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ABSTRAKT

Cilem této prace je analyzovat veletrhy z hledigjeh efektivity jako marketingového
nastroje pomoci literatury a poté totéz dokazatizkwmem nazoru samotnych
vystavovatel. Teoretick&ast nejdive zkouma historii veletih poté historii marketingu a
nasledujecast, kterd se snazi vyt pozici veletrhi v marketingovém mixu, porovnat
vystavy s ostatnimi nastroji marketingu, snazi diévadnit, pr@ je vlastré tento nastroj
oznaovan jako jedinény a na zag uvést par informaci a rad, jak se hned n&pa
vyvarovat chyb i vystavovani. Praktickéast se snazi celou teorii podpcstatistikami
ziskanymi pizkumem, ktery byl zodpovidan vystavovateli na véletStyl & Kabo, unor
2009. Za¥recné dopordeni dava par rad a fipbudoucim vystavovatédn, které jsou

zalozeny na studiu odborné literatury a vysledeizkumu.

Kli¢ova slova: veletrh, vystava, vystavovani, marketingrketingovy nastroj, pfzkum

ABSTRACT

This thesis” purpose is to analyse the trade &siran effective marketing tool with the aid
of special literature and after that it is supposegrove the theory by the research of
actual exhibitors. Firstly, the theoretical paneéstigates the trade fair's and marketing’s
history, secondly it studies the position of trath@ws in marketing mix, compares it with
other marketing tools and gives reasons for markiegexhibitions actually as an unique
tool and finally it provides some information ang@st how to avoid mistakes while
exhibiting. The practical part grasps to suppo#d theory by research, which has been
answered by exhibitors on the Styl & Kabo exhilmtioFebruary 2009. The final
recommendation gives few tips and advices to theduexhibitors, which are based on the

studies of special literature and research reasligell.
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INTRODUCTION

“The fairs and exhibitions are festivals of serises.
The quotation of Marek BaluSka was chosen to intcedthis bachelor thesis due to it is
completely not marketing as well as non-busineatestent, although this thesis actually
explores the fairs and exhibitions from the mangipoint of view only. The main aim of
following text is to prove the importance and thequeness of trade shows and also to
persuade the disbelievers about importance of ilainsarketing mix. To tell the truth, the
goal is quite ambitious, but both the theoreticad practical part was written in the best
possible way to fulfil this goal.
The theoretical part will establish the basic pples for the practical research, because
both texts are actually closely connected. At filstwas necessary to gain deeper
specialised knowledge about the fairs” history #rel exhibition’s position between the
marketing tools. While studying all the literaryusces there came some ideas and
questions to my mind, which will actually later &ap in the research. Basically the
practical part is supposed to support the inforomafrom all the marketing books and
articles about exhibiting. The research was dongugstionnaire which was constructed to
prove the theoretical statements and was respoadesityl & Kabo, Cosmetics and S1
exhibitions. The organizers were very kind and altyuwere interested in the research’s
results. After the evaluation of results it is athyipossible to say when are the books right
and when the exhibitors do not share the opinioth veixhibiting specialists at all.
Although | have expected some of the results, theravere surprising and most probably
also pleasant for the fair organizers.
The thesis is finished not only by conclusion, vihwill sum up both parts as well as all
the work on this thesis. However before the finaimsary there will be also
recommendation which will express my opinion abdh& research’s results, the

exhibitors” behaviour and the exhibition as a whole
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1 THE HISTORY OF TRADE FAIRS AND EXHIBITIONS

In fact, the contemporary trade shows and exhistiare anything more than an analogy
of the Middle Age’s markets of the handicraftsmad &rmers. However, the history of
trade fairs and exhibitions is far longer than eirthbe medieval times, it is basically
extending to the times before Christ. The develagneé this phenomenon lasts actually
for more than 2 500 years — since the ancienttlera,ighout the Middle Age up to the™0
century, when the popularity and its importance asarketing tool has increased rapidly.
Nevertheless, to understand the importance ofetktissordinary marketing tool properly it
Is necessary to know also the beginnings and thielalement throughout the centuries up
to the present. As Alfred Alles wrote, “the histooy an exhibition provides valuable
background information within the frame of the asseent of its general and individual
marketing merits,” (Alles 1973, 40).

1.1 The trade fairs before Christ

The very first “markets” were logically developedr the time of labour division, when
people began to produce more than they really neadd they tried to exchange their
goods and products for products of somebody elbe&hathey actually needed. In contrast
to contemporary tradeshows, the ancient sellersttalisplay all of their goods, because
all of them were originals (Svoboda et al. 2002my; translation). The system was based
mainly on the seller’s voice loudness and his tghiti attract the buyers, since the time,
place and communication of those markets were disn{i/ysekalova et al. 2004, 17; my
translation). Of course it is not exactly known wheas happening so long time ago thus
the ideas above are just guess-works. Fortunatele tare many references to something
what can be called a trade fair in the Book of Ezekvritten in 588BC. This part of the
Old Testament mentions among others the city o Fythe centre of international trade
and commerce during the ancient time (ArticlesbaBeee Online Articles Directory).
Nevertheless, according the facts above it is ptes$o dedicate that the trade fairs and
markets in their primitive form begun round 600 Blomas Peder Bakken paid in his
diploma thesis a special attention to the connecbetween the public markets and
religion, especially religious holy days such agi§€tmas and Easter. Anyway, Bakken is
also mentioning a quote from the ancient Rome: “Teies were held on Saints” days in
order that trade might attract those whom religomuld not influence,” which strongly
supports the theory about connection between tradekets and religion of that time
(Bakken 1997, 13 - 14).
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According to the publication Trade Fairs and exiobi the effective presentation for
successful sale, was the influence of ancient nisinkery limited, as it is mentioned also
above. The effectiveness depended on the spacasioncand time when the market was
held thus they were mostly held on crossing ofdrexhds or together with religious and
social celebrations. Even more, there was no fofrmass communication, which was
developed much later (Vysekalova et al. 2004, 1y;tmanslation) thus it was extremely

difficult to announce event like this.

1.2 Middle Age markets

The medieval era -"5century AD — 18 century AD - noticed a great development of
markets in its primitive form, in comparison to gpeat mediums. The general scientific
opinion declares that the north Europe has leaowt to organize a market from the
Romans (Bakken 1997, 16). It is very logical, imtle#he Roman Empire was close
enough to the Lebanese city of Tyre, where the fiesymarkets and fairs were held and
where was the assumed centre of trade (ArticlesbaBeee Online Articles Directory).
Basically the Romans have stolen the idea of tradeket and have spread it further to the
whole Europe and from there to the rest of the avorl

Anyway, another very important event during the reeal age was the communication’s
development in the 5and 16 century. During these years have the members of
aristocracy begun to send written messages to @hedn with the purpose to exchange the
important information about the life and eventgheir manor or to invite each other to
celebrations and festivals (Vysekalova et al. 2004, my translation). Due to this first
way of communication it was much easier for allglepsellers particularly, to take part in
the markets and fairs in different towns. For exnfrankfurt, the main centre of trade
fairs round 1240°s (Alles 1973, 12), which wasdualéd by popular cities Champagne and
Brie in France (Bakken 1997, 16).

Although Industrialism came in the "Lentury, the very first industrial exhibition was
actually held in the T8 century, to be specific in Nuremberg, 1569. Siméahibitions
were organised for next 300 years all over the geirand America as well, until the
demand began to require wider world markets (All833, 12). The world wide trade
exhibition seemed to be the only answer to thegaimements. Although it was based on a
French idea, the British Henry Cole, Joseph Paxnd Albert, Prince Consort, have
established the very first international exhibititine Great Exhibition of 1851 in London’s
Crystal Palace (The Inside Track inc).
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1.3 The 20" century’s, the break point for trade fairs and exhbitions

The century of wars and important technologic ingdmas noticed some changes also in
the exhibition area. The World War Il meant theftsbi exhibitor’s purposes which they
came to the trade fair with. Moreover, the desigd art began to play an important role in
the exhibition industry.

