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1. Introduction

The purpose of this paper is to ultimately explore the promotion practices and effectiveness in
the business-to-consumer context of trade shows. The introduction will provide a starting
point to understand trade shows and trade show theory as well as provide our research
question and direction.

1.1 Background

Trade shows or exhibitions are an arena for the presentation of new products, selling, and/or
promotion of products and services offered by several companies within a particular industry
or interest. Trade shows often last about a week and can be open to only professionals or the
general public. Exhibits or booths are the physical space that a company displays within.
These trade shows are considered an important element of promotion, but at the same time
encompasses, as an entity, the promotion mix. Within the promotion mix there is advertising,
personal selling, direct marketing and public relations- these are all to be found in some form
at a trade fair.

1.1.1 Promotion

The promotional mix includes advertising, sales promotion, personal selling, direct marketing
and public relations (Ghauri & Cateora, 2006). Coupled with this definition is that the
ultimate goal of promotion is to get the product sold. At this juncture, we should point out
once again that these two elements, promotion and selling, are amorphously intertwined.
Though advertising is most often considered as the main element of promotion (Ghauri &
Cateora, 2006), we are going to argue that these, as well as several un-aforementioned
elements make-up an important part of the Exhibit promotional mix in the later parts of the

paper.

1.1.2 Trade Shows

Trade shows are one of the main selling tools in a company’s arsenal that is often neglected
by the academic world. “In no other medium will all other elements come together.
Advertising, publicity, sales promotion, product demonstrations, sales staff, key management,
present and potential customers and many other elements join together in a live, multi-
dimensional event.” (Sashi & Perretty 1992: 250) In recent years, it has been suggested that
trade shows have become the second largest component in advertising budgets, citing around
a 22% allocation. (Williams, Gopalakrishna and Cox, 1993, Tanner & Chonko 1995)
Practically, there are several important functions and attributes of such shows. They provide a
large selling and promoting ground for companies who are placed among throngs of



customers looking specifically for their product or industry. These shows can take place in a
business-to-customer or business-to-business context. Many companies go with specific
selling goals and others go just to make new customer contacts. In some cases there is a ‘new
customer quota’ to be met, in others no specific goal has been made, except to boost the
attitudes and morale of employees. Shows can range in size, sometimes 100 exhibitors
sometimes 10,000.

When a company decides to enter into a trade show, first they must contact the hall and
purchase a space. These spaces are priced according to location and size. Better locations
could be considered at ‘islands’- where all four sides are unobstructed, ‘cap spots’ or
‘peninsulas’- these locations are at the end of a row and allow the stand to be viewed from
three sides. There are also corner spots that allow viewing from two sides, and traditional row
locations where only one front can be viewed. The height constraints put on the stands do
allow row located stands to be taller than corner or peninsula locations to allow visual
presence.

It is essential that the company’s stand is attractive and conveys the brand of the company
properly. A design firm or consultant is often enlisted to help the company with such work as
well as logistics with the trade show. The company can choose to rent or buy the stand,
though bought stands can be more elaborate, they are also fixed and changes in sizes and
regulations between trade shows can cause grievance. To be in a trade show, an exhibitor has
to be prepared to spend a large amount of money. Not only are they responsible for all
logistics behind the physical stand, but also there are often insurmountable hidden costs. Any
electricity that is used is charged for, as well as floor rental, mandatory carpet cleaning, and
high costs for any catered event (perhaps some coffee and muffins are ideal to make a sale
over).

With all the trouble and expenditure behind attending a trade show, there are definite and
immediate benefits. First, the company is exposed to thousands of hungry clients, ready and
alert to meet new brands and products, second, with internet access- sales can be made on the
spot, and third, important contacts and deals can be made within the exhibiting companies.
(Carman 1968, Lilien 1983, Bellizzi & Lipps 1984, Kerin & Cron 1987, Bello 1992, Sashi &
Perretty 1992, Seringhaus & Rosson 1994, Gopolakrishna & Lilien 1995, Tanner & Chonko
1995, Dekimpe et al 1997)

Along with the different aspects of trade shows, there are many different reasons why a
company may or may not attend. Among these reasons, main points are outlined by Shoham
(1992): intelligence gathering, enhancing and maintaining morale of employees, generation
of new product ideas, to maintain supplier relationships, enhancing and maintaining company
image, and forming strategic alliances. Most of these tasks can be completed whether the
company decides to display or not.

Trade shows can be business-to-business, business-to-consumer or both. Fairs like the ITB
held in Berlin, and explained more thoroughly later, is an example of a blended fair. The first
few days of the show are dedicated to those in the travel industry- tour companies, travel
agents, etc, while the last two days are dedicated to the general public. As you will see later,
exhibitors tended to focus greatly on either business or consumer, but typically, not on both.



1.1.3 Trade Show Promotion

Promotion- pre-show

Pre-show promotion is often conducted at business-to-business trade shows. The exhibitors
are normally presented with a list of all those attending. The company is then able to send out
invitations to individual guests inviting them to specifically come to their stand.
(Gopolakrishna & Lilien 1995) Since business-to-consumer shows are by nature fairly
anonymous, it becomes increasingly complicated to contact potential customers directly. The
exhibitors will have to use other means, for example billboards, magazine ads and television
advertisements.

Promotion- post -show

There is a small line between post-show promotion and following up on a sale lead.
Companies will often contact the attendees that they met at the show that appears to be
potential customers. In a business-to-consumer show, business that collect personal
information in some form are the only ones able to do true follow-ups.

Promotion- during show (gap)

During show promotion is the way that an exhibitor draws customers during a show. We have
defined during-show promotion as the stand design, literature, handouts, give-aways, product
demonstrations or performances and contests. Though much during-show promotion is
conducted during business-to-business and business-to-consumer shows, there is a sizable
gap in academic research on this topic.

1.1.41TB

The ITB trade show has taken place once a year in mid-march at the Berlin Messe since
1966. It is the largest travel industry trade show in Europe with 11.147 exhibitors attending in
2008. The show had 177.891 visitors and about 110.000 were trade visitors- those attending
on business. The show is unique in that both the business-to-business and business-to-
consumer contexts are highly emphasized and a company can really benefit in either way
they chose. The show covers an area of 160.000 square meters where the following categories
are represented: ITB SUPPLY, Cultural Tourism, Trends & Events, Youth Travel,
Accommodation, ECOtourism, Experience Adventure, Travel for disabled people, Training
& Employment in Tourism, Travel Technology, Wellness, Cruises, and Book World. There
were 40 halls filled with stands within the respective category of the room. The largest
portion of the fair was dedicated to regions in the world where countries would exhibit and
typically sub-exhibitors under these categories. (ITB Berlin, 2008) For example, India had an
entire hall. In the hall, the main India stand stood in the middle, with small companies taking
small sections of the stand. Larger companies had small spaces laid out to decorate and use as
their own.

Like many other trade fairs, ITB is coupled with a conference. This allows for more
sponsoring opportunities as well as the chance to be able to speak in front of an audience of



potential customers. At ITB, there were three days of conference where topics sensitive to
current issues were addressed. Special attention was also paid to corporate travel managers. A
lounge was set up for these special attendees to relax, network, and be pampered by
companies with particular interests towards business travelers. (ITB Berlin 2008)

1.1.5 EuroHorse

EuroHorse is Scandinavia’s largest equestrian fair. It is typically held around Easter in
Goteborg, though for the 2008 fair, it ran alongside the Rolex FEI World Cup Final in
Jumping. Therefore the show took place in mid-April. This year there were 252 exhibitors
filling 22.600 square meters. (EuroHorse-Svenska Massan, 2008) This show is primarily
business-to-consumer, where all exhibitors were presenting products for horse riders and
owners. Many companies where there to sell clothing, and tack, while others were there with
larger items like horse trailers. Those with larger items were not all there to sell, but many to
simply promote their products.

During show demonstrations came in the form of on-horse demonstrations, product
demonstrations and tests, and a fashion show. Literature was limited and promotional bags
were little to non-existent. This show was on a much smaller scale in comparison to the ITB,
but large in comparison to other shows in the similar industry.

