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Abstract

When export markets for initial entry or expansion of existing operations are selected, firms
consider various methods. Participation in international trade shows (ITSs) is one such method
that can help companies achieve global marketing objectives. International trade shows represent
an excellent and cost-effective short-term method for international market research and product
introduction, but it also provides companies with the opportunity to facilitate sales and to
establish relationships with agents and distributors who can provide key inroads into foreign
markets. A trade show provides a variety of promotional opportunities in one place to reach an
audience with a distinct interest in the market and the products being displayed. The aim with this
study is to describe what goals small and medium sized enterprises have when participating in
ITSs, as well as how they use promotion to generate booth traffic. This research was carried out
by doing a descriptive case study of seven companies from Norrbotten and they showed that
companies can have either selling or non-selling goals when participating in ITSs. Further, all
companies find promotion activities of significant importance in order to increase booth traffic
when participating in ITSs.
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1 Introduction

In this chapter we will present the background to the problem area, namely small and medium
sized enterprises (SMEs) goals and promotion activities when participating in international trade
shows (ITSs). We will describe the purpose and state the three research questions that we
address for our investigation.

1.1 Background

When export markets for initial entry or expansion of existing operations are selected, firms
consider various methods (e.g. direct market development through sales representatives or
seeking market access through intermediaries etc). Participation in international trade shows
(ITS) is one such method that can help firms achieve global marketing objectives (Seringhaus &
Rosson, 1994). According to O’Hara, Palumbo and Herbig (1993), ITSs represent an excellent
and cost-effective short-term method of international research and product introduction. Further,
ITSs provide companies with the opportunity to facilitate sales and establish relationships in
foreign markets. For small and medium sized enterprises (SMEs1) ITSs can be a fertile ground
for cultivating new customers and for establishing contacts with agents and distributors who can
provide key inroads in foreign markets. (Ibid.)

A trade show may be defined as “a facilitating marketing event in the form of an exposition, fair,
exhibition or mart; which takes place at periodically recurring intervals, ranging from quarterly to
triennially; having pre-established hours of operation during a period lasting between one day and
several weeks; whose primary objective is to disseminate information about, and display the
goods and services of competing and complementary sellers who have rented specifically
allocated and demarcated areas or “booths”, clustered within a particular building(s), or bounded
grounds; and whose audience is a selected concentration of customers, potential buyers, decision
influencers, and middlemen.” (Banting, & Blenkhorn, 1974)

Trade shows have a long history, dating at least from biblical times. The Bible tells of the
exchange of information and merchandise between people in temporary places at the time when
Christ lived. During more than 1500 years trade fairs were the most important mechanism of
transforming goods to money and money to goods. Some say that trade shows, as we know them,
arose in the heart of Germany 300 years ago while others claim that trade shows are a product of
the first World Exhibition. Some say they developed from the charlatans that travelled the
country in America giving advice and selling products during the 19th century. The modern trade
shows began to develop in the early 20th century in Chicago, which for decades has served as the
unofficial trade show capital. (Chapman, 1995)

                                                          
1 In April 1996, the European Commission proposed a recommendation setting out  a new common definition for
SME´s. To be considered an SME under this new definition, an enterprise must fulfil the following criteria:
- Have no more than 250 employees
- Not more than 25 percent owned. Either singly or jointly by a larger company
- Have an annual turnover of no more than ECU 40 million
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Industrial firms frequently use ITSs in their marketing strategies. Over 2,000 major ITSs are held
world-wide each year. For instance, 169 ITSs were held in Germany in 1989 with 124,000
exhibitors and over ten million visitors. During the same year there were 220 ITSs organised in
the UK with 61,000 exhibitors and 4.6 million visitors (Seringhaus and Rosson, 1994). As the
number of ITSs has increased they have become an important marketing tool for industrial firms.
(Herbig et al., 1993)

The importance of ITSs in the promotion mix is increasing. Among the promotional tools used by
industrial marketing firms, ITSs have ranked second behind personal selling and ahead of print
advertising and direct mail in terms of influencing the purchase decision process of industrial
buyers. (Parasuraman, 1981) ITSs are a component of each of the four main promotional
vehicles- advertising, sales promotion, public relations and personal sales. By participating in
ITSs, companies are advertising, promoting and selling the company’s image, products or
services. (Friedmann, 1992)

Of the many benefits that promotion bring to the company, two of the most valuable are that they
bring many people to it and that they bring the right people to the company’s booth. When the
company decides not to use promotions, it is depending entirely on trade show management to
bring the right people to its carpet line. But will ITS management promote the show to the
audience that the company desires to see? Are there others the company might like to reach
beyond those ITS management reaches? Even if show management attracts people to the ITS,
how will the company bring them into its booth? Promotions bring more of the right people into
the company’s booth and that is why the need for pre-show promotions and promotions during
the ITS are so important. (Weintraub, 1991)

1.2 Problem discussion

ITSs represent one of the most exciting and versatile ways to market and sell products and
services. ITSs offer the company an unparalleled opportunity to show its wares to an entire
market full of prospects and major decision-makers. It can deliver the company’s message
directly, get reactions immediately- and make sales, gather leads, and introduce new products.
(Weintraub, 1991) ITS, in reality, is a powerful extension to a company’s advertising, promotion,
public relations and sales function. Companies are seen by customers, prospects and the general
public in unusual ways and can present a broader view of themselves and their activities
(Friedmann, 1992).

According to Bonoma (1983) ITSs can satisfy complex selling and non-selling marketing
communication functions like identification of prospects, disseminating facts about vendor
products, services and personnel, maintaining the company image with competitors and
customers, gathering intelligence on competitors’ products, and maintaining and enhancing
corporate morale etc. Any given ITS can have a high potential to satisfy one or several of these
functional objectives and a low potential to satisfy others. Although every trade show does not
offer the opportunity to fully satisfy all selling and non-selling objectives, most companies do not
take maximum advantage of the possibilities that exist. Management’s first task in evaluating its
projected participation in any ITS is to determine how well each contemplated show allows
satisfaction of the company’s selling and non-selling objectives. (Ibid.)
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The first two roles of ITSs, namely, selling and relationship building are ways of communicating
with customers. A firm’s complete marketing communications programme consists of
advertising, personal selling, public relations and sales promotion. Dudley (1990) explains how
ITSs share common attributes with each of these programme components. As an advertising tool,
ITSs use specific media to convey messages to target audiences. ITSs have the added advantage
of being a form of direct marketing and can generate an immediate response from the audience.
As a sales promotion tool, ITSs are versatile and provides excitement and urgency. ITS´s are also
often exploited as a public relations activity to enhance corporate image. (Rice, 1992)

A ITS provides a variety of promotional opportunities in one place to reach an audience with a
distinct interest in the market and the products being displayed. It allows companies to
simultaneously utilise all of the marketing communications tools available to them to promote
both the physical and non-physical characteristics of their products. In no other medium will all
other elements come together. Advertising, publicity, sales promotion, product demonstrations,
sales staff, key management, present and potential customers and many other elements join
together in a live, multi-dimensional event. An event that offers the opportunity to impress key
audience perceptions of the company, its individual operations, and product offerings. (Sashi, &
Perretty, 1992)

The planning of the ITS is a critical step because it establishes a list of the activities that must be
completed in a timely manner to ensure that show participation will be successful. Failure to pay
adequate attention to detail in pre-show activities almost always leads to less than satisfactory
results or even complete failure in achieving the desired goals. Despite the large investments in
time and money needed to effectively participate in ITSs, it is estimated that only 56 percent of
exhibiting firms bother to set objectives, and only 22 percent of exhibitors have pre-show
promotions. (Ibid.)