In the 1950°s has the situation round exhibitiodmsnged rapidly. The competition became
tougher, mainly because manufacturers were ratpendsng money for television’s
advertising and generally “became more selective participation in shows and
exhibition,” (Alles 1989, 32 - 33). This decreaserhibitor’s interest led the organizers to
think how to cut the expenses and fees and atinactellers again. Afterwards they have
finally realized they should open the trade faisodo public visitors and let them to see
what is going on in the industry as well. The naldied community will voluntarily pay
for the entrance, most probably spend some morreyoiods on the booths or refreshment
and therefore it would be possible to cut backekigibition fees. Although the public was
allowed to enter an exhibition only in certain dégdles 1989, 34), as a rule these people
are interested in the specific field of industrylamnjoy the exhibition even more than the
exhibitors and specialists. For instance, the shde Styl & Kabo, where the further
research has been done, provided the statisticat absitors in separated days. The
numbers shows, that this fair have been visitedagether by 15 600 paying visitors
within 3 days. During two days dedicated for th@exs there were 7 920 visitors but on
Thursday, when the fair was opened also for the-professionals, there were 7 571
attendees thus almost the same number as in betiops days together (BVV Veletrhy
Brno). However, since the 1960°s became trade failse generally acknowledged as a
marketing tool and important selling medium (Arisbase — Free Online Articles
Directory).

1.4 The 27" century — the On-line Era

It would be definitively the strangest thing eviérthere were not any new tendencies in
the 2£' century, the time of new technologies and Interhkireover, Chris Fill wrote in
his publication Marketing communication: “The ideftrade shows was used to explain
how the Internet works. Internet is described astaal flea circus, a forum where buyers
and sellers can meet, browse, discuss, find oué nmdormation and buy if it is profitable
for them” (Fill 2005, 794) thus there was estaldisla completely new and revolutionary

trend — the on-line tradeshows and exhibitions. aed is dealing with establishing of
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such difficult events as the exhibitions are omland both visitor and exhibitor can take
part in from their home or office comfort. The onlgey need is the fast Internet
connection and some time to spend there (eWeek.com)

One of several definition of this event asserts thairtual show is an online version of an
event at which goods and services for a specifiastry are exhibited and demonstrated”
(The Leading IT Encyclopaedia and Learning Cent#dthough these business events do
not lean to replace the traditional ones, as welt did not happened with the e-shopping
(Vysekalova et al. 2004, 25; my translation), thpopularity zooms and due to the
economical crisis it seems they will be popular enand more due to lower costs.

The virtual tradeshows has developed from the airtonferences and seminars, all with
the same goal — to educate, discuss or sell wgks@nd waste time cut on the minimum.
However, there are of course some positives andtiveg in comparison to the real
exhibitions. At first, the main virtual tradeshowadvantage it the cut of costs either for
exhibitors and visitors. For example, “the attende® view demos, pick up booth’s
literature and chat with sales representativegah time,” (The Leading IT Encyclopaedia
and Learning Centre) just for the price of his tn&t connection. The exhibitor has to pay
lower fees for the booth and place, not counteceitpenses for transport, accommodation
and refreshment for the booth staff. On the otierd the virtual tradeshows lack the
personal meetings and business negotiations asawélle socializing with the competition
and customers. In fact the real fairs offer thespeal presentations “face to face” for
bigger group of customers than any other markdtongdoes (Vysekalova et al. 2004, 44;
my translation).

Secondly, there is no doubt about the time redndko the attendees. In contrast to the
real-time exhibition, the “virtual tradeshows rumecand half of day but are still accessible
for three months following the event” (Marketinglgfim). On the other hand while
participate the real exhibition, the visitor usydflas to pass all booths thus there is a
chance also for the competition to attract him. &wer, the real exhibitions offer to the
visitor the possibility to touch, try, hear, litaste or smell the products displayed (Alles
1973, 14), the functions of it can be demonstraggg)ained and in addition the products
are also usually sold there as well. In fact peaplme to the exhibition because they want
to see and try new products, to see their funcdod “not just read about them” in
magazine or brochure (Alles 1989, 36).

Finally there is also the proclamation of Bruno d4gier, the chairman of the FAMAB’s

board of directors, who told: “The new media aré aalanger for the trade shows and
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exhibition industry, they are a challenge for ubisTnew media encourage us in being
interested in the human behaviour and the behaviowonnection with information,”
(Svoboda et al. 2002, 7; my translation).

In Czech Republic there are the on-line tradeshgwsviders as well. The most well-
known servers are particularly http://veletrh.imfiod http://www.e-veletrh.cz (Vysekalova
et al. 2004, 25; my translation).
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2 MARKETING HISTORY

Due to the fact it is not possible to think abaatieshows without marketing and when the
history of tradeshows has been explained, it ison@mt to describe the history of
marketing as well.
There are two points of view at the history of nedifkg — the marketing practise and the
marketing as a recognized discipline. The diffeeebetween these two parts is that the
marketing activities are dated about 7000 B.C. evthle marketing discipline began to be
acknowledged in the late #Zentury (Sheth and Parvatiyar 1995) and its owstohy has
started with the new century (Bartels 1976). Eitleusands of years or several decades,
the basic goal of marketing is still the same -etopeople know about goods, to make
them to want these goods and sell as many of ptedag possible. However, for this
thesis” purpose is more important the marketingiplise history so let’s be concentrated
on this one.
Although one century seems to be quite short tioneléveloping a discipline of science in
comparison with tradeshows, it was, in fact, longuggh to establish marketing in the best
possible way. Robert Bartels has described the logwent of marketing thought
subsequently:

- 1900 - 1910 the discipline of marketing has riaged got its name

- 1910 -1920 “classification and definition of markg terms”

- 1920 -1930 principles of marketing were estabtishe

- 1930 -1940 marketing divided to more specializadsp

- 1940 - 1950 *“new needs for marketing knowledge”

- 1950 - 1960 marketing became more managerial,|sombguantitatively

oriented, new concepts introduced
- 1960 - 1970 the marketing thought became differenbre managerial,
environmental, systematic and international

- 1970 marketing begun to have big influence upmiety (Bartels 1976)
The previous chronological survey clearly shows leas short the history and how fast
the development of marketing as a discipline oérsce actually was. However, since the
1970°s has marketing developed a lot due to newswsdiycommunication, new ideas in
marketing and later mainly due to the Internet. riby the years of growing influence
came lots of new ideas how to promote, advertissedr and actually the question is
whether there is still anything else what can beenap, discovered or established.
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3 TRADESHOWS, EXHIBITIONS AND MARKETING

The last century has noticed a rapid growth ofdstadws and exhibitions as well as the
development of marketing as a discipline. Duringt 1200 years the exhibitions have
formed an industry brand and the marketing expseise coming with newer and better
methods how to sell, promote and advertise. Howether modern industrial exhibition
and marketing are not connected only by their shastory in fact they have more in
common than one can see for the first sight.

First of all, from the lexical point of view thers certainly a connection between
marketing and trade fairs. The basic part of thedwoarketing is market, the medieval
name for exhibitions and trade events. In fact,nloelern trade shows are still similar with
the middle-age ones, now they just belong to marggbols and are more developed with
more and better services provided. In addition, rketing is nothing more than a
glamorous name for selling” (Alles 1973, 14) Sedgnthe exhibitions became to be a
unique and an important marketing tool, they apad of marketing mix and even more,
they have a specific position in all forms of mankg communications what is more
described below (Vysekalova et al. 2004, 38; mydiaion). Marketing as a discipline
would have it much harder without exhibitions dwethese events include almost all
marketing tools in one. Last but not least, altiotrgde fairs and exhibitions together with
marketing discipline are nowadays badly influenbgdthe economical crisis, they will
both keep going on because the industry cannobualigpf the crisis without professional
marketing and his tools.

3.1 The shifts in reasons of providing tradeshows

The original reasons for arranging markets wereekthange goods, which were
overflowing to some which were needed. Nowadaysréasons why the exhibitors are
investing a lot of money and why they take parexhibitions are basically the same as
they were in the past. In fact, today’s tradeshamd exhibitions are focusing on
demonstrating the maximum number of goods and &svh one time and on one place as
they have done in the medieval age, just in moneyfaand developed way and also the
name trade show and exhibition sounds better timaples market.

However, on the other hand there are some bigrdiifees in today’s fairs and exhibitions.
Firstly, they have shifted their signification fraime profit gaining to the business meeting
events. Secondly, exhibitions became to be mostig-B oriented events as well as they

are the image-supporting and the contact exchaogje thus they became to be more
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important from the marketing point of view than e(dysekalova et al. 2004, 42 - 43; my

translation).