1.2 Research Presumptions

In order to write this thesis, there are a few presumptions that were made. First, it is assumed
that business-to-business and business-to-consumer trade shows are inherently different.
Much of business-to-business trade show literature places heavy emphasis on using trade
shows to meet face to face with customers and as a powerful industrial selling tool. By doing
this, a lot of pre-show and post-show promotion strategies are employed. These strategies
include but are not limited to pre-show direct mail and invitations, as well as personal follow-
up calls.

Selling is another important part of the business-to-business trade show. Typically, in these
shows industrial selling is prevalent- meaning that large quantities of product or heavy
machinery are involved. The exhibitor often uses the trade show as grounds to expedite these
sales, and make lasting relationships with their customers. In a business-to-consumer
environment, selling may occur, but more on a retail level. There can be large ticket items,
but these either are not sold at the show, or not sold in a fashion that is no different than their
own retail business, except for maybe more customers buying on that particular day.
Therefore, more emphasis should be placed on promotion than selling at business-to-
consumer trade shows.

Because of the anonymous nature of business-to-consumer trade shows, it is increasingly
difficult to make strong partnerships with the consumer. Direct marketing through pre-show



activities is not a viable means when little to no customers are known of before the show. At
this juncture one can then say that during show promotion is more important than pre- and
post- show promotion for business-to-consumer trade shows.

1.3 Purpose

The purpose of this paper is to fill the gaps in current research on trade shows. The business-
to-consumer aspect has been greatly ignored by academic theorists. We are aiming to make
an exploratory study into during-show promotion practices. We will also create a
continuation of the Hansen (1999) framework.
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2. Theory

Much of the previous literature on trade shows has not been rooted in pre-existing marketing
theory, because of this fact, what has been written is highly prescriptive. This is especially the
case with Stevens’(2005) book Trade Show and Event Marketing, which is lacking academic
theory completely but instead, like many others, focuses on normative theory. It has to be
considered why this is. Is the trade show environment so unique that all previous marketing
theory is not even in the slightest bit applicable or is it just taken for granted? We consider
the following categories that trade show literature falls into, and we will explore marketing
theory that we find relevant to this topic:

2.1 Promotion Theory

Marketing can be defined in numerous ways and there is a substantial amount of information
in this field. Different authors perceive the term “marketing” in their own way however,
according to Jansson and his co-writers, “marketing is about satisfying a perceived need.”
(Jansson, Johnsson & Sjoling, 2003:216). In order to understand the customer, it is important
for the marketers to define their target group and then offer them a product that would satisfy
their needs. However, manufacturers at times, have to create these needs to encourage sales.
The term marketing has evolved with the years. Today, both the manufacturers and customers
are aware of the high degree of competition therefore, it is important to move at a fast pace in
order to retain the customers.

It is important to understand the customer and this can only be made possible by gathering
information about the target market. Terms such as information, segmentation and
positioning are important within the marketing context since it is important for a company to
understand the customers and to be understood by the customers in a way in which it wants to
position itself. Therefore, markets need to pay special attention to such matters when
marketing their products. Since, the market is complex and is evolving all the time; it is not
enough for manufacturers to just “market” their products. It is also important for them to
promote them in such a way that it is well understood by the customers and it stays as a “top
of mind” brand. Top of mind is described as the mental connection a customer makes with a
specific company or brand when the need for the particular product arises. (Jansson, et al.
,2003)
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2.1.1 Promotion

Promotion belongs to the traditional marketing mix, which are more commonly described as
the “4Ps”. The four Ps include product, price, place and more importantly promotion.
Although additions have been made and more Ps has been added to the marketing mix, still
these functions as the basis of the mix. Although, the emphasis in this paper is on promotion
as a whole, it is however, necessary to explain the whole promotional marketing mix.
According to Ghauri & Cateora (2006) and Jansson, et al (2003), Promotional mix can take
many forms such as advertising, public relations, personal selling, direct marketing and
finally sales promotion which will be explained in the following model and text.

Csales promotion) ( advertising )
\

promotional mix

AN N
( personal selling ) - / ( public relations )

(direct marketing)

Figure 1: The promotion mix. (Jansson et al, 2003)

Advertising: is a paid form of non-personal presentation and promotion of a product, service
or idea via a mass medium by an identified sponsor. It could be in the form of print media for
example magazines, newspapers and leaflets. It can be on the television, internet as well
events such as trade shows. Companies identify their target markets and then make the
decision of whether they want to adapt or have standardized advertisement. (Ghauri &
Cateora, 2006:394)

Advertising fulfils a very important function in society; it provides the customers with a
variety of products and services to choose from. Many companies rely on marketing to sell
their products and advertising is one of the factors underpinning economic growth. The
purpose of advertising differs for different companies. It could either be to inform, persuade
or remind the customers about a certain product or service. (Jansson, et al, 2003). According
to Jansson, et al (2003), promotional gifts work as “leading-edge medium”, meaning they
communicate the brand and its message directly to the customers. This is a great advantage to
the companies since they can decide when to launch the product and what message and brand
image they want to convey to the customers.

Public relations: is to promote good relations with parties that the company or organization
wishes to cultivate and/ or influence. Publicity, sponsoring and corporate websites are all
aspects of PR. Kotler et al (2002), defines corporate identity materials as PR tools. According
to him, logo types, corporate presentations, stationery, business cards and so on are all
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examples of PR tools. Such tools enhance the company and brand image and covey the
message to the public.

Personal selling: is the communication between two or more individuals, designed to define
the customers’ need and enable the seller to offer the product that would satisfy the need.
Employees play a vital role in personal selling since they act as the ambassador of the
company or the organization. The employees identify customer’s needs and offer them a
solution. It is also an essential part of the marketing communication process, since this is the
only two-way communication between the customer and the company. Therefore, training the
employees is crucial.

In today’s competitive market environment, both the companies and customers have realized
the importance of personal selling and therefore, sales representatives have taken over the
role of advisors and solution providers. Companies provide tailored services and products to
the customers and this enhances their relationship. Promotional products strengthen the
relationship and help in maintaining it.

Direct marketing: is the direct contact with individual consumers to elicit a direct response
and develop closer relationship. Internet, direct mail, telephone sales as well as television
advertisements are all means of direct marketing. (Jansson, et al, 2003). The internet has
played a major role in marketing and promoting products and brands due to the massive use
by the public. The message reaches the general public through websites and emails. The use
of promotional products and giveaways are an essential part of direct marketing. It is an
incentive to encourage sales in the long run.

Sales promotion: is a measure to increase sales by encouraging purchase of a product or
service. Ghauri & Cateora (2006) defines sales promotion as all the activities other than
advertising and personal selling. Some examples of sales promotion are demonstrations,
contests, coupons, product tie-ins, sponsorship of special events and gifts.

According to Ghauri & Cateora (2006), promotional activities such as the ones mentioned
above are a communication process. The communication process is the basis of the whole
marketing and promotional mix. The customers need to understand the message the company
is trying to convey. If the message is distorted and not understood the way it is intended, the
marketing and promotional activities fail. Companies communicate with its current and
potential customers by means of promotional products, giveaways and offers and in order to
understand the process, it is necessary to define the term “promotional product” in detail.

2.1.2 Promotional Products and Give-aways

Promotional products are the most popular tool at trade fairs and exhibitions since they are
the way to reach out to the most customers the easiest. These include bags, key rings, pens
and so on, and this reminds the customer of the company every time the item is used.

PPAI (Promotional Products Association International) defines promotional products as
giveaways and gifts that display a company brand and are used as sales promotional

13



instrument. (Jansson, et al, 2003) However, Jansson et al believe that there is much more to
the promotional products rather than just a mere sales tactic. They state that the promotional
products are an integral part of the whole company’s marketing. They developed a model
which is designed to describe the total value of the promotional product when presented as a
giveaway or a gift.

The total value is divided into four parts:

Psychological value: refers to the value the recipient attaches to the gift or the emotions that
are formed with the product in terms of appreciation and gratitude. The psychological value
is enhanced by factors such as the degree of personal involvement in the handing over the
product that is personally or via mail, the way it is presented and whether the gift is more
personalized or not.

Monetary value: relates to the perceived economic value of the gift less the giver’s actual cost
since the product constitutes monetary goodwill. This enhances the psychological value of
the product.

