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Abstract 
 
Marketing is a process where companies are able to promote their product or service and 
create a demand for it. One of the instruments to perform a good promotion is an 
exhibition. Exhibitions go back hundreds of years ago, where they were markets of 
exchange for home made products. In today’s modern society, exhibitions are an 
effective marketing tool where people gather for a short period of time to present their 
products and services. Clients, competitors, visitors and all involved in the particular 
business visit the exhibition to get an update of the market. 
 
The research in this essay will concentrate on trade fair exhibitions, while consumer 
exhibitions are a slightly different topic. While exhibitions are an effective marketing tool 
they are also very expensive to participate at. Exhibitions organizers charge companies 
great sums of money to be part of an exhibition, where during the few days of the event 
more people visit a company’s booth than perhaps during a 6 month period. The amount 
of exhibitions has also increased due to bigger and new markets. Which exhibitions to 
participate at are where many companies have a dilemma. 
 
As this essay is a research paper, it is also a project for SKF Service Division Europe that 
I have the privilege to write. SKF is a global company that manufactures and offers 
bearings, seals, mechatronics, services and lubrication systems. SKF is represented in 140 
countries and is divided in three divisions: Industrial, Automotive and Service. The 
magnitude of this company gives an idea of how challenging it is to decide which 
exhibition to participate at. An exhibition is an investment after all. 
 
Of all the marketing tools exhibitions are the ones that have the personal touch. Meeting 
with possible future clients in this way establishes a trust through the personal meeting. 
The fact is though that attendance numbers at exhibitions has decreased in the past few 
years. The research in this essay is to look at new trends surrounding exhibitions. What is 
the exhibition media moving towards?  Is the marketing tool of trade fairs less popular 
due to for example other cheaper marketing? Another issue in the essay is concerning the 
developing market of exhibitions between big international fairs and small local fairs. 
 
The results of a trade fair can perhaps be more effective than all the other marketing tools 
combined. Another purpose to the essay is to find possible ways to do a fair follow-up on 
a trade fair. The research will hopefully give alternative suggestions that are useful to 
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achieve a fair follow-up on a trade fair, and in that way justify the investment by showing 
what results it provided. 
 
The method used in this essay is of a qualitative type. Through interviews with people 
who are experts in the subject of exhibition media, the purpose of this essay will be 
accomplished. Assisting to that task are also SKF employees, especially my tutor Åsa 
Nordström, who has helped me with information needed to shine light on the essays 
problem. In addition to interviews, literature has been used to strengthen the empirical 
research and come to an analysis of the problem presented in the essay. 
 
In the discussion I am talking about future trends that could occur and how they can be 
predicted through situational analysis. A part of the discussion is devoted to the 
relationship between big and small exhibitions. Perhaps the most interesting part of the 
discussion, and the one of most importance to companies, is a follow-up and evaluation 
of a trade fair. I recommend using a model where ROI (Return On Investment) is a key 
number to examine the success of a trade fair, and in that way justify the investment 
made by a company. The essay in concluded with suggestions for future research to 
develop the knowledge on the topic that is trade fairs. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Keywords: Trade fair, trends, evaluation, follow-up 

IV 



  

Sammanfattning 
 
Marknadsföring är en process där företag exponerar sin produkt eller tjänst och skapar en 
efterfrågan. Ett av instrumenten för att genomföra en bra marknadsföring är en mässa. 
Mässor är flera hundra år gamla koncept, där de fungerade som marknad för utbyte av 
hemgjorda produkter. I dagens moderna samhälle är mässor ett effektivt 
marknadsföringsverktyg, där människor samlas under en kort period för att presentera 
sina produkter och tjänster. Kunder, konkurrenter, besökare och alla involverade i den 
specifika industrin besöker mässan för att vara uppdaterade om händelser på marknaden. 
 
Forskningen i denna uppsats kommer att koncentrera sig på fack mässor. Konsument 
mässor kommer inte att tas hänsyn till eftersom temat skiljer sig något från fack mässor. 
Mässor är ett effektivt marknadsföringsverktyg samtidigt som de är väldigt dyra att delta 
på. Mässarrangörer debiterar stora summor av företag för att de ska få delta på mässan. 
Under ett par dagar som mässan pågår, kan fler människor besöka ett företags monter än 
kanske under en 6 månads period. Mängden mässor har också ökat från resultatet av nya 
och större marknader. 
 
Denna uppsats är också ett projekt för SKF Sverige Service Divisionen i Europa som jag 
har fått privilegiet att göra. SKF är ett globalt företag som tillverkar och erbjuder 
kullager, tätningar, mekatronik, service och smörjsystem. SKF är representerat i 140 
länder och är indelat i tre divisioner: Industrial, Automotive och Service. Företagets 
storlek ger en idé om hur svårt det är att besluta vilken mässa att delta på. Efter allt så är 
en mässa en investering. 
 
Av alla marknadsföringsverktyg så är mässor det verktyget som har den personliga 
känslan. Möten med eventuella kunder på en mässa skapar ett förtroende genom det 
personliga mötet. Faktum är att besökare på mässor har sjunkit under de senaste par åren. 
Forskningen i denna uppsats kommer att fokusera sig på bl.a. nya trender i 
mässbranschen. Vart är mässmediet på väg? Är marknadsföringsverktyget, vilket är 
mässor, mindre populärt pga. exempelvis annan billigare marknadsföring? Ett annat ämne 
i uppsatsen berör utvecklingen av marknaden mellan stora internationella mässor och små 
lokala mässor. 
 
Resultatet av en fack mässa kan kanske vara mer effektiv än alla marknadsföringsverktyg 
kombinerade tillsammans. Ett annat syfte med uppsatsen är att hitta tänkbara vägar att 
göra en rättvis utvärdering av en fack mässa. Forskningen kommer att förhoppningsvis ge 
alternativa förslag som är användbara till att utföra en rättvis utvärdering av en fack 
mässa. På det sättet kan en mässa rättfärdigas genom att visa upp resultaten den gav.  
 
Metoden som används i denna uppsats är av kvalitativ art. Genom intervjuer med 
människor som är experter i ämnet mässor, kommer uppsatsen syfte att uppfyllas. 
Medhjälpare till uppgiften är också SKF anställda, speciellt min mentor Åsa Nordström, 
som har hjälpt mig med uppsatsen problem. I påbyggnad till intervjuer har jag också 
använt mig av litteratur som har hjälpt till att stärka den empiriska forskningen, och 
komma till en analys av problemet i uppsatsen. 

V 



  

 
I diskussionen tar jag upp framtida trender som kan inträffa och hur de kan bli 
förutspådda genom omvärldsanalys. En del av diskussionen är tillägnad relationen mellan 
stora och små mässor. Kanske den mest intressanta delen av diskussionen, och den ut av 
stor betydelse för företagen, är uppföljning och utvärdering av en fack mässa. Jag 
rekommenderar att använda en modell där ROI (Return On Investment) är ett nyckeltal 
för att undersöka en mässas framgång, och på det sättet rättfärdiga investeringen gjort av 
företaget. Uppsatsen avslutas med framtida forsknings förslag för att utveckla kunskapen 
om ämnet fack mässor. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Nyckelord: Fackmässa, trender, utvärdering, uppföljning 
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1 Introduction 
 
The introduction chapter will begin by presenting the background to the problem area 
and will be followed by a discussion of the problem. From that a problem formulation 
and the purpose of the essay will be formulated. The chapter will be concluded by 
delimitation and the disposition of the essay. 
 

1.1 Problem background 
 
Exhibitions have a primary function to assist as a meeting place where people can 
exchange products and services. The first informal exhibitions, or fairs, go a long way 
back in time and functioned as marketplaces. Today, exhibitions are in a special category 
separated from the traditional fairs. The exhibitors on trade fairs are companies that want 
to market and sell their products and services. And in great vast strengthen their company 
brand. Exhibitions are one of the most important meeting places for companies, a 
marketing channel out to the world. 
 
Globalization has shrunk the communication distance in the world, which has made it 
possible to obtain more and above all cheap information through internet, phone etc.  The 
massive availability of information has caused a big noise which makes it hard to 
distinguish what is important information and what is not. The personal meeting is being 
overtaken by the more convenient and cheaper communication. Exhibitions are unique in 
a way that they act, more than ever, as a meeting point for companies and visitors. The 
personal meeting and conversation on a fair can turn a sceptic into a customer. In the 
same time as communication has become cheaper for companies, the personal meeting 
has become more expensive and as a result rarer. Exhibitions have increased in both 
number and participant fee around the world. This has made companies to think twice 
which exhibitions they should participate in and which ones they can afford to be part of.    
 

1.2 Problem discussion 
 
Managing competition between rivalling companies is of essential character when it 
comes to the survival of a company. Products compete with each other and a company’s 
identity is of significance. To be ahead of competition a company must be seen and have 
positive sales, be innovative and offer quality. Marketing a company in a good way is one 
of the most important aspects for a successful company. Newspapers, internet, radio, TV 
etc. are media communications channels that lack the personal touch that an exhibition 
offers. Since exhibitions are arranged with time intervals they don’t fall into the category 
with the everyday marketing tools. But the variation of types of exhibitions has increased, 
which has made the total number of exhibitions greater than before. Are big international 
fairs getting bigger and how about small fairs? This dilemma makes companies very  
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careful when they choose which exhibitions to participate in, because it is a big 
economical investment to be an exhibitor on a trade fair.      
 
Companies have departments that only deal with marketing and then exhibitions are of 
utmost importance. On which exhibitions do we want to be seen and on which ones are 
our competitors participating? Since participating in exhibitions means great investments 
the companies want to know if it was worth to attend the trade fair, both from a financial 
and a marketing perspective. But how can companies measure this in a fair way? A 
phenomenon that has become more popular among companies is a private exhibition. The 
real term for this happening is corporate event. This gives companies and clients a more 
personal meeting, and at the same time it is a cheaper investment for a company than a 
formal exhibition. Has it become a trend among companies to act in this way and are 
there any other trends that are emerging considering exhibitions events? 
 

1.3 Problem formulation 
 
The task is focusing on exhibitions within the industrial market and will look into three 
different areas.  
 

 How does the market of exhibitions develop? Present the latest trends within the 
concept of exhibitions. 

 
 Developing market of exhibitions between big international fairs and small local 

fairs? 
  

 Possibilities for follow-up – Exhibitions are just one part of the activities done in 
the markets. How can the result of an exhibition be followed-up in a fair way? 
Exhibitions are costly investments but how to measure the result and compare it 
with other activities?  

 

1.4 Purpose 
 
There are two purposes in the essay. The first purpose is to obtain an understanding in the 
developing market of exhibitions. The second purpose is to examine possible ways to 
make a fair follow-up of an exhibition.  
 

1.5 Delimitation 
 
The essay is geographically limited to SKF Service Division in Sweden. Since SKF is an 
industrial company only industrial exhibitions will be of interest to the purpose of the 
essay. No consumer exhibitions will be taken into consideration. 
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1.6 Disposition 
 
Chapter 1: Introduction 
The problem background and problem discussion of the essay will be presented. Further, 
a problem formulation and a purpose will be determined from the research problem. The 
introduction chapter will be concluded with a delimitation of the essay. 
 
Chapter 2: Method 
Scientific direction, scientific approach, examination method and credibility requirement 
are presented in this chapter. Critics on source of literature will conclude the chapter. 
 
Chapter 3: Theoretical frame of reference 
This chapter constitutes the theory that will be used in the essay and together with the 
empirical research it will be ground for the analysis. 
 
Chapter 4: Empirical research 
Interviews made with Mia Couture, Project leader for the Maintenance Fair in 
Gothenburg, and Mikael Jansson, Managing Director for Nordic Survey Group (Nordiska 
Undersökningsgruppen) will start off this chapter. Later a lecture with consultant Björn 
Malmstöm will be presented. The chapter will finish off with a case study of SKF’s 
participation in the Maintenance Fair 2008 in Gothenburg. 
 
Chapter 5: Analysis 
The analysis chapter merges the theoretical frame of reference with the gathered 
empirical research. The purpose is to find answers to the problem formulation in the 
introduction chapter. 
 
Chapter 6: Discussion 
The result of the essay will be examined in this chapter where a discussion on the essays 
purpose will be presented. Furthermore, suggestion for future research is to be proposed 
at the end of the chapter. The chapter is concluded with a method discussion. 
 
Chapter 7: References 
This last chapter will contain a list of literature and other information used in the essay. 
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2 Method 
 
The method to carry out this essay is a very extensive concept that will assist with 
handling the problem in the essay, and hopefully lead to new knowledge. The purpose 
with the method is to understand scientific approaches and also to apply different 
methods to manage various problems in the essay. 
 

2.1 Scientific direction 
 
According to the scientific theory there are two principal scientific directions: positivism 
and hermeneutics. In the following chapter the two scientific directions will be explained. 
 

2.1.1 Hermeneutics and Positivism  
 
Hermeneutics is the science of theoretical direction that brings out the meaning of 
understanding. Subjective attitude, where for most of the time own values are considered. 
Science of text interpretation is what hermeneutics is about. To learn how to interpret 
messages and acquire new understanding of the existence “a new perspective” that can 
possibly lead to change (Ödman 1997, page 7-8). A starting point is to award, in a 
realistic way, meaning to what is to be interpreted. It is an iterative process with changes 
between the partial and the whole picture. Different aspects that will be considered will 
hopefully lead to an overall picture of the subject. In these situations an understanding is 
tried to be established where an entirety is built out of partial wholes. In this essay I will 
go from partial picture to complete picture and vice versa, that suggest on mutual 
dependence relationship and eternal ongoing process. Partial wholes, or parts, are 
necessary to be able to build an understanding of the whole. The human existence can be 
interpreted and understood through language. The whole (entirety) of a text can only be 
understood by understanding the partial whole (the parts). It is difficult to be entirely 
objective when this perspective is much about a subjective attitude, where mostly own 
preconceived opinions are considered (Ödman 1997, page 77-80). 
 