It is the exhibitor’s responsibility to inform their prime target market what they will be
exhibiting, where they will be located in the show hall and why they should visit a display. This
promotion is becoming more important as ITS visitors have less time available for shows.
According to industry research, 76 percent of show attendees come with a fixed agenda. If they
are not aware of the company’s participation ahead of time, they may not find the booth or even
be interested in stopping. (Friedmann, 1992)

Managers should recognise the dynamism of ITSs and act accordingly. Ways to identify
customers, agents and distributors with whom the firm wants to develop long–term relationships
must be specified. Decisions must be made on pre-show activity, booth design and location,
special in-booth promotions and specific activities to generate booth traffic and for attracting and
holding the attention of visitors. (Rice, 1992) Many researchers have acknowledged the
importance of ITSs, at the same time they have also acknowledged that little systematic research
has been done on the ITSs. (Rosson & Seringhaus, 1990). As we learned from our survey of
literature, limited research has been done specifically on SMEs’ use of promotion before and
during the ITSs in order to attract booth traffic. Hence we found it interesting to do an
investigation within this research area. The choice of SMEs is due to the globalisation of the
markets and the increasing competition that SMEs are facing.
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1.3 Purpose

The aim with this study is to describe what goals small and medium sized enterprises have when
participating in ITSs, as well as how they use promotion to generate booth traffic. Since a
successful ITS depends heavily on pre-show promotion and promotion during the show, our
investigation will focus on the following research questions:

• What are the main goals for SMEs to participate in ITSs?
• What types of promotion tools are used by SMEs before an ITS, and why are these tools

used?
• What types of promotion tools are used by SMEs during an ITS, and why are these tools

used?

1.4 Limitations

Since the time frame for our thesis is limited, we are bound to make certain demarcations.

We will thus limit our study to investigating:

• SMEs according to the definition from the European Commission
• SMEs from Norrbotten
• SMEs participating in ITS

1.5 Outline of the study

This chapter provided an introduction and presented our research problem. The rest of the study
will be as follows:

Chapter Two will provide an overview of the theories that we base our research on.

Chapter Three will present the frame of reference, which will be the tool used to guide the data
collection needed to answer the research questions.

Chapter Four will present the methods we choose to conduct our research and discuss their
reliability and validity.

Chapter Five will present the empirical data collected in the form of case studies.

Chapter Six will provide analysis of the collected data with a view to our research questions, and
some conclusions.

Chapter Seven will finally provide a summary of our conclusions as well as suggestions for
future research.
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2 Survey of literature

In this chapter we will review the literature relevant to our research problem, but first we offer a
classification based on characteristics of ITSs. Then, we will first present the literature to the
selling and non-selling goals in ITS participation. Second, we will explain relevant theory to the
factors involved in pre-show promotion for an ITS and third we will explain relevant theory to
promotion during an ITS. Finally, we explain the promotion mix and the tools involved that the
marketer has available. We explain this because ITSs share common attributes with each of the
four promotional components, i.e. personal sales, advertising, sales promotion and public
relations.

2.1 Trade Show Classification and Characteristics

As we stated earlier, according to Banting and Blenkhorn (1974), a trade show may be defined
as:

“a facilitating marketing event in the form of an exposition, fair,
exhibition or mart; which takes place at periodically recurring intervals,
ranging from quarterly to triennially; having pre-established hours of
operation during a period lasting between one day and several weeks;
whose primary objective is to disseminate information about, and display
the goods and services of competing and complementary sellers who
have rented specifically allocated and demarcated areas or “booths”,
clustered within a particular building(s), or bounded grounds; and whose
audience is a selected concentration of customers, potential buyers,
decision influencers, and middlemen.”

Most trade shows fall under the following three categories:
a) International Trade Fairs, such as the annual Brno International Trade Fair of engineering in

Czechoslovakia, the Leipzig International Fair of textiles, paper and printed materials in
Germany, and the Izmir International Trade Fair in Ankara, Turkey.

b) Consumer Oriented Fairs, such as the annual Canadian National Exhibition in Toronto, state,
provincial and county fairs.

c) Industrial Trade Shows, such as the International Machine Tool Show in Chicago, New York
Gift Show, and the National Packaging Exposition in Chicago. Industrial ITSs may further be
classified into four sub-groups as follows:
� Vertical Buyer-Seller Type. A commercial exhibit involving buyers and sellers having but
a single product interest in participating. Example: a lamp trade fair.
� Horizontal Buyer-Seller Type. A commercial exhibit involving buyers and sellers of all
types of industrial and consumer goods. Example: an exhibition sponsored by a city,
provincial or stare board of trade or chamber of commerce.
� Horizontal Buyer-Vertical Seller Type. Example: an exposition of measuring instruments;
a homogeneous group of manufacturers exhibiting products to buyers from all industries
making use of such products.
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� Vertical Buyer-Horizontal Seller Type. Example: an exposition in the dairy industry; a
homogeneous group of buyers viewing the exhibits of such diverse seller as manufacturers
of dairy machinery, delivery trucks, and syrup mixes. (Banting, & Blenkhorn, 1974)

Although examples may be found for each of the preceding four sub-groups, most industrial
ITSs fall under the third category. In general, industrial ITSs are identified with and named
according to the buyers’ industry, type of process, or type of purchase. (Ibid.)

Although the primary objective of most ITSs are promotional, occasional on-the-spot sales may
be made and orders booked. Some categories of exhibitions are indeed regarded as immediate
selling occasions. These include international trade fairs; consumer oriented fairs; and those
industrial ITSs where merchants, and particularly retailers, order goods for future seasonal
demand and long-lead-time imports for the approaching year. Even in ITSs where immediate
orders are not expected to be generated, exhibitors may find it economical to sell off the display
items at a discount rather than ship them back to their plant or warehouse. However, in most
industrial ITSs, the bulk of sales attributed to exhibiting are the result of follow-up and
negotiation subsequent to the show. (Ibid.)

The cost of ITS contacts is substantial. Thus, from the exhibitor’s point of view, it is important
that an ITS attracts an audience, which coincides as nearly as possible with the firm’s target
market. This audience should be reasonably large, have the ability to either make or influence
buying decisions and exclude casual sightseers. (Ibid.)

2.2 Goals for participating in ITS

According to Bonoma (1983) a company has two different kinds of goals for participating in a
ITS, selling and non-selling goals. Selling goals relate to direct sales to existing and potential
customers as well as qualifying of customer contacts for future selling. Non-selling goals concern
with competition, gathering of information, testing of new products etc. In the Table below we
can see the selling and non-selling goals of participating in a ITS. (Ibid.)