External promotional impact for giver: is the degree to which the giver’s brand and/or slogan
are increased by the recipient’s positive reaction to the giveaway. For instance, the longer the
bags given at a trade fair are used by the customers, the better it is for the company since
there will be cost free advertising and publicity of their product. Therefore, good quality
would lead to a longer period of advertising.

Bad will: is the receiver’s perception of the gift as less than his or her expectations. (Jansson,
et al, 2003)

The communication process and the following diagram will explain the relation between the
promotional giveaways and the customer-company relationship clearly.

2.1.3 Communication Process

A variety of literature suggests that the communication process plays an important role in
promoting products and services. It comprises of a sender, encoding the message, decoding it,
receiver, the noise and feedback. The following diagram originally introduced by Kotler, best
describes the communication process between the company and the customer:
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The sender is the one communicating or sending the message, which in this case would a
company wanting to convey a certain message. The sender (or the company) gives away
promotional products and the sender always has a reason to give away a product/service to
someone.

According to Jansson, et al (2003), a sender would give away products in order to promote it
and the sender has a clear idea as to why the gift or promotional product has been given and
what it is suppose to communicate.

Encoding is the next stage in the communication process: to convert a message into symbolic
form. For instance, a company deciding on giving away the product most associated with the
brand and that specific product plays a major role in the advertising campaign, making it the
perfect promotional giveaway. For example, Colombian stand at the ITB fair giving away
Colombian chocolate or coffee.

The message itself is what the company is trying to convey by the means of the promotional
giveaways. It is the product itself that becomes the message. The brand and the logo also
convey a certain message. The gift or the giveaway becomes the medium the sender uses to
communicate the brand to the customer or the receiver. Marketers can benefit from such
gestures in the long run.

Decoding is when the recipient or the receiver interprets the message being conveyed. In this
case, a promotional giveaway would be interpreted in a certain way by the
customer/recipient. It could either have a positive effect on the receiver and they might
appreciate it or, in some cases, receiver might not even pay attention to the pen he or she has
received. Decoding is an important part of the communication process since the customer has
to correctly translate the marketer’s encoded message.

The response is the receiver’s interpretation of the gift or the promotional giveaway after the
decoding. Although, it is difficult to measure all the responses, it is an effective measure and
increases sales.

Feedback is the receiver’s response to the sender. According to Jansson, et al (2003), the

immediate feedback that comes to mind is gratitude. But there can be both long and short-
term feedbacks. The immediate gratitude is an example of a short-term feedback.
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The noise or the interference refers to everything that makes it difficult for the receiver to get
the intended message. When sending promotional products in mail, the possible noise would
be if the recipient would not receive the gift, or at a trade show when one giveaway is
cluttered with numerous others. Other examples of noise or interference are the
misunderstandings in the encoding and the decoding of the message and this can be highly
due to differences in culture and languages. At times, the meaning of the promotional
giveaway might not be understood. Jansson, et al (2003) suggests that the communication
process mentioned above is a good tool for visualizing how gifts and promotional products
can be used effectively to communicate a specific message. Therefore, it is essential for
companies to filter the noise when communicating to its customers. If the noise level is at its
minimal, there is a higher chance of successful transmission of the message. This would
enhance the brand image and improve during show promotion.

2.2 Trade Show Theory

2.2.1 Historical and General Framework

Trade show studies date back from the 1950’s where research was heavily focused on the
profitability and efficiency of exhibiting. These studies were based on no previous academic
framework or true basis of testing. Carman (1968), one of the original researchers set forth
bases for which trade shows could be evaluated. These factors were quickly deemed too
vague, but they became key recommendations for success. Cavanaugh (1975) also focused on
evaluating trade shows and setting objectives. Her research has a very similar focus as
Carman’s did, but she stressed the importance of event planning.

A small handful of researchers have entered the trade show arena. The number has lacked so
much that these studies have become one exploratory analysis after another. So, Hansen
(1999) collected the theories she found most relevant and created a framework for future
research in trade shows. Hansen focused primarily studies with firm grounding in
performance measures (Dekimpe et al. 1997, Gopalakrishna & Lilien 1995, Seringhaus &
Rosson 1998, and Williams et al. 1993) as well on the key article on trade show function
(Kerin & Cron 1987). From these theorists Hansen derived her model. First we will present
the elements leading to her findings, then her model itself.

2.3 Derivations of the Hansen Framework

2.3.1 Selling and Non-Selling Activities

Kerin & Cron (1987) confirmed the original framework to trade show theory suggested by
Bonoma (1983) by dividing activities between selling and non-selling:
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Figure 3: Trade show activities. (Kerin & Cron, 1987)

The Kerin and Cron (1987) study created eight trade show dimensions and linked them to
selling and non-selling through survey evaluations with exhibit managers. Ultimately, what
they found was the complex nature of trade shows. In their study they were able to identify a
few factors that would lead to a successful trade show, for example, exhibiting a larger range
of products and efficient ways of information-giving, also whether or not a show is
appropriate for the exhibitor’s goals.

Several researchers made continuations with this theory. Gopalakrishna & Lilien (1995) went
on to describe trade shows as a mix of personal selling and advertising. By dividing trade
shows into a three step process, pre, during and after marketing activities; they argued that
one can more closely examine behavior at different stages of the exhibit process. The three
steps, pre-trade show, during trade show and post trade show activities are all vital to
understand the successfulness of trade shows.

Regardless of managers’ perceptions, marketers are aware of the importance of non-selling
activities, though most research tends to focus on selling activities. However, there are
numerous activities that play a vital role for visitors to remember a trade show exhibitor;
demonstrations, exhibit design and the literature are examples of important non-selling
activities to boost top-of-mind standing. (Bellizi et al 1984) These activities are not directly
linked to sales, but are still of great importance. Trade show sponsorship and press
conferences are later introduced as an important tactic of affordable promotion strategies.
(Stevens 2005)

2.3.2 Studies in Performance Measures

In order to determine the effectiveness of a trade show one needs to set the criteria for what
effectiveness means. That can naturally be accomplished in different ways. Williams et al
(1993) separated achievement terms into relative or absolute, and created a set of basic
equations to determine the success of the show. These terms measured booth attraction, and
booth contact. The absolute measures are described as objective- number of leads and visitors
to the booth, and subjective- the firm’s exhibit manager’s perception of image enhancement
by participating. The relative terms are described as objective- the proportion of visitors to
the booth to buyers and subjective- the rating given by sales team for the booth compared to
the other booths at the show. (Williams et al 1993)
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The focus on behavior performance has been less examined than the research on outcome-
based performance. The research that has been made on behavior performance has mainly
covered primarily pre-show and after-show activities. The during-show activities have been
mostly ignored in the research. By using pre-show marketing, trade show exhibitors can
make more out of the trade show (Gopalakrishna & Lilien 1995). Gopalakrishna &
Lilien(1995) showed in his research the effect of sending out invitations to the booth, they
also had a coupon and offered giveaways. In doing so they were able to know who of the
invited guests did visit the exhibit. Their research showed that pre-show activities did have a
positive effect on trade show performance. (Gopalakrishna & Lilien 1995).

Dekimpe et al (1997) created the most in-depth study to date where 221 American and 135
British trade shows were examined to try and find generalizability in measuring trade show
effectiveness and to see if extending the study beyond the United States could deepen the
understanding of trade shows as well as reveal generalizability in cross-national situations.
The study created a complex model to measure a multitude of elements derived from
previous studies. The factors found to be most influential were the monies spent on pre-show
promotion, booth size, personnel density, the prominence of the exhibiting company and
whether the show was horizontal or vertical. Industry type and show size also showed
evidence of having a large effect on show effectiveness. Dekimpe et al (1997) still found a
weakness in generalizing trade shows, especially across countries.

Both the growth of trade shows and the research on trade shows suggests the same, trade
shows are important. Shoham (1992) mentions four reasons why trade shows are effective
today.

* Face to face communication

* Trade shows are a neutral location, away from the office distractions.

* Customers are more likely to right away meet with the right person to help them with
their needs.

* People come with a positive attitude.

