Upward for November Trade Shows

Pool Hall. Exhibitors made a big splash at the Intl. Pool/Spa/Patio Expo, pushing up the net sf by 27.2% 

over 2011. The education program was expanded, which helped facilitate a 5% jump in attendance.
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could violate the embargo policy 
of scientifi c journals.

Attendees were also reminded before 
the show to vote early because the 
meeting opened on Election Day.
� Th e Private Label Trade Show also 
reported a record year with 2,285 booths 
representing 1,080 separate exhibitors, 
a 5.0% increase over the previous year. 
Exhibit space grew as well, increasing 
3.1% to 229,200 nsf. Th e crowd was 
2.1% larger at 4,800.

Th e Private Label Manufacturers 
Association (PLMA) said it saw a sizable 
increase in overseas attendees and hosted 
15 national pavilions. Th e top fl oor of 
the Rosemont Convention Center was 
used for Sky Hall, an area reserved for 
major exhibitors, which the PLMA said 
provides room for expansion in 2013.

Chicago Style
Like deep-dish pizza and Da Bears, 
FABTECH has become a bit of a Chicago 
institution. Th e show for the metal-
fabricating sector rotates between the 
Windy City and other cities, including 
Las Vegas, the site of the 2012 show

Th e diff erences in the results from 2011 
in Chicago and 2012 in Las Vegas were glar-

ing enough that the annual show was not 
included in the adjusted Dashboard totals.

Th e 2012 show took up 449,500 nsf, 
which wasn’t bad, but was a noticeable 
drop of (11.1)% from the more than 
500,000 nsf at McCormick Place in 
2011. Th e exhibitor count slid (8.4)% 
and attendance was off  a harrowing 
(27.0)% at 25,903.

But organizers were not particularly 
alarmed. Declines were expected due 
to the distance from the industrial 
base in the Midwest and thus fewer 
day-tripper attendees.

John Catalano, co-show manager for 
FABTECH, said the exhibitors and attend-
ees were pleased overall with the traffi  c 
in the aisles and the scope of the exhibit 
area. “We’ve received great feedback,” he 
said. “Exhibitors were enthusiastic and 
reported that sales activity was brisk 
and leads were plentiful.”

Th e consensus at FABTECH was that 
U.S. manufacturing was still on an upward 
trend and good things were expected for 
the 2013 show in the friendly confi nes 
of the Windy City.

Top Sectors and Cities
Th e RV industry was the largest 
single industry sector on the November 
Dashboard. Th e Annual National RV Trade 
Show and its 727,443 nsf also made 
Louisville the top host city for the month.

Las Vegas placed second by hosting 
two Dashboard shows, FABTECH and 
DEMA Show 2012, which together 
totaled 575,900 nsf.

Orlando ranked No. 3 with the IAAPA 
Attractions Expo, which totaled 494,770 
nsf, a 3.6% increase over the previous year 
and the largest exhibit area in a decade, 
according to Chip Cleary, president and 
CEO of the International Association 
of Amusement Parks and Attractions.

Next Month
Th e 2012 show calendar came to a close 
in traditional holiday light fashion. Th e 
schedule included the International Confer-
ence on Information Systems (ICIS2012) and 
Th e American Society of Cell Biology 
2012 Annual Meeting. Th e winter car 
show schedule continues with the highly 
anticipated San Diego Auto Show. TSE

Taking a Beating. Attendees give the latest 

Whack-a-Mole machines a spin at the IAAPA 

Attractions Expo in Orlando. Such classic 

amusements were part of the show’s largest 

exhibit fl oor in a decade.

Fabulous FABTECH. The crowd was a little smaller but spirits were high at FABTECH. 

The Las Vegas show reported brisk sales and happy exhibitors.
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p Fading to Flat. A ho-hum September 

brought the Dashboard metrics for Q3 

down about where they were a year ago. 