Positivism is the analytical-scientific-theoretical direction that claims that all research 
must build on “concrete” observation. Only consideration to fact is used for judgement. 
Positivism has its roots in an empirical/scientific tradition. The main principals are based 
on observation of reality and strive to lay down objectively safe facts. It can also be 
pointed out that the knowledge that is tried to be found should be real and available to our 
senses and our reason. The knowledge in positivism is to be useful, logically try able and 
capable to improve society by reproduce reality and in that way find the truth. Verifying 
principle claims that every theoretical statement should be able to be translated into 
verified observation (Patel & Davidson 1994, page 23-24). 
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2.1.2 Choice of scientific direction 
 
This study is based in hermeneutics and will have that direction in the essay. This is 
because the starting point of the essay is closest to the problem and purpose. The 
developing market of exhibitions and different trends surrounding it will be studied. Also 
approaches to a fair follow-up of a trade fair will be looked in to. With the main two 
purposes in the essay it can be seen that the study can be interpreted in different ways. 
My pre essay understanding in the world of exhibitions is not enough to understand the 
developing market of exhibitions. Therefore, I will take an interpreting attitude where I 
start from empirical material to be able to seek understanding in the theoretical models. 
The reason for not choosing positivism as a scientific direction depends on the fact that 
both observation and theory are essential for the study. It is not the case that all research 
in the essay builds on concrete observation. 
 

2.2 Scientific approach 
 
The study will build on a combination of empirical and theoretical approach, as well as 
occurrence of interpretation for these observation manners. The essay is not only to be 
reality describing, but also theoretically tied to the research area. This essay is to give an 
understanding in the developing market of exhibitions as well as a fair follow-up for a 
trade fair.  By lifting to attention trends that are occurring in the society and affecting 
trade fairs, I will try to reflect what the trade fairs are moving towards. These trends 
could also have an affect on the follow-up but not necessarily. New approaches to a 
follow-up will be shown and reflected up on. 
 

2.2.1 Deduction 
 
Deduction is a logical discussion where the deductive is the way of proof. It is the 
conclusion where scientists come to results on particular happenings from general 
principals. In other words, it is a theory that proves how relationships between different 
conditions behave in reality. The study is conducted in a way where the scientist starts 
from a theory and presents those assumptions by formulating one’s own theory on reality. 
It is much about predictions and explanations of reality. The scientist establishes a 
hypothesis that is tried in the chosen subject, to prove that it is correct. That is why it can 
be said that a scientist that works in a deductive way is following the way of proof. Here 
it is recommended the use of the quantitative method (Patel & Davidson 1994, page 21). 
 

2.2.2 Induction 
 
The inductive method is the explorer’s way. The method goes from an empirical research 
to the conclusion of a general knowledge of a certain theory. It is a thought method in 
which a theory is generated from general principals in individual observations. The 
inductive method means that the scientist discovers things in reality. Different signals 
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that are discovered should then be brought together to general principles that can be 
merged into a theory. This method is much about facts that can be received through 
observation of a specific phenomenon. Therefore it can be pointed out that the approach 
has its starting point in empirical gatherings (Thurén 1991, page 19-20).  
 

2.2.3 Abduction 
 
The method of abduction is a blend or combination of the deductive and inductive 
method. Abduction explores a single empirical case that is interpreted with a 
comprehensive hypothetical pattern as if it was real. The interpretation should then be 
confirmed through new observations. During the process new empirical applying areas 
are successively developed, the theory is adjusted and refined i.e. the suggested 
comprehensive pattern. With that, the idea of understanding is developed. During the 
research process both theoretical and empirical research are reinterpreted. A deeper 
meaning structure is created on the basis of deduction and induction. This can be 
achieved by oscillating between theory and empirical research. 
 

2.2.4 Choice of scientific approach 
 
I will use the approach of abduction because the basics for the essay are in the 
observations of reality that will later be theoretically strengthened. I will interview two 
person who are experts in the field of exhibitions and then look at theories that can be 
connected to their statements. A qualitative method is needed in this approach. During 
the study I will switch between theory and empirical research and review carefully what 
is achieved in the research of the essay. 
 

2.3 Examination method 
 
There are several different methods in gathering information for an examination. In 
examinations I will interpret and analyze data that is gathered. The method that is chosen 
should answer the essay problems in the best of ways. The two methods that are most 
common for an examination are qualitative and quantitative. 
 

2.3.1 Qualitative 
 
The qualitative method is the type of method that serves the purpose of the essay by 
piercing through the surface and achieving a better understanding. These types of studies 
are called case studies or qualitative studies (Lekvall & Wahlbin 1993, page 193). 
General understanding in the context is more important than the parts. In turn, this means 
to get a deeper understanding for a specific phenomenon than only to touch several things 
at the same time (Christensen 2001, page 67). With this method, deeper understandings 
can be achieved of the complex problem that is studied.  
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2.3.2 Quantitative 
 
A quantitative method treats first and foremost data that is measurable and that can be 
expressed in numbers and statistics. The scientist steers the examination and the 
conceivable answers. The method deepens itself in discovering, establishing and 
measuring the connection between different variables. A distance occurs between the 
scientist and the respondent due to the methods aim to give results from a bigger 
population. The examination is structured with pre decided hypothesis (Holme & Solvang 
1997, page 14). 
 

2.3.3 Choice of examination method 
 
In reference to the problem formulation and the purpose of the essay a qualitative 
examination method will be used. Through qualitative personal interviews and other 
information gathering I will try to get a deeper understanding in the developing market of 
exhibitions.  
 

2.4 Credibility requirement 
 

2.4.1 Validity 
 
Validity is about how well the examination and the result agree with each other. This is 
defined as internal validity. Validity is also ensuring the degree of generalization and this 
is defined as external validity.  
 
Both internal and external validity are relevant concepts for examination of a qualitative 
analysis. The qualitative analysis credibility means that a genuine involvement has been 
put into the task at hand, but also that several collection methods for information have 
been used so that premature conclusions do not occur. 
External validity constitutes from a qualitative generalization, or work hypothesis as it is 
also called. Work hypothesis means that the qualitative analysis cannot perform any 
absolute truths, though it means that a current best general picture can be presented 
(Christensen 2001, page 147). 
 

2.4.2 Reliability 
   
Reliability talks about the degree with which an examination result can be repeated if the 
study is conducted in the same way, or a similar way. It can also be said that the reality - 
the studied consistency - changes, and that if the study is repeated by the original 
examiner, or someone else, the same identical result cannot be achieved. The traditional 
reliability concept is then irrelevant to establish the value of a qualitative analysis 
(Christensen 2001, page 308). 
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2.4.3 Examination validity and reliability 
 
The purpose of the essay is to give a reality based truth. According to this, it can be said 
that this analysis will complete the requirements for a qualitative generalization. This is 
because validity is about credibility i.e. how well the examination and the result agree 
with reality. 
 

2.5 Critics on references 
 
Selection of literature based on exhibitions, in particular trade fair exhibitions, is limited. 
It is in general rare to find scientific articles on trade fairs. Most scientific articles on 
trade fairs are based on a particular type of trade fair, for example car shows. The 
literature that I have been able to find comes from the library from the University of 
Jönköping. They have Europe’s leading collection of literature with focus on exhibitions. 
Most of the books are written by exhibit gurus or people that have been in the exhibition 
industry for decades. I could not find books written by scientists. It doesn’t seem that 
trade fair exhibitions are widely used as a scientific topic. 
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3 Theoretical frame of reference 
 
In this chapter, theory that is the foundation for the research will be presented. Trade 
fairs and exhibitions are very diverse among industries and there is no general formula 
on how to become successful on such an event. Literature is also limited and companies 
rather go on experience than on scientific directives. Theoretical frame of reference will 
present significant parts from chosen literature, giving understanding in the history of 
exhibitions, preparations for a trade fair, choosing a trade fair, trade fair follow-up 
reports and future of exhibitions. 
 

3.1 What are exhibits? 
 
Exhibiting is face-to-face marketing at such places as trade shows, consumer shows, 
special events, road shows, private shows, hospitality events, product launches, seminars 
and professional conferences (Siskind, B. 2005, page 1). 
 
Exhibits hold a special place in the marketing mix. At a well-chosen event, you can reach 
more people in a shorter time than with all the other tools combined (Siskind, B. 2005, 
page 9). 
 
The trade fair market place is a unique way to connect at a neutral place (Pickton, D. & 
Broderick, A. 2005). 
 

3.2 The history of exhibitions 
 
An introduction in the history of exhibitions will be presented to better understand why 
they started and for what purpose. The timeline will start as far as it is recorded in the 
history books and up to the year 2002 (where 287 of the world’s leading exhibition 
organizers and associations from 51 countries met in October in Munich, to discuss new 
visions within the exhibition industry). Changes from the 20th century will also be shown 
due to huge changes in technology and the global market. 
 

3.2.1 The industry’s origin and development until the 19th century 
 
The concept of exhibitions emerged almost as soon as humans began recording their 
history. The Egyptian, Greek, and Roman marketplaces were certainly the first 
manifestations of this concept, with their thriving stalls and agoras. 
 
Trade fairs flourished during the Middle Ages and were generally focused on agricultural 
products, local arts and crafts, and other handmade specialties. Churches actively 
sponsored fairs to celebrate religious holidays and observe liturgical seasons. Of the 
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many historical notes about European trade fairs, the first documented records occurred 
in Germany. Leipzig was awarded special market privileges in 1165, which stated that no 
fair affecting its trade was allowed within a radius of 15 kilometres (Morrow, S.L., 
Dallmeyer, R., 2003, page 6-7). 
 
During the Renaissance, goods were made by hand, thus productivity was low and prices 
were high. Workers bought their raw materials from merchants, took them back to their 
cottages, and, with the help of family and neighbours, produced various goods - giving 
rise to the term “cottage industry”. These workers often displayed examples of their work 
in “sample fairs,” where orders were taken for later delivery (Morrow, S.L., Dallmeyer, 
R., 2003, page 7-8). 
 
The Industrial Revolution changed the nature of exhibitions forever. Starting with the 
mass production of cotton goods in the 1750s, capitalism was born. The new factories 
soon eliminated the old cottage industries. Sample fairs flourished and expanded. 
Inventions abounded, advances in science occurred regularly, arts and culture flourished, 
new economies were formed, transportation methods were enhanced, and 
communications improved significantly. Mass production also brought about intense 
competition, creating an insatiable appetite to find more buyers for these new goods. 
Improved transportation further enabled more people, manufacturers, and buyers to 
attend exhibitions in more diverse geographic areas, generally transportation hubs. And 
the two concurrent political revolutions, in America and in France, subsequently affected 
both world dynamics and exhibitions.  
 
In the United States, the first recorded fair was produced in Pittsfield, Massachusetts, in 
1814. The Berkshire Agricultural Society hosted this showcase of agricultural and 
regional products (Morrow, S.L., Dallmeyer, R., 2003, page 8). 
 
By the mid-19th century, Great Britain was arguably the leader of the industrial world. 
London’s Great Exhibition of 1851 was conceived to showcase this industrial, military, 
and economic superiority. Prince Albert, Queen Victoria’s German husband, was the 
driving force behind the event, held in London’s Hyde Park, in the specially designed 
Crystal Palace. This huge iron Goliath, with over a million square feet of glass, contained 
more than 13000 exhibits and was the first modern exhibition facility. The Great 
Exhibition was an international affair, with “less civilized” nations showing their arts and 
products alongside the superior offerings from the British. More than six million people 
attended from all over the world. In fact, the exhibition was so profitable that it provided 
the initial funding for many London landmarks that are still in existence: Albert Hall, the 
Science Museum, the National History Museum, and the Victoria and Albert Museum 
(Morrow, S.L., Dallmeyer, R., 2003, page 9).  
 
As the 1890s brought the century to a close, 54 cities on all five continents had hosted 
major exhibitions during the previous 100 years. The importance of exhibitions in the 
economic growth and importance of nations was now firmly established, and they would 
serve as a launch pad for the startling advances about to take place in the next century 
(Morrow, S.L., Dallmeyer, R., 2003, page 13). 

- 10 - 
 



  

3.2.2 Exhibitions in the 20th century 
 
As the world moved on, recovered, and rebuilt after the devastation of the Great War, 
wartime technological innovation - medical advances such as sulphur drugs and the 
development of passenger aircraft - became an integral part of the industrial and 
economic base. Despite economic setbacks, the exhibition industry pressed forward, 
allowing for the development of new associations and new exhibitions, which were now 
regularly called “trade shows” (Morrow, S.L., Dallmeyer, R., 2003, page 15). 
 
The world of business continues to grow and change, yet exhibitions have remained 
relatively unchanged for the past 100 years. It is time for a new vision within the 
industry. This point was clearly made at the Union des Foires Internationales of 2002, 
where 287 of the world’s leading exhibition organizers and associations from 51 
countries met in October in Munich. The general consensus of the delegates was that the 
exhibition industry must move away from simply selling exhibit space to brokering 
relationships between exhibitors, organizers, and attendees. In addition to this new role, 
exhibition managers need to provide value-added Solutions aimed at providing 
sustainable marketing Solutions to all their clients (Morrow, S.L., Dallmeyer, R., 2003, 
page 21). 
 

3.2.3 New technology 
 
Technology is changing the face of the exhibition industry just as it is changing 
communication throughout the world. Today’s exhibition organizer has a responsibility 
as well as an opportunity to bring the buyer and the seller together using new tools. The 
Internet represents the most powerful change the industry has experienced to date 
(Morrow, S.L., Dallmeyer, R., 2003, page 30). 
 
Exhibition marketing in all its forms has been affected by technology. E-mail is emerging 
as more economical and faster than direct mail. E-mail marketing also appears to shorten 
the typical sales cycle (Morrow, S.L., Dallmeyer, R., 2003, page 33). 
 
One thing that has changed dramatically in the more traditional exhibition model, and 
thanks for the most part to technology, is the overall attitude toward service in general 
and customer service in particular. In the late 1980s, futurist John Naismith argued that 
the higher the degree of technology that invaded the marketplace, the greater would be 
the need for, and the demand for, the personal touch - the one-on-one interaction on 
which relationships are built. Naismith was right. The more technologically advanced the 
industry becomes, the more we are seeing the resurgence of “relationship selling” 
establishing long-term mutually beneficial personal contact between client and vendor, 
exhibitor, and exhibition manager. Why? With technology literally at everyone’s 
fingertips, the only way to ensure the survival of a successful business in today’s hotly 
contested economic environment is to outservice the competition. The exhibition and 
trade fair industry must move from the entrenched position of just selling exhibit space to 
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the dynamic of relationship brokering between attendee and exhibition manager 
(Morrow, S.L., Dallmeyer, R., 2003, page 36-37). 
 
Even though people communicate more than ever through electronic technologies, they 
still tend to prefer to be able to see, feel, smell, taste and touch and this is what makes 
trade fairs superior to other communication channels (Blythe, J. 1999). 
The exhibition continues to be representative of human interaction on a grand scale. 
Technology, in fact, has increased the demand for human interaction (Morrow, S.L., 
Dallmeyer, R., 2003, page 37). 
 