Shoham (1992) continues on in his paper to say that the key to having an effective trade show
is to make sure you are participating in the proper show whether it be horizontal or vertical.
Stevens (2005) backs Shoham’s work and goes onto say that there must be a congruency in
the goals of the exhibitor and the composition of the attendees. Overall, it is important for the
exhibitor to create a specific list of reachable and tangible goals for each show. (Shoham
1992, Sashi & Perretty 1992, Tanner & Chonko 1995, Stevens 2005)

2.3.3 Outcome-Based Activities

In Hansen’s (1999) model, outcome-based activities become half of the total activities
performed during trade shows. Carman (1968), Cavanaugh (1976), and Herbing et al (1994)
have all focused on how to maximize trade show effectiveness, but only in terms of sales.
Focus has been on sales for many reasons. These activities are naturally important and in the
end the reason companies attend trade shows, but it is not the only reason. The strong focus
on sales in the literature could be that it is simply easy to measure (Hansen 1999). In later
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research, these sales-based equations were thrust aside since the variables were often to
difficult to measure due to the nature and process of industrial selling. A more common way
of determining whether goals have been met or not is determined from numbers collected
during the trade show. (Stevens 2005) Setting objectives is another way to measure the
whether a particular trade show can meet the needs of the exhibitor. Creating these objectives
is also way that the company can justify various activities. From objective setting, a table of
metrics was created to explore various ways of measuring trade show success which can be
viewed in appendix A (Stevens 2005) Further on, Stevens creates a series of logical
formations of equations to meet specific needs, and tries to move the focus from ROI (return
on investment) to ROO (return on objectives).

Sharland and Balogh (1996) discuss the fact that most managers only consider trade shows in
variables such as sales and sale leads. There seem to be a disagreement between some of the
researches within this field. The focus on sales at trade shows is however contradicting the
findings of Kerin and Cron (1987), which suggests that marketing executives focus more on
non-selling activities than selling activities at trade shows. Sharland and Balogh (1996) show
a failure in their research for marketing managers to explain to senior managers why non-
selling activities (primarily information gathering) is of importance. All and all, the
effectiveness of trade shows is intrinsically difficult to measure. (Seringhaus & Rosson 1994)

2.3.4 Behavioral-Based Activities

Tanner (2002) mentions the three stages of trade show activities and he talks about the
importance of an integrated marketing strategy for the whole trade show. Tanner thereby
demonstrates a need for pre- and after-show activities, and Tanner later confirms his
hypothesis that firms using pre-show activities are more likely to be successful than those
who do not. When it comes to during-show activities, Tanner listed a few such as
demonstrations, press conferences and presentations, however, he fails to explain the
importance of these activities. Tanner studies industrial business-to-business trade shows and
his hypothesis may not be applicable to business-to-consumer trade shows.

Information Gathering/ Relationship Building (Intangible Activities)

Shoham (1992) talks about both selling and non-selling goals for entering trade shows. His
research points at six different relevant non-selling goals, but mainly for industrial business-
to-business trade shows. The goals are intelligence gathering, enhance and maintaining
morale, enhance and maintaining company image, generation of new product ideas,
management of suppliers’ relationships and forming strategic alliances. Stevens (2005) also
makes note to become friendly with the show management. Often this group of people can
assist with specific demographic information, creating press events, advice on design issues
with the specific show, as well as best promotion practices.

Part of creating a successful trade show experience is attracting the right people to your
booth. The trade show exhibitors need to know who their potential customers are, as not all
visitors are their customers. It is relevant to attract the potential customers to your booth, and
not waste time with visitors who are not interested in making a purchase. (Gopalakrishna
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1995) Time is a precious commodity during a show, and often used as a way to measure
success, so salespeople are often given a certain amount of time with each visitor. (Stevens
2005)

Rosson and Seringhaus (1995) created a visitor matrix, separating trade show visitors into
four categories: the intensive user, special purpose user, stroller and pragmatist. The intensive
users and special purpose users are the most valuable customers of the fair. They will have
the widest media exposure, most specific goals, and very often intent to purchase- if not at the
fair, then soon after. Before each trade show, a list of the visitors including position within
the company and contact information is published. Exhibitors have the opportunity to target
customers that are most likely to be buyers and are able to send personal invitations. (Stevens
2005) As for other visitors, the staff must be able to engage passers-by, but also quickly
assess and politely disengage each visitor when needed.

Another debate among theorists is the composition of the booth staff. Foremost, it is
important to match the staff to the intention of the show. For example, in a technical show, it
may be more important to staff a booth with IT personnel, and developers instead of sales
staff. Tanner and Chonko (1995) created a survey study to describe staffing practices, how
staffs are trained and how these activities relate to goals set forth by the exhibiting company.
In the companies surveyed, the primary goals were to sell, followed by getting leads and
creating and getting general marketing communication. In most cases the stands were staffed
mostly with sales representatives despite the nature of the show. Also, the researchers found
that the training of the staff made a direct impact on the success in reaching the goals set for
the show. Tanner & Chonko (1995) stress the importance of proper managerial practices, and
put main emphasis on the fact that any one show should be managed by only one person.
Stevens (2005) argues that booths should be staffed with call center personnel over normal
sales staff for their ability to engage with strangers and solve problems in an efficient
sequential matter. She also defines the staff as outgoing, personal polite, well informed as
well as professionally matched to the interests of the show’s attendees.

Motivational Activities/ Image Building (Tangible Activities)

Promotional activities are the highlight of business-to-consumer trade fairs. According to
Jansson et al (2003), companies give away their promotional products in order to endorse a
relationship between giver and the recipient and the ultimate goal is to increase sales.
According to these authors, promotional products are commonly distributed as giveaways in
order to increase visitors to a particular stand. The motive of such giveaways is also to trigger
the interest of other visitors to the fair, as when companies hand out bags with its logo and
slogan. Other visitors see the bags being carried around the fair and are attracted to visit the
stand either because they like the bag or they are curious about the slogan. Stevens (2005)
introduces strategies to make the most of promoting products visually, through placement and
number. She also created a matrix to compare and contrast presentation options- for example
live demonstrations or kiosks- with strengths, weaknesses and best applications.
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2.4 The Hansen Model
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Figure 4: The outcome-based and behavioral-based activities model. (Hansen, 1999)

Hansen’s model suggests that all trade show activity is based on outcome or behavior.
Outcome-based activities include on-site sales and direct after-show sales, writing orders,
obtaining leads, developing prospects and negotiating. This category is primarily based in
selling and all the elements are easy to evaluate with simple equations. The behavior-based
dimension is split among information gathering, image building, motivational activities, and
relationship building. These are more abstract variables, and consequently much more
difficult to measure.

2.5 Importance of Literature

Hansen’s framework is a well-organized model and many scholars have used this model as a
basis and have derived their theories from it. However, it is best suited towards business-to-
business trade shows. In chapter 6 of this paper, we propose a framework that is best suited
for business-to-consumer trade shows. The new framework will be based on research and
observations we made at the I'TB and the EuroHorse. We will base this framework from the
Hansen (1999) framework and will adjust the components and make it flexible to show the
difference between business-to-business and business-to-consumer. The modified version of
Hansen’s model serves as the theoretical base for our research question and the empirical and
the analysis will identify the resulting theory in chapter 6 which is the modified version of
Hansen’s framework.
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3. Methodology

In this chapter the methodology will be presented. The method adopted by the authors is
displayed in the following figure.
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Figure 5: The methodology map

The process started with the specification of the research issue and problem, this made it
possible for the authors to narrow down the area of interest. The second phase is the
methodology, where the authors selected the most appropriate method to collect the
necessary data. The third phase is the theoretical framework, this concentrates on what other
researches and scholars have said on the subject. During the fourth and fifth phase the
empirical data will be presented and analyzed with the help of the theoretical framework.
Finally a conclusion is drawn from the findings and the authors will evaluate whether the
hypotheses are valid.

3.1 Methodology: An Introduction

In this section of the methodology chapter the following steps will be presented: process of
searching for literature, the research purpose, research approach, research method, sample
selection, data collection method, data analysis, validity of data and methodology critique.
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The research was of explorative and deductive nature that included quantitative data such as
interviews.