The metrics began losing steam after a 

fast start in Q1.
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p Net SF Led the Pack. Growth in net square feet dipped a bit from 2.0% in October to 1.8% in November, 

but was the fastest-growing of all three metrics in an otherwise lackluster month. 
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MONTHLY OVERVIEW: EXHIBITORS

1.0%

p Slow but Steady. The number of exhibitors participating in November trade shows remained 

relatively stable with a 1.0% increase over 2011. The entire year held steady compared to 2011.
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p In the Red. Attendance slipped (1.8)% from the previous November. An overall slump in attendance 

in 2012 began in the Spring.
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p Onward and Upward. The year 2011 

as a whole showed a more defi nite direc-

tion with all three metrics on the upswing. 

Although growth was modest at best, it 

was indeed growth at a time when the 

trend was expected to be slow.
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62nd Annual Meeting San Francisco 30,300 13.1% 215 15.0% 8,376 11.7% This was the largest meeting ever for

of the American Society San Francisco 26,800  187  7,502  the third year in a row. The exhibit hall

of Human Genetics        was sold out for the second year in a

ASHG        row. San Francisco is popular for life

www.ashg.org        sciences and a gateway to the U.S.

        for many Pacifi c Rim countries.

        

AIA Minnesota Minneapolis 20,200 No change 204 (1.9)% 1,900 No change The exhibit hall featured displays of

Annual Convention Minneapolis 20,200  208  1,900  awards and themed projects from

& Product Exposition        AIA Minnesota's chapters and commit-

American Institute        tees. Tours of the convention center's

of Architects - Minnesota        mechanical and electrical back rooms

www.aia-mn.org        were also offered. Many sessions

        were fi lled to capacity.

        

Annual Natl. RV Trade Show  Louisville 727,443 (0.4)% 299 (6.0)% 7,658 (6.1)% There were 279 domestic and 20 intl.

Recreation Vehicle Louisville 730,449  318  8,159  exhibitors; 3,265 domestic attendees

Industry Association        and 722 international attendees.

www.rvia.org        Despite lower attendance fi gures

        when compared to 2011, exhibitors

        reported steady traffi c and strong 

        sales activity.

        

Conference for the Corpus Christi 36,200 (14.2)% 257 (4.8)% 4,145 (32.0)% Numbers were down, but show

Advancement of Science  Dallas 42,200  270  6,100  management anticipates decreases

Teaching (CAST)         when the show is held in a much

Science Teachers         smaller city from one year to the next.

Association of Texas

statweb.org/exhibits/about        

        

DEMA Show 2012  Las Vegas 126,400 8.6% 636 1.1% 9,815 5.1% Show management indicated that the

(Diving Equipment & Orlando 116,400  629  9,342  buzz coming out of 2012 was fantastic,

Marketing Association)        and the scuba diving, travel and action

National Trade Productions, Inc.        watersports industry is looking forward

www.demashow.com        to 2013 show in Orlando. The show

        included an Image Resource Center,

        an exclusive area of the show fl oor

        featuring photo- and video-related

        exhibitors, and seminars on under-

        water photography and videos.

        

FABTECH Las Vegas 449,500 (11.1)% 1,192 (8.4)% 25,903 (27.0)% Shows are held in Chicago in odd-

Society of Manuf. Engineers Chicago 505,390  1,301  35,457  numbered years. Although numbers

www.fabtechexpo.com        were down signifi cantly from 2011

        (Chicago) to 2012 (Las Vegas), when

        2012 show numbers are compared

        to 2010, there were increases in all

        three categories of growth: 21.3%

        in net square feet, 4.7% in exhibitors, 

        and 4.1% in total attendance.