3.2 Why are exhibitions such a unique marketing tool?

In almost every book about tradeshows or exhibitias possible to find a phrase about
the uniqueness of tradeshows and exhibition as etiagk tool such as following: “the
uniqueness of tradeshows and exhibitions stems tinencomparison with other marketing
tools, which showed that they are better in alhbleast most of the aspects” (Vysekalova
et al. 2004, 43; my translation). The fairs areegaltly described as a fabulous, worthy,
superb or great opportunity for exhibitors, buttbe other hand there is the question why
they are considered to be such a perfect way aohption? What makes the exhibitions to
be better than the other tools? Let’s analyser#uke tfairs and their functions as a separate
marketing tools and find out whether they are yeslich a great way indeed. This analysis
is based on information, which are abstracted ftloenspecialised literature and the factual

analysis based on research follows in the secbedyractical part of this thesis.

3.2.1 Tradeshows and exhibitions as a communication tool

Actually there is no doubt that tradeshows areramanication tool, in fact they are “the
oldest known one” (De Pelsmacker et al. 2001, 3VHg. exhibitors and other booth’s staff
have to speak with the visitors and deal with tHace-to-face what means they have to be
trained properly in personal negotiation and ttsgieech should be understandable and
clear but it should not evoke the feelings of fixmtisness.

In addition, they have the chance to influenceteisiand customers non-verbally as well -
the company is communicating with people also ey libdy language, by the design of
their booth, by the colours of dress or by the aphere on the booth. This kind of
communication helps to impact on all human’s sers&b sub-consciousness of the
visitors as well. Moreover, the non-verbal commati@mn makes the customer to deal with
particular company due to his good feelings andrésgions. This means that in fact
tradeshows combine the traditionally dependent comcation tools all together to reach
the best effect on the visitor — this is called ittegrated marketing communication IMC
(Vysekalova et al. 2004, 40 - 41; my translatiadpreover in the sense of product and
services communication, the exhibition can perjegitomote or advertise either new
either old products (Alles 1989, 41).
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However, one more communication channel is unfatiely not mentioned so often and
that is namely the visitors themselves. Chris Wiibte: “Very often the customers will be
opinion leaders and use word-of-mouth communicatonconvey their feelings and
product experiences to others” (Fill 2001, 794)efkhis actually no doubt that either
experts either non-specialist will not share tlesiperiences, impressions and feelings with
their colleagues, executives or friends. In factatistics about the flow of information
after the end of exhibition has been published @rghows how many people can be
informed just by one visitor. Particularly it saylsat 35% of visitors tell about the
exhibition usually up to 3 people and the next 388are their experience with 4 to 6
colleagues. On the average 10% of visitors shagie ithhpressions with 7 to 10 people and
what is actually a great number, whole 20% of grsitsay the information from exhibition
to 11 and more co-workers (TheMarketingSite.conmjs Btatistics proves the importance
of dealing politely and professionally with all ¥@'s because you never know who they
are and with how many people they will share tegperience with.

3.2.2 Tradeshows and exhibitions as a sales promotion tbo

The publication Vel'trhy a ich marketingové funkeieentions an interesting statement,
that the fairs build well-arranged trade marketfact an ideal market (Baluska 2001, 12;
my translation). Every exhibitor has the possipitid sell his products or services directly
on the booth and the statistics shows that 87% xbibdors actually prefer to use
tradeshow as a sale promotion tool than b-to-b ridu®y or other direct selling tools
(TheMarketingSite.com). This is also a reason wthg ‘exhibitions are number one source
for visitors who make the final purchasing decisiditheMarketingSite.com). The
enormous concentration of overture and demand enpdace and under one roof offer to
the visitors the opportunity to choose the bespbeapor suppliers and close contract with
them in one day, that means with minimal wastingimie by negotiation via e-mail or
phones. In fact, 100% of visitors are coming thibiions because they are voluntary and
competent as well to buy or close contracts (Al889, 42 - 43). On the other hand, the
exhibitors should make the visitors want to hawartproducts and think they need to buy
the goods, not simply buy them because they arexbibition and they are supposed to
close contract (Velarde 2001, 2).

The other side of direct selling are the non-spistsavisitors, who are mostly coming to
exhibition to make the best of the possibility toylgoods in advance, not in stores yet and

usually for better price. These visitors are valedbr the exhibitors as well and maybe
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even more, due to fact they will use new produett,share their experiences with others
and recommend or not particular company, as wasnahe previous part.

3.2.3 Tradeshows and exhibitions as an advertising tool

Among others, while exhibiting there is also a vepecial occasion to give a press
conference or organize a workshop while exhibitimpe advantages of doing so are
smaller expenses than organize it separately, higtexest of professionals and journalists
and, of course, time savings of the particular camypand the press as well. These
conferences are a perfect way how to advertise elp new or already existing
products and services, demonstrate them and Igtlep¢o try them and thus make their
own opinion about it. The fairs are not called ® ‘la festival of senses” without any
reason (BaluSka 2001, 12; my translation). Anywalgat is even better, journalists will
probably write in their magazines about this wodgslor some TV channels could shot a
short spot about it. Due to this opportunities ¢hés kind of free promotion for the
company, which is able to “target its endeavoucreate a positive company image and
brand awareness of product or service” (The Tranlegboach.com).

However, for those, who are not interested in pasderences or workshops there are
different ways of possible advertising provided;isas support program sponsorship, adds
in fairground’s radio or special place in fairgrdusrochure (The Tradeshow Coach). On
the other hand, those are almost every time chaeget usually not as effective as
possibility to try products.

3.2.4 Tradeshows and exhibitions as a personal sales tool

Unfortunately, nowadays had the personal contaat fousiness almost disappeared due to
modern technologies, internet and mobile-phoneghofigh it is cheaper and probably
more comfortable for both sides, this kind of conmmsation lacks the incidence of body
language or the warm of smile. The absence of hutmach is in fact one of the main
reasons, why are exhibitions so appraised — tilsegietually the unique chance for personal
contact with the booth staff or executives, whiem ®ecome the basement for loyal and
long-term customer relationship (BaluSka 2001,ri@;translation).

Nowadays there is actually an urgent demand of hunt@uch in business
(TheMarketingSite.com) and personal dealing codildr@ assistance to the enclosure of
many deals. This simple fact is proved also bystiaéistics from BVV Veletrhy Brno — the
Graph 1 shows the share of deals on the fair frioenpoint of view of the year profit.

Thanks to face-to-face negotiation, body languageeosonal communication it have been
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admitted by voluntary executives, that within thaseys they have enclosed from 1% to
over 50% of one year deals. The more detail loakéoGraph 1 discovers that about 28%
of exhibitors have enclosed 1-10% of their one ymmtracts. Whole 12% of respondents
mentioned either 11% - 20%, either 21% - 30%, iheotwords 12% of exhibitors

admitted, they enclose one fifth to one third oftcacts from their actual annual average.
Anyway, 6% of the respondents have enclosed mane 0% of annual contracts within

the run of an exhibition. These numbers not onlgwshthe importance of the personal
negotiation, but also proves that tradeshows axeialrfor the tool of personal sale and

marketing as a whole.

30%

25%

20%

15%

10%

5%

O% T T T T T T 1

nothing or 1-10% 11-20% 21-30% 31-50% more than did not
almost 50% answered
nothing

Graph 1- The share of deals on the fair frompbimt of view of the year profit
(BVV Veletrhy Brno)

3.2.5 Tradeshows and exhibitions as a branding tool

Although branding itself is not a part of marketimg, it could be possibly considered as
a part of company’s demonstration or improvementth&f corporate image thus it

definitively belongs to advantages of exhibitiolbe following arguments try to explain

more in detail the enlistment of branding to theaadages of fairs.

Firstly, the company, which is building, developiogcreating its own image through the
fair, has the chance to appeal to all public growgsch are important from this point of

view (Vysekalova et al. 2004, 48; my translatioAgcording to the Susan Friedman’s
definition, “branding defines and refines corporatdture and unique identity and it is

actually the brand what people buy when they byyaduct. Everything the company
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stands for is being exhibited on the show floorhnéT Tradeshow Coach) thus the
company’s performance has to be perfect and wefigsed as well.