3.2 The Purpose of Research

Research can be done to fulfill certain purposes. The purpose of this thesis will be of an
explorative nature. Since there is not enough previous research on the topic of trade show’s
during show promotion, we decided to explore this subject deeply and come up with valid
conclusions that can be beneficial for trade show exhibitors as well as students studying this
field.

3.3 Research Approach

The research is dependent on what approach the researcher wants to adopt. In this thesis the
most appropriate approach is the qualitative method since interviews will be conducted. The
qualitative approach is “more subjective in nature and involves examining and reflecting on
perceptions”. (Yin, 1994: 12) This is an important method in this thesis. The qualitative
approach is also known as the phenomenological paradigm. This paradigm stresses on “the
subjective aspects of human activity by focusing on the meaning, rather than the
measurement.”(Yin, 1994: 53) In this thesis the authors will be analyzing surveys and the
interviews conducted. However, since surveys will be used at the ITB, the research approach
is a mix of both the qualitative and quantitative approach. The quantitative approach is best
defined as a research strategy that emphasizes the quantification in the collection and analysis
of data. (Bryman & Bell, 2007: 731)

The quantitative approach is often linked to the deductive research strategy. Research for this
paper will be conducted using a deductive approach. Deductive is an approach to the
relationship between theory and research in which the latter is conducted with reference to
hypotheses and ideas inferred from the former. (Bryman & Bell, 2007: 11)

In a simpler version, it is when the conceptual and theoretical structure is developed and
tested by empirical observation, which in this case will be the questionnaires and the
interviews.

3.4 Search for Literature

The starting point of this paper began when the authors realized that few scholars wrote about
trade shows and exhibitions, however, even less has been said about business-to-consumer
trade shows and promotional activities. Therefore, a literary search began. The literature was
collected from Lund and Stockholm University libraries. Databases such as Emerald and
ELIN@Lund, provided by Lund University, made it possible to retrieve articles and scientific
journals. Interviews were conducted at the ITB and the Euro horse show and brochures were
also collected for analytical purpose. In addition to this, the use of Internet search engines
such as Google was used to find online articles and journals. In conclusion, the literature
consisted of books, articles, journals, literature from the trade shows and online material.
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3.5 Research Steps at ITB

The course of action conducted for this thesis began by conducting a survey at the ITB Berlin
trade show. This show was held from the 5™ to the 9™ of March in Berlin, Germany. This
trade show was proven to be one of the largest and most renowned trade shows, therefore an
ideal option for this thesis. It is popular amongst customers as well as companies and
countries. This exhibition was attended from the 7™ to the 9™ of March, 2008 when it was
open for public. On day one, the authors investigated the attendees and handed out the
surveys. Three hundred and eighty-four visitors entering and leaving were requested to fill in
the survey, though 347 were used due to surveys that had to be discarded. The reason to why
384 surveys were selected was after consulting the sample size calculator. (Raosoft, 2008)

Some of the basic questions asked were what their expectations were of the trade show and
how far had they traveled to attend it and also whether they intended to buy something or not.
The visitors leaving were given a different survey and were asked about their favorite stands
at the ITB. The participants were given an option of filling in their email addresses for later
contact (if needed). This proved to be one of the most beneficial tools since most of the
participants wrote down their email addresses. These people were later contacted once again,
the reason for this was to see whether the customers would name the same favorite stands or
different and to see how well the observed during-show promotion had worked. The
questionnaires can be viewed in appendix B.

The authors also interviewed the companies that were regarded as the “top of mind” or the
most attractive stands by the visitors. On day two, interviews were arranged with the
companies that appeared to be on top of mind and the authors asked each company’s
marketing directors or suitable personnel some questions with regards to their strategies of
differentiation. These interviews can be viewed in appendix C. However, all the companies,
that authors wished to interview could not be interviewed therefore, contact name and
numbers were saved for email questionnaires. Later, the company heads were contacted via
email and were asked similar questions. Most of the responses were received within 3 days,
but many were unusable.

3.6 Research Steps EuroHorse

The authors decided to attend another trade exhibition in order to test and analyze the during
show promotion at this trade show. Another important reason why another exhibition was
selected to validate the results received from the ITB and to evaluate whether during show
promotion differs for different shows or the strategy remains the same. This show was held
on 23" - 27" of April 2008, in Gothenburg, Sweden. The authors attended this exhibition on
the 24™ of April and interviewed people whose stands stood out from the others as well as
some that were randomly picked before the show. Some of the major companies at the
EuroHorse 2008 were interviewed because of their unique ideas and innovation for
promotion. These interviews can be viewed in appendix D.
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Some of the companies were there for selling purposes while others were there for solely
promoting their products. Therefore, companies with different motives for being at the trade
show were interviewed in order to get a better understanding of how the during show
promotion works at trade events.

3.7 Sample Selection

The purpose of this section is to clarify the selection of the companies chosen in the thesis.
The focus will be on the sample. A sample represents the whole population and “they maybe
formed from different countries, nationalities, occupations since this adds power to the
research.” (Smith, Thorpe & Lowe, 2002: 44)

The companies and countries selected for the I'TB interviews were decided after the entry and
exit polls and short conversations with the attendees at the show. The sample selection was
chosen after consulting the sample selection calculator and calculating a 5% error margin.

At the EuroHorse, we only interviewed the companies that stood out from the rest due to their
uniqueness and innovative ideas. The selection of the companies was based on our
observations made at the show. We spent time evaluating the stands and measuring the crowd
flow at each of the stands and during the latter part of the day, we interviewed eight
companies chosen from our observations as well as a couple picked at random before the
show.

3.8 Data Collection Method

Data collection made in this thesis appears in various forms. As mentioned in the previous
Section interviews will be a major part of the data. The collection of data comes from two
sources: primary and secondary data. (Yin: 1994)

3.8.1 Primary Data

In this thesis the primary data comes from interviews and surveys. The benefit of this type of
data is the possibility of finding new data, which probably has not been found.

Interviews

The collection of data was done through open-ended questions; which allows the person
being interviewed to give his or her own answer to the question. These interviews were
recorded and hand written in order to avoid any misunderstandings due to the language
differences. At the ITB, all the interviews except one was conducted in English, the company
representatives had good communication skills and explained every point raised by the
authors. The interview with the Cuban "Fremdenverkersamt" officer was conducted in
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German and two of the authors had good German skills therefore, it can be said that all
possible measures were taken to minimize errors and misunderstandings.

The primary data collection method at the EuroHorse was through interviews of the
companies that were conducted in a similar fashion to those from ITB.

Surveys

The questionnaires were first typed in English as well as German in order to get a variety of
views from the attendees at the ITB. The questionnaires were answered both in English and
German. Although, two of the group members spoke German, in order to avoid
misinterpretation, the authors requested their native German friends to translate the answers
from German to English. This increases the reliability of the answers.

Observations

At both the trade shows visited, observations play an important role. The authors of this paper
observed the show as normal customers and visitors and scrutinized closely for observing
promotional strategies of the companies. At the EuroHorse, choice of the companies for the
interview was based on observation therefore; it plays an important part in this thesis.

3.8.2 Secondary Data

Secondary data used in this thesis is from data that already exists. It comes in various forms
such as books, articles, reports and statistics. The use of the secondary data is to compliment
the primary data. The benefits of collecting secondary data is its’ availability since the data
does not need to be created. However, as mentioned earlier, there is a knowledge gap and
there is a lack of information and literature on this topic therefore, the authors will rely more
on the primary data and back it up with the scholarly articles.

3.8.3 Research Foundation

The data collection method proved to be very effective as the information gathered at ITB
formed the basis for this thesis and helped in formulating interview questions for the
EuroHorse. The analysis of the paper is based on the survey results from ITB as well as the
interviews conducted on both the trade shows.

3.9 Validity and Reliability

It can be said that empirical data is reliable since the interviews at the ITB were conducted in
English except for one, which has been mentioned earlier. The data is reliable due to the fact
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that the German data was translated to English by German natives who can understand all
dialects better than the group members who speak German but are non-German. Since the
surveys were typed in English as well as German, the authors were successful in reaching out
to people from many different nationalities that had come to attend the show.