                                                TABLE 2.1 Selling/Non-selling goals.
                                                      Selling goals               Non-selling goals

                  Existing
                  customers

                  Potential
                  customers

                                         Source: after Bonoma and Flodhammar et al (1989)

- Maintain/Strengthen
  relationship                                - Keep image 
- Transmit messages to                - Introduce/Test products
   the key customers                     - Competitors/Market
- Solve maintenance                      Research
  problems                                    - Expose the company
- Simulate re-buy

- Contact prospects                     - Contact prospects
- Estimate demand                      - Create image
- Transmit the messages             - Test products
- Register prospects                    - Collect information
- Expand the company                - Competitors/Market
- Find Suppliers/Distributors        Research
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According to Sharland and Balogh (1996), ITSs are an excellent environment for non-selling
activities such as information exchange, relationship building, and channel partner assessment.
ITSs draw together competing firms at one place for one short time. This represents a potential
gold mine of low-cost access to people and information. Within a short period, a firm can learn
much about its competitive environment. It would take much longer and cost much more to
replicate through other means, e.g. secondary information. ITSs draw together many industry
participants, and even if a particular company is not present, other sources can be found to
provide desired information about that firm. (Ibid.)

Miller (1996) considers that a ITS is a good place to introduce a current product to a new market
or industry as well as to introduce a new product to an established market. New leads as well as
new sales are here strong possibilities. Further, company and product image can be promoted
among attendees, in the industry, and in the show’s geographic vicinity. ITSs are a good place to
learn more about the competition and industry trends. They can broaden company’s product
knowledge, which in turn makes a company a stronger competitor in the industry. Nevertheless,
ITSs allow conducting market research on new products. Feedback on a product’s colour, price,
appeal, and value can be gathered. Market research among attendees can also reveal open niches.
Needs which are not being met request solutions. (Ibid.)

Many firms do not even specify their objectives when participating in a trade show, much less
attempt to quantify them. The usual phrases that companies use are that they go there because the
competitors are there and it is mostly a matter of image (Bonoma, 1983). The lack of clear
objectives, combined with the lack of a framework for evaluating performance, have forced the
companies to rely on judgement when deciding on show selection, product selection, booth size,
pre-show advertising and so on (Gopalakrishna & Lilien, 1995).

2.3 Trade show promotion

A ITS provides a variety of promotional opportunities in one place to reach an audience with a
distinct interest in the market and the products being displayed. It allows companies to
simultaneously utilise all of the marketing communication tools available to them to promote
both the physical and non-physical characteristics of their products. In no other medium will all
other elements come together. Advertising, publicity, sales promotion, product demonstrations,
sales staff, key management, present and potential customers and many other elements join
together in a live, multi-dimensional event. An event that offers the opportunity to impress key
audience perceptions of the company, its individual operations, and product offerings. (Sashi, &
Perretty, 1992)

Since one of the aims with this study is to describe how Swedish SMEs use promotion to
generate booth traffic when participating in ITSs, we will in part 2.3.1 and 2.3.2 give relevant
theories of pre-show promotion activities and the promotion used during the shows. This to be
able to analyse our research area and answer our research questions.
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2.3.1 Pre-show promotion

An exhibit cannot be put together in a haphazard way. In order for a show to be successful, pre-
show campaigns are essential. The exhibitor cannot rely solely on the display to attract
customers. Potential customers should be reached prior to the show. For example, two or three
weeks before a show, formal invitations could be sent out requesting customers to come to your
booth at specific times. It must be remembered however, that the pre-program campaigns should
be consistent with the exhibit’s theme. (Bellizzi, & Lipps, 1984)

Many firms promote the fact that they will be exhibiting at a particular show well in advance
(Business Marketing 1990b). Based on advance registration lists available from show organisers
and their own customer/prospect lists, firms use different kind of tools to contact customers and
invite them to visit their booth at the show. For most firms, the decision is whether or not to;
contact the customer/prospect lists by phone, use direct mail with the list, take a page of
advertising in the related trade book, etc. (Gopalakrishna, & Lilien, 1995)

According to Miller (1996), although the pre-show promotion is important, many companies do it
on a limited scale. Of course, a well planned, well designed, and well executed pre-show
marketing takes a total dedication, but in the end, anyone will find out that the time and effort
were well spent. Several different methods can be utilised in a pre-show campaign:

� Personal prospecting – this is the most effective way to reach the potential attendees, through
personal invitations. The first step in this process is to identify the target audience and
assemble the mailing list, which includes both current customers as well as potential.
Assembling the current customer list is the easy part. It will presumably require extensive
work to gather a prospect list.

� Telemarketing is the next best thing to personal invitations. If a company already uses
telemarketing in its marketing mix, it will be easy to implement it in its pre-show marketing
plan.

� Direct mail is the best way to reach potential attendees next to personal invitations and
telemarketing

� Fax invitations
� E-mail
� Cyberspace
� Literature – trade publications are also a good way to reach the target market, especially if a

firm’s budget is small.
� Local media – many companies run ads in the business sections of local newspapers some

days before the show opens. Large shows are broadcasting reports in convention hotels via
cable television.

� Other promotional tools are newsletters, press releases, magazines, and seminars.
(Miller, 1996)

Pre-show promotion is probably more important for smaller exhibitors than for larger exhibitors.
(Williams, Gopalakrishna & Cox, 1993) Many companies believe that show management is
totally responsible for attracting visitors to the show and ultimately to their booth. Often a poor
attendance at companies’ booths results in bitter complaints to show management. Show
management is responsible only for promoting the show to the right target audience. Exhibitors
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are responsible for delivering quality traffic to the show. What visitors do at the show is not
under show management’s control. The promotion is becoming even more important as ITS
visitors have less time and money available for shows. According to industry research, 76 percent
of show visitors come with a fixed agenda. (Friedmann, 1992)

Show management often makes promotion for the show by press releases, direct marketing and
advertising. Sometimes, show management even provides promotion material to the exhibitors
like stickers, posters or invitation cards that can be handed out to potential customers. If the
company plan to do own pre-show promotion activities before participating in an ITS, it should
check with show management so it fits both the show and the country’s customs. (Miller, 1980)

All promotion should emphasise the exhibitors’ products and/or services and not the fact that the
exhibitor belongs to a certain nationality. Most show management publishes a list of the
companies that will participate in the show, and this list is often used by visitors as a reference.
Hence it is of big importance that the company is to be found in that list and that the company
name is correctly spelled and in the right place. (Ibid.)

To build up the expectations to the potential customers, it can be appropriate to advertise that the
company will participate in a show in suitable media, for example, specialist press, the list
published by show management, advertisement boards, local press or others. Direct advertising to
already identified interested party’s, like for example personal letters, telex, e-mail, phone calls,
gifts, invitations etc., are effective factors to attract attention. (Ibid.)