Secondly, the customers” actual and subconsciomsl&dge about the brand is created by
their personal pleasant feelings, good experiemaoek positive recommendations of the
others. Good branding should invoke these feelingsonsumer’s sub-consciousness by
seeing the company’s logo, slogan, name or charéétdler 2002, 69) and for good
branding it is also important to provide the peedaontact with customer, to make him to
experience the brand in the best way and this isallg one of the exhibition’s big
advantages.

Finally, fairs are very useful while the exhibitaiants to create with customer a loyal
relationship to specific brand (BaluSka 2001, 1%; tnanslation). Moreover, customer’s
loyalty could be crucial for the company in time aisis thus it is not advisable to

underestimate it.
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4 THE TRADE SHOW AND EXHIBITION CONSIDERING

The well-known true is that exhibiting is very exge&re way of promotion and company’s
presentation. This is simply the matter of fact,ichihis acknowledged by all exhibitors
participating in any exhibition. Although the exges depend on many factors such as the
distance from the fairground, necessary size obtiwh or the booth’s design, the average
cost of exhibition usually does not go under 100K anyway (see the results of
research, question 4, p. 37). This average sumerdifompany to company, because of
different budgets and financial sources but itafrdtively a high price anyway. However,
the question is, if the specialised literature danground’s promotion is persuading
enough for the companies to invest their moneytemne to take part in an exhibition.

The following information are based on detaileddsts of the literary sources and are

supposed to absolutely support the idea of exhhiti

4.1 Reasons to exhibit

Due to the fact there is not just one, generallknawledged main reason why to exhibit
and even the literature mention five to ten differpoints, there is a high probability that
each company will have a different argument whytake part in. Anyway, the most
common reasons were summed up and respondent lexlhitgtors during the year 2003
(Vysekalova et al 2004, 43 - 45; my translation$. iAis visible in the Graph 2, the most
often mentioned reason is the presentation of comn@e a whole, namely in 47% of
cases. This top reason is followed back-to-backdarching for new customers in between
the visitors. Further the graph shows that in 26@8e the companies not so interested in
what is going on in the industry, as they were pldy supposed to — only 1% of
respondents named this as the main reason forgadicipation.

On the other hand according to the literature,ni@ny companies is probably the most
important argument the prestige they gain due tubitng as well as new information
about the competition, the client’s wishes, proslaetd trends (Burda et al. 1999, 8; my
translation). Other firms actually like the occasto deal with customers face-to-face, as
well as “the opportunity to see the customer’stieado demonstrated goods or services
and to occasion to ask and provide an immediatelbfezk to particular exhibitor”
(Svoboda et al. 2002, 10 - 12; my translation).

The special literature presents other reasonshixsuch as the prices comparison and
matching with new clients or contacts (Burda etl&899, 8; my translation), the unique

business atmosphere with perfect sale support RAysea et al. 2004, 43; my translation)
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or even the fact “the competitors are there” thhesytcan not to miss it (Fill 2005, 795).

Anyway each exhibitor will come to fair becauseldferent reasons and arguments.

50% 47%
45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

company’s searching for new New products standard products find out what is going
presentation customers demonstration demonstration on in the industry

Graph 2 — The reasons of participation on exhibif/dysekalova et al. 2004, 44;

my translation)

4.2 What to do for successful exhibiting

At the beginning the company must be decided they surely want to participate and
why. It is necessary to base this decision on oaeafalysis of marketing questions and
marketing goals — this is more explained below (Bk& 2001, 10; my translation).
Unfortunately, lots of companies are participatingexhibition with the only reason — the
competitors do so and thus we have to as well §AlI873, 71). These exhibitors usually
do not pay enough attention to preparation, at-shelmaviour and follow-up thus logically
they are unsatisfied and in the worse case theyesign to any improvements. Due to
inefficiency like this the exhibitions are found b@ not effective or waste of time and
money. The further text is supposed to sum up tlstmmportant things, which are
necessary to do to exhibit successfully.

4.2.1 Establishing the core values and objectives

When are the executives absolutely sure aboutadheipation, they can move to the next

step, to establish the core values and goals vdrelsupposed to be achieved or improved
by exhibiting. These goals should be concrete aedsurable, thus after the exhibition it is

possible to evaluate whether the participation swaessful, good or worthless. The goals
should stem from the marketing goals of particdampany, their market research, the

type of exhibition or the product’s quality and quutal (Vysekalova et al. 2004, 58; my
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translation). The question is how to set theseggtmimake them effective and worthy?
Probably the easiest way is to update the objexctikan last year, but the way how to
establish goals for the first-time exhibitor shoalctually be answered by the following
questions:

1) Why to exhibit?

2) Who is the target group and what is the messageamé to communicate?

3) How many key customers meetings, new business laadsollow-up meetings

will equal to success for this show?

Managers and executives should be sure that th@amyrs core values will be specific,
focused, timely and measurable, but even more -ewable (DMA solution inc).
Unfortunately, about 71% of exhibitors skip thigtpaf preparation and thus there is no
wonder they consider the exhibition to be a wast@me. For future exhibitors it could be
motivating to establish them, because companie$ wdrtain objectives are more
successful (UFI, The Global Association of the Bxion Industry).

4.2.2 Selecting the right exhibition

Due to the enormous number of various tradeshowseahibitions it is quite a problem to
pick up the most suitable and fitting one for parar company. On the other hand the
special literature offers many advices how to cledbg best fair. Firstly, it is crucial to fit
the subject field of fair as closely as possibledmpany’s products and core values. The
name of the fair is usually telling enough, butaay the executives should contact the
organizers and ask them about the fair or theyezmsily visit the fair's web-sites. The
Internet is actually a very helping tool, partigljain picking up an exhibition is the
website www.veletrhyavystavy.cz, where are thedasadws divided according to field,
time, place and country. There are also links tb-giees of each exhibition thus one can
find out even more information.

Next step which a company should do in a pickingpupcess is actually to visit the
exhibition. The executives should try the role obfpssional visitors and evaluate the
exhibition according to the competitors” participaf the quality of supporting program or
the media which take part in. Very important isntatice the facilities of the fairground,
whether there is internet, electricity, refreshmantl other services provided. As an
outside observer, the executives should find otihefe is some tradition of the specific
fair, if it is publically well-known and how expemced and professional are the organisers

(Svoboda et al. 2002, 23 - 24; my translation). @&scrucial information could be
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considered also the number of visitors, which igallg published after the exhibition in
the final report, usually published on fair's wéles

4.2.3 Setting the right budget

The well-balanced and properly planned budget isiraportant step to successful
exhibiting. There are two way, how to decide abibt amount of invested money — the
easy one and the hard one. The first way considlis in updating and refreshing the
budget from previous year, while the hard way ippgised to be used by the first-time
exhibitor and thus to begin establishing everytHiogn the zero point (Bakken 1997, 70).
Fortunately, there are plenty of books, articlesvebsites helping to the newcomers with
whole process of preparation, including the budggtablishing as well. For example, the
Graph 3 describes the lay-out of financial sourogsexhibiting, as it is used by most
companies (Trade Show Expert). It is clearly visitilat half of all money should be spent
for the rental and show services fees, while theos# half should cover promotion,
advertising, transport or actual physical displagampany.

However, there are other advices about how to wéhlthe money as well. For example
the budget should be decided about 12 months iaredvthus there is enough time for
changes and possible non-expected costs (Asiai®axifsmall business guide to
exporting). Alfred Alles wrote that the budget shibbe able to cover all expenses while
exhibiting and still have some reserve for othgremses. Moreover, the executives should
be able to manage money and not overstep the b(iligest 1973, 84).

specialty pre-show
advertising 3% promotion 4%

miscellaneous 6%
space rental 27%

transportation 11%

refurbishing 10%

show services 23%
physical display
16%

Graph 3 - The lay-out of financial sources fohiexing (Trade Show Expert)
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4.2.4 Promotion and pre-show communication

Both promotion and communication are the key talsing the preparatory period,
because the fair is only effective, when the comgp@n able to prepare correctly
(Vysekalova et al. 2004, 13; my translation). Thare actually two ways how to promote
and communicate in the preparatory period.