        

        

SHOW INFORMATION 2012/2011 2012/2011 VARIANCE 2012/2011 VARIANCE 2012/2011 VARIANCE 2012 VS. 2011

November 2012 Show Site Net SF of Exhibits Exhibitors Total Attendance Qualitative Data

GROWTH LEADERSTOP CITIES* BENCHMARKS: 

AVERAGE GROWTH

TOP INDUSTRY 

SECTORS*

*Based on total nsf

BY CAROL ANDREWS, 
editor-at-large

TOP MGMTS*
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�  Intl. Pool/Spa/Patio

�  62nd Annual Meeting 

of the ASHG

�  PLMA's Private Label 

Trade Show

� Louisville 

� Las Vegas

� Orlando

�  NSF: 1.8%

�  Exhibitors: 1.0%

�  Attendance: (1.8)%

�  RV

�  Medical

�  Parks and Attractions 

�  Recreation Vehicle 

Industry Association

�  IAAPA

�  Society of Manufac-

turing Engineers
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Greater New York New York 140,095 (6.1)% 646 (5.4)% 53,305 (0.9)% The unusual four-day exhibit schedule

Dental Meeting New York 149,141  683  53,789  was designed to give attendees

Greater New York         ample opportunity to participate in

Dental Meeting        educational programs and explore

www.gnydm.com        New York City. International 

        attendees were able to place orders 

        on any day of the meeting and have 

        the products shipped to their hotels.

Greenbuild International San Francisco 171,140 (4.0)% 862 (5.9)% 24,660 7.2% All three halls featured stages with

Conference and Expo Toronto 178,280  916  23,000  presentations, updates and prize

U.S. Green Building Council         giveaways worth thousands of

www.greenbuildexpo.org        dollars. For the fi rst time, expo 

        attendees in all three buildings had 

        the opportunity to receive continuing 

        education credits on the show fl oor. 

        The show also introduced new 

        mobile and wayfi nding technology 

        to connect exhibitors and attendees.

        

Green Industry Show  Edmonton, AB 25,720 1.3% 163 5.8% 1,800 (5.3)% The event's goal was to bring positive

& Conference (GISC) Edmonton, AB 25,400  154  1,900  changes to the green house industry. 

Landscape Alberta         Two of Alberta's largest green 

Nursery Trades Association        industry organizations, the Alberta 

www.greenindustryshow.com        Greenhouse Growers Association 

        and Landscape Alberta, joined to 

        bring a comprehensive range of fi rst-

        class speakers to the conference.

IAAPA Attractions Expo Orlando 494,770 3.6% 1,167 5.5% 26,500 3.5% Other notable increases were in total 

Intl. Association of Amusement Orlando 477,424  1,106  25,615  number of sponsoring companies

Parks and Attractions         and sponsorship revenue, as well

www.IAAPA.org        as overall conference/educational

        session attendance. All three of

        IAAPA's exhibitions (Asian Attractions

        Expo, Euro Attractions Show and

        IAAPA Attractions Expo) saw pheno-

        menal growth across many categories.

        

International Pool/ New Orleans 155,500 27.2% 548 13.2% 10,202 5.0% Show management invested more

Spa/Patio Expo Las Vegas 122,250  484  9,717  time, money and resources than before

Hanley Wood Exhibitions        on an extensive marketing program,

www.PoolSpaPatio.com        which included direct mail, e-blasts,

        advertising (digital, social media and

        print), an exhibitor invites program,

        telemarketing, SMS texting, mobile

        app alerts, press releases and more.

        

Natl. Council for the Social Seattle 28,500 (11.0)% 170 (19.0)% 4,200 (12.5)% The conference's registration goal

Studies Annual Conference Washington, DC 32,000  210  4,800  was exceeded by 13%. A conference-

National Council for         sponsored smartphone app was

the Social Studies        offered for the fi rst time and nearly

socialstudies.org/conference        half of all attendees downloaded it.

        New show features were well-received.

        The show lost some exhibitors who

        were unwilling to travel to the West

        Coast, but it gained new exhibitors

        and sponsors.