2.3.2 Promotion during the show

Since ITSs are primarily a promotional technique, they rely heavily upon sensory presentation.
Booth or exhibit location in high traffic areas and creative exhibit design are required for optimal
visibility. Exhibit attendants should be uniquely attired to be readily distinguished from booth
visitor. Sensory appeal to exhibit visitors is strengthened by a number of techniques including
equipment display and demonstration, working models, performance tests, application examples,
slide shows, films, sampling, exhibit lighting, taped sound effects or music, and perhaps even the
suffusion of appropriate aromas. Interest may be heightened through the use of novelties, give-
away contests, and complimentary refreshments. To sustain interest, amplify technical details
and remind visitors of the company’s exhibit after they have departed, it is important to have
ample supplies of attractive, well-designed, informative literature available in the booth.
(Banting, & Blenkhorn, 1974)

There are number of ways to promote at the booth itself. Booths are places for sharing
conversations. They are not cost-effective simply as places for distributing company brochures or
catalogues. There are three reasons why it is better to take the name of a person and send it later.
First, the information is more likely to be read when it arrives. Second, it gives a name for the
company’s database. Third, the mailing is already the second contact between the company and
the prospect. It can also be the start of building a relationship. (Chapman, 1995) Many prospects
will appreciate the company’s offer to send them brochures. This frees from having to carry
around extraneous material and find room for it in the baggage (Friedmann, 1992).
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The attractiveness of a firm’s booth is directly related to booth size, other things being equal.
Swandby (1982) has suggested that the amount of booth space should be decided in relation to
the size of the potential audience. For a given size of the potential audience, an increase in booth
size results in a grater number of visitors attracted from that audience. (Gopalakrishna, & Lilien,
1995)

There are some key factors that have an impact on the ability of an exhibit to attract its potential
audience:

� Size of the booth for a small firm is limited by the available budget. Ideally, a firm should
decide booth size relative to the number of attendees interested in its products, but the fact is
that most small and medium-size companies have booths that are undersized relative to the
number of attendees interested in their products. Due to this, the firms have to carefully
control the other factors, which have an impact on their performance in terms of attracting the
interested visitors. The relation of exhibit size relative to the number of interested people is a
very dominant factors so as to have enough capacity to handle those attracted. The control of
other factor can ensure that the firm gets out the most of its investment. (Williams,
Gopalakrishna & Cox, 1993 and Gopalakrishna & Lilien, 1995)

� Research indicates that the location of booth is a minor factor in determining performance.
Still there are factors that can affect traffic to particular exhibits. The two biggest factors
probably are traffic flow problems created by floor plan layout and the use of multiple
buildings or facilities in very large shows. The majority of shows are held in one facility.
Consequently, the primary concern for many exhibitors is with the layout of the first plan.
Companies should try to select exhibits on aisles where there is a logical flow of traffic,
preferably where traffic can flow from the front to the rear of the hall without being diverted.
They should avoid areas of irregular traffic flow such as alcoves, split end aisles, or aisles that
dead-end. These kinds of situations disturb the flow of traffic and often create pockets and
dead areas. If relegated to a poor location, companies should consider to increase pre- and at-
show promotion to make visitors aware of the exhibit’s location and presence at the show.
(Ibid.)

� Product selection is crucial. If people are interested in seeing a company’s type of products
there is a good chance of attracting them into the exhibit. More and more ITSs are providing
audience quality information, namely, product interest data. Firms should devote more space,
emphasis and prominence to those products, which elicit the highest levels of interest. (Ibid.)

Handouts and give-aways are very important promotion tools to use during an ITS. There are
literally thousands of possibilities in using the handouts as show promotion during the shows.
Handouts represent one of the most powerful methods for creating brand awareness and name
retention. At the same time, handouts are probably one of the misunderstood and misused
marketing tools. There are three qualifications that an item must meet and those are with regard
to function, printed message, and price. (Miller, 1996)

An important aspect of give-aways is to increase the memorability with the company’s customers
and booth visitors. A give-away should be practical and have the company’s name and phone
number on it. One way to use the give-aways is as a reward – the company can give it to people
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who answer right questions, enter the contest, or sign the company’s mailing list. (Friedmann,
1992) Many companies use their own products as give-aways. Food and beverage manufacturers
often provide samples of their products. Some of the companies even measure booth performance
on the number of samples that are handed out. (Chapman, 1995)

For subsequent interaction between visitors and booth personnel to be successful, that is resulting
in qualified sales leads, certain information must be gathered by both suppliers and customers at
the show. Relationship development is a dynamic process and opportunities for follow-up by the
exhibitor are crucial. The busy, complex nature of the exhibition environment may necessitate
special strategies to ensure the information obtained. For example, Everett (1989) described how
one company offered a customised monogrammed pen to everyone who completed a detailed
questionnaire about projected product requirements. Delivery of the pen occurred after two
weeks. If the questionnaire revealed that the person was “qualified”, delivery of the pen was done
by a salesperson, thus giving the company an additional contact with a potential customer, Non-
qualified visitors received their pens by mail. (Rice, G., 1992)

ITS participation is too expensive to be left to the formal exhibit alone. The real value of shows
often lies in “behind the scenes” negotiations. The atmosphere at European shows is designed to
encourage people to spend significant amounts of time in the booths they visit, thus lengthening
interactions. Most booths have their own seminar rooms, conference rooms and lounges; drinks,
snacks and even entire meals may be served to visitors. (Ibid.)

Seminars and lectures arranged by a firm at an ITS can enhance the relationship development
process between suppliers and customers. Many potential benefits hinge on a company’s ability
to develop a strong relationship with customers in the course of educating them. At the CeBIT
fair in Hannover, the world’s leading fair for office, information and telecommunications
technology, lectures have two purposes: (1) as a forum for the exchange of information between
professionals, and (2) as a vehicle for the presentation of product information aimed at a
particular target group, such as systems packages for lawyers, architects and retailers. (Ibid.)

One important aspect of any booth is its people. The image does not stop with an elaborate booth,
fancy advertising or impressive literature. These certainly help, but it is people who sell the
company and its products or services. The personnel that are chosen to represent the company are
its ambassadors. These people have the responsibility of making or breaking future relationships
with attendees, prospects and customers. (Friedmann, 1992) The company’s ITS-team’s real skill
is put to the test once they are on the show floor. This is where they can either make or break any
future business relationship. Their verbal and non-verbal messages are constantly evaluated,
either consciously or subconsciously. According to research conducted by Allen Konopacki,
Incomm Research, 56 percent of visitor’s impression is determined in the first three or four
seconds. (Ibid)

To ensure that the booth personnel have the skills that they need, the company should organise an
exhibit training session for them. Either buying a knowledgeable employee or hire a specialist to
do this. The company’s ITS responsible should meet with the booth personnel at regular
intervals, before the ITS begins and at the end of each day, to keep everyone in track. The ITS
responsible should remind them of what needs to be accomplished, evaluate performance, answer
questions, monitor goals and generally motivate everybody. It is also important to take a few
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minutes at the end of each day to address some of these matters while they are still fresh in
peoples mind. In addition, it allows the ITS responsible time to handle difficulties before the ITS
opens on the following day. (Ibid)

It is of crucial importance to record data about prospective customers and middlemen who visit
the booth - names, titles, addresses, phone numbers, inquiries, criticisms, reservations, favourable
attitudes, requirements, attendant’s assessment of their interest and commitment, etc. Such
information is necessary to convert the promotional benefits of the ITS exhibit into concrete sales
at a later date. This information is also a help in assessing the effectiveness of a particular ITS
and in comparing among alternative candidates for continued exhibition, and among alternative
sales promotion media. (Banting, & Blenkhorn, 1974)

As mentioned earlier in 2.3.1, referred to Miller, (1980), all promotion should emphasise the
exhibitors’ products and/or services and not the fact that the exhibitor belongs to a certain
nationality. Most show management publishes a list of the companies that will participate in the
show, and this list is often used by visitors as a reference.  Hence it is of big importance that the
company is to be found in that list and that the company name is correctly spelled and in the right
location. (Ibid.)