Firstly, the company should promote its participatwildly in public, if it actually wants
to focus mainly on gaining new customers. It isoremended to mention the participation
in special magazines, radio or other kind of meDiae to this it is likely that more people
will come and see the company’s booth (Baluska 2081my translation).

Secondly, the company should take care that tlabkstted customers will come and see
the booth as well. The reasons are simple - ttedbfferent business atmosphere on the
fair-ground than in any office, the customer canetmmore employees of particular
company and he can also try the news and make viars apinion. For this kind of
communication is most suitable the direct mail, dase it is personalized way how to
invite a customer to your booth as well as how tonmte your participation on an
exhibition (UFI, The Global Association of the Ektiion Industry).

4.2.5 Staffing the booth

The booth’s staffs are as important as the objsxtiare. They are representing the
company and are the middle-men between the compaoye values and its customers,
“they are indeed performing all the elements ofspeal selling” (Asia Pacific a small
business guide to exporting). The matter of fadhat CEOs, executives or clericals as
well should be on the booth, thus the customer thasoption to speak with high
management, professionally trained in dealing andhmaunicating, as well as with
somebody, who knows the company from the produdigoint of view and is able to
explain the production process (UFI, The Globalo&sation of the Exhibition Industry).
Moreover, they are expected to use badges with tlzane and position in the company,
thus the customer knows immediately, who he is ldpgawith (Asia Pacific a small
business guide to exporting).

As it was mentioned above, the booth’s staff shaoldonly be trained in communication
and proper dealing with customer, but also theyukhbe able to provide the customer
with perfect and understandable knowledge and esfilan of any product or service. In
addition, the staff should always look intereste@mswering questions and they should be

inviting the visitors to their booth, because thustomer will mostly remember the mood
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on the booth, the energy from staff and theirwadgtto him than the provided information,
which are anyway published in the booklets, leafdd on-line as well (Asia Pacific a

small business guide to exporting).

4.2.6 Take part in the supporting program

The supporting program is not only important whiéziding if participate, it is also a great
opportunity to advertise and promote new produtiough their demonstration at
workshops or press conferences. The good suppgrtogyam should offer activities for
four groups of visitors - journalists, non-professls, VIP and clients and professionals,
such as competitions and entertaining shows or sthaqs and conferences, thus the
supporting program will be interesting for eachteis

Nevertheless the most important group for the atdib is actually the journalists, who
can provide them with free-promotion or free notinetheir magazines. Anyway, the
whole purpose of supporting program is to make dRkbibitions more interesting for
everyone (Vysekalova et al. 2004, 92 - 96; my taits).

4.3 The negative sides of fairs and exhibitions

Unfortunately there is nothing just perfect andl faf positives. Even the extolled
exhibitions have their negatives, which will be ctdsed in following text. For example
research, which was mentioned by Alfred Alles, madrviewed about 110 executives and
was supposed to find out their attitudes towardsbétxons. Mostly it was classified as “all
the same” or the exhibiting activities were fourmdkte unpleasant and exhibiting as a
whole process was found worthless (Alles 1973, 71).

Moreover, the team round De Pelsmacker has publisi@e negative sides of fairs. For
example they found out that although the exhibgiare proclaimed as a perfect personal
communication tool, in fact there is “very supadlccontact with the visitors in a hectic
atmosphere.” Even worse, there are too many infoomand impressions to remember
and catch up thus the visitors are exhausted iplecaf hours and at the end of the day
they want just to be far away from the fair ground.

Anyway, as the probably biggest considered disadggnis actually not the cost of the
exhibition, although it costs a lot, but the fabe tvisitors have the comparison with
competitors and can easily switch from one comparthe next one, which is cheaper or

provide better services (De Pelsmacker et al. 2883 - 386).
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Last but not least there is also the problem afdagperplexity. The possibility of general
failure should be considered while deciding abdwe participation, because there are
factors, which are not possible to influence, sashhe atmosphere or number of visitors.
As it is mentioned in Baluska's publication, “aneoxcomplexity of the participation and
comprehensive impact of the implementation on thecassful exhibiting is a big
disadvantage of trade shows. This depends not@mlgompany’s pre-show preparation,
but also on cooperation with other exhibitors, teis, organizers, and services providers”
(BaluSka 2001, 14; my translation).
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5 RESEARCH

In fact, there is no common prove whether are shde's and exhibitions worthy to the
costs, time and endeavour or are not worthy. Alifnoone CEO finds it as worthy as
possible, another’s opinion is the right oppoditdact the opinion about the effectiveness
differs company to company, tradeshow to tradeshaod thus it is not possible to say
anything broadly. While the primary function of ghihesis is to work out the literary
sources, the for secondary purpose it was necessangke a research at a real exhibition
and ask the executives and the booth staff why tbely part in and if they actually think
the exhibition is worthy for them, actually if i$ iso worthy that they will consider the
participation next time as well. With a kind agrestn of the fair’'s organizer, BVV
Veletrhy Brno, was the research for this thesis enad exhibitions Styl & Kabo,

Cosmetics and S1 and about 60 companies respondsdjuestions.

5.1 The research methodology
Any research needs to be organized and made acgotdiregulations. The following
schema was used while researching for this thesis:

1) Explorative research of literature sources to gaenecessary factual knowledge
about trade fairs as a marketing tool, to estaltlishbase for questions constructing
and also to have theory to prove

2) Questionnaire construction — the questions areasqipto support the theoretical
part, refer to the main reasons of exhibiting aadptove that exhibitions are
actually so effective what about spending time andts that the exhibitors are
participating again and again (see appendix P1)

3) Sixty respondents from Styl & Kabo, Cosmetics andl &xhibition have
anonymously answered the questionnaire

4) Five companies are unofficially asked about thginmn to exhibiting, their
attitudes are used as a contrast or support teetudts

5) Analysing data, creating a column graphs and pyttive research results in
connection with the theory

6) Recommendation for exhibitors

The practical part is finished by final recommenalatwhich is addressed to exhibitors as
well as to the fair’s organizers and expressed piryi@n about the trade show as a whole.
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6 RESEARCH - STYL & KABO, COSMETICS, S 1
Research, which belongs to this thesis, took ptac&tyl & Kabo, Cosmetics and S1 on

17" February 2009. The actual purpose of it is to prthe importance and uniqueness of
exhibition as a marketing tool as well as to fingd the opinion of exhibitors to different
factors of exhibiting and whether they are volupty repeat their participation on the
specific trade show. The following information cheterizes the fairs and uses some of the
statistics from official web-site of these fairopider, BVV Veletrhy Brno.

First of all, Styl & Kabo are two well-known and padar fashion and leather fancy-goods
trade shows, where the visitor can find new tranddothing, shoes or accessories. There
is actually Czech and international participatioamely there have been 522 exhibitors
this year who have represented brands from 22 desntn addition a prestigious contest
for young and talented designers is given durireg3tyl exhibition, which makes it even
more interesting either for exhibitors, either sitors. In the final report was published,
that 70 companies have participate for the firstetiand also that about 88% of
respondents are considering to come next time (Bé\étrhy Brno).

Although the Cosmetics exhibition is a very young, fact one-and-half-year-old
exhibition, it became to be prestige and populawek. There were 49 exhibitors from 4
different countries, who represented 85 cosmeticamds and visitors were able to buy
their products, experience all-body massager othleir hair cut by hair-designers from
Italy. There is given also Czech make-up — the emagfiss, what makes this exhibition
highly interesting and almost as prestige as Styl i

Last but not least, the S1 exhibition is six montbenger than Cosmetics but it absolutely
does not mean it is worse. S1 is actually the &H#B exhibition for outdoor and winter
sports in Czech Republic. This year was the padieon taken by 52 exhibitors from 4
countries and according to the final report 86%h&m plan to participate next time as
well (BVV Veletrhy Brno).

To tell the truth, there is one simple reason, whyas decided to make the research on
these exhibitions - the research wanted to focuestablished fair as well as on new and
young ones, what was perfectly fulfilled. The nputpose was to collect as many different
information and opinions as possible to get intiamgsresults. This purpose was reached
by asking booths of different size, with differemimber of staff and mainly in either
simple, either fancy design. Due to the fact ale¢hfairs were given in one time and on
one place it seemed to be the best and fastesindpti this research.
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6.1 Why did your company decide to participate in thisfair?