3.2.4 The global marketplace 
 
The 20th century will certainly be remembered for a variety of technological, political, 
and sociological milestones. The development of trade shows and itions on a global scale 
will be among them, though no doubt overshadowed by the explosive growth of the 
Internet, the proliferation of new world records in many fields, and the growth of the 
human population. This quiet revolution in exhibition history can be seen in the number 
of events moving from one country to another; the increased participation by companies 
in trade fairs outside of their home countries; and the attendant growth of organizers, 
contractors, and ancillary support groups targeting overseas ventures (Morrow, S.L., 
Dallmeyer, R., 2003, page 38). 
 
There is an increasing number of countries and regions establishing open trade 
agreements and eliminating visa requirements. The difficulty in exhibiting or visiting 
events in other countries has diminished substantially. To a large degree, it is the 
international aspect of the exhibition business that has fuelled the industry’s growth and 
propelled it into orbit as a major force in the global marketplace (Morrow, S.L., 
Dallmeyer, R., 2003, page 39). 
 
In the international arena, exhibitions are also used as relationship bridges. Most 
international exhibitions focus on the importance of human interaction and relationship 
building as a precursor to the buying decision. The sales-buying cycle usually takes 
longer because the entire process is slowed by the protocols of building a long-term 
personal and professional relationship. The successful international exhibition is assessed 
in part by its ability to create and sustain a marketplace, but a more important assessment 
is the quality of its human interaction, the face-to-face communication that takes place on 
the exhibit floor (Morrow, S.L., Dallmeyer, R., 2003, page 40-41). 
 
The global marketplace is in a state of constant flux. It often takes only a day for political 
regimes to topple, or for decades-old ideologies to adopt bold new economic ideas. In the 
midst of all this change one will probably find an exhibition quietly and subtly promoting 
the health and stability of local, regional, and national markets; expediting the flow of 
goods among countries and continents; and strengthening relationships between buyers 
and sellers, organizers and sponsors, and nations and their worldwide neighbours 
(Morrow, S.L., Dallmeyer, R., 2003, page 45). 
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3.3 Preparation for a trade show 
 
Preparations for a trade show are several, but only goal related preparations will be 
presented. Other preparations such as how the display booth should look, organization 
around the actual booth activities and similar activities will not be taken into 
consideration since that is not the purpose of the essay. 
 

3.3.1 Exhibit objectives  
 
The planning process starts nine to twelve months before an exhibition (Siskind, B. 2005, 
page 2). 
 
Investing in a show without setting clear, focused, measurable objectives is like piloting 
an airplane without a flight plan. Without a focus for all your activities, there is no way to 
know if you have achieved your goal. You must establish your objectives before doing 
anything else (Siskind, B. 2005, page 7). 
 
Corporate objectives such as branding, awareness or image tie the overall marketing plan 
into a particular show or group of shows. These objectives dictate the overall look and 
feel of the booth and the message it conveys, regardless of the number of internal partners 
that share the same space. When visitors approach well-known exhibitor, they recognize 
the name or brand. Reference to individual departments at this stage can lead to 
confusion (Siskind, B. 2005, page 10). 
 
A company should choose only one message at a fair. That is the recommendation of 
Lars Westberg, Head of Marketing and support at KI Consulting (Jansson, M. 2008, page 
29). 
 
Each department has its own objectives, which justify their investment in the show. Such 
objectives are often focused on a specific product, service, or industry need.  
 
These first two levels of objectives - corporate and departmental, ultimately fall into two 
basic categories that are appropriate for your exhibit program - sales and communication. 
Sales objectives are those that lead directly to greater profitability. These include 
increasing sales, gathering qualified leads, and setting appointments. However, some 
exhibitors decide that sales are not for them and choose a communications objective, such 
as brand awareness, presence, education, and sampling (Siskind, B. 2005, page 11). See 
complementary sheet 1 for a list containing 100 reasons of exhibiting.  
 
The message that can be communicated at a fair is also of great importance to many of 
the exhibiting companies. Many of the exhibitors want to communicate what values their 
brand stands for and they want to improve the corporate image (Robbe, D. 2000). 
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3.3.2 Budgeting and financial management 
 
As an exhibit manager, you have a fiscal responsibility to allocate your resources 
properly and report results accurately to management. A result-oriented, fresh approach is 
needed. It begins with the measurable, realistic objectives you set. How much do you 
need to spend to accomplish these objectives? At this point, it’s tough to create a budget 
based on a wish list. Although you likely will not have the resources to do everything you 
want, developing a budget based on what you think you need to do the job properly is a 
good place to start (Siskind, B. 2005, page 23-24). 
 
Your exhibit budget is your chance to develop a workable plan on paper before 
committing real resources. Compare your costs to your potential short-term income. 
Actual sales increases take time. Evaluating the event in the short term is the only 
practical way of measuring success. Here’s where history can be a great teacher. Record 
previous results, post-event briefings, lead history, comments, and notes for future events. 
The files will include individual events plus a summary of your entire exhibit program. 
This way anyone who is planning an exhibit has the benefit of earlier lessons. You need 
to record your results on a show-by-show basis (Siskind, B. 2005, page 35). 
 

3.3.3 Promotion  
 
Planning early for the entire year is an easy way to stretch your promotion budget. It 
gives you the cost advantage of multiple-unit purchasing of advertising space, lower per-
unit costs on premiums and printed material (Siskind, B. 2005, page 33-34). 
 
An exciting venue needs promotion that has been carefully and tastefully orchestrated. 
This can take the form of printed invitations sent by e-mail or faxed several weeks before 
the show with an RSVP, newspaper ads, inserts in trade magazines, invitations personally 
delivered during sales calls or at the booth, or VIP invitations offering preferred seating 
so your guests will feel special (Siskind, B. 2005, page 119). 
 
If you cultivate your relationship carefully with members of the media, they can be 
terrific promotional partners. There is no guarantee that you will get what you want, but 
there is little cost and the potential reward, such as moving to the front of the line when 
it’s time for editorial coverage, is so high that it is worth the effort (Siskind, B. 2005, 
page 34). 
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3.4 How to choose the right event 
 
Choosing the right event for you is a matter of style, taste, logistics, budget, ability, and 
geography. Geography is an important factor since it refers to your marketing reach and 
begs the question “Where is the best place to reach my targeted customer?” Think of your 
geographic reach as three tiers: regional, national, and international.  
 

3.4.1 Regional Events  
 
The size of a regional audience you attract varies according to the type of event you 
choose. If you select a trade show, you might be able to influence visitors from as far 
away as 200 miles (320 kilometres) from the site. Regional initiatives are also excellent 
venues for a business-to-consumer market.  
 

3.4.2 National Events  
 
National events attract participants from across the country. They are usually wider in 
scope and focus. The geographical reach also affects the type of attendee. For example, a 
local show or event might attract technical folks, while an international show might 
attract senior executives. It may include a national product launch involving nationwide 
advertising and promotions so the event will be offered in a number of major cities. This 
will encourage customers to attend the show the closest or most convenient city to them.  
National trade shows usually occur at the same time each year and attract exhibitors and 
attendees from a wide geographical area. These events are usually business-to-business 
marketing events.  
 

3.4.3 International Events  
 
In the international arena there are fewer events, but they are designed to attract visitors 
from a wider geographical area. These events are usually well established and well 
known in the industry, and because they are often timed according to business cycles, 
they become a must-see event for attendees. They attract all levels of decision makers. 
While these events draw attendees from around the globe, they also have a local appeal. 
Exhibitors should not be surprised if local visitors are interested in seeing products and 
services that will be at their retailers in the months to come. So, while the focus is on 
business-to-business marketing, there is also an opportunity to create some business-to-
consumer awareness (Siskind, B. 2005, page 61-62). 
 
Finding the right show is difficult. Take your time and do your homework. The right 
show is a blend of audience, cost, and logistics. Good event selection is a solid base upon 
which the rest of your exhibit program is built (Siskind, B. 2005, page 65). 
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3.4.4 Big versus small shows  
 
The larger the show, the more critical is the issue of location. In a smaller show of less 
than 150 booths, attendees can visit every exhibitor and still remain fresh, interested, and 
not feel overwhelmed. In a larger show, your booth runs the risk of being lost in the 
crowd. The larger the show, the more that care is required in choosing your location 
(Siskind, B. 2005, page 114). 
 
The actual participation at trade fairs has actually lowered. The trend the past few years 
has been that companies spend less money on exhibitions and they attend less trade 
shows each year (Fenich, G.G. 2005). 
 

3.4.5 Gathering strategic intelligence at a show 
 
Trade shows are one of the best places to gather information. Opportunities are 
everywhere: in reception lines, walking the aisles, waiting for lunch, at seminars, 
hospitality events, or in the competitor’s booth. There are also lots of people to talk to 
including industry experts, association members, exhibitors, competitors, and customers.  
 
The success or failure of any business can hinge on knowing what the competition is up 
to. However, a well-developed competitive intelligence program goes beyond the aspect 
of spying on neighbours. Competitive intelligence is all about gathering relevant 
information from a number of sources to guide future decision-making (Siskind, B. 2005, 
page 269). 
 
By looking at your competitor’s products and services and closely scrutinizing new 
organizations entering your market, you can get a better idea of where the market is 
heading. 
You also need customer feedback (Siskind, B. 2005, page 272). 
 
Review the list of exhibitors to see if your major competitors are in the show. Are there 
exhibitors who might be potential partners either in terms of bringing a product or service 
to market or simply initiating joint marketing activities at the show? This also gives you a 
good overview of the show and how things are laid out. For example, is the show 
segmented by sector or are exhibitors you’re interested in widely dispersed? In a large 
show, this enables you to target certain areas rather than having to walk through the entire 
show.  
Who are the major players and how much space do your competitors hold. If you are not 
exhibiting, such information provides clues as to whether or not it might be a show worth 
exhibiting at in the future (Siskind, B. 2005, page 275). 
 
Most shows have a dedicated web site through which you can learn everything from the 
overall show theme to which companies are exhibiting. Trade associations and trade 
publications are a great source of information. In many cases the association and 
magazine are integral parts of the show (Siskind, B. 2005, page 277). 

- 16 - 
 



  

3.4.6 Choosing the right event based on customers 
 
Who do you want to attract to your exhibit? The solution is to create customer profiles. 
There are sophisticated tools at your disposal such as duster analysis, factor analysis, or 
latent class analysis, but good profiles can be created with some simple foresight, 
planning, and a dash of common sense. There are two kinds of customer profiles. The 
first is demographic - an analysis of individuals or businesses based on factors such as 
age, spending habits, location, type of business, etc. The second is psychographic - based 
on how customers react in certain situations, such as how often they order a particular 
product, what they order, when they order, what marketing stimuli they respond to most 
positively, and so on.  
 
The best place to start is with existing customers. Participation in a commercial exchange 
is not what defines a customer. Defining a customer starts with a basic understanding of 
how a customer perceives the features and benefits of what you have to offer (Siskind, B. 
2005, page 52). 
 

3.4.7 Focus on your market 
 
Getting focused is the process of breaking down a large group into smaller segments with 
specific characteristics (Siskind, B. 2005, page 55). 
 
Ask yourself which targeted group will deliver the greatest return on your investment. 
Your ROI (Return On Investment) question will let you know where to expect the biggest 
bang for your buck. Now, when faced with various potential show selections, you can 
simply examine the audience quality, see where it fits in your priority, and decide 
(Siskind, B. 2005, page 57). 
 
The Centre for Exhibition Industry Research reports that 76 percent of attendees come to 
a show with an agenda. They have already decided whom to see and what events to 
attend (Siskind, B. 2005, page 145). 
 

3.5 Follow-up and evaluation 
 
To fully understand the theory, I will explain the activities that a company has after an 
exhibition. Results from exhibition participation can be measured in two ways. It can be 
measured from a purely financial (evaluation) perspective, where companies look at gains 
and costs in a monetary value. Follow-up on the other hand are the contacts that a 
company follows up on and works at. Follow-up also involves financial figures from 
customer business deals but the main portion of the follow-up is the collaboration process 
with the customer during the potential business deal. 
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3.5.1 Follow-up 
 
If your sales objective was to gather leads, write orders, or sell products, you may need to 
wait as many attendees make their purchasing decisions after the show. The Centre for 
Exhibition Industry reports that 57 percent of attendees will make a purchasing decision 
within twelve months, but depending on the product or service, it could be longer 
(Siskind, B. 2005, page 249). 
 
Your road map shows you the route you must take and helps you record any detours or 
additional stops you hadn’t anticipated (Siskind, B. 2005, page 257). 
 

YOUR SALES ROAD MAP 

Contact Method Objective Timing Responsibility Results 
1. Post-
show 

Letter Thank 
prospect and 
inform them 
of our next 
step 

Seven days 
after show 

Sales 
administrator 

Done 

2. Sales 
contact 

Telephone Set up 
meeting and 
gather buying 
cycle 
information 

Fourteen days 
after show 

Sales 
representative 

Meeting set 
for 
September 
23 with key 
decision 
maker 

3. Meeting Personal visit Do a needs 
analysis and 
fill in gaps in 
the buying 
cycle 

September 23 Sales 
representative 

Not able to 
complete the 
needs 
analysis; 
schedule 
next meeting 
with plant 
engineer 

4. Meeting 
with 
engineer 

Personal visit Complete 
needs analysis 
uncover; 
additional 
steps in the 
buying cycle 

September 30 Meet with 
plant engineer 
and sales 
representative 

Obtain all 
relevant 
information 
to complete 
the initial 
proposal 

5. Present 
proposal 

Personal visit Obtain buy-in 
from all 
decision 
influencers 

October 31 Sales 
representative 
and technical 
support 

 

6. Review 
proposal 
and ask for 
the order 

Personal visit Obtain 
commitment 

November 15 Sales 
representative 
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Your first contact with a visitor should be as soon as possible after the show closes. 
Sometime within the first week is ideal. That’s not a long time, but for visitors looking 
for solutions to business problems, it can seem like an eternity. They are ready for 
business and your products and services may be the answer. If you wait too long, you 
might as well have not been there in the first place (Siskind, B. 2005, page 250). 
 
The balance of your follow-up program is now closely tied to your unique selling cycle. 
The next step is to uncover the customer’s buying cycle. This is not always easy since 
your first contact may have been a decision influencer who does not have a real grasp of 
his or her own company’s internal process. This can be further complicated when you 
deal with a corporation with multiple decision makers. The process begins when you 
qualify the prospect at the booth. 
The next step is to set clear objectives for each call. This means being realistic about 
what you ask for and expect from the client (Siskind, B. 2005, page 255-256). 
 