2.4 The promotion mix

There are as many definitions of what should be included in the promotion mix, as there are
books on the subject. We have chosen to make a selection of the activities that usually are
considered to be a part of direct sales promotion, that is, personal selling, advertising, sales
promotion and public relations. (Baker, 1995) ITSs are a component of each of the four main
promotional vehicles. By participating in ITSs, the company is selling, advertising and promoting
the company image, products or services. (Friedmann, 1992) In Figure 2.2 below we can see each
of the four main promotional vehicles and their connection to the ITS.

.

                                               FIGURE 2.2 Trade show connection to the promotion mix
                                                Source: Friedmann, 1992, p. 5
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As we mentioned earlier, Dudley (1990) explains how ITSs share common attributes with each of
the four promotional components. As an advertising tool, ITSs use specific media to convey
messages to target audiences. ITSs have the added advantage of being a form of direct marketing
and can generate an immediate response from the audience. As a sales promotion tool, ITSs are a
versatile and provides excitement and urgency. ITSs are also often exploited as a public relations
activity to enhance corporate image. (Rice, 1992)

2.4.1 Personal selling

Personal selling is the personal contact with one or more purchasers for the purpose of making a
sale. The importance of personal selling is such that expenditure on the sales force usually
exceeds budget for all other marketing activities together. (Donaldson, 1995)

The role of personal selling has two interrelated functions – information and persuasion. The
information role is part of a two-way process whereby information about the company’s product
or offer needs to be communicated to existing and potential customers and, in the reverse
direction, customers’ needs are correctly interpreted and understood by management. Salespeople
impart knowledge about the product or service which provides benefits to the customers and also
a range of information on promotional support, finance, technical advice, service and other
elements which contribute to customer satisfaction. Salespeople are also the face to face contact
between purchasers and the company and for good reason referred to as “the eyes and ears of the
organisation” since senior management’s customer contact may be limited. A second role that
salespeople must fulfil is persuasion. The importance of correctly identifying customers’ needs
and market opportunities can never be overstated. Nevertheless, in competitive markets
prospective customers are usually faced with an abundance of choice. As a result, adoption of the
marketing concept can be no guarantee of competitive advantage. Purchasers will have to be
convinced that their needs have been correctly identified by the company and that the offer
provides benefit over any other firm. (Ibid.)

The most significant difference between selling and other promotion efforts is the personal
contact. Personal selling employs a push strategy and is relatively expensive per contact. (Ibid.)

Personal selling is the most effective tool at certain stages of the buying process, particularly in
building up buyers’ preferences, convictions and actions. Compared to advertising, personal
selling has several unique qualities:

• It involves personal interaction between two or more people, so each person can observe the
other’s needs and characteristics and make quick adjustments.

• Personal selling also allows all kinds of relationships to spring up, ranging from a matter-of-
fact selling relationship to a deep personal friendship. The effective salesperson keeps the
customer’s interest at heart in order to build a long-term relationship.

• Finally, with personal selling the buyer usually feels a greater need to listen and respond,
even if the response is a polite “no thank you”.

These unique qualities come at a cost, however. A sales force requires a longer-term commitment
than does advertising – advertising can be turned on and off, but sales force size is harder to
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change. Personal selling is also the company’s most expensive promotion tool, costing industrial
companies almost £200 per sales call. (Kotler, Armstrong, Saunders, & Wong, 1996)

2.4.2 Advertising

Advertising is paid communication to more then one person, intended to inform or change
behaviour. The reason for advertising is usually to defend or to increase sales volume or profit.
There are several types of advertising but the most usual are adverts in daily-, specialist- and
weekly press, TV- and radio adverts and outdoor adverts. (Broadbent, 1995)

The largest expenses in advertising are media costs. Therefore it is worth wile to bestow care
upon the decision of which media to use so that the right target group will be exposed by the
message. To formulate the message is to decide how the advert will appear; what will be
conveyed, how it will be said in text and figures and which headline to use. Most of the money
that is spent on advertising goes to the ones that owns the media and makes the time and place
available for the advert. A smaller part goes to those who plan and work out the advert. An advert
has three main functions seen from the sender’s viewpoint; to attract attention, to convey across
associations and to argument and convince. If the company succeed with this, its advert or
campaign will have a great penetrative power. (Ibid.)

Because of the many forms and uses of advertising, it is hard to generalise about its unique
qualities as a part of the promotion mix. Yet several qualities can be noted:

• Because many people see ads for the product, buyers know that purchasing the products will
be understood and accepted publicly. Advertising’s public nature suggests that the advertised
product is standard and legitimate.

• Advertising also lets the seller repeat a message many times, and it lets the buyer receive and
compare the messages of various competitors.

• Large-scale advertising by a seller says something positive about the seller’s size, popularity
and success.

• Advertising is also very expensive, allowing the company to dramatise its products through
the artful use of print, sound and colour.

• On the one hand advertising can be used to build up a long-term image for a product (such as
Coca-Cola ads). On the other hand, advertising can trigger quick sales (as when a department
store advertises a seasonal sale).

• Advertising can reach masses of geographically spread-out buyers at a low cost per exposure.

Advertising also has some shortcomings:

• Although it reaches many people quickly, advertising is impersonal and cannot be as
persuasive as a company salesperson.

• Advertising is only able to carry on a one-way communication with the audience, and the
audience does not feel that it has to pay attention or respond.

• In addition, advertising can be very costly. Although some advertising forms, such as
newspapers and radio advertising, can be done on small budgets, other forms, such as
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network TV advertising, require very large budgets. (Kotler, Armstrong, Saunders, & Wong,
1996)

2.4.3 Sales promotion

Within the field of marketing communications the term “sales promotion” is frequently used as a
“catch-all” term encompassing those elements which cannot be classified as advertising, personal
selling or public relations. According to Peattie and Peattie (1994) sales promotion can be defined
as: “marketing activities usually specific to a time period, place or customer group, which
encourage a direct response from consumers or marketing intermediaries, through the offer of
additional benefits”. (Peattie, 1995)

People commonly associate sales promotion with “special offers” which provide customers with
an additional incentive to purchase, usually by a reduction in price or an increase in the quantity
of product offered. Such offers are an important part of sales promotion, but the definition takes a
wider perspective in terms of the parties that promotions can be targeted at, the responses that can
be sought, and the benefits that can be offered. (Ibid.)

A common and quite logical assumption is that the response, which any sales promotion seeks
from its target, will be an increase in sales. Despite the fact that most promotions are sales
oriented, this is a rather narrow and potentially misleading view. Promotions, like all marketing
activity, ultimately aim to generate profitable sales to satisfied customers, but the direct responses
that they may aim for are many and varied. A promotion might seek to get a customer to consume
a free product sample, to visit a retail outlet, to fill in an enquiry coupon or to explain why they
like a product in twelve words or less. (Ibid.)