Not surprising question for the very beginning bk tresearch and even more, not
surprising results as well. As it was expected,rtbeessity to promote new product or to
increase the awareness of particular company istimeber one reason to take part in
exhibiting. This trend lasts for several years as gan see also in the Graph 2. This one
shows the research’s results of BVV in 2003 (sge 28) and basically the results has not
changed so much during the last six years. Howdoethe exhibitions organizers it must
be a quite pleasant fact that 30% of exhibitorspamticipating due to their previous good
experiences. In other words the exhibitors werealgt so satisfied with their last results
of exhibiting that they have found it worthy to eg the usage of this marketing tool. The
question is whether they have found it as a regdlyd marketing tool or they were simply
too comfortable to search for other way of promgtin

Unfortunately, none of the responding companiesewan the fair because they were
advised to do so by any of the marketing specgli#t actually seems that Czech
companies are not using these advisors or litexadtiall and while preparing they mostly
consider only the CEO’s and managers” knowledgeeapdriences — in fact in 80% of
cases, as it is shown in Graph 5. On the other baedcan ask, what is actually the level
of specialised knowledge and experiences of thoaeagers? This question is partly
answered by the following task and Graph 6 as well.

On the other hand whole 15% of respondents answiedtook part in because they
wanted to establish or to increase their brand emess. This statistics not only proves the
theory about brand awareness mentioned in the dtiealr part, it also points out that
Czech companies are aware they should try to béhénsub-consciousness of their
customers, particularly in the moment of purchasherause as Susan Friedman wrote,
“the brand is what people buy when they buy a pctdilhe Tradeshow Coach).

One way or another, this question has mostly supgdhe theory in way that exhibitions
are a perfect tool for company’s or product’s pribong but also it has been shown that

companies are not using the fairs to find out vibaew in the industry field.
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Graph 4 — The reasons of participating on exhibi{rmy findings)

6.2 During the preparation period you did:

The second task was supposed to explore how cospaoi prepare to the exhibitions,
whether they are taking advices from specialists reading special literature.
Unfortunately, the results have only confirmed, ih@& organizers were afraid of, namely
that the most often used source of advices stemns fine previous experiences, concretely
80% of respondents have answered so. The main timeykgoblem with this result flows
from another experience - if you do something i@ $ame and not anyhow improved or
changed way for couple of years, you become mosbgiy old-fashioned and not
attractive for new customers. However, the faiss@oclaimed to be a marketing tool and
thus they are supposed to assist the company imége improving or in increasing its
sale, what is actually almost impossible to reanly dy previous experiences and no
improvements at all.

However, the second most often mentioned methodth&@sommon sense of particular
executive or company, which can deal with the sinyfiroblems as the experiences do. On
the other hand the experiences are most probalsigdban at least some knowledge of
marketing while one’s common sense usually steom fris presuppositions how things
are supposed to be done.

Anyway, quite surprising was the fact that only 8%sesponding executives admitted any
strategy or plan before exhibiting and indeed #maesnumber had taken any advices from
specialists. As is mentioned in the theory pam, $trategy and clearly established values
are crucial for successful exhibiting. On the othand the executives would have known

this if they have actually read any special literator have asked anybody to help them,
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what they obviously did not — this is simply a mneatdf fact which stems from the Graph 5
as well. The reluctance to actually improve compsmerformance on any exhibition
probably comes from the manager’s unofficial alitu many representatives of chosen
companies, which were interviewed out of this redeaare indeed very sceptical towards
exhibiting as a whole and they actually acceptféirs as a necessary evil just because the
competition will take part in it. This is de factbe best attitude to waste all the time,

energy and money invested.
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Graph 5 — The preparation activities for exhibit{ngy findings)

6.3 How many times did you take part in any exhibition?

As the special literature proclaims, the exhibisicexe so effective for the company’s
marketing and presentation, that it is definitivelgrthy to take part in it time after time.

Moreover, the two previous questions asked thebitdns whether they consider their
previous experiences while deciding if to partitgpar not and in fact the experiences
were undoubtedly confirmed as one of the main reaso exhibit. Nevertheless, this task
wanted to find out, how far the exhibitors are alifjuexperienced, how many new and
first-time exhibiting companies took part in therfand finally, how often the exhibitors

consider the exhibiting so paid off that they atiling to take part in again. Is the theory
going to be proved or are there better ways of @ms promotion to invest money and
other sources in?

The very first look at the Graph 6 will discovetsat actually 85% of respondents are
participating for their second time and even méfereover, whole 50% of participating

companies (punctually 30 responding firms) haveaaly exhibited for more than ten times
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thus it seems that these companies have more tltglke experiences to draw from. On
the other hand the quantity does not always mdanguality, thus the level of one’s skills
depends whether the experiences are based onlgteciadvices, exhibiting literature or
the common sense of the exhibitors. Anyway, the@rmh@bout paying off and iterative
participation is so far proved and acknowledged.

Secondly the Graph 6 shows the number of new exinihiBased on author’s research
about 15% of participating companies were actuaiyany exhibition for their very first
time. Nevertheless according to the final reporBu¥V Veletrhy Brno there were in fact
70 new exhibitors all over the four trade showseSéhnewcomers were also not officially
asked how they find to be a part of the fashiorlogtion and mostly were the answers
very positive and enthusiastic, indeed. Nowadaisetven better result due to the financial
crisis and cost-cutting measures in any companipionately the exhibiting industry do

not have to be afraid about its future.
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Graph 6 — How many times the company took partfair& (my findings)

6.4 Mark your company’s budget to this exhibition:

Although there was usually no problem for many exiges to answer this question and
thus to admit their company’s budget, on the oltaard there were few companies who
have found it to be a very personal and internfdrmation and they actually refused to
answer. One way or another, for this thesis isgbestion quite important because it
actually shows how generous is actually the goddwilnvest any sum of money in this
kind of promotion and how expensive the participatcan be in comparison to the other
marketing tools.
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Although some exhibitors actually did not answewas evident that although most of the
companies tried to save their money and cut thestscdue to the financial crisis, they
wanted to participate anyway. The evidence of thilngness to exhibit, but not spend
so much is the fact that there were 65% of exhibiteho has spent less than 100 000
Czech crowns. This bird-seed means small booths wirse position, only the most
important products displayed and one or two persesgonsible for the communication.
On the other hand, the company has been seen @xlt@tion and this is an incalculable
advantage against the saving competitors.

However, the interesting result was actually thet fhat the Styl & Kabo, Cosmetics and
S1 exhibitions have visited about 3% of well-esti#dd companies, which could even in
present-day economic crisis afford to invest mdrant300 000 Czech crowns in their
booth and its equipment. The truth is it was visibbr the first sight, the booths were
bigger, there were more displayed products and eten design looked fancier.
Unfortunately these exhibitors were mostly fromaaal and thus a big part of their budget
was taken by travelling and shipping costs.

Furthermore, about 30% of responding companies lpatein the exhibiting between
100 000 and 200 000 Czech crowns, what is actaalgrising and pleasant sum of money
due to fact it was invested by 20 polled companesontrast to this quite high number,
only 2% of participators had their budget betwe&0 @00 and 300 000 Czech crowns,

what is again confirming the trend of cost-cuttimgasures and savings.

70%

60%

50%

40%

30%

20%

10%

0%

Less than 100 000KE 100 000 - 200 000KE 200 000 - 300 000ké  More than 300 000K¢

Graph 7 — The approximate budget (my findings)
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6.5 Mark the importance of marketing tools in goals ackeving

The uniqueness of the tradeshows as a marketihpasdoeen stated in the theoretical part
several times and has been partly proved in thé@qre graphs. Actually while exhibiting,
the booth staff and executives as well have thaah#o use all of the marketing tools and
moreover all in one time and on one place. In faath company prefers to achieve its
goals and objectives by different marketing todlsst logically the exhibitors were asked
which one of the tools is the most important fanthand which ones are used less. They
were supposed to mark the importance on a scaletlwhen 1 stands for definitively not
important and 4 for the opposite opinion.

Not surprisingly, as the most important tool wassdn the company’s web pages, back-
to-back with the participation on Styl & Kabo, Castias and S1 exhibitions. The internet
Is the number one media, which is possible to acabrost anywhere either from mobile
phone, either from personal computer. Even moie firobably the cheapest and most
effective way how to promote a company or a prothectause it is indeed used by billions
of users every day, even though not all these wmerwisiting the corporate’s web-sites.
Even more, the internet advertising was evaluate®,8 points — the third place in this
statistic thus it has confirmed the previous restilhternet effectiveness.