It is important to stay in touch with your trade show leads on a regular basis. 
Announcements, newsletters, and invitations to marketing events are useful. While these 
tools keep you foremost in mind among a large audience, remember to treat your 
personal leads with extra care. Although they will receive your mass contact information, 
it is often personal contacts that say a lot. Your mailing list may include thousands of 
names and contacts. Your personal list is in the hundreds (Siskind, B. 2005, page 258). 
 
Your contact management system should include information about what each contact 
finds interesting and appreciates.  
Your contact management system enhances the face-to-face sales process, but does not 
replace it. It increases productivity and efficiency and allows salespeople instant access to 
information they need to maintain relationships with their customers (Siskind, B. 2005, 
page 259). 
 
The astute marketer will also establish systems for monitoring these leads separately from 
leads obtained in other marketing activities. One reason for this is to establish a true 
return on the show investment, which, because of long sales cycles, often isn’t realized 
for months or years after the show has ended. By tracking the real results of your show 
activities, you can learn valuable information and are in a stronger position to allocate 
future marketing dollars (Siskind, B. 2005, page 260). 
 
Without this crucial step of turning leads into business, you never really know if your 
show produces results. The benefits you receive at the event are great but the real results 
happen after the show is over. Whether you are looking for direct sales and leads or want 
to reinforce your brand or image, this section goes directly to your bottom line (Siskind, 
B. 2005, page 267-268). 
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3.5.2 Evaluation 
 
The effects of participating on an exhibit are in a high degree measurable, but 
quantifiable goals must be set before the exhibition. Whatever goals are set for the trade 
fair, the objective with an evaluation is however the same. And that is to prove that 
money has been made or show what has to be developed to make money on future 
exhibitions (Jansson, M. 2008, page 84). 
 
Participation on a trade fair is as every other marketing effort, an investment. As every 
investment a trade fair must be profitable. Exhibition Guru has developed templates so 
that the effect of a trade fair participation can be measured in an easy way. What is 
measured is the key number ROI (Return On Investment). 
Exhibition Guru principle on calculating ROI is simple – a value can be set on everything 
achievable on a trade fair. Even if there is no final income from the contacts obtained at 
the trade fair, a value can be set on contacts, education efforts, activities and other goals a 
company believes are achievable at the trade fair. The key number ROI is then calculated 
by dividing the value of participating on a trade fair with the costs. 
 
Example: 
 

 The goal is to meet 50 new purchasing managers on the trade fair. What is a 
company ready to pay to achieve these meetings? What is the value for a 
company to meet these people? 

 A company wants’ to change the attitude with 8000 safety officers – what is the 
value of this achievement?  

(Jansson, M. 2008, page 85) 
 
There are several methods of measuring the exhibit ROI:  
 

 Percentage increase in booth activity from previous show: Many experienced 
exhibitors calculate ROI by dividing the actual numbers from this year’s show by 
the previous year’s figures, multiplying by 100. For example, if this year’s 
number is 178 and last year’s was 132, then 178 – 132 = 1.348 X 100 = 134 or a 
34 percent increase. The figures could indicate direct sales, qualified leads, 
attendance at in-booth activities, or inquiries.  
For example, if your last show cost $10,000 and you obtained 100 quality leads, 
then your cost per lead is $100.00. If you spent that same $10,000 at the next 
show, you could reasonably expect to receive similar results.  

 
 The number of existing or new prospects actually stopping by the booth: Booth 

traffic is a reasonable way to measure your ROI, but not just any traffic - it must 
be the right traffic.  
It’s no achievement to create a booth that will attract every visitor that passes by. 
The real challenge is creating a booth that attracts the right visitors - the ones you 
targeted before the show began. Only a select few exhibitors want to talk to 
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everyone. It is crucial that each person working at the booth understands what 
types of visitors are targeted and has the skills to assess people quickly to see if 
they fit the profile. Tracking them is another way of measuring ROI.  
(Siskind, B. 2005, page 36) 

 
 Increase in post-show activities: Another approach is to measure an increase in 

post-show activities such as web hits, office drop-ins, or telephone inquiries. 
Often show visitors are offered an incentive, such as a prize for entering a contest 
on-line or a time sensitive coupon. This enables you to make post-show inquiries 
so you can track success. A simple increase in activity immediately following the 
exhibition can serve as a measurement of success.  

 
 Number of qualified leads: Qualified leads are visitors whom your staff has taken 

the time to talk to or those who have expressed some level of interest in your 
product or service. These are collected on lead cards or lead-retrieval systems 
provided by show management. 

 
 Survey results: Surveying visitors to ensure that they understood the information 

provided at the booth and that the booth staff was on the right course is a useful 
method of testing communication objectives. Exhibit or post-show surveys are a 
great way of confirming that this information was properly understood.  

 
 Media exposure: Seeing concrete results from your first meeting with the media 

often takes time. Therefore, you are better off using short-term measurements. A 
list of the media people you’ve met and/or the activities you engaged in with them 
can be a source of measurement. However, building media relationships is more 
than a handshake at a reception. It involves attracting them to visit your booth or 
engaging them in a detailed discussion about your products or services. The 
number of media kits distributed in the media room is not a valid measurement on 
its own, although high media demand for your kits is usually a good sign.  

 
 Other measures: The list goes on and on. This short list is only a beginning. 

(Siskind, B. 2005, page 37) 
 

3.6 Exhibition documentation for future events 
 
Summarize information so that anyone picking up the file gets a snapshot of the show, 
can compare how it stacks up against others, and can review the total results of your 
entire event marketing program.  
 
Set up a post-show debriefing where everyone on your team has an opportunity to get 
together to compare results. By assembling all team members, you have an opportunity to 
add to the information you have gleaned. Listening to another person’s observations often 
acts as a trigger for things you saw. If getting together in person is difficult, the same 
result can be accomplished through email or a conference call.  
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The agenda should include the following:  
 

 Did you see everyone on your list?  
 Did you get the information you were looking for?  
 Did you encounter any obstacles?  

 
This last question is helpful for your strategic intelligence team as they make plans for 
the next show.  
Each team member should prepare a written report that summarizes his or her 
observations. With these observations in hand, decisions makers can get to work. It is 
really helpful when you give the team feedback on how their intelligence gathering 
helped the decision-making process. It is helpful for the decision makers to make 
recommendations for future intelligence-gathering efforts. The more information flows 
back and forth, the more valuable it becomes (Siskind, B. 2005, page 283). 
 
The exhibit summary is a sample report that will give future exhibit managers a 
thumbnail sketch of the event and your recommendations (Siskind, B. 2005, page 42). 
 
You will want to know whether or not each show achieved your objectives and what was 
the cost involved in each. You should prepare a separate summary for each type of event. 
It lets you know which shows worked and which didn’t. It is also helpful when you are 
setting your targets for the next year’s program. The chart will look something like the 
following (Siskind, B. 2005, page 45).  
 

SHOW-BY-SHOW COMPARISON 

Show Location Leads Cost/Lead Rating Comments 
Machine Chicago 385 $290 Excellent Need a 

larger 
exhibit 

Tool and die Atlanta 132 $459 Poor Attendee 
quality poor 

Truck Toronto 260 $285 Excellent Good 
facility and 
well-run 
show 

OEM New York 385 $259 Excellent Good traffic 
and mix of 
exhibitors 

Manufacturing Seattle 67 $1090 Poor Little 
interest in 
our products 
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3.6.1 Exhibit annual report 
 
Most annual reports are based on past history. The exhibit annual report, while also based 
on past history, takes into account the future as well. Preparing the exhibit annual report 
is an opportunity to look at each exhibit in detail, summarize the results, and create a 
record of your entire exhibit program. Throughout the year as each event wraps up, 
record your actual results and include this information in your annual exhibit report. Your 
annual report is an excellent way of ending one cycle and beginning the next. Based on 
this information, you will make fewer mistakes, fix what went wrong, capitalize on your 
strengths, set better objectives, and be in a stronger position to request increases for your 
exhibiting budget (Siskind, B. 2005, page 46). 
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4 Empirical research 
 
In the process of collecting data I will present interviews made with people that are 
experts in the field of exhibitions. I will also use SKF’s involvement in the Maintenance 
Fair 2008 in Gothenburg as a case study to better understand how exhibitions work 
practically. A lecture by consultant Björn Malmström will shortly be presented, as it was 
a preparation for the SKF staff involved with the Maintenance Fair. 
 

4.1 Interview with Mia Couture, Project Leader for the 
Maintenance Fair in Gothenburg 

 
On April 22nd 2008 I conducted an interview with Mia Couture, the project leader for the 
Maintenance Fair in Gothenburg. Maintenance Fair is a part of Swedish Exhibition 
Centre (Svenska Mässan), located also in Gothenburg. The interview lasted for one hour 
where she talked about this year’s Maintenance Fair, current trends and among other 
things her personal views on result follow-up from an exhibition. 
 
I began the interview by asking her about an observation I got from the fair. Usually 
when they show for example car fairs on TV, there are a lot of men in suits, but on this 
fair I didn’t see much of that type of people. Mia said that the Maintenance Fair has a 
wide variety of people that come to this exhibition. On car shows and other industrial 
trade fairs there are a lot of men in suits. The strength of the Maintenance Fair is, 
according to her the variety, because the companies that exhibit on a fair want to meet the 
decision makers but they are also very eager to meet the users. This is because the users 
are in a high degree participants of product purchases, even though they do not make the 
final purchase decision. So the visitors to the Maintenance Fair are from all 
manufacturing industry and some other industries, for example real estate; and of course 
all the maintenance personnel, from a maintenance technician to a maintenance manager. 
That’s the primary target group. But in addition to that the visitors to the exhibition are 
also constructors, purchase managers, company leaders etc. So it’s very important for the 
companies to show the products that will later be used, both to get input and to market 
themselves among each other.  
 
The reasons for people coming to the Maintenance Fair are several. First of all, they do 
not come to see a specific product because then they can go directly to the distributor. 
Mia feels that they come mainly to find solutions for a problem or quite a few problems. 
Visitors don’t often know what products and/or services they are looking for so they 
come looking for new innovations and solutions. And they are also looking forward to 
the personal meeting with the exhibitors at the fair. Technical information as well as the 
prices can easily be acquired on distance using various communications like the internet 
and phone. The visitor wants to go around the fair and use all senses to get familiar with 
the product or service. There is a different meeting arrangement on an exhibition because 
the client comes knocking on the customers door, and not the usual other way around. 
This makes it even more important for the exhibitor to project his message to the visitors, 
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because in the short period of time the exhibition takes place more new contacts can be 
made comparing to the alternative marketing tools. 
 
During the interview I also asked Mia about the development of the Maintenance Fair 
over the years. Mia explains that the Maintenance Fair started in 1984 and is being held 
every two years. She mentions that there has always been a difference between the 
display booths of the big companies and the small companies. She believes that that’s the 
case with most of the exhibitions. But if she can generalize, then she would say that there 
is a trend where many exhibition organizers are standardizing their booths. The display 
booths are very simple so the brand and the product have to do the talking for itself. But 
those exhibition organizers have started to back off with that trend because the big 
companies want large and expensive booths where they can show their magnitude. 
On Maintenance Fair there is a possibility to rent space on the fair and to build an own 
display booth. Most companies have their own displays designed by their choice. But 
Maintenance Fair also offers rental of small booths to companies that do not have a large 
exhibition budget. Extra services that Maintenance offers are internet, electricity, 
transport service etc. Those are a large portion of the fairs income.  
Mia has seen a change in display booths over the years. Companies are spending more 
money on making the booths more professional. This has made a positive impact on the 
fair. Companies are also inviting people to the fair and that can be seen because some 
booths have more visitors than others. When talking about marketing then the people 
organizing the Maintenance Fair would like the companies to be even better with inviting 
clients to the exhibition. A personal invitation from a distributor carries greater weight 
than an invitation from an exhibition organizer. The success of an exhibition is highly 
dependent on companies inviting their clients and contacts to the fair. It gives benefit 
both to the company and to the fair.  
 
One of the things I saw at the fair was the variety of dedication companies put into their 
displays. Mia explained that big companies like SKF come to the fair not just to 
strengthen their brand, but also to show that they have other expertise than just bearings. 
SKF needs to show that they also work with seals, mechatronics etc. Their display, says 
Mia, is much about quantity. While smaller companies can get a big client and in that 
way pay off the investment money on the fair, and perhaps also make additional money 
depending on the clients order.  
Companies come to the fair to market themselves but they can have different goals 
depending on the company size. Some companies attend the exhibition to strengthen the 
customer relationship they already have. Others are present to find a new dealer for their 
products. Another important goal for companies is to strengthen the internal marketing. If 
for example the company is presented in the whole country, then the company invites 
their employees to display the company to them. It could be company posters outside the 
fair or brochures being handed out in the entrance. This is called arena publicity. It makes 
a great deal to the employees pride to see the company’s logo in the entrance to an 
exhibition, or to see the CEO of the company on the exhibition. Some companies 
organize an internal conference in connection to the trade fair. This strengthens the spirit 
and increases motivation. The part of internal marketing is not mentioned a lot but is well 
significant. This can be more important to the smaller companies because it is natural in 
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bigger companies, especially global companies. Mia is mentioning internal marketing 
because she wants to show the variety of reasons for a company to be part of an 
exhibition. But she would say that the most common goal to exhibit at a trade fair is to 
maintain existing client relationships and to create new ones. 
 
Considering the competition between companies and the constant changes in the society 
every day, I asked Mia if she has detected new trends emerging surrounding the event of 
exhibitions. She said that there are always new ways of marketing. Since it is more 
difficult than ever to attract people to the exhibitions some companies are marketing 
themselves through corporate event. It is a concept where companies invite their existing 
clients for perhaps a weekend of personal attention. It is a private exhibition where 
companies can strengthen the control of what is happening. The company wants to 
expand customer-, distributor- and co-worker activities. The clients meet the company 
and the distributors, and not the competition which they normally do at a trade fair. On 
the other side the company only have current customers attending the corporate event. In 
other words, no new clients can be acquired. Corporate event is not a new concept but it 
is increasing in popularity among companies. 
Looking from the perspective of the Maintenance Fair, corporate events are a threat to the 
exhibition. Companies choose to arrange corporate events than to attend the fair. Mia also 
says that before every exhibition there is always some company that does not want to be 
an exhibitor on the fair because they are having a corporate event. On the other hand, 
there is a big opportunity for SEC (Swedish Exhibition Centre) to develop this concept. 
SEC are in addition to the exhibition premises owners of Gothia Towers, a hotel located 
next to the exhibition. They organize private events for companies. Volvo usually has 
their big private events on SEC premises, where it can be up to 5000 people. But Mia is 
also seeing many new event agencies for this kind of occasion. And they are becoming 
more professional. So that is also definitely an apparent trend. 
 