At the EuroHorse, most of the interviews were conducted in Swedish using a recorder and
were handwritten as a backup measure. The information was firsthand therefore, it can be
considered reliable since follow up questions were asked to the interviewees.

3.10 ITB & EuroHorse description

After visiting the trade shows, the authors compiled their observations from the trade shows
which serve as an important part of the empirical data in section 4. The observations made at
the trade show include description of the trade show, the participating companies’ activities,
stands and booths and displays and demonstrations. The description of the activities serve a
vital role since the analysis of the study is based on observations, data collected from the
surveys and the interviews.

3.10.1 Methodology Critique

The process of obtaining data for this thesis involved a few difficulties. At the Berlin trade
show, asking people to answer a survey was a demanding job since most of them said they
were either in a hurry to enter or leave and therefore, they did not want to answer. It took
authors much more time than expected. Another important factor was the group of students at
the ITB. When they answered the survey, they discussed it with their colleagues and friends
which lead to a few similar answers. These students were on a study trip from Poland and
therefore, most of them nominated Poland as one of their favorite stands. However, the
authors realized this after a few students had answered the survey; therefore, authors looked
for a more diverse group and asked people who were not in a big batch.

Finally, when the surveys were tallied, Brazil, Turkey, USA and India were among the
countries that were categorized as “top of mind”. However, when these country booths were
approached for interviews, the officials were not at the booth and a contact name was given
for later contact. Emails with interview questions were sent to these countries’ representatives
threadbare answered were received, and thus the surveys were not useful. Therefore, other
“top of mind” companies and countries were interviewed. The interview with United Airlines
was based on our pre-show observations. This company was selected on the basis of its
perceived effective during-show promotion.

The authors also decided to tally the official results of the ITB survey conducted by Gelszus

Messe-Marktforschung GmbH with the results from our surveys and it was noted that the two
studies had different outcomes in some cases. This can be due to several facts. It is not known
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what data collection methods were used for the official surveys. The official statistics states
that 59, 5% of the visitors came from Berlin, but no definition of Berlin is offered. The
difference in result may also be due to the fact that that the main public transit stop was
located at the hall where we did our surveys. That means we most likely had an over
representation of students (young people) and people traveling far away. After realizing this
we tried to ask people of all ages, and people not waiting to meet with their groups. Other
reasons may be how the questions were asked.

Our survey was completed during the first day of trade show being open to the general
public. Two hundred entrance surveys and 200 exit surveys was brought along. Unfortunately
due to time restriction we did not manage to get them all completed. In the end of the day 183
entrance and 164 exit surveys was completed. That means that 347 surveys were completed, a
shortage of 36 surveys according to Roasoft (2008). The shortage is a weakness in the
statistics. The strength is that the weaknesses are known, unlike the official statistics which
needs to be used carefully since the method of the official survey is unknown.

At the EuroHorse, the authors decided to conduct only company interviews and the
companies were decided on the basis of authors’ observations at the trade show as well as a
random sample chosen prior to the show. There were no customer survey since this show was
not at such a large scale as compared to the ITB therefore; companies chosen to be
interviewed were based on observations. Although, the authors spent time in observing and
deciding the most appropriate companies still, it can be regarded as a limitation since some
important companies could have been left out.
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4. Empirical Data

In the empirical section we will cover the research performed in the form of surveys,
interviews and observations that we at the ITB trade show in Berlin and the EuroHorse show
that took place in Géteborg/Gothenburg.

4.11TB

4.1.1 Preliminary Research

We knew entering this project that we needed to go to a couple of trade shows to test the
environment and to truly understand trade shows. We checked some event databases and
found the ITB show in Berlin. The timeframe for the show was desirable and we were
intrigued as it was exalted as the largest international tourism fair in the world.

Before choosing to go to ITB, an intense online evaluation was made of the show to decide
its value to our project. First, we found that the show would take place in the entirety of the
Berlin Messe, which covers over 160.000 square meters, and has about 40 exhibition halls
available. The facilities are ideal as they are fully equipped for full service to exhibitors. On
the website we found that in previous years approximately 170.000 visitors were recorded
along with 11.000 exhibitors. The website also provided a detailed layout of the show, with
all the stands, the size of the show, and the relation of the entrances to parking lots and public
transportation. We also found the show context- that on the first few days the show was
strictly business-to-business, but on the last two days the show was open to the general public
as well. The promotion for the show towards potential exhibitors was mostly stressing the
business-to-business platform, but also made clear the sheer amount of consumers that enter
the show. No selling was to go on at the show, only promotion. The show covers everything
from individual countries across the world to Eco-tourism to individual travel companies
such as theme-travel groups and cruise lines. The show managers tout mostly the size of the
show (being the largest in the world travel industry), the great facilities, the organized and
professional manner in which the show takes place, ease of exhibiting as well as the city of
Berlin itself. (ITB, 2008)

Sponsorships are available for the companies, but are quickly bought up, some possibly more
than one year in advance. Sponsorships are offered for the entire show, and for the
convention, general partnerships as well as media partnerships and sponsoring for the press
and business lounges are also available. For this year, the Dominican Republic sponsored the
whole show, and traces of this were to be found all over the website. Anywhere that there
was and ITB advertisement, the Dominican Republic logo was found on it. (ITB, 2008)
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An in-depth guide is available to the exhibitors for the show that lays out a suggested timeline
for preparing starting from twelve months prior to the show. Within the timeline are provided
how-to suggestions for creating a successful show from creating an appropriate design for the
stand to booking catering. Though the comments offered are very general to the trade show
industry, they are tailored specifically to ITB- i.e. when it is appropriate to order services and
how to measure success without the option of selling.

For the exhibitors primarily concerned with the business-to-business platform, the show
website provides a “Virtual Market Place” where all the trade attendees were listed with
information about which company s/he works for along with the exact position with the
company that the representative holds, email address, phone number, and business address. In
the Virtual Market Place attendees can also search for all exhibitors, as well as special offers
made for the show. This database also provides a service to create a personal profile on the
Virtual Market Place that will allow attendees and exhibitors alike to keep records of
information that are especially relevant. The Virtual Market Place is available an entire year
before the show, so promotion activities on behalf of the exhibitors may start as early as
preferred.

In recent years, over 100.000 trade visitors have come to ITB. These visitors are generally
representatives from travel agencies or corporations looking to form business travel
partnerships, or those looking to professionally enter the travel industry. The trade-visitors
pay 42 euros to enter the show for all five days, and are able to freely enter the conference-
save for a few lectures. The site encourages the trade visitors to use the Virtual Market Place
to make contacts and appointments with the exhibitors.

The conference for the show was held from March 4™ to March 6™ 2008. Each day was given
a theme: ITB Future Day, Aviation Day and Hospitality Day. These days came along with
appropriate lectures, most having a strong emphasis on sustainability and the environment. A
company called PhoCusWrite was sponsoring lectures on travel technology and organization.
These lectures were not covered in with the entrance fee.

4.1.2 Pre-Show Observations

The first day we attended the ITB show, we did not enter. For most of that day we conducted
surveys outside of the South Entrance. This was the largest entrance hall and faced the S-
Bahn- where the larger proportion of people were coming and going. From this hall visitors
were able to purchase day passes, check coats, consult information booths and have a snack
at one of two café kiosks. This hall also had ample space for us to move around and conduct
the surveys.

For the first half of the day we conducted entrance surveys. Many of the people entering the
show were in a rush, and getting people to take the survey was quite challenging. The general
public visitors ranged in age from children with families, to young couples all the way to
elderly couples. There was not a distinctly more common demographic than any other.
Visitors often came in pairs, and rarely alone. There were also a significant amount of school
groups, most notably from Poland and the Netherlands. There were many people entering the
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show with suitcases. We mistook these people for trade show visitors, but later found out
they were part of the general public, and the suitcases were indicators of the amount of
literature and giveaways that they intended to collect.

For the second half of the day we changed to surveying visitors leaving the show. We tried to
get a sense of what was going on inside by what people were carrying on their way out. We
observed that no one left the show without promotional materials. Many people had several
bags, all full of magazines, brochures and posters. The bags we saw most prominently were
those belonging to the Gay and Lesbian travel group, United Airlines/Chicago, and
Pennsylvania.