        

Pacifi c Marine Expo Seattle 62,600 4.9% 400 9.3% 7,941 (6.7)% Attendees came to source products

Diversifi ed Communications Seattle 59,659  366  8,598  and services. Past surveys have

www.pacifi cmarineexpo.com        revealed that 85% of attendees are

        involved in or infl uence purchasing

        decisions, and 70% purchase for their

        businesses as a result of attending

        the show. The boatbuilding industry

        was celebrated with a series of

        special events honoring excellence 

        in boat design, construction and gear 

        for the commercial fi shing industry.

SHOW INFORMATION 2012/2011 2012/2011 VARIANCE 2012/2011 VARIANCE 2012/2011 VARIANCE 2012 VS. 2011

November 2012 Show Site Net SF of Exhibits Exhibitors Total Attendance Qualitative Data
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PLMA's Private Rosemont 229,200 9.1% 1,080 5.0% 4,800 2.1% The 2012 show was PLMA's largest

Label Trade Show Rosemont 210,100  1,029  4,700  on record. The launch of the new

Private Label         Sky Hall on the upper level of the

Manufacturers Association        Rosemont Convention Center

www.plma.com        increased the exhibit space available 

        to the largest companies and raised 

        prospects for further expansion next 

        year. Intl. participation was up, with

        new national pavilions representing

        China, Malaysia, Turkey, Costa Rica

        and Ecuador. There were 15 national

        pavilions in all, and exhibitors came

        from more than 35 countries.

        

RSNA Scientifi c Assembly  Chicago 444,900 (3.8)% 649 (4.7)% 52,980 (10.4)% The event included popular fast-

& Annual Meeting Chicago 462,650  681  59,097  paced sessions in which participants

Radiological Society of         used personal digital devices to

North America (RSNA)        compete with and against their

www.rsna.org        colleagues in submitting diagnoses 

        for case studies. A Patients First fun 

        run raised $20,000 for the RSNA 

        Research & Education Foundation.

        

Sign World International Atlantic City 50,000 (50.0)% 100 (13.8)% 4,973 (4.4)% Three exhibitors (equalling a total of

United States Atlantic City 100,000  116  5,204  20 booths) had to cancel because

Sign Council (USSC)        of Hurricane Sandy. Two very large

www.ussc.org        manufacturers headquartered in

        Japan decided that they would not

        have their own booths, but would

        support their distributors instead.

        This meant that they provided add-

        itional staff, but 16 booth spaces were

        lost. Other exhibitors who wanted to

        continue to have a presence at the

        show used less space. Show man-

        agement is looking at other avenues

        to expand the show in the future.

        

SHOW INFORMATION 2012/2011 2012/2011 VARIANCE 2012/2011 VARIANCE 2012/2011 VARIANCE 2012 VS. 2011

November 2012 Show Site Net SF of Exhibits Exhibitors Total Attendance Qualitative Data

Subscribe Online to Trade Show Executive Magazine!
Have you completed the qualifi cation form for Trade Show Executive 

magazine in the past year? If not, there's a quick and easy way to 

make sure you will continue to receive TSE each month. New or 

current subscribers can go to www.tradeshowexecutive.com 

to submit the required information.

Note: Trade Show Executive magazine is audited by BPA. 

In order to receive TSE magazine free of charge, you must fi t 

TSE’s strict qualifi cation criteria as a trade show organizer or 

event manager. Service providers can order a paid subscrip-

tion by emailing lcotton@tradeshowexecutive.com.

Subscribe to the industry’s leading magazine for news, views and tools that will help increase your business growth.

Total  3,192,468 8,588 249,158
(Sum of all fi gures submitted by show management) 3,258,343 8,658 264,880

Adjusted Total  2,656,768 7,039 214,137
(Excludes outliers and shows in which an  2,610,753 6,971 218,119

apples-to-apples comparison is not possible)

Averages  204,367 541 16,472
(Based on Adjusted Totals)  200,827 536 16,778

Percentage of Growth  1.8% 1.0% (1.8)%
(Based on Adjusted Totals)

DASHBOARD ANALYSIS:  Net SF of Exhibits Exhibitors Total Attendance
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COMING UP
NEXT MONTH:

A review of shows 
held in December
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