In the Maintenance newspaper that is being published for the exhibition, I read some 
articles where a couple of CEOs mention the importance of getting young people 
interested in technology. Mia commented that because many workers today are born in 
the 1940s, they are going to retirement soon. But there is also a struggle to get young 
people interested in technology. Mia made an ironic remark where she said that last year 
in Sweden there were more people applying to Big Brother than to all the technological 
educations in the country. Maintenance Fair arranged a recruitment day on the first day of 
the exhibition, and there are more exhibitions doing the same thing. Maintenance Fair 
organizers sent invitations to universities, colleges etc. The idea is to draw young people 
and college students to make contacts with companies. All of Sweden’s technical 
industries have trouble attracting youth. This applies especially with the Maintenance 
Fair because many do not know what maintenance really means. So through recruitment 
day there is a possibility to promote the industry. As an exhibition organizer, it is in their 
interest to help the companies because recruitment day will attract more visitors. This is 
also a trend that Mia thinks will blossom especially on the Maintenance Fair 2010.  
 
Another trend that is in development according to Mia is the contact between visitors, in 
contrast to exhibitor and visitor. The contribution that does not have to do with buying 
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and selling products, but to exchange experience with similar industries or perhaps 
different industries. There have always existed conferences and workshops in connection 
to the trade fair, but Mia thinks that other ways must be found to match make the people 
who come to the fair. It is not the way exhibitions have traditionally functioned but there 
is a big need for that, Mia says. Maintenance Fair arranges exhibitors meeting where they 
meet and make conversation. It is of course competition observation but also a chance to 
make personal contacts. Mia sees the trade fair not only as a place for visitors and 
exhibitors but between all people on the fair.  
 
Slipping away from the conversation about the Maintenance Fair, I asked Mia some 
questions about other industrial fairs and their popularity. She responded that trade fairs 
are to her a reflection on reality. No industry that is not strong enough will participate on 
a trade fair. In Sweden you can see that with the paper industry, where companies have 
shut down factories and moved abroad. That also makes the visitor count on the fair 
smaller because the company is located in another country. Chemistry-, electricity- and 
steel industry are going strong. It also depends on the time perspective. Looking back on 
a ten year period these industries have turned a couple of times, from doing well to doing 
poor and so on. The challenge is to see which industries are going well. That didn’t Mia 
dare to predict because she thinks that stock analysts have better expertise on future 
market predictions. The things she could say was that no big industrial fair in Sweden has 
been shut down recently. Consumer fairs are more sensitive than industrial fairs because 
they are controlled by short lived trends. Consumer fairs are also less expensive and the 
main income from those fairs comes from the ticket sales. From trade fairs the income to 
the exhibition organizers comes from the exhibitor themselves. With this Mia is 
suggesting that there are two different worlds between consumer fairs and trade fairs. 
 
Since Mia is also travelling to other countries to look at fairs she explains the main 
difference between Sweden and abroad. In Sweden the exhibition organizer often owns 
the premises where the exhibition is taking place. That is very rare in other countries. 
Exhibition organizers have to rent locations to set up an exhibition. In Sweden there are 
really no big international fairs so if it is classified as international usually the visitors are 
from Scandinavia. If companies come from the south of Europe it is usually to try to get 
in to the Swedish market. This is because most of the Swedish fairs have an equivalence 
in Germany. There is a huge difference in terms of the size of a trade fair. A Swedish fair 
can’t compete with the German fairs because they are sometimes up to 20 times bigger. 
On the large car shows in Germany the main goal is not the product itself but to take care 
of the client in the best way, and a display booth there can be as big as a hall in a Swedish 
trade fair. So there are big differences between Swedish exhibitions and international 
exhibitions. 
 
SEC is in the middle of a project where they look into what they have to do to modernise 
their exhibitions. It is a big investment for companies to participate on exhibitions and at 
the same time it is more challenging to attract people to fairs. Most companies today have 
a slimmed organization and that makes it more difficult to find time to visit all the 
exhibitions. There is simply not enough time to visit exhibitions because the everyday 
work takes too much time.  
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Mia also explains that at Maintenance they are running a project, which is in fact the 
Maintenance Fair. From the exhibition they get visitor numbers, exhibitor numbers, 
financial numbers etc. From these inputs the exhibition can be developed for the better. 
Some exhibitions try to think in new ways while others function well as they are. But the 
SEC as a whole has started a large development-work. Mia believes that this is also 
happening at other exhibitions organizers. SEC has chosen to start from a situational 
analysis where they observe how the world around us changes. For a year now SEC has 
an excellent relationship with Kairos Future, which is the largest company in Sweden that 
makes situational analysis. In this collaboration they look into trends and future views 
and then incorporate it into SEC strategic plan, and as far as the Maintenance Fair is 
concerned there are a lot of new thoughts for development. 
 
As a closure to the interview I thought I would ask Mia what she thought were good ways 
for companies to do a follow-up on an exhibition they participated in. Her initial response 
was that it is extremely difficult to measure the period of time an advertisement can 
influence an increase of customers to a company. For example, to put in an advertisement 
in a newspaper can have significance for a long period of time but it is impossible to 
know the exact period. The same goes for exhibitions. Three months after the exhibition a 
company could make a sale and pay of all the expenses from the exhibition. But the big 
question is if the reason for the sale came from the participation in the exhibition or 
would the sale have happened anyway. And on the other hand a sale could come three 
years after an exhibition where the contact with the customer was initially established. So 
it is very difficult to measure these things. 
Mia has also found that companies are setting higher demands on investments. She 
recommended Mikael Jansson who is managing director of Nordiska 
Undersökningsgruppen, in English called Nordic Survey Group. He has developed a 
fairly simple and useful template. It builds on a thought where obvious goals are set for 
the exhibition and then they are singled out. Soft values like brand imaging cannot be 
measured. Measurable goals like client contacts are counted and a value is calculated for 
every contact. If the value cannot be measured in exact sum of money then an alternative 
cost can be considered. For example, how much would it cost to obtain the clients contact 
in another way than through an exhibition. In that way a fairly good follow-up can be 
achieved for an exhibition. 
 

4.2 Interview with Mikael Jansson, Managing Director for 
Nordic Survey Group (Nordiska Undersökningsgruppen) 

 
The Nordic Survey Group was established in 1986 as part of the Jönköping University. 
Today they have a broad knowledge of the industry in their particular marketing 
segments. The business idea of the company is to offer research related services to 
chosen segments based in deep and unique knowledge of the industry in these segments.  
The Nordic Survey Group works namely in four different business areas: community 
branding, Exhibition guru, society and newspapers. In community branding they help 
organizers or authorities to create functioning meeting places, like exhibitions, malls etc. 
With Exhibition guru they help exhibitors through education and evaluation to get 
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maximal effect of their participation at trade fairs. Through business area of society they 
help to create a dialog and understanding between society and citizen. Business areas are 
for example schools, health care and infrastructure. The last business area is newspapers. 
Here they help subscribed newspapers and free newspapers to develop in both contents 
and distribution.  
 
Exhibitions guru is a project within the Nordic Survey Group in collaboration with Fair 
Link, which is an exhibition interest organization, with the purpose to help companies to 
get even more from their participation in trade fairs. 
 
With over two decades of expertise in trade fairs and exhibitions I interviewed the co-
owner of the Nordic Survey Group, Mikael Jansson. He is also managing director at the 
company. 
 
The first question I thought was appropriate, and the one I was most curious on, was the 
meaning of exhibitions in his opinion. Mikael explained that in today’s society there is an 
enormous communication noise and that it makes it very difficult to reach out with 
messages. Every day we are struck with 2000-3000 commercial and non commercial 
messages through TV, radio, e-mail etc. To reach out we need the personal meeting 
where people meet face to face and have a dialog. The problem is that people today are 
very stressed and have tight schedules, which makes it very hard to include the personal 
meeting. That is where the function of an exhibition comes in. Mikael tries to explain it 
with a metaphor. He imagines a big aquarium on one side and a small fish bowl on the 
other side. A good trade fair gets the active and dedicated to jump from the big aquarium 
into the little bowl on the other side. That makes it much more effective to have the 
personal meeting. Mikael thinks that essence of an exhibition is the personal contact. He 
says that there is a clear and obvious logic where the salesperson goes to a common 
meeting place instead of travelling all over the world to meet with other people. And that 
is why trade fairs have evolved over time. It started with the old merchant markets that 
were the trade fairs at that time. Merchants came with their caravans and traded goods 
with other people. On the market is also where people got news. In that period it was the 
place to get news if something has happened in the world. There is logic to shrink a 
market through a trade fair. Further, a trade fair has a strength that few other 
communication media have. Here we talk about interruption media and permission 
media. Interruption media is everything that disturbs. If we watch TV then commercials 
will interrupt the program, if we are in front of the computer we get junk e-mail that 
interrupts. But on an exhibition the visitors pay to come to the exhibitor and find out what 
the exhibitor can do for them. The visitors have given permission to the exhibitors to tell 
about their products and to explain why their products are better than others.  
 
It is getting more difficult to attract people to trade fairs and also to get people to have 
personal meetings with each other. This applies to all events, from trade fairs to seminars 
or even a party. This is because people have so many alternatives in today’s business. 
The personal meeting is getting more important at the same time as it is getting harder to 
arrange. 
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I explained to Mikael that one of my main interests when it comes to trade fairs is current 
trends and how have they developed. He thought it was a good question and very 
exciting, because there are so many trends that are happening at the time. Starting with 
the easiest trend would be the number of visitors at the trade fairs. It can be divided into 
trade fairs and consumer fairs. When it comes to trade fairs it can be said that the number 
one exhibition is still going strong. By number one Mikael means the exhibition that is 
the most important in its industry. On the other hand, the exhibitions that are second and 
third in their industry have had it rough and some of them had to be cancelled. As an 
exhibitor you would like to focus. The big trade fairs are going strong and there is often a 
waiting list to be an exhibitor. 
Consumer fairs however go strong all over the world for a period of 2-3 years. They have 
increased when it comes to visitors. But saturation can now be seen and half of the 
consumer fairs are losing visitors. It should be considered that the comparison is made 
with a high level of attendance since the last few years several attendance records have 
been broken at consumer fairs. 
The general trend on trade fairs is that visitor numbers have somewhat decreased. There 
are fewer players in every industry. The big companies are getting bigger, they are also 
buying their smaller competitors. There are simply less companies to exhibit at trade 
fairs. That is the main development when it comes to attendance at the exhibitions. 
 
In the last couple of years exhibitions have had a roller coaster development. The year 
2000 was a massive year for the exhibitions industry. It was basically the best year ever 
in almost every country. The three following years that came were thin years for the 
industry. One of the main reasons was the terrorist attack in the USA on September 11th 
2001. Then the trend turned positive again in 2004 and has had a stable level ever since. 
In the big exhibition country, Germany, it is predicted that exhibitions will have an 
increase by 2-3 % this year only. Mikael believes that Sweden will have an increase by 1 
% this year. In the USA the exhibitions are doing well but there is nervousness what will 
happen with the bank crisis, the interest etc. There is positive confidence though. 
 
Exhibition media is doing well according to Mikael’s understanding. It is not going 
straight up but stably, lightly upwards. According to IRM (The Institute for Advertising 
and Media Statistics) the exhibitions went down with 11 % last year. That wasn’t strange, 
it was actually better than expected. It is very difficult to compare exhibitions with other 
media because a year can be predicted in advance if exhibitions are going to do well 
depending on that they have different organizing periods. Some exhibitions are arranged 
every year, some every two years and so on. Then the exhibition year can be predicted. 
For example, last year there weren’t many big exhibitions but 2009 is going to be a 
fantastic year because many big exhibitions are going to take place. It can be said that 
exhibitions have an uneven development. One year they go up by 10 % and the other year 
it’s the other way around, depending if there are any big exhibitions that year. But the 
long term tendency is continued lightly upwards. 
  
Looking at soft trends (by soft Mikael means trends that can’t be measured by numbers) 
Mikael says that the visitors are the key to future exhibitions. It is becoming more 
challenging to get visitors to the exhibitions. Looking back in history it can be detected 
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that all exhibitions are cut from an exhibitor’s point of view. In other words, the exhibitor 
asks himself the question: “Who do I want to meet?” Mikael is pretty convinced that 
future exhibitions must be cut from a visitor’s perspective. That means when people 
come to the exhibition they ask themselves the question: “Who do I want to meet?” This 
is a rather big change and a challenge for the industry. The big companies are getting 
bigger on the large trade fairs and there are fewer exhibitors. From which perspective will 
the exhibitions be designed, from a exhibitor's or a visitor's perspective? If it is designed 
from a visitor’s perspective then the exhibitors must participate in more exhibitions. For 
example, if a company wishes to reach out to the architects they have to participate in all 
exhibitions concerning architects including those close to the architect industry. 
 
Another big trend, which can be linked to everything else, is that the need for knowledge 
is greater. There is a clear interest to measure the effects of participating in exhibitions 
but also for education in how to behave in a right way. Return on investment is talked 
about in every industry and also in the industry of exhibitions. The big question is: “How 
can I as an exhibitor know if it is worth the money to participate in a trade fair, because it 
is a heavy investment?”  
 
The new generation is also influencing exhibitions. It used to be 55 year old men who 
were responsible for a company’s participation in an exhibition. Nowadays it is often 
young, well educated and plenty of times young women who have responsibility for an 
exhibitors participation. There are other requirements today. If it doesn’t works on one 
exhibition, the company reviews and tries another exhibition. 
 
One trend that is getting bigger is the design of the meeting places for exhibitions. 
Organizers are in addition to owning the premises for the exhibition also owning hotels 
and restaurants in connection to the exhibition. They are providing more service to the 
exhibitors and the visitors. An example is the Swedish Exhibition Centre in Gothenburg. 
They own the hotel and the restaurant beside the exhibition hall. There they have found 
new income. An amusing detail is that the restaurant owned by the SEC is selling shrimp 
sandwiches for 20 million SEK per year. So the question is, will the square meters in the 
exhibition hall be cheaper for exhibitors while services around the exhibition will be 
more expensive? 
 