Although it would be misleading to think of promotions simply as a form of marketing
communications, promotions do have an important role to play in communicating with the
marketplace. Communications effectively requires the marketer to develop the right message,
select an appropriate media and accurately target the campaign. When it comes to targeting,
promotions are more flexible than advertising, which essentially presents one message at a time
to the entire audience (a “shotgun” approach). Promotions have the ability to communicate
different messages to different customer groups. (Ibid.)

Sales promotion includes a wide assortment of tools – coupons, contests, price reductions,
premium offers, free goods and others – all of which have many unique qualities:

• They attract consumer attention and provide information that may lead to a purchase.
• They offer strong incentives to purchase by providing inducements or contributions that give

additional value to consumers.
• Moreover sales promotions invite and reward quick response, whereas advertising says, “buy

our product”, sales promotion offers incentives to consumers say, “buy it now”.

Companies use sales promotion tools to create a stronger and quicker response. Sales promotion
can be used to dramatises product offers and to boost sagging sales. Sales promotion effects are
usually short lived, however, and are not effective in building long-run brand preference. To
work, manufacturers agree that sales promotion must be carefully planned and offer target
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customers genuine value. Only then will they enhance perceived brand image, build sales and
maintain customer loyalty. . (Kotler, Armstrong, Saunders, & Wong, 1996)

2.4.4 Public relations

Public relations helps both to define and project the “personality” of the organisation to the
audiences it depends on for success. One view of public relations describes the craft as the
projection of the personality of the organisation. The corporate personality is what the
organisation is, reflects what it believes in, and determines where it is heading. But, above all, the
personality can de developed and controlled by the management, to become the central factor in
building of the corporate reputation. Perhaps the most satisfactory practical description of public
relations is that it is the management of corporate reputation. (Haywood, 1995)

A useful working definition of public relations is those efforts used by management to identify
and close any gap between how the organisation is seen by its key publics and how it would like
to be seen. Of course, there are many other factors that are essential to success, above all,
marketing itself. The best public relations will also not compensate for weaknesses in production,
quality, service or personnel and many other important business areas. Indeed it is likely that an
active public relations policy will expose rather then hide such weaknesses. (Ibid.)

Public relations or PR offers several unique qualities. It is all those activities that the organisation
does to communicate with target audiences and which are not directly paid for.

• PR is very believable: news stories, features and events seem more real and convincing to
readers than do ads.

• Public relations can also reach many prospects who avoid salespeople and advertisement
since the message gets to the buyers as “news” rather than as a sales directed communication.

• And, like advertising, PR can dramatises a company or product. The Body Shop is amongst
one of the few international companies that have used public relations as a more effective
alternative to mass TV advertising. (Kotler, Armstrong, Saunders, & Wong, 1996)

Marketers tend to underuse public relations or to use it as an afterthought. Yet a well-thought-out
public relations campaign used with other promotion mix elements can be very effective and
economical. (Ibid.)

In this chapter a literature review over the relevant theories on trade shows has been presented, as
well as the connection between trade shows and the promotion mix. In the next chapter a
conceptual framework will be developed, based on this literature study, in order to help with the
collection of empirical data and eventually in investigating our research problem.
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3. Frame of reference

In chapter two we presented an overview of the relevant literature for this study. The purpose of
this chapter is to develop a conceptual framework based on the literature survey to make it easier
for us to collect our empirical data and to investigate our research problem.

According to Miles and Huberman (1994), a conceptual framework should explain, graphically
or in narrative form the main points to be studied. Further, it might be easier to generate a
conceptual framework after a researcher has made, for example, a list of research questions as in
our case.

In this study we investigate what goals companies have for participating in ITSs, as well as what
promotional tools companies use before and during an ITS. Our first research question focuses on
what goals SMEs have when participating in ITSs. The second research question focuses on what
types of promotion tools are used by SMEs before an ITS and why these tools are used. The third
research question involves how SMEs use promotion during the show and why these tools are
used. Literature review helps us conceptualise the variables involved in ITS goals, pre-show
promotion and promotion during the show. The main points included in each stage according to
literature review in the previous chapter are as following:

1. According to Bonoma (1983) a company have two different kind of goals of participating in
an ITS, and those are selling goals and non-selling goals. Selling goals relate to direct sales to
existing and potential customers as well as qualifying of customer contacts for future selling.
Non-selling goals concern with competition, gathering of information, testing of new products
etc.

2. Pre-show promotion is one of the most important keys to successful ITS participation but
according to Miller (1996), although the pre-show marketing is important, many companies do it
on a limited scale. Based on advance registration lists available from show organisers and their
own customer/prospect lists, firms use different kind of tools to contact customers and invite
them to visit their booth at the show (Gopalakrishna, & Lilien, 1995). For most firms, the
decision is whether or not to contact the customer/prospect lists by using some of the tools listed
below:

• Personal prospecting
• Telemarketing
• Direct mail
• Fax invitations
• E-mail
• Cyberspace
• Literature
• Local media
• Show management promotions
• Other
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3. Promotion during the show: As mentioned earlier by Rice (1995), for subsequent interaction
between visitors and booth personnel to be successful, that is resulting in qualified sales leads,
certain information must be gathered by both suppliers and customers at the show. Relationship
development is a dynamic process and opportunities for follow-up by the exhibitor are crucial.
The busy, complex nature of the exhibition environment may necessitate special strategies to
ensure the information obtained. Examples of promotion activities during the show can be as
follow:

• Seminars
• Lectures
• Handouts
• Give-aways
• Design of the booth
• Size of the booth
• Location of the booth
• Product selection
• Other

As mentioned by Mässrådet (1992) there are three main stages in participating in ITS’s. These
stages, that are, ITS planning, ITS implementing, and ITS follow up, depend on each other and it
is not possible to leave out any of them and still achieve the same result. In order to be successful,
companies need to go through all the stages in this process and carefully plan each of them.

O´Hara, Palumbo and Herbig (1993) also, as Mässrådet, mention three stages of ITS participation
from the view of an exhibitor, and those are:

1. Pre-show activities, which include pre-show planning and identifying and formulating
objectives.

2. Trade show activities including behaviour and quality of booth personnel, identifying buyer
needs, and recording buyer name and position.

3. Post-show activities including visiting or calling customers/potential customers identified at
the show, and assessing ITS performance.
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In Figure 3.1 we have to the left stated the trade show process in order to understand in which
parts of the process our study will focus on. On the right side our area of focus can be seen. By
picking out the trade show goals, pre-show promotion activities, and promotion during the show,
from the two first steps in the ITS-process, we can in Figure 3.2 present an emerged frame of
reference for our study. In chapter five the emerged framework will become the basis of our data
collection which consists of seven case studies.

FIGURE 3.1 Model of the trade show process with the goals and promotion activities belonging to the process.
Source: Own construction by the authors
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FIGURE 3.1 Emerged frame of reference to study firms goals and promotion when participating in ITSs.
          Source: Own construction by the authors
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4 Methodology

The previous chapter showed how the literature has been conceptualised in this study and
provided a visual explanation of the emerged frame of reference. This chapter will cover the
methodology used in this research. The selection of research method is based on the research
problem and stated research questions. Motivations and justifications for all adopted strategies
will be given in each section.