Anyway the second place of Styl & Kabo, Cosmetitd &1 exhibition as a marketing tool
was evaluated by mark 3,6 out of 4, what must leagant sign for the fair organizers. It
also absolutely proves the previous theory aboat uhique position of exhibition in
marketing mix, although the exhibitors have spedifithat for them is important
participation on this specific fair. Although thisade show falls a bit behind the Internet
advertising, it is still undoubtedly important fomarketing of many companies and in
addition it has beaten down the Prague Fashion \&eleibition.

In contrast to the best results of Internet andhetibns there stand tools such as public
relation or participation on any other Czech exiobi Let’s start with the reluctance of
companies to exhibit on another fair than in Brilee truth is that in Czech Republic there
are other exhibitions in the field of fashion, c@ios or sport equipments - the list of them
Is available from www.veltrhyavystavy.cz - thus réhes the possibility of participating
somewhere else. On the other hand they are notamsoped, prestigious and as well-
known as the exhibitions in Brno, what is most aaly the main reason why exhibitors

prefer to come here.
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The last position of public relations was quitepsising, in spite of the supporting attitude
of specialised literature. It is clearly shown hg {Graph 8 that companies prefer to invest

in Internet and on-line advertising than to pulbdtation tools.

4
3,5 -
3
2,5 -
2 -
1,5
1 -
0,5 -
0 -
Corporate’s participation on theinternet  personal sale public relations participation on
web-sites this exhibition  advertising any Czech
exhibition

Graph 8 — The most important marketing toolsgimals achieving (my findings)

6.6 Mark the importance of separated factors during thefair

The marketing tools, which are usually used whxkileiting, are definitively not the only
important thing for the success of each exhibitod #he fair's success as well. The
guestion about the separated factors exploredhpertance of points such as the level of
supporting program or the amount of enclosed cotsral'he executives were asked to
mark the significance of those factors on the staie 10 when 1 stands for not important
at all and 10 for definitively important factor.

First of all there is the booth’s position, whicksievaluated by 9,25 point from 10 and
thus it seems to be the most significant part. Adiog to the further research (Graph 11),
the satisfaction goes together with the importarnbat in fact means that the exhibitors
want to place their booth on the most prestigabMisand frequent place in the fairground.
This result supports the literal thoughts as wa#icause any exhibiting article about the
show preparation advices to choose the most viaitdefrequent place in the hallway.
While exhibiting the participators found the orgsation from the provide BVV Veletrhy
Brno to be very relevant, in fact is not surprisatgall. However, with the lack of good
organisation skills and background of experienteset is no point to try to give such a
difficult trade event thus this factor was quitgitmlly evaluated by 9,08 points. Anyway,
the importance and exhibitors satisfaction are ndeseribed below by Graph 11.
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The option of the number of enclosed contracts masked by more than nine points as
well, while it is one of main reasons why to papate on exhibition. Nevertheless, so far
have the results definitively proved the theory.

In contrast to the high marks of previous factarshie level of supporting program not as
important for the exhibitors as the literature afliuthinks and learns. It is, of course,

effective in a way of promotion and advertisingt bo the other hand just the participation
is, according to the literature, the best promofmmparticularly company, so why should

any company invest more time and money in supmpmiogram anyway? The statistic

has indeed shown that although the literature @dvic take part in the supporting program
and even it describes the press conferences ankshaps to be a unique opportunity

while exhibiting, the experiences of the exhibitadvice them to rather spend their money
for better place in the fairground and wider prexglpromotion. In this case has the reality
absolutely overplayed the information in all litergources.

10 9,25 9,08 9,01

9
8
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4
3
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1
0

the booth position fair organisation the mount of the mount of the level of

from BVV enclosed contracts displayed news supporting

program

Graph 9 — The importance of separated factorgevexhibiting (my findings)

6.7 The satisfaction versus the importance according texhibitors
Following tasks were supposed to find out what retnky opportunities are the exhibitors
satisfied with and which ones are important fomhéJnfortunately there was not found
any marketing tool provided by exhibitions, whiclwid fulfil both requirements, what is
actually shown by the following results. The mamagend executives were supposed to
evaluate given options by marks 1 to 10, when tlghdst mark means the highest
importance or satisfaction and the number 1 wad taethe opposite attitude. The results

were averaged and put into the graphs for bettentation in the results.
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6.7.1 Important attributes with mildly higher satisfactio n

First of all it should be mentioned what is actyathportant and what the exhibitors were
higher satisfied with in one time, because thihégood news for the fair’s organizers. As
it is clear from the Graph 10, the number of ermmibsontracts leads the statistics and
therefore it became the most important factor fartipipating exhibitors. Unfortunately
they were not as highly satisfied as they have glsbbexpected, in fact their satisfaction
was evaluated by the lowest mark in this questimmely by 6,0 points. Here comes
actually again the problem of fair's complexity,miened in the negatives of fairs — who
should be blamed for this dissatisfaction, the baostaff, organizers, better competition
or not interested customers?

Anyway, as a contrast to the susceptible factaretistands the structure of visitors as well
as the number of new contacts, which are back-t-bmthe factor of enclosed contracts.
For the visitor's structure quality it is a big impement that the exhibitors care who is
coming to the booth and who is interested in thempany. In the ideal word there would
be only professionals with the right of purchasilegision coming to the booth, but on the
other hand the exhibitors should always remembet, dny visitor is a potential customer
and they never know who is standing in front ofmthéJnfortunately this is thing which
the exhibitors, neither the organizers, are no¢ ablinfluence so much, although there is
the option to invite potential and established congrs to visit this company’s booth on
specific exhibition while pre-show promotion. Thaother option how to get more
specialists is to advertise in specialized magazine

On the other hand the second factor, the numbeewf contacts, depends only up to the
booth’s staff and their ability to attract the t0ss$, that is why the executives should pay
high attention to the proper pre-show training lobse employees who are going to
represent company on a fair. They should be higiyled in communication, body
language and dealing with customers as well. A ma® to actually wonder how they
cannot be dissatisfied with this, when it is indeedesult of their booth work, their
communication with visitors and their ability toadevith them — does it mean they are not
satisfied with themselves?

One way or another, these factors are actuallydependent on fair’s organizers because
they cannot influence the booth staff's work, aljio they can help to train them. For
example, BVV Veletrhy Brno provides number of wdrgps and seminars which includes
the advices how to succeed on exhibition, how &at& successful booth’s design or how

to properly communicate with the fair’s visitorsridg the actual show. The list of these
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courses is available at official web-sites of BV\élgtrhy Brno, in section of provided
services — the education. It depends only on tlingbérr whether he will or will not take

part in these courses and thus intensify the plessiltcess of company.
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8
7
6
5
4 B Satisfaction
3 B Importance
2
1
0
the structure of visitors  the number of enclosed the number of new
contracts contacts

Graph 10 — What is important for exhibitors ankatvare they mildly satisfied
with (my findings)

6.7.2 High importance and higher satisfaction

What can be actually more pleasant feeling forféie€s organizers than the knowledge
that there are highly important factors which dre éxhibitors also very satisfied with?
Most probably nothing, due to the fact that ansvierthis question proves the hard work,
organisation skills and experiences of the fairavjger.

However, according to the exhibitors” opinion i tnost important to have the best
possible position of company’s booth. Even the igpditerature recommends to the
exhibitors to rather pay more money, but becomeenwsible than the others and thus
attract more visitors and potential customers. st popular and frequent places are on
the corners, because the company is visible fromdwridors and the booth is accessible
from two sides. The good point is that the exhilsitwere quite satisfied with their booth’s
position, but on the other hand it is not surpriéehey were unsatisfied with the place,
they could blame only themselves due to the faztfairground provides the possibility to
choose the booth’s position while sending the apptin form. Although the company has
to usually pay higher fees for the attractive ptaent, it is definitively worthy for them,
not only because of the option to gain new contants slightly higher sells, but also due

to the higher visibility.
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As the second most important factor was evaludteddir organisation from the provider,
in this case from BVV Veletrhy Brno, and it got 8,points out of 10. There is again the
connection with fair complexity. However the biggeSzech fairground is highly
experienced fair’s organizer and there is no wotdarr the exhibitors were pleased by
provided services as well as by the pre-show prmmand organisation as a whole thus
they have marked it with 8,1 points out of 10.