There is a trend involving new visitor groups. The amount of women visiting the trade 
fairs is increasing. Exhibitions that are attracting youth are increasing. One example of an 
exhibition like that is Dream Hack, an exhibition that is arranged every 2 years in 
Jönköping, Sweden. 15000 young people come from all over Europe to the exhibition to 
play online computer games side by side. Contacts are made at that fair between people. 
So there is an interest for these new groups to come to exhibitions. 
 
Looking at short time trends that have struck exhibitions, there is a tendency toward 
environmental thinking. In the last 8-9 months environmental awareness has changed 
quite a bit. Exhibitors are asking themselves the question: “How can I profile myself as 
an environmentalist through exhibitions?” Exhibitions per se are environmental friendly 
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considering the alternative where companies drive around the world to promote 
themselves. 
 
These are some of the trends but what people are really talking about is: “What are we 
moving towards?” For example, will it be easier or more difficult to travel around the 
world in the future? It got easier to travel but September 11th made it suddenly more 
troublesome to travel. If it gets easier to travel in the future more and bigger international 
exhibitions will be organized. And if it gets harder to travel more regional exhibitions 
will be arranged. The question with easy versus difficult travelling will have a lot of 
influence in the future. 
 
A big concern lies in the matter if Europe will still be the leading exhibition power or will 
Asia take over. The biggest international exhibitions are located in Germany but perhaps 
that will change in 5 years. Peking, Hong Kong or Singapore might be the centre of 
exhibitions. 
 
Mikael is also seeing a change in what the meeting places will look like. The big 
companies are in general not interested in square meters. They want to be unique. While 
smaller companies are keeping it as simple as possible. For example, they usually want 
already built display booths. Meeting places have to be designed in a way to satisfy both 
types of companies. 
Mikael also believes that we will see meeting places where the grey zone between 
exhibitor and visitor will grow. Today participants at a trade show are either exhibitors or 
visitors. But they are visitors that would like to be more that just visitors. And there are 
also exhibitors that would like to meet other exhibitors at the same time as there are 
visitors that would like to meet other visitors. They start communities for example. So 
this grey zone and the way to participate in an exhibition will loosen up a great deal in the 
future. 
 
I also asked Mikael about recruitment day that some organizers are arranging on their 
exhibitions. He said that recruitment day has always been around at trade fairs but there 
has always been mixed emotions. Some think that students are an important group while 
other exhibitors believe that students are interrupting with their affairs. There is an 
increase in recruitment attempts to attract young people to enter the industry. This goes 
for more and more industries. Nowadays, a lot of work is put in to attract youth. 
 
Mikael exemplified a lot of trends that are happening in the exhibition industry, but I was 
also interested in how big trade fairs are in comparison to small trade fairs. In other 
words, are the big trade fairs increasing in number and getting bigger and what is 
happening with the small trade fairs? The answer I got was that exhibitions have gone 
from a period where there were plenty of big trade fairs to trade fairs that were niche. 
Then they got bigger again, so today there is no way to say in general except that trade 
fairs are very dependent on the type of industry. In some industries the trend is to have 
small, specialized trade fairs. An example is the pharmaceutical industry or health care, 
where specialized personal meetings are very important. While in other industries 
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exhibitions are not particularly specialized, like for example furniture industry. There is 
no standard of an exhibitions size because it is very industry dependent. 
Mikael mentions a problem connected to the question. That is the lack of time exhibitors 
have on exhibitions. The small, niche trade fairs are often overlaying each other and that 
usually depends on that there is no other time for that particular exhibition. Many 
organizers are solving this problem by rearranging the exhibition hall so several trade 
fairs can be held at the same time without disturbing each other. 
 
The industrial market is usually dominated by the big trade fairs. This is because it takes 
plenty of volume to attract the customers. It takes muscles to design the meeting places 
that they want. And so it takes volume to get the muscles. In the subcontractor industry 
there is a trade fairs called Subcontractor that is very dominating for the industry. 
 
Organizers of trade fairs are several and cover different areas when talking about 
geographical size. There are not many external organizers in Scandinavia. The big 
organizers in Scandinavia are the big facilities in each country. The biggest exhibition 
organizers are Stockholm International Fairs, The Swedish Exhibition Centre in 
Gothenburg and Elmia in Jönköping. In Denmark the big exhibitions are held in Bella 
Centre in Copenhagen. I Norway it is Norway Trade Fairs in Oslo. In Finland it is 
Helsinki Fair Centre in Helsinki. Looking at Europe, the biggest exhibition organizer is 
Hannover. They are gigantic. Mikael puts in order the fairs by size and importance 
starting with Hannover as number one, Milano as number two, Frankfurt as number three 
and on the fourth place is Köln. These are the biggest exhibitions in the world on the 
whole. 
An alert, new company is VNU. They are located in Utrecht in the Netherlands. They are 
geographically independent so they organize exhibitions all over the world. Another 
company organizing exhibitions all over the world is American and is called Reed. There 
are a couple of global organizers for exhibitions but in Scandinavia it is a closed market 
and there are few external organizers. 
 
My last question on the interview was probably the most interesting and most 
complicated. I asked Mikael what is the best way to do a follow-up on a trade fair both 
from a financial and marketing perspective. First of all, he said that I should make a 
difference between follow-up and evaluation. Follow-up are the contacts that a company 
follows up on and works at. To get an exact knowledge on evaluation is very difficult. 
Auma, which stands for Association of the German Trade Fair Industry, have developed 
a model for evaluation. But Mikael thinks that it is very German and far from the truth. 
Sometimes it can take 3 years for a contact to carry out a deal and if there is a trade fair 
every year then only gut feeling can decide when it comes to evaluation. The Nordic 
Survey Group have developed a simple model where it says that only the exhibitor can 
appreciate what it is worth. That is something that companies should definitely do. If the 
goal of an exhibitor is to meet 40 purchasing managers, how much would the exhibitor 
pay to meet those 40 people? Or if the exhibitor wants 10 % of the visitors to start 
working through the exhibitors homepage on internet.  
No matter what goals an exhibitor sets, it is he that puts value on how much something is 
worth paying for. In that way a value side is created. Costs are something that companies 
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have detailed information about. Subtracting costs from value, companies can get an 
evaluation. The model is very simple and it says that only the exhibitor can decide what 
goals to achieve. It can’t be said that it is not achievable because no one else did set up 
the goals and what the price is for those goals. The price or value of those goals is set by 
the exhibitor. Some exhibitors are very professional and set life time value, which is what 
each customer is worth to the exhibitor. It can be for example that out of 10 contacts only 
one becomes a customer. And then a price can be set from that, while others trust their 
gut feeling. In that way, the model works very smooth. Because if average value is set, it 
falls far away than if the exhibitor sets the value himself. What is the exhibitor ready to 
pay to achieve a certain goal? 
 

4.3 Lecture by Björn Malmström, consultant at Effekteam 
 
On 31st of March at SKF headquarters in Gothenburg, Björn Malmström held a lecture 
about trade fairs. The lecture was part of the preparation for SKF’s participation in the 
Maintenance Fair 2008. Björn Malmström is a consultant at Effekteam, and they work 
with development of a company’s strategies and tactical market communication. 
Effekteam have close collaboration with the Swedish Exhibition Centre in Gothenburg, 
Norway Trade Fairs in Oslo and many other companies. 
 
Björn started the lecture by approximating the visitor number on the Maintenance Fair. 
Having experience with the particular fair, he assumes that it will be 12000-13000 
thousand visitors. They represent the market on the fair. 5 % of the market are prospects. 
In other words, 5 % of the visitors on the fair are customers that are in need of SKF’s 
products “today”.  
On a trade fair companies meet many different people, from users of the products to team 
leaders and of course CEOs. Exhibitors need to learn how to talk to different people in a 
language that they are familiar with. With a product user, exhibitors should speak in more 
technical terms while with a CEO a more financial approach is recommended. The five 
main reasons people come to companies are because they want less product malfunctions, 
better profitability, prestige, safety and consideration. And usually, that occurs when 
people are not satisfied with their current product or service.  
Björn believes that companies should present characteristics and advantages to create a 
meaning, and with this create customer value. Companies need to talk with customers 
about their need. Why do they need a certain product or service? Just presenting technical 
and financially beneficial data to customers is not enough. Customers need to understand 
how a product or service will benefit them. 
 
That was the general conversation on the lecture even though Björn presented some tips 
for how to perform at a trade fair. He talked about the importance of communication on 
an exhibition. Usage of verbal communication is statistically 7 % on a fair while non-
verbal communication is 93 %. And since the non-verbal communication was a big part 
of the overall communication, there were some rules that applied for body language. 
People working in the stands are not recommended to have crossed arms, stand in a 
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group, talk with more than one contact, sit down, stand close to the visitor, talk on mobile 
phones. 
Some other tips on how to behave as an exhibitor is to be enthusiastic, be friendly to 
visitors and shake hands, adjust to the customer and try to identify his needs. More 
contacts give a bigger chance to make a deal, now or in the future. 
 

4.4 Case study – Maintenance Fair 2008 in Gothenburg 
 
As a study to the essay, Åsa Nordström and I attended the Maintenance Fair held in 
Gothenburg between September 15-19, 2008.. The Maintenance Fair is Europe’s leading 
venue for maintenance industry and the only trade fair and conference of its kind in 
Sweden, according to the exhibition organizers. We wanted to witness how it looks like 
at an industrial trade fair and see how the companies present themselves. Since SKF was 
also participating in the fair I took a closer look in goals and results for the company at 
the trade fair. A visitor report of the Maintenance Fair will also be presented to see, 
among other things, what types of visitors are coming to the fair. 
 

4.4.1 Goals for SKF on the Maintenance Fair 2008 
 
SKF’s message on the fair was “take control of production reliability” using their 
maintenance concept Asset Efficiency Optimisation (AEO), which was the first external 
exposure of the service concept at a fair. The AEO model is divided in 5 steps: 
maintenance strategy, work identification, work control, work execution, optimization. 
With this concept companies can produce the same or even bigger volumes than before 
but to lower costs.  
 
The goals for SKF this year was: 
 

 1200 invitations, where 300 of them should be registered visitors at the stand.  
 CNA (Customer Need Analysis) were set to 5 leads a day, 20 in total. 

A lead was defined in three ways: an appointment was scheduled with the 
customer, customer has asked to be contacted at a later date to schedule such an 
appointment or customer has asked to be provided with more information. 

 Lead per platform should also be obtained, where the platforms are lubrication, 
mechatronics, bearings and units, service, seals.  

 Totally new business relationships should be started in the 2 year period after the 
trade fair, based on the leads.  

 Extra press coverage where there would be SKF advertisement in the Maintenance 
newspaper and some other newspapers concentrated on workshops. 
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4.4.2 Visitor report from Maintenance Fair 2008 
 
The visitor report from the Maintenance Fair was conducted by Detector AB - a market, 
research and consulting company. The preliminary statistics from the trade fair included 
506 randomly chosen visitors and the results are as follows: 
 
Total visitors     10195 
Foreign visitors    448 
Visiting companies    4569 
Exhibition area    7922 m2 
Conference participants   164 
Exhibitors     268 
Represented companies   459 
Represented countries    28 
Media representatives    12 
 
Detector also interviewed 506 randomly chosen visitors on the trade fair and asked 
questions about the exhibition. Even though the randomly chosen visitors are just 5 % of 
all visitors, Detector believes that it is a representative report for the whole trade fair. I 
will present some of the questions but the full visitor report can be seen as 
complementary sheet 2, at the end of the essay. 
 

 The average visiting time at the trade fair was 5 hours and 10 minutes 
 The visitors on the fair were 96 % men and 4 % women.  
 Three big industry visitor groups were: 29 % from steel and metal industry; 14 % 

from heat, water and electricity provider; 12 % from paper industry.  
 The visitors were mostly technicians (31 %), work leader (9 %), maintenance 

leader (9 %), engineer (8 %), CEO (7 %) etc. 
 There were 96 % visitors from Sweden and 37 % came from the southwest part of 

the country. 4 % were visitors from other countries. 
 Out of 506 visitors there were 48 % that visited the previous Maintenance Fair in 

2006. The other 52 % were at the trade fair for the first time. 
 The product groups that interested visitors on the fair was mechanics (56 %), 

electricity and electronics (25 %), lubrication (20 %), control and measuring (19 
%) etc. 

 Visitors view on the quality on the trade fair was relatively positive. On a scale 1-
5, where 5 is very good and 1 is very bad, visitors had the following impressions: 

 5 – 16 % 
 4 – 60 % 
 3 – 22 % 
 2 – 2 % 
 1 – 0 % 
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4.4.3 Results for SKF on the Maintenance Fair 2008 
 
At the start of the project, which was the Maintenance Fair 2008, there was very little 
information from previous years where SKF participated in the Maintenance Fair. 
Nobody from marketing have been involved in the project in previous years and there 
was no documentation.  
 
Shortly thereafter, a decision was made to integrate SKF Economos into SKF’s display 
booth. The reason was that SKF bought Economos but before that business deal, 
Economos had reserved a booth next to SKF’s. This led to an integration of the two 
display booths which became 150 m² in total size, instead of 100 m² which was the 
original size of SKF’s display booth. Costs for booth area rental and construction of the 
booth increased due to the booth integration. But SKF discarded some of these costs in 
the report because Economos paid parts of these expenses. 
 
The financial report from the Maintenance Fair shows that the estimated budget was 
more than enough. The actual expenditure for the trade fair showed that SKF saved 
money on the estimated budget with good marginal. The three parts of the expenses was 
everything concerning the participation at the trade fair (participation fee, display booth 
etc.), invitations and entertainment for the guests at Slottsviken (SKF’s castle in 
Gothenburg). Expenses regarding the participating at the trade fair and costs of the 
display booth were around 90 % of total expenditure. 
 
Non financial goals achieved at the Maintenance Fair are: 
 

 First external exposure of the AEO concept at a fair 
 357 platform leads including 22 validated CNA leads 
 Six press releases (CoMo, Mechatronics, AEO, best employer in Sweden 2008 

etc.) 
 300 customers visiting SKF and 200 joining for SKF event at Slottsviken 

 
SKF staff at the trade fair collected customer feedbacks as well, and some of the 
responses were: 
 
“Visiting the SKF stand, I finally understand how the different parts fit into the big 
picture” 
 
“SKF has matured and become more interesting. You are now more professional in your 
consumer contacts” 
 
“SKF has become much more than just bearings and widened their offerings” 
 
“We are already working with selected parts of the AEO concept, but we will now expand 
the cooperation to include the complete concept” 
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5 Analysis 
 
In this chapter I will apply the existing theory to the collected data to fulfill the purpose 
of the essay. The first subchapter in the analysis talks about purpose of exhibitions which 
is a part that is important in understanding the developing market of exhibitions. The 
following subchapters of the analysis chapter present the analysis of the three questions 
in the problem formulation. The case where SKF participated at the Maintenance Fair 
2008 will be analyzed in the last subchapter to see how a company’s involvement in a fair 
works in practice. 
 