4.1 Research Purpose

The purpose of a research can be of three different categories, namely exploratory, explanatory or
descriptive (Yin, 1994). Exploratory research methods are appropriate to use when the problem is
difficult to limit and when the researcher is uncertain what models to use and what characteristics
and relations that are important. Explanatory studies aim to answer questions with cause and
effect relations. Descriptive studies are appropriate when there is a clearly structured research
problem, meaning that the researcher knows exactly what he/she wants to know but not the
answers. (Eriksson & Wiedershiem-Paul, 1997)

The research purpose of this study is clearly structured. We are not uncertain of what models to
use and we do not intend to investigate cause and effect relations. Instead, the research aim of this
study is descriptive, i.e., to study what goals SMEs have and how SMEs use promotion to
generate booth traffic when participating in ITSs.  This will be done by attempting to describe
what goals SMEs have and how SMEs use promotion before and during an international trade
show as well as why these promotion tools are selected.

4.2 Research Approach

According to Holme and Solvang (1991), there are two general approaches to research,
qualitative and quantitative. The difference between the two is that a quantitative study is based
on data in form of numbers and qualitative data is based on data in form of words. The choice of
research approach naturally depends on the defined research problem and the data needed for
solving this problem. Quantitative data is formalised and structured and is characterised of a high
degree of control from the researcher. In a quantitative research, data like numbers and statistical
material are used and there is a larger distance between the source and the researcher than in a
qualitative research. The purpose with a qualitative approach is to gain a deeper understanding of
the problem studied. It is characterised by closeness between the source and the researcher, and a
low degree of formalisation. (Ibid.)

In this research, a qualitative approach is used. This is due to the aim of gaining a deeper
understanding of how SMEs use promotion to attract people to their booths at ITSs. In order to
understand and describe similarities and differences between SMEs’ use of promotional tools
when participating in ITSs, a qualitative approach is be the most appropriate.
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4.3 Research Strategy

Yin (1994) lists five research strategies that a researcher can choose between in social science.
These are experiments, surveys, archival analyses, histories and case studies. Yin claims that the
selection of one of these strategies depends on (1) the type of research question, (2) the extent of
control a researcher has over behavioural events, and (3) the degree of focus on contemporary
versus historical events. Table 4.1 below shows the different research strategies in relation to
these three conditions.

  TABLE 4.1 Relevant situations for different research strategies

STRATEGY

Form of research
question

Requires control over
behavioural events

Focuses on
contemporary events

Experiment How, why Yes Yes
Survey Who, what, where, how

many, how much No Yes
Archival analysis Who, what, where, how

many, how much No Yes / No
History How, why No No
Case study How, why No Yes

  Source: Yin, 1994, p. 6

In this research, there is no control over the behavioural events, and the focus is on a
contemporary event. This will influence the choice of research strategy. An experiment is done
when an investigator can manipulate behaviour directly and precisely. This can occur in a
laboratory, focusing on isolated variables. (Ibid) Hence, in an experiment, control over the
behavioural environment is required, and is therefore not possible in our research. Survey
research is, according to Tull and Hawkins (1990), concerned with systematic gathering of
information from respondents, generally in the form of a questionnaire. The use of questionnaires
could provide us with the deeper understanding of the Swedish SMEs use of promotion, but due
to limited time we have decided to rule this option out. The historical method deals with the past,
and is used when no relevant persons are alive to report (Yin, 1994). Due to the focus on
contemporary events, history is not an appropriate method in this research.

As the above discussion indicates, two strategies seem to be appropriate in our research after
ruling the survey strategy out; an archival analysis and a case study. When conducting an analysis
of archival information, Yin (1994) holds that the goal is to describe the incidence or prevalence
of a phenomenon, as we intend to do. Yin describes a case study as “an empirical inquiry that
investigates a contemporary phenomenon within its real life context, especially when the
boundaries between phenomenon and context are not clearly evident” (p. 13). Therefore we have
decided to do a qualitative case study.

According to Yin (1994), a case study can be either a single-case study or a multiple-case study.
Eriksson & Wiedershiem-Paul (1997) note that the possibilities of comparisons between the cases
are added in a multiple-case study, and that this could increase the understanding further. Herrio
and Firestone, as referred to by Yin (1994), also note that the evidence from multiple cases often
is considered more compelling, and that the study therefore is regarded as more robust. Due to
these advantages, this research is conducted by using a multiple-case study.
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4.4 Data Collection Method

When conducting case studies, Yin (1994) asserts that the data collection can rely on six different
sources. These sources include documents, archival records, interviews, direct observation,
participant observation and physical artifacts. Yin also notes the importance of using multiple
sources of evidence, so called “triangulation”, i.e. evidence from two or more sources. Table 4.2
shows the strengths and the weaknesses of the two sources of evidence used by us in this study.

  TABLE 4.2 Six sources of evidence: Strengths and weaknesses

Source of Evidence Strengths Weaknesses

Documentation � Stable - can be reviewed
repeatedly.

� Unobtrusive – not created as a
result of the case study.

� Exact – contains exact names,
references, and details of an
event.

� Broad coverage – long span of
time, many events, and many
settings.

� Retrievability – can be low.
� Biased selectivity, if collection is

incomplete.
� Reporting bias – reflects

(unknown) bias of author.
� Access – may be deliberately

blocked.

Archival Records
Interviews � Targeted – focused directly on

case study topic.
� Insightful – provides perceived

causal inferences.

� Bias due to poorly constructed
questions.

� Response bias.
� Inaccuracies due to poor recall.
� Reflexivity – interviewees gives

what interviewer wants to hear.

Participant Observation

Physical Artifacts

    Source: Yin, 1994, p. 80

Archival records have the same strengths as documentation, but are also more quantitative and
precise, so it will not be used in this study. Direct observations will not be used either, mainly due
to that it is extremely time consuming and very costly. This is also the case with participant
observation. Physical artifacts are not relevant in this study either, since there is no real need for
data on cultural features or technical operations. Since archival records, direct observations,
participant observation, and physical artifacts are not used in this study, we do not bring up their
strengths and weaknesses.

In this research, the two sources of documentation and interviews will be used, allowing for
multiple sources of evidence. Documentation that will be used is mainly in the form of company
information material, found at the companies web sites. Documentation material will provide us
with more information about the company, allowing us to obtain a clearer picture of the
companies background and products. Interviews were used due to its ability of providing a deep
insight.

According to Yin (1994), interviews can be open-ended, focused or structured. In open-ended
interviews, the interview does not follow any structured questions. Yin holds that one asks a

     Direct Observations
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respondent for both the facts of a matter as well as for the respondent’s opinion about events, and
the respondent might act more like an informant than a respondent. In a focused interview, the
respondent is interviewed for a short period of time, like an hour. Here, the researcher is more
likely to follow a certain set of questions, although the interviews might still assume a
conversational manner. Finally, a structured interview is the most settled form of interview. The
questions are clearly structured along with the lines of a formal survey.