The majority of the visitors left the show in the last hour, meaning that the show must be
quite large since it was completely filling the visitors’ day. This conclusion was also drawn
from the fact that the majority of entrance surveys were conducted within the first two hours
we were there, and the majority of the exit surveys were conducted within the last hour. The
people looked completely exhausted and many were extremely unwilling to answer the
surveys- coming up with any excuse possible.

4.1.3 Survey

To write the surveys we knew we wanted to test attendees for initial interest as well as test
the outcome and thoughts. We did this through creating two surveys: entrance and exit. In
choosing our sample, we figured that the general population was represented by both,
therefore we were not concerned with having the same people fill out both surveys. For the
entrance survey, we wanted to collect general demographic questions: age, gender and how
far one traveled to arrive at the show. We later decided that asking nationality would have
been more beneficial. We also questioned the respondents how long they had planned to
attend I1TB, what the purpose for attending the show was, whether they planned on buying
something- before we discovered the absence of selling at the show, how they found out
about the show, and whether they were returning customers, and how often in the past they
had come.

The exit surveys were to serve as a tool to find the most successful exhibitors at the show,
and since the only function of the show was promotion: the most successful promotion
schemes. For these surveys we asked the general demographic questions again: age, gender
and distance traveled. We asked whether they had bought something- once again before we
were aware of no selling, and how many hours they had spent in the show. Our main and
most interesting task for this survey was to have the respondents name five exhibitors and
describe why they liked the booth. From this question we were able to create a list of
exhibitors to interview for our second day. The top exhibitors included Brazil, Colombia,
Ruf, Cuba, Turkey, Emirates, Poland and Greece. There was a surprising lack of companies-
Ruf was the only company listed more than once.
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4.1.4 Official ITB Statistics

Gelszus Messe-Marktforschung GmbH, Dortmund conducted the official statistics for the
ITB show. These statistics were collected in three manners- the trade visitors, the exhibitors
and the general public were all surveyed in unique ways. Though this survey is very
important, it has to be used carefully as the collection method is unknown. It was conducted
with intention to be used by ITB as a marketing tool to attract visitors and exhibitors for next
year. The numbers that the surveys present are all very positive towards, ITB, for example,
97,8% of the exhibitors — including the top two choices on a Likard scale- were satisfied with
the facility’s services. There are some similar questions between our survey and this one. For
this paper we will use the official ITB statistics as a comparison point, though for the
conclusions we will use our own.

4.1.5 The Visitors

The most interesting result came from the exit surveys where visitors had to rank their top
five stands. The visitors’ top of mind turned out to be the following:

Exhibitor No. as top of mind
Brazil 24
Turkey 22
Mexico 19
Poland 19
USA 17
Colombia 15
Cuba 12
Greece 12
Australia 11
India 10
Slovenia 10

Figure 6: The top of mind exhibitors from exit surveys

The visitors were asked why they chose to visit ITB. Sixty-seven percent responded that the
ITB served as a source of ideas and information, while only a small portion- 7%- answered
‘no reason’. This figure suggests that much of the general public were high involvement. The
rest of the respondents filled in ‘other reason’; these people included the students and many
of the people that were attending the show with a friend. There were no similar questions
from the official statistics, therefore, nothing to compare these numbers to.

Our survey indicated that the average distanced traveled by the visitors was 224 kilometers,
that distance includes Poland, Czech Republic, Sweden and Denmark. This figure may be
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unrepresentative of the truth as there were a few respondents whose answers heavily skewed
the results. Two hundred and twenty-four further kilometers suggests that the attendees were
high involvement, having traveled so far. Though, when comparing to the official statistics,
our number is much higher. Instead of asking distance traveled GMM asked where the
attendees were from. According to their results, 59,9% came from Berlin, 24,5% came from
the New German Federal States, 11.6% came from the Old German Federal States, and that
left only 4,3% coming from foreign countries.

The next question was how far in advance the visitor had planned before coming to the ITB
show. This question was used to test the involvement of the average attendee. Had most come
spontaneously would suggest that ITB was just a normal outing, and that the information in
the fair was just more for amusement. The exhibitors would certainly hope for high
involvement visitors as these would be the future customers. Judging from the distances
traveled, we expected the answers to be in the three to six months range, but surprisingly,
40% of respondents said they had come to the show spontaneously and more than 40% said
they had planned this trip less than a month in advance. Of course, there are some travelers in
Berlin that saw advertisements and were interested in the show, however 40% seems too high
of a number. Though, when comparing this figure with the official crowd composition, it
would make sense being that 87% of the attendees came from Germany.

On both entrance and exit polls, the attendees were asked their age. On both surveys the
average came to about 30 years old. This number is significantly less than the official
average, coming in at over 40 years. In fact, those under 40 years account for 33% on the
official survey. Our observations lead us to believe that the official statistics may be skewed,
but there are implications with our numbers. First, we mainly stayed at the south entrance
where the public were generally coming and going by means of public transportation. For this
reason, our crowd may have been disproportionately younger. Other exits lead towards
private car parks, therefore the average age from those exits may have been
disproportionately high. Also, willingness to answer surveys could also be an attribute of the
younger generations. All our respondents were asked politely to fill in the survey, and many
said no. Many of the oldest attendees just ignored our request.

Even though the ITB has been an annual event since 1966 most visitors seem to be there for
the first time, 30% had been to ITB before. The official ITB statistic points out that 95% of
all visitors intend to visit ITB again.

The majority of our initial questions involve issues of involvement. Involvement is important
to exhibitors due to the nature of a trade show to promote and sell. There is much money
being spent, and to have a group of attendees not care could be detrimental to the exhibitor’s
budget. Luckily, since entrance fees are almost always applicable, a certain level of
involvement is suggested. Our surveys suggest a wide range of visitor involvement, and it is
important that exhibitors keep this in mind, and are careful to promote towards those that are
most likely to buy in the future.

33



4.1.6 During-Show Observations

“The show itself was massive; forty halls were filled completely with exhibitors. The halls
were split by theme. Companies showcased in halls that were dedicated to theme travel
companies, cruise lines, employment and education and health spas and healthy travel.
Otherwise most of the halls were set aside for countries to exhibit. In most situations the
countries were divided into halls assigned by continent, but not in all situations- for example
the United States was paired in a hall with Great Britain and Russia. A curious phenomenon
was that the airline companies were among the countries and not the hall dedicated to travel
services.” (Jana Heiss, during show observations)

The main strategy for exhibitors in this fair on the days for the general public seemed to
revolve around cultural shows and demonstrations. During our day, we experienced dancing
and music by Mexico and Colombia, one of the Regional Stands in Germany’s halls and
Poland. We saw jewelry making for the Pforzheim region where goldsmithing is a large
trade, as well as pottery painting and handicrafts in the African hall. Lastly, food was being
handed out in the Poland area and in one of the German regions and reportedly ice cream was
given out at the Florida and Israel stands. No program for the show events was provided, so
unless there were lots of personal contacts with individuals, the crowds that formed to watch
demonstrations or contests were mostly people passing by chance. Also, there was an
abundance of literature, mainly elaborate four-color pamphlets and booklets as well as
posters and bags. No Internet was provided in the halls, so sales weren’t able to take place at
this particular show. Here are some accounts of the show from the general public:

“My overall impression was that there was polarization and specialization.
Creating atmosphere and "getting the visitors there", giving them a 3-D or
4-D idea of what to expect has increased in some areas; in others, a cool,
economical focus and approach was dominant (e.g. Japan, Germany).
More than ever it was easy to distinguish and determine each booth's
intention and target group.” (D.Kyanite, ITB visitor)

“Somewhere in Poland was also a very delicious looking and smelling
snack, but we were so full from the cake, to be honest I was a little
depressed because these were hot and fresh. Poland was definitely making
a huge effort. They were really pushing the fact that it was one of the
culture capitals of the world. They had live music and a clown on stilts
running around and dancing with people...” (Jana Heiss recalls from
during show observations)

Most of the people were concentrated in the halls occupied by countries. There was also a
notable lack in population in the halls the farthest from the south entrance. Though, there
were entrances from all sides of the exhibit halls, the south entrance was closest to the public
transportation where a large number of people were coming and going.
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From the surveys conducted the previous day and the observations we made, we compiled a
list of exhibitors that we thought were doing an exceptional job at promotion; while
interviewing these stands, we made special observations of their booths:

Greece:

Many of the countries that were there to boost their tourism had very strong branding
schemes- Greece was one of these countries. The logo used by the country uses white and
shades of blue and green that appears to represent the architecture and the location on the
Mediterranean. The branding was carried through on the physical design on the stand. The
area consisted of smaller stands and meeting rooms with rounded rectangular shapes, the
shades of blue, white and birch- once again a reference to the architecture many people can
relate to the Greek coastal cities. The stand was also filled with large backlit panels
presenting pictures and maps of Greece. The stand as a whole was greatly understaffed-
almost empty, but this may have been due to the fact that we were there within the last hour
of the last day of the fair.