5.1 Purpose of exhibitions 
 
The purpose of an exhibition varies depending on who is asked. Some exhibitors have a 
purpose to find new customers, some visitors have a purpose to see what is new in the 
industry etc. Mikael Jansson's view on purpose of exhibitions is that people need to have 
the personal meeting. The noise created by the communication media is overwhelming 
and to reach out we need the personal meeting where people meet face to face and have a 
dialog. That is according to Mikael where the function of exhibitions comes into the 
picture. Exhibiting is face-to-face marketing at such places as trade shows, consumer 
shows, special events, road shows, private shows, hospitality events, product launches, 
seminars and professional conferences (Siskind, 2005). Further on, Mikael says that there 
is an obvious logic to shrink the market through a trade fair. Instead of travelling around 
the world, the involved parties can meet in a common place, the exhibition. Siskind 
(2005) claims that trade fairs are one of the best places to gather information because 
opportunities are everywhere. There are a lot of people to talk to, from industry experts to 
exhibitors, competitors, customers etc.  
 
Mia Couture feels that visitors come to the trade fair generally to find solutions for a 
problem or quite a few problems. Visitors don’t often know what they are looking for so 
they come looking for new products and services. But her main view on purpose with 
trade fairs is the same as Mikael’s, where she says that people are looking forward to the 
personal meeting with the exhibitors at the fair. The client also comes knocking on the 
customers door at a fair, and not the usual other way around. Exhibits hold a special place 
in the marketing mix. At a well-chosen event, you can reach more people in a shorter 
time than with all the other tools combined (Siskind 2005). This makes it even more 
important for the exhibitor to project his message to the visitors because in the short 
period of time the exhibition takes place more new contacts can be made comparing to 
the alternative marketing tools. Adding to this point, Mikael has a similar thought where 
he says that visitor has given approval to the exhibitors to show their products and 
explain why they are better than other products. 
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5.2 Trends 
 
Analyzing trends based on theoretical literature is extremely difficult because there is not 
a large amount of material with trend analysis, looking from a scientific point of view. 
However, I will present the latest trends in exhibitions based on the conducted interviews 
and strengthen them with scientific literature where it is possible. Some trends are new 
and future related so scientific literature on that might not have been written yet because 
it has to be confirmed through observation. There are some organizations that are 
professionals in the area of exhibition and trends, so their conclusion on trends will be 
used to strengthen the trend analysis. 
 
The first trend that is associated with trade fairs is the attendance number and the size of 
the fair. Mikael Jansson claims that the number one fair in its specific industry is going 
strong, while fairs that are second and third in a specific industry have somewhat 
decreased in popularity and some have even been cancelled. The general trend in fair 
attendance is that the visitor numbers have decreased a bit. One of the reasons is that the 
big companies are buying their competitors and at the same time getting bigger. That 
leads to fewer companies at the fair and less attendance due to lack of companies. Fenich 
(2005) argues that the trend the past few years has been that companies spend less money 
on exhibitions and that they attend less trade fairs each year. The conclusion in 
accordance to the previous statement is that actual participation at trade fairs has in fact 
lowered. 
Mikael's opinion is that the exhibition media is doing well and having a stable 
development. The state of exhibitions varies from year to year. Some years there are a lot 
of exhibitions while other years there are fewer. IRM (The Institute for Advertising and 
Media Statistics) report that exhibitions went down 11 % last year but that in the long 
term exhibitions will continue to develop positively.  
 
Mia Couture talks about a trend where contact between visitors is getting more important. 
People not exhibiting at the fair are sharing experiences with each other and getting new 
acquaintances. Pickton & Broderick (2005) claim that the trade fair market is a unique 
way to connect people at a neutral place. Mikael Jansson also talks about the new 
meeting places where the grey zone between exhibitor and visitor will grow. Visitors like 
to be more involved at the fair and exhibitors want to meet and talk to other exhibitors.   
 
Another trend that is evolving according to Mikael Jansson is the design of meeting 
places. Nowadays, organizers of exhibitions also own the nearby or connecting hotels to 
the exhibition hall. They provide more services to the exhibitors and visitors. The 
question is, will this trend lead into cheaper rental of square meters and more expensive 
services surrounding the actual exhibition? Adding to this, Mia Couture said that many 
exhibition organizers are standardizing their rental displays and making it easier for small 
companies. However, large companies are complaining about this because they want to 
have big displays and show off the magnitude of their company.  
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Visitors groups have started to change on exhibitions. There are more women attending 
the fairs than before. But young people are also more interested in exhibitions but of a 
more modern kind, for example computer game exhibitions. Both Mia Couture and 
Mikael Jansson agree that it is more challenging than before to attract people to the fairs. 
Especially fairs like Maintenance because new generations of young people are not 
interested in maintaining technical machinery but more into computers, design etc. But 
never the less, it can be said that human interaction is a trend that is needed and craved 
for at exhibitions. Morrow, S.L. & Dallmeyer, R. (2003) claim that exhibitions are 
representative of human interaction on a grand scale. Technology and all the 
communication media have increased the demand for human interaction. A statement can 
be concluded from this, and that is that people rather talk with other people through 
human interaction rather than through e-mail, phone, sms etc. People still tend to prefer 
to be able to see, feel, smell, taste and touch and this is what makes trade fairs superior to 
other communication channels (Blythe, 1999). 
 
A recent trend that has struck exhibitions in the last 8-9 months, according to Mikael 
Jansson, is environmental thinking. Environmental awareness has struck the world as a 
big trend in the last couple of years, so it is a current topic. Exhibitors are trying to profile 
themselves as environmental friendly through exhibitions. An exhibition itself is 
environmental friendly because companies involved gather at one place instead of 
travelling around the world to meet each customer.  
 

5.3 Comparison between small and big fairs  
 
One part of the problem formulation in the essay is the question concerning the difference 
between small and big fairs, and the development in size. Mikael Jansson said that 
exhibitions had a period where big trade fairs increased in number to where it was plenty 
of fairs that were niche. Later big fairs increased again so it can be said that there is no 
general trend on the development in small versus big trade fairs. The only conclusion that 
can be drawn is that the size of the fairs depends on the type of industry. Pharmaceutical 
fairs are small and niche because companies only want to attract people specialized in 
this area. While car shows are huge and are attracting all kinds of visitors. Siskind (2005) 
argues that in smaller fairs visitors can visit every exhibitor and still remain interested. 
While in larger fairs a company’s booth runs the risk to be lost in the crowd. Continuing 
on the conclusion earlier, it can be added that depending on the industry, companies 
should be careful when choosing between small and big fairs.  
 
The industrial market where SKF belongs to, is usually dominated by big trade fairs, even 
though there are plenty of specialized trade fairs in the industry. The reason for this is 
that it takes plenty of volume to attract customers. Siskind (2005) is talking about how 
companies want to attract visitors to exhibitions. He suggests creating a customer profile 
and starting with the existing customers. SKF is a global company and is attending 
national and international events. Siskind (2005) gives explanation that national fairs are 
usually wider in focus and depth than regional fairs, while international events are 
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attracting all kinds of decision makers. The impact that a company experiences between 
small and big fairs is up to where the company wants to reach their targeted customer. 
 

5.4 Follow-up and evaluation 
 
Measuring the results from a fair is perhaps the most interesting and at the same time the 
most difficult task to carry out. There is a difference however between follow-up and 
evaluation. According to Mikael Jansson, follow-up means the contacts a company 
follows up on and works with. Siskind (2005) claims that contact with a customer should 
be made as soon as possible after the fair is over. The follow-up program is closely tied to 
a companies selling cycle and without this crucial step of turning leads into business there 
is no way of knowing whether or not the fair produced results. Siskind (2005) claims that 
the wise marketer will establish systems for monitoring these leads separately from leads 
obtained in other marketing activities. The project that is a trade fair doesn’t end after a 
trade fair has finished. The real benefits of a fair participation come after the event, if the 
follow-up program is executed properly and with great care. By tracking the real results 
of a trade fair activities, valuable information can be learned so that the next time the 
company participates in a fair, less errors will be made in the follow-up program. 
 
Evaluation on the other hand is measuring how well a company performed on the fair 
from a financial point of view. The effects of participating on an exhibit are in a high 
degree measurable, but quantifiable goals must be set before the exhibition (Jansson, 
2008). According to Jansson (2008), participation on a trade fair is an investment as 
every other marketing effort. Companies invest a great deal of money in exhibitions, but 
the result of the involvement is very difficult to measure because there are no actual 
products or services sold instantly at the fair. In other words, no money transactions exist 
at the trade fair between exhibitor and client. The sales come after the trade fair through 
follow-up on company leads. Siskind (2005) clarifies that a true return of exhibition 
investment is not realized for months or years after the event has ended.  
 
The problem with an evaluation is to measure the financial gains a company makes on 
the actual fair. Cost of the investment is easy for companies to know because they have a 
clear idea of how much money they spend on an exhibition. Both Siskind (2005) and 
Jansson (2008) recommend measuring the value of contacts at the fair by using the key 
number ROI, which stands for Return On Investment. ROI is calculated by putting a 
value on everything achievable on a trade fair (Jansson, 2008). According to Siskind 
(2005) there are several ways to measure the exhibit ROI depending on what is of interest 
to a company. Everything can be measured from booth activity, increase in post show 
activities, number of qualified leads etc. Jansson (2008) has a simple, yet clever system to 
measure the value of fair activities. His model is an alternative to an evaluation in case 
there is no income from the contacts obtained at the trade fair. The model indicates that 
only companies know what it is worth to them to acquire a lead at a fair.  A price is 
decided on how much is a company willing to pay to get that lead at the trade fair. This 
can later be compared on how much is the value on meeting a customer in some other 
way than on a fair. In that way, companies get an idea if it is actually worth to participate 
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in some of the future trade fairs or if it is more valuable to meet customers through an 
alternative approach. The full extent of the model is at the end of the essay as 
complementary sheet 3. 
 
Follow-up on leads is something that companies usually use to calculate results from a 
trade fair. That is a way for financial evaluation for a trade fair but it can take several 
years to make sales from all leads obtained at a particular trade fair. Usually companies 
want to have justification for the investment in a trade fair much sooner than several 
years after the actual event. In that way is Mikael Jansson’s ROI model helpful because 
companies set their own values on goals at a trade fair and calculate what the return on 
investment from the fair really was. 
 

5.5 Case study – Maintenance Fair 2008 in Gothenburg 
 
SKF’s message on the Maintenance Fair was “take control of production reliability”. 
They wanted to give attention to the world that SKF is more than just bearings. That was 
the corporate objective on the fair. Corporate objectives such as branding, awareness or 
image tie overall marketing into a particular show (Siskind, 2005). 
Siskind (2005) talks about the importance of having clear, focused and measurable 
objectives. He claims that if there is no focus of the activities there is no way to know if 
the set goals are achieved. Objectives must be established before continuing with 
anything else. For the Maintenance Fair SKF did set up clear and measurable goals, both 
corporate and departmental.  
 
Corporate goal was as mentioned to project awareness to the industry that SKF’s 
expertise in the industrial sector has widened. SKF is not only a product provider but also 
offering service to the area of industrial maintenance. Lars Westberg, Head of marketing 
and support at KI Consulting recommends that a company should choose only one 
message at a fair (Jansson 2008). Exhibitors need to be extremely clear with their 
message according to Lars. SKF’s customer feedback showed that the corporate objective 
was quite successful because customers and visitors at the trade fair got knowledge of 
SKF’s widened competence. Robbe (2005) claims that many of the exhibitors want to 
communicate what values their brand stands for and they want to improve the corporate 
image. Customer feedbacks gave implications that SKF image has further improved. 
 
The departmental goals were also achieved, even though the goal where new business 
relationships can’t be measured because the timeline for that goal is over the next two 
years. Siskind (2005) explains that each department in a company has its own objectives. 
This justifies the investment for the exhibition. Common objectives for a department can 
be focused on a specific product, service or industry need. SKF’s departmental goal falls 
into the corporate goal of showing that SKF offers a service in maintenance of industrial 
machines and other machines that require maintenance.  
One of the goals for the trade fair was to have extra press coverage in the Maintenance 
newspaper (official newspaper for the Maintenance Fair 2008) and other newspapers 
related to maintenance of machines. Siskind (2005) explains that cultivating a 
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relationship with media can give terrific promotional partners. SKF also invited visitors 
to their booth through personal invitations. This is also one of the things that Siskind 
(2005) finds important because guests will feel special because of the personal 
invitations. Usually, companies that send personal invitations to chosen visitors have a lot 
of people at their display booth and this also attracts more people. This was certainly the 
case with SKF’s booth at the fair. 
Among other goals for the fair was to obtain 20 CNA leads and 22 were acquired. It can 
easily be said that SKF’s department for the Maintenance Fair have justified their 
investment by achieving the desired objectives. 
 
An exhibit manager is according to Siskind (2005) responsible to allocate the financial 
resources properly so that the budget can cover the realistic objectives set by the 
company. The exhibit budget is a way to develop a workable plan before committing to 
real recourses. SKF project leader for the Maintenance Fair had a detailed budget plan on 
how much money will be spent.  After the fair, the cost calculation showed that the 
budget was within limits (there was money left from the budget). Considering the non-
financial objectives that were achieved and the budget savings, the Maintenance Fair 
2008 was a job well done by SKF.  
 
SKF has participated in the Maintenance Fair several times in the past but has never 
written rapports about the result on the fair. Siskind (2005) gives explanation on the 
importance of exhibit summary because that sample rapport will give future exhibit 
managers recommendations on the specific event. He further argues that an exhibit 
rapport will give opportunity to look at each exhibit in detail, summarize the results and 
create a record of the entire exhibit program for the specific event. SKF has neglected this 
particular detail the last couple of times they participated in the Maintenance Fair. But 
this year, SKF determined goals and evaluated them and wrote a result rapport. The CNA 
leads are being followed up on and will contribute to new business deals or at least new 
contacts that could lead to future customers. A rapport on SKF’s general participation at 
the fair and observations at the event has also been written. An exhibit rapport should be 
based on past history but will take into account the future as well (Siskind, 2005). The 
exhibit rapport will be used as a tool for future exhibit managers that will act as an 
exhibitor on the Maintenance Fair. Siskind (2005) gives clarification that companies will 
make fewer mistakes, fix what went wrong, capitalize on the strengths, set better 
objectives and be in a stronger position to request increases for the existing budget. 
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6 Discussion and suggestions for future research 
 
This chapter is revealing my thoughts in the subject portrayed in the essay. The 
discussion surrounds the purpose of the essay. The chapter is concluded with my 
suggestions for future research on the subject, and a method discussion. 
 

