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s you know, BCMC is the annual tradeshow that WTCA organizes. Over 
the years, it has become the place to be; it’s even been referred to as 

“the Superbowl of the structural building components industry.” As an attendee, 
you’ve seen that the combination of its exhibits, networking and educational oppor-
tunities are second to none. But your suppliers may not know about everything 
BCMC has to offer them, so it’s helpful to fill them in. 

This year’s BCMC Chair, Steve Shrader, said his company got involved in BCMC 
at the urging of one of their customers: “The first show we came to was the 2001 
show in Louisville. We had a customer who encouraged us to explore the building 
components market. They said the best place to do it was BCMC.” Shrader says 
Hundegger has come to BCMC ever since, and the company has had much success. 
“So in our case, one of our best customers made BCMC a reality for us. The show 
has really helped our company reach the next level of growth,” he said.

This is a powerful example of the impact you have in your vendor relationships. For 
instance, the housing market has hit a rough patch, and most everyone has felt its 
effects in one way or another. Believe it or not, you can play a role in helping your sup-
pliers by talking to them about exhibiting. Sure, they get promos in the mail, but noth-
ing compares to the incentive they get from their customers. If a potential exhibitor is 
on the fence, encouragement from a valued customer can be the deciding factor. 

Peggy Pichette, Director of Sales for the show, says component manufacturers have 
the most influence over convincing their vendors to come to BCMC. “When there 
is a relationship established between a client and vendor there is an understanding 
that the goal is a win/win for both parties,” explained Pichette. “If I were an exhibi-
tor I would strongly consider a recommendation from my client.” 

Another incentive for vendors to exhibit is the first-timer rate. The Committee put 
this special rate in place to encourage new exhibitors to recognize the value in 
BCMC, and give them a taste of what it’s all about. All first time exhibitors (defined 
as any company that has not exhibited in the last five years) pay just $995 for the 
first 100 sq. ft. they reserve, and save 20 percent on all additional footage. 

Besides the cost incentive, there are many additional reasons for suppliers to exhibit 
at BCMC. Not only is BCMC a great place for networking and exposure, but through 
exhibiting they will be supporting you, your association and the industry. 

Shrader says one thing exhibitors should not overlook is the value found in making 
individual connections and relationships at BCMC. “I look at the show floor as the 
biggest and best annual networking roundtable,” explains Shrader. 

Shrader’s message for potential new exhibitors is based strictly on his company’s 
successes at BCMC: “From vendor to vendor, I’d say check out the show. There 
are just as many networking opportunities here for exhibitors as there are for the 
component manufacturer attendees.” 

So the next time you speak with your vendors, tell them about BCMC. Describe the 
atmosphere, the opportunities and your experiences. And tell them you’d like to see 
them there on the show floor in Denver. They won’t be sorry! SBC
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How to encourage your 

suppliers to exhibit.

❑  Component manufacturers have the 
potential to have a big impact on 
BCMC’s success this year.

❑  Some exhibitors view the show floor as 
a huge networking roundtable.

❑  BCMC is a win-win situation for attend-
ees and exhibitors.
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tural building components to ensure growth and continuity, and to be the information conduit by
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industry in disseminating technical and marketplace information, and will maintain advisory commit-
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