Last factor, which the managers were asked to atglwas the level of provided services
for them. The importance was marked by 8,63 pointsat means this factors is

definitively not as important as the previous two.

W Satisfaction

B Importance

The level of provided The fair organisation from The position of booth
services for exhibitors BVV

Graph 11 — High importance and higher satisfactith separated factors (my
findings)

6.7.3 Low satisfaction and importance as well

For the first sight it might be not important caigegat all, but on the other hand you can
find out a plenty of interesting information fromllbwing statistics as well. Anyway, the
good message about this question is that the argando not have to deal with these
factors immediately, but on the other hand theyghtake care about their improvements
for the next time anyway.

However, the Graph 12 shows that from two optiortbe direct sale profits and the
number of displayed news, is for the exhibitors auttedly more important the second
mentioned one. This statistics is not surprisingliatvhile the new products” promotion is
also the most often used reason why companies ciallg participating on the trade
shows. Although the satisfaction is quite low, thganizers are not to blame, because it
wholly depends on booth’s designers or executivee are fully responsible for the
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booth’s lay-out and thus for the products” dispigyiOn the other hand, BVV Veletrhy
Brno provides also the booth’s design, implememnadind whole customer service as well.
Although the direct sale profits are not as impatri@s any other marketing tool, they are
definitively pleasant subsidiary financial source any selling company. Moreover it is
also the reason of quite high satisfaction of tkecatives, namely it was evaluated by 6,75
points. Even more this factor strongly supportshieir sale of particular product and it can
also work for the company in the way of non-direotnmunication tool. Any visitor,
which will buy any product on the fair, will definrely share his experience with the
product according to the research mentioned inthieretical part — see p.19, and thus
spread the information about company, product orice as well.

7,6
7,4
7,2

6,8
6,6 -

W Satisfaction

B Importance

Direct sale profits the mount of displayed news

Graph 12 — Not so important factors with low s@ttion (my findings)
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7 RECOMMENDATION

The last but one part of this bachelor thesis ailbress my opinion about the experienced
exhibition, the research’s results and their coimeaevith the theoretical findings, as well
as | will recommend to exhibitors and organizers/ fienprovements for their future
participation or organization.

First of all I would like to concentrate on exhto#$ because they were actually the subject
of my research. For me it was in fact very surpgsithat none of the responding
companies have read any exhibiting literature dr&y tbargain mostly on their previous
experiences. Of course | do not know whether theeriences were based on theoretical
information, but on the other hand the lack of seed knowledge was possible to
recognize just from dealing with some exhibitorscérding to my opinion should at least
the firs-time exhibitors try to get some usefubimhation form books and specialized web-
sites, if they do not want to spend money for aoh@sor preparing courses provided by
BVV Veletrhy Brno.

Secondly | definitively think that the exhibitorsauild have clear strategy and goals which
are supposed to be achieved, but they probablyotithink so — at least according to the
research’s results. How can anybody come to trhde,sinvest lots of money and even
not to be sure what he wants to reach and for Wwhatame for? My advice is very simple:
do not participate just because the competitorsajayo to the exhibition because YOU
want to be there and because you KNOW why it igigoo you.

Thirdly it came to my mind that the exhibitors slibeare more about the budget for
exhibiting. This year it seemed to me they triedniyato cut their costs due to the crisis,
but honestly, | have seen many booths, which cbaldecorated better for few money and
thus to be more attractive for the visitors. | tihat the exhibitors should rather spend
some money and ask the designer for advice thatevadisbudget for not interesting and
not easy-to-remember booths where the visitorsadavant to come, although there could
be some interesting goods or services.

However, | have to admit that the exhibition was fiee as a visitor a jolly experience
which | have fully enjoyed also due to great orgation and pleasant atmosphere. There is

nothing I could recommend to the organizers.
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CONCLUSION

In the introduction there was established the npairpose of this thesis — “to prove the
importance and the uniqueness of trade shows aodti@lpersuade the disbelievers about
importance of fairs in marketing mix.” The goal wsasgpposed to be achieved by the
information gained from research of literature aallvas by practical research on real
exhibition.

First of all | had to get some theoretical knowleddout the history as well as about the
fair's preparation and importance. Many literaryrses have been read and explored as
well as | have spent hours and hours on Internesdarching for suitable and fitting
information but on the other hands | have enjoyad part as well because according to
my opinion | have learnt a lot about the marketigrade shows and | have done my best
to appraise all knowledge in the theoretical pad thus | was able to contrast the results
of research with the theoretical thoughts.

Secondly | had to prepare the questionnaire, conit@cBVV Veletrhy Brno because of
my research and actually come to Brno and ask w6@oraly chosen exhibitors to answer
my questions. | tried to choose as variable boatitscompanies as possible — small ones
as well as the big booths, simply designed andyfémz. Most of the exhibitors were very
kind and provide me with lots of further informatiabout their attitude or opinions.

Finally 1 was supposed to work up all results and them in connection with the
theoretical thoughts, contrast them or compare ebtlge practical part. According to
findings from the research | honestly think thas tthesis has fulfilled its goal and has
proved that the trade shows are in fact importantohe company’s marketing and in
certain way they are unique marketing tool becalusg comprehend several other tools all
together.

In my opinion there is a certain hope that duédh®above mentioned facts my thesis could
be considered as a successful work. It has prolredmportance and effectiveness of
exhibitions as a marketing tool and even more & $tzown that the exhibiting industry is

in Czech Republic on very high level.
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APPENDICES

= Styl & Kabo questionnaire



APPENDIX P I: STYL & KABO QUESTIONNAIRE

Firma: Cislo dotazniku:

1) Pro¢ se Vase firma rozhodla z@astnit se veletrhu?
a. Cheli jsme déat ¥det o solE/naSem novém vyrobku
Predchozi dobré zkuSenosti
Cheli jsme se porovnat s konkurenci
Rada od marketingového poradce
Snazime se vybudovat dobré image firmy

®ooo

2) P¥ipripravé na veletrh jste:

a. Nastudovali odbornou literaturu
Postupovali podleiiedchozich zkuSenosti
Nechali si poradit od odbornik
Pripravili si podrobnou strategiicetre cilt
Ridili se vlastnim rozumem

®ooo

3) Kolikrat jste se jiz zuéastnili tohoto veletrhu?
a. Jsme tady poprvé
b. Dvakréat aXtytikrat
c. Petkrat az desetkrat
d. Vice nez desetkréat

4) VAaS rozpatet na tento veletrh byl:
a. Mén¢ nez 100 000K
b. 100 000 — 200 000K
c. 200 000 - 300 000K
d. Vice nez 300 000K

5) Obodujte body 1 - 10 dileZitost nasledujicich marketingovych nastraj pro
dosahovani cii ve vasi firmé, kdyZz 1bod znamena nedlezitost a 10bodk
absolutni dalezitost.

Marketingovy nastroj 112|345 6| 7/ 8 9 1

Ucast na tomto veletrhu

Reklama na internetu

Osobni prodej

Public relations

Webové stranky spataosti




Ucast na ostatnich veletrzichO\R

6) Obodujte dulezitost nasledujicich faktomi body 1 — 10 podle toho, jak jsou pro
vas kEhem vystavovani dilezité, kdyZ 1bod znamena neileZitost a 10bodk
absolutni dalezitost.

Faktor 112| 34| 5| 6/ 7/ 8 9 10

Umisgni stanku ve vystavni hale

Organizace ze strany BVV

Patet uzavenych smluv

Urovei doprovodného programu

MnozZstvi vystavenych novinek

7) Obodujte dileZitost a také VaSi spokojenost s nasledujicimi kéory body 1 —
10, kdyZ 1bod znamena naillezitost a 10bodh absolutni dileZitost.

Faktor Spokojenost Dilezitost

Uroven poskytovanych sluzeb

Organizace ze strany BVV

Umisgni stanku ve vystavni hale

Struktura navévnika na veletrhu

Mnozstvi uzavenych smluv

Patet novych kontakt

Zisk z pfimého prodeje

MnoZstvi vystavenych novinek