6.1 Discussion 
 
The concept of exhibitions goes back a long time but its development has been slow. 
Future exhibitions might be different from today’s, especially considering that 
globalization is accelerating. The first purpose of the essay is to obtain an understanding 
in the developing market of exhibitions. One of the questions in the problem formulation 
considered trends within the concept of exhibitions. The results from the empirical 
research implicated that trends are set by people, consciously and unconsciously. The 
surrounding world and its development make people adjust to the changes that are 
happening. The main reason for many trend developments is the increase of people on 
earth, and innovation. More resources are required, more space is required and in the 
business world it leads to more actors on the market. More information exists and more 
time is needed to examine the important information from the unnecessary one. This can 
be done in several ways and one of those ways is corporate event. This phenomenon has 
become more popular during the last decade. Companies can deliver their message to the 
customer more efficiently because there is no disturbance from other media and 
competitors. This is a very efficient way to maintain current customer relationships but 
no new customers can be acquired. I think that corporate event is definitely something 
that should be in a company’s marketing mix. But attending a trade fair is important if 
new customers want to be gained. Many companies today are also afraid of rumours 
when not attending a trade fair, especially a major trade fair. 
 
A trend that is becoming a permanent issue is the environmental thinking. As the English 
political economist David Ricardo (1772-1823) wrote, land is fixed while labour and 
capital are not. What Ricardo is trying to say is that people have limited space on earth. 
We need to nurture earth because pollution caused by us can destroy the life as we know. 
Companies are more eager to show off their environmental awareness more than ever, 
and this can be seen at exhibitions. It is one of the stronger trends at exhibitions. Looking 
from a social point of view, we are seeing more environmental thinking in the everyday 
life, from recycling and making non-polluting products to ecological food production etc. 
It is inevitable that environmental thinking will affect the industrial sector because people 
are more aware on how production works, and it matters to that production goes in an 
environmental friendly way. 
 
Worth mentioning as a part of the discussion, is the fact that many companies are moving 
to Asia because of overall cost reduction. SKF’s preliminary participation event calendar 
for 2008 reveals that planned events in Europe are still 3 times the number than in Asia. 
But out of those events, 37,5% of exhibitions in Asia are global while only 17% of 
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exhibitions in Europe are of global character (for an event to be global it has to have at 
least 70% attendance from outside hosting country). Could this mean that Asia will be the 
centre of trade fairs in the future, and not Germany as it is today?  But on the other hand, 
the oil prices have increased in the past years. The result is that travelling will be more 
expensive. A trend could appear where more regional fairs will emerge and international 
fairs will diminish in number. 
 
It is difficult to predict which trend is going to be permanent and which one is going to 
disappear after a while. What is certain is that trends will continue to arise and companies 
need to decide which ones to follow. A situational analysis is one of the more popular 
and efficient way to predict trends that will affect the exhibition media. In today’s knife 
sharp competition, I would recommend to use situational analysis to predict trends. The 
companies that are one step in front of the others, those companies are market leaders. 
Those companies are ahead of time. 
 
The second part of the essays purpose is to examine possible ways to make a fair follow-
up of an exhibition. Many companies are concentrated on proceeding with the actual 
trade fair in the best way. It is important to set clear goals and project the message to the 
clients because many clients come to the seller during the few days when the trade fair 
takes place. However, it is crucial that companies make a fair follow-up on the trade fair. 
That is where the real benefits of a trade fair are. It can be seen as training, the more 
training put into something the better the results. A follow-up can besides making a deal 
with a client also function as a guideline for future trade fairs, so mistakes that have been 
made on previous trade fairs do not repeat themselves. Companies would benefit more if 
they keep history on previous fairs for better future results. 
 
A part of a follow-up, seen from a strictly financial point of view, is the evaluation. Both 
Siskind (2005) and Jansson (2008) recommend using the system where ROI (Return On 
Investment) is of matter. There is no general formula on what something is worth to a 
company. Where one company takes great value in something, other companies have 
different priorities. Measuring what a trade fair is worth is very individual among 
companies. Since a trade fair is a means of communication or advertisement, it is difficult 
to predict the time an advertisement has influence. Setting own value on something 
concerning a trade fair is the best way of making a fair evaluation. Companies like to 
know what their investment, which a trade fair is, has brought them. This investment is 
often very expensive and companies are very careful which trade fairs they want to 
attend. I would say that using the model provided by Exhibition Guru is worth trying to 
justify an exhibition investment. In that way it can also be discovered that something that 
has been of value to a company is not of high value anymore. In other words, a predicted 
value of an exhibition task has actually lowered or increased in value after a trade fair. It 
should be clear that this model is highly subjective, so it should be used with great care. 
 
Exhibitions are a place where companies and buyers can meet for a shorter period of time 
but the result can be more effective than all the other marketing tools combined. The 
personal meeting at an exhibitions makes it easier for the visitor and the exhibitor to 
create a relationship a establish trust.  It is however harder to attract people to trade fairs. 
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It takes time to visit a fair and with a big variety of fairs today, people are uncertain 
which fair to visit. Sending out personal invitations to a client is something that I would 
recommend. It is of higher value to the client if a company sends a trade fair invitation. 
Perhaps that is enough for the client to take his time a come to the trade fair. 
Also contributing to less attendance at the fairs is the fact that big firms are getting 
bigger, and they are often buying the smaller firms so the variety of firms at a trade fair 
has sunk. Perhaps the solution to this problem is to start more niche trade fairs where the 
professionalism is higher in the particular industry or sub industry. In that way, additional 
smaller firms will get attention from clients. Even though the attendance numbers at 
exhibitions have decreased, the fact is that a trade fairs attendance is determined by how 
well an industry is performing. Because in the end, people come to the trade fair to find 
solutions, and offering more variety gives better options to find the solution people are 
looking for. 
 

6.2 Suggestions for future research 
 
Exhibitions in modern time have a faster developing pace than exhibitions a half century 
ago. This means that trends are going to appear more frequent. Some will disappear hasty 
while others will stick around for a while. For future research on the matter I would 
recommend using situational analysis. Is the global situation, as for example the subject 
of global warming, affecting the structure of exhibitions? Or is it only affecting some 
industries with a close connection to the particular subject? 
Since global warming is a current topic, and has been for a while, it would be interesting 
to exhibit at one or several trade fairs where the message would strongly be associated 
with environmental awareness. This is already something that is happening but perhaps a 
stronger effort is suggested, depending on the industry. The reactions after an exhibition 
like that would give some implications if the market is concerned with environmental 
thinking. 
 
Through a situational analysis, future trends could be predicted but also what the industry 
is moving towards. That is really what makes the industry leaders what they are. They 
predict what is going to happen and make the first step. 
 
Another suggestion for future research is to make a case where several fairs are attended. 
It could be on a national level or an international level. The point is to see if there is 
going to be more specialized trade fairs or if there is an interest for that. Both big and 
small fairs should be attended to see what it takes to be successful at different size trade 
fairs. This is also where a thorough follow-up can be used so it later could be applied in 
other countries with similar size fairs and see how it works there. 
 

6.3 Method discussion 
 
The scientific approach is a part of the method used to conduct this essay, and I chose to 
use abduction. My idea was to use the Maintenance Fair as an empirical case, and from 
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that vary between theory and empirical research to come to a deeper understanding of the 
phenomenon exhibition. Abduction is a combination between deduction, the way of 
proof, and induction, the explorer’s way. My original intention to use abduction was 
perhaps unintentionally stirred towards induction. Since my experience with exhibitions 
is not impressive, I learned along the way, through empirical but also theoretical 
information, about exhibitions. In the end, my method was a mix between abduction and 
induction. Through interviews and visit at the Maintenance Fair, I was an explorer 
learning facts in reality. Although, I did stick to abduction when it came to follow-up and 
evaluation because I discussed both theory and empirical gatherings with my tutor Åsa 
Nordström. In that matter, I jumped back and forth between theory and empirical 
research to come to a conclusion. 
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8 Complementary sheets 
 

8.1 Complementary sheet 1 
 
List of reasons for exhibiting (Siskind, B. 2005, page 11-14). 
 
 

100 REASONS FOR EXHIBITING 
 

1. Sell products and services.  
2. Gather qualified leads for post-show company follow-up.  
3. Introduce new products or services to a market.  
4. Demonstrate new products or services.  
5. Demonstrate new uses of existing products or services.  
6. Give your customers an opportunity to meet the experts.  
7. Give your CEO an opportunity to meet your customers.  
8. Meet your buyers face to face.  
9. Open new markets.  
10. See buyers not usually accessible to sales personnel.  
11. Find the decision makers.  
12. Understand your prospect’s decision-making process.  
13. Support the decision influencers.  
14. Be compared to the competition.  
15. Gather competitive intelligence.  
16. Solve customers’ problems.  
17. Obtain feedback on new products.  
18. Obtain feedback on existing products.  
19. Conduct market research.  
20. Find dealers, reps, and agents.  
21. Educate dealers, reps, and agents.  
22. Find personnel 
23. Educate personnel.  
24. Develop leads for dealer, reps, and agents.  
25. Reinforce a company image.  
26. Establish a new company image.  
27. Create a customer database.  
28. Support your industry.  
29. Highlight new products, services, and initiatives to the media.  
30. Reinforce brand awareness.  
31. Launch new brand campaign.  
32. Distribute product samples.  
33. Handle customer complaints.  
34. Reinforce your marketing plans.  
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35. Distribute product or service information.  
36. Conduct a sales meeting.  
37. Provide networking opportunities.  
38. Introduce a new promotion.  
39. Introduce a new service.  
40. Educate your customers.  
41. Introduce new techniques.  
42. Reposition your company in a market.  
43. Change the perception of your company in a market.  
44. Exposé new employees to an industry.  
45. Learn new industry trends.  
46. Network with colleagues.  
47. Network with industry professionals.  
48. Showcase new products and services.  
49. Establish business relationships with International buyers.  
50. Introduce your CEO to the media.  
51. Support dealers, reps, and agents.  
52. Demonstrate your commitment to a market.  
53. Demonstrate your commitment to dealers, reps, and agents.  
54. Test international buying practices.  
55. Influence customer attitudes.  
56. Create high ROI opportunities.  
57. Uncover technology transfer opportunities.  
58. Find new business opportunities.  
59. Uncover joint venture opportunities.  
60. Unveil licensing opportunities.  
61. Find new business location possibilities.  
62. Determine the effectiveness of marketing and promotion campaigns.  
63. Host special industry hospitality events.  
64. Have company experts showcased at seminars and workshops.  
65. Market research for future product developments.  
66. Introduce new production methods.  
67. Use direct influence on decision makers.  
68. Build a database.  
69. Entertain special customers.  
70. Distribute promotional tools.  
71. Influence industry trends.  
72. Have a portable showroom.  
73. Showcase multiple uses for products and services.  
74. Interact with a highly targeted audience.  
75. Build sales force morale.  
76. Give your prospect an opportunity to experience your product/service.  
77. Open doors for future sales calls.  
78. Achieve immediate sales.  
79. Present live product demonstrations.  
80. Introduce support services.  
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81. Offer behind-the-scenes personnel a chance to meet customers.  
82. Create a three-dimensional sales presentation.  
83. Introduce community awareness initiatives.  
84. Support current community awareness initiatives.  
85. Find other exhibiting opportunities.  
86. Attend educational sessions.  
87. Meet with industry spokespersons.  
88. Develop new marketing techniques.  
89. Demonstrate non-portable equipment.  
90. Overcome unfavourable publicity.  
91. Publicize company associations with community or industry groups.  
92. Explain the effects of corporate changes.  
93. Bring senior management closer to customers.  
94. Shorten the buying cycle.  
95. Train new personnel.  
96. Generate excitement for new products/services.  
97. Increase corporate profitability.  
98. Enhance word-of-mouth markets.  
99. Round out the corporate marketing mix.  
100. Reach out to customers and communities. 
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8.2 Complementary sheet 2 
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8.3 Complementary sheet 3 
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Högskolan i Borås är en modern högskola mitt i city. Vi bedriver utbildningar inom ekonomi och 
informatik, biblioteks- och informationsvetenskap, mode och textil, beteendevetenskap och 
lärarutbildning, teknik samt vårdvetenskap. 
 
På institutionen för data- och affärsvetenskap (IDA) har vi tagit fasta på studenternas framtida 
behov. Därför har vi skapat utbildningar där anställningsbarhet är ett nyckelord. Ämnesintegration, 
helhet och sammanhang är andra viktiga begrepp. På institutionen råder en närhet, såväl mellan 
studenter och lärare som mellan företag och utbildning. 
 
Våra ekonomiutbildningar ger studenterna möjlighet att lära sig mer om olika företag och 
förvaltningar och hur styrning och organisering av dessa verksamheter sker. De får även lära sig om 
samhällsutveckling och om organisationers anpassning till omvärlden. De får möjlighet att förbättra 
sin förmåga att analysera, utveckla och styra verksamheter, oavsett om de vill ägna sig åt revision, 
administration eller marknadsföring. Bland våra IT-utbildningar finns alltid något för dem som vill 
designa framtidens IT-baserade kommunikationslösningar, som vill analysera behov av och krav på 
organisationers information för att designa deras innehållsstrukturer, bedriva integrerad IT- och 
affärsutveckling, utveckla sin förmåga att analysera och designa verksamheter eller inrikta sig mot 
programmering och utveckling för god IT-användning i företag och organisationer. 
 
Forskningsverksamheten vid institutionen är såväl professions- som design- och 
utvecklingsinriktad. Den övergripande forskningsprofilen för institutionen är handels- och 
tjänsteutveckling i vilken kunskaper och kompetenser inom såväl informatik som företagsekonomi 
utgör viktiga grundstenar. Forskningen är välrenommerad och fokuserar på inriktningarna 
affärsdesign och Co-design. Forskningen är också professionsorienterad, vilket bland annat tar sig 
uttryck i att forskningen i många fall bedrivs på aktionsforskningsbaserade grunder med företag och 
offentliga organisationer på lokal, nationell och internationell arena. Forskningens design och 
professionsinriktning manifesteras också i InnovationLab, som är institutionens och Högskolans 
enhet för forskningsstödjande systemutveckling. 
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