United:

United’s stand was located at the outskirts of the American section. There was a prominent
back wall that was advertising for both the airline and for Chicago. The perimeter of the
booth was surrounded almost completely with bags and special ITB coupons for people to
take as they walked by. On one edge of the stand, United had placed two sets of the new lie-
flat business class seats for passers-by to try out. The middle of the stand was filled with
tables for the stand representatives to sit and chat with clients, but on the business-to-
consumer days, these tables sat empty. Overall, the stand was fairly small, but the impact and
the giveaways certainly made a strong promotion strategy. There was not a crowd
surrounding this stand like the others, but as we were interviewing the representatives, many
people were picking up the United bags on the way by.

Cuba:

Cuba’s stand was very large, but in the context of ITB it was about medium sized. When we
arrived there was a table on one of the edges where a few representatives were passing out
booklets, and answering questions. The interior of the exhibit was up on a slightly raised
platform and was filled with arches and half arches that were the painted the colors of the
Cuban flag. The structure was painted bright red and was filled with tables, which stood
empty just as the other stands. To another side was a bar with an espresso machine and other
drinks available. Along the back wall of the stand were panels displaying images of Cuba.

Colombia:

Colombia’s stand was located against the back wall in a corner location. They chose to leave
most of the stand very close to the wall. On one side there was a stage and a changing room/
storage room, in the middle were representatives handing out brochures, booklets and
chocolate, and on the far side some more representatives were passing out Juan Valdez brand
coffee. The exhibit was mostly red with floor-to-ceiling images on the back wall of
Colombian nature. Within thirty minutes of visiting the Colombia stand, there was a dance
performance to represent the large carnival that happens in Bogotd every year. This
performance drew a huge crowd that blocked the paths leading up to the booth from both
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directions. The stand itself was not as impressive as others, so the promotion strategy
appeared to lie in the performances and giveaways.

Ruf:

Ruf is a company that specializes in children’s travel. We were not surprised that the exhibit
was a large mostly open circus tent occupying an island space. Within the tent there was a
circular desk that had representatives with catalogs for interested consumers. There were also
two stages within the tent, one larger than the other. All of the design language pointed
towards children and children’s activities. Ruf’s exhibit was located next to a company called
Globetrotter that had a much more appealing stand. There one could climb on a large ropes
course that they had built just for ITB. The stand was very interactive and was staffed by
much more people than the Ruf exhibit. After visiting the Ruf stand, we puzzled why there
wasn’t more excitement over Globetrotter.

Emirates:

The Emirate’s stand was among the more unique stands of the day. Like many of the other
airlines, there was a sample first class seat that passers-by were able to try- the main
difference being that there was a flight attendant assisting each ‘passenger’. In the middle of
the booth was a very large stylized globe that attendees could walk in and out of. In the inside
were backlit photographs of resorts in Dubai as well as LCD screens. Also in the stand, were
desks assigned to various sub-companies of Emirates, including the vacation planning and
hotel sector.

Indonesia:

Though we were unable to interview a representative from the Indonesia stand, we were
struck by the size and intricacy of it. There was a great effort made for the stand to really
exude Indonesian culture. Several larger than life shrines adorned the top of structures along
the back wall. The largest and most visible of these shrines was a large Indian-style Buddha
sitting astride a winged creature with the head of a bird and the body of a human. In large 3D
letters below was spelled “Indonesia”. Other shrines included human-scale paper puppets
particular to the culture and a wooden temple-like structure. The back wall was also covered
in floor to ceiling banners depicting scenes in the country. The middle of the booth was filled
with tables for meeting with customers and the perimeter facing the isles was surrounded
with tables filled with brochures and LCD screens playing promotional videos.

Overall the show was filled with very impressive stands all featuring the most advanced
technologies- for example a few areas boasted fountains that were able to make out patterns
and spell messages in the water. There were endless amounts of literature available for
attendees and in most stands, a number of employees willing to answer questions on any
topic regarding travel.

Also most of the stands had their own bars to offer refreshments to high-end clients, and
some sort of demonstration or special element to make the stand memorable. As an example,
two different photos can be viewed in the following text that gives a visual understanding of
the stand and the displays and give aways such as the cake. Also, for a better understanding;
photos from the ITB and EuroHorse can be viewed in appendix E.
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Figure 7: Images from ITB

The fact that there were even a couple stands that were picked as being top of mind, is quite
incredible, in the analysis section we will try to pick out exactly what made the aforesaid
stands so special.

4.1.7 Interviews

To gain a better understanding of the top of mind stands, we interviewed the companies that
were at top-of-mind for the attendees, and those we felt had especially good promotion
tactics. Not all of the stands were able to provide a person for us to interview, ut we were able
to contact most of them through email. The email answers we received from these companies
were quite abbreviated. On the other hand, the interviews we were able to conduct in person
were rich in information.

Greece:

Greece was one of the stands that was mainly focused on the face to face interaction that
came with the business-to-business days. Ms. Olympia Tsioulackis, the representative from
the Greek German office spoke with us on Greece’s intentions at ITB. Much of the promotion
strategy for Greece involved human contact, and portraying the Greek culture and laid-back
way of life. She stressed the importance of the press conferences that were held in the stand,
as well as the refreshments and comforts that the booth had to offer: “You know café neon?
It’s a coffee shop in Greece, they serve to the visitors, to the trade, and also the normal
visitors from wine to coffee or water, or uh, soft drinks.”

For the general public, she indirectly admitted not having very much, but she pointed out that
there was lots of information on travel in Greece: gastronomy, ecological, day trips, and
nautical travel.

Mexico:

Of the interviews, Mexico gave us the least information about their strategies and intentions
of being at ITB. The marketing representative was hesitant to speak with us, and appeared not
to really know the answers to the questions we had. We were told that there was a 12%
European tourism rate, and that the stand was brightly decorated to attract visitors and
crowned with a Mayan Temple.
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Colombia:

Mr. Sergio Calderon, the Director of the Colombia’s Commercial Office in Germany was
able to speak with us on the booth. The goal for Colombia in the tourism market for ITB was
to re-create people’s impression of the country. He spoke about the crime-ridden image that
the country faces now, and how they were trying to humanize the destination by saying: ‘yes,
there are problems, but no more than anywhere else, and you will be safe as visitors to our
country’. He made a reference to the German people as being a large market, and with their
concern for safety, the need for image re-adjustment is very important. He continued on to
say that Colombia’s tourism office hopes to gain four million visitors by the year 2010- more
than the Dominican Republic whose tourism industry is comparatively gigantic. He also
boasted the carnival in Bogota that is second only to the carnival in Rio de Janeiro, and made
sure that we stayed to watch the demonstration. He stressed the importance of the
demonstration and the promotion, stating that many Europeans are not aware of Colombia
and another of their goals is to educate, and create an environment that will really encourage
visitors. He ended in saying “...Colombia is not unique, but it is different.”

Colombia was special in that they were primarily there for the business-to-consumer days.

Cuba:

The interview with Cuba was different from all the other interviews as it took place in
German. We spoke to Mr. Gioacchino Cinquegrani who explained the intentions Cuba had.
Cuba attends ITB every year, and uses ITB as a platform to sell Cuba as a tourist destination.
They like to make people aware of Cuba and in order to achieve this they had been
advertising on taxis throughout Berlin. They also sponsered big banners at the entrance to
ITB. The business-to-business days and the business-to-consumer days wer