In this study, a focused interview was conducted since a certain set of questions needed to be
answered during a limited period of time, in order to obtain data on the research questions.
However we still conducted the interview in a conversational manner since we wanted to able to
ask follow up questions, and since we wanted the respondents to be able to elaborate their
answers.

According to Eriksson and Wiederheim-Paul (1997) there are two types of interviews: personal
and telephone interviews. In this research, both interview types were used. Before the interviews
were conducted, e-mail with the interview guide was sent to the respondents (see appendix),
forming a base for the interviews. This did not only help the respondent to prepare for the
interview, but also allowed us as researchers to better prepare for follow-up questions during the
interview. We believe that this gave us the possibility of obtaining the most exhaustive data
related to our research questions. The same interview guide was used during all interviews.

Each of the telephone interviews, lasted between 45 to 60 minutes, and were all conducted in
Swedish, which is the mother tongue both of the researchers and the interviewees. During the
interviews, we both took notes and used a tape recorder in order to register the empirical data
precisely. We followed our interview guide, but also followed up with additional relevant
questions and were open to information that added to, or deepened, the issues covered in our
interview guide.

4.5 Sample Selection

As mentioned in section 4.3, a multiple-case study has been conducted. The case study includes
seven cases that are based on seven interviews with people in seven different companies,
operating in different industries.

In order to suit our research purpose, the sample collection followed some judgmental criteria. As
discussed in chapter one, promotion is one of the most important tools to bring people to the
company’s booth, and there is a need of investigating the use of promotion used by Swedish
companies to attract people to their booths. Therefore, the first sample criterion, already
mentioned in the research problem, includes that the companies have to originate from
Norrbotten. Second, we wanted the companies to operate internationally, since we wanted to
have an international perspective on our study. The third criterion is that the companies should be
small and medium sized, i.e. as we have mentioned before, companies with no more then 250
employees, not more then 25 percent owned either singly or jointly by a larger company, and
have an annual turnover of no more than ECU 40 million. There is no specific industry criterion
in this study, the companies operates in different industries which can be seen in the Table 4.3
below.



Chapter 4. Methodology

25

Companies fitting our criteria were found in a register, in the web site www.norrbotten.se,
showing companies operating in the province of Norrbotten. After identifying companies that
seemed to be possible to investigate, we called them up in order to find out if they are
participating in ITS. The seven companies that were chosen can be seen in Table 4.3 below.

             TABLE 4.3 Companies, industries and respondents included in this research

Company Industry Respondent
Fältgruppen AB Telecom/Meditech Marketing & Sales Support
Mikromakarna AB Electronics Marketing & Sales Manager
Nåiden Teknik AB Computer software Market Development & Information
Composite Scandinavia AB
Kryotherm Intressenter AB
Polaris Optik AB
Antenna AB

Plastics
Ventilation
Eyewear
Radio/Telecom

Marketing Manager
Managing Director
Marketing Manager
Marketing Executive

               Source: Constructed by the authors.

According to Holme and Solvang (1991), the selection of respondent is crucial. If the wrong
persons are being interviewed, the research may turn out to be invalid or worthless (ibid). During
the first contact with each company, the intention with the research was explained and the right
person to speak with was identified. In order to fulfil the purpose of this thesis it was of great
importance to get in contact with the persons with most knowledge and experience of working
with ITSs at the companies. Since the chosen respondents at each company were perceived to be
the most appropriate persons both by their companies and themselves, we believe that this has
been achieved. The organisational positions of these persons can be seen in Table 4.3 above.

4.6 Analysis of Data

According to Miles and Huberman (1994), most analysis is done with words. They identify two
types of analysis, within case displays and cross case displays. By display the authors mean “a
visual format that presents information systematically, so the user can draw valid conclusions and
take needed action.” (p. 91) In a within case analysis, collected data will be compared with
previous theory in order to identify differences and similarities. The aim of doing a cross case
analysis is to be able to compare the single cases with each other and to increase generalisability
in the study. In a cross case analysis, it is possible to see if the collected data in the separate cases
are diverse, typical, effective, ineffective etc. Miles and Huberman (1994) further present
matrices as good tools to visualise the collected data in order to make it easier to compare and
analyse them. Systematically structuring the collected data in logic matrices has excellent
consequences for understanding. (Ibid)

In this research, first the empirical data for each company will be presented and analysed
separately in the case studies. Further, the seven single cases will be compared with each other in
a cross case analysis, following the same structure as the frame of reference. Matrices, in the
form of tables and figures, will be used in order to visualise the collected data for a better
understanding for the reader, as recommended by Miles and Huberman (1994).
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4.7 Reliability and Validity

According to Eriksson and Wiederheim-Paul (1997), there are two important criteria that can be
used to determine the quality and trustworthiness of a research. These are reliability and validity
(Ibid).

Reliability is by Yin (1994) defined as “demonstrating that the operations of a study, such as the
data collection procedures, can be repeated with the same results”(p. 33). The goal of obtaining
high reliability is to minimise the errors and biases in a study. The objective is that if a later
researcher follows the same procedures as described by a previous researcher and conducts the
same case study all over again, the later researcher should arrive at the same findings and
conclusions as the previous. One prerequisite for the researcher to be able to repeat a previous
case study is that the procedures followed in the earlier case are documented. Hence, a good
guideline is to conduct the research so that an auditor could repeat the procedures and arrive at
the same results. (ibid)

In this study, we have tried to map out the procedures involved in detail throughout the study.
First, we have tried to develop clear research questions that guides the research. Second, the steps
that have been taken in order to collect data on these research questions have been thoroughly
described in this chapter. Furthermore, an interview guide was developed and sent to the
respondents before the interviews (see appendix), which is built upon the literature survey.
However, despite these attempts of maintaining a high reliability in this study, personal biases are
always present to some extent when conducting interviews. Hence, we cannot be sure of the
influence of attitudes and values of the respondents and us in the study. Moreover, Yin (1994)
suggests that a case study protocol and a case study database can be developed as a reliability
tactic, but this has not been used in this study.

Eriksson and Wiederheim-Paul (1997) claim that validity is the most important requirement on a
measurement instrument. According to Yin (1994) there are three kinds of quality tests regarding
the validity of a study. These are described below:

� Construct validity can be defined as “establishing correct operational measures for the
concepts being studied”.

� External validity concerns “establishing the domain to which a study’s findings can be
generalised”.

� Internal validity refers to “establishing a causal relationship, whereby certain conditions are
shown to lead to other conditions, as distinguished from spurious relationships”. (Yin, 1994,
p. 33)

Yin (1994) notes that internal validity only applies to explanatory and causal studies and not for
descriptive studies. Since this research is mainly descriptive, the test of internal validity will not
be discussed in this study. Table 4.4 on the next page shows the tactics that can be used in the
tests of the quality of construct and external validity.



Chapter 4. Methodology

27

               TABLE 4.4 Case study tactics for construct and external validity

Tests Case Study Tactic Phase of Research in which
Tactic Occurs

Construct Validity Use multiple sources of evidence
Establish chain of evidence
Have key informants review
draft case study report

Data collection

Data collection
Composition

External Validity Use replication logic in multiple
case studies

Research design

                Source: Adapted from Yin 1994, p. 33

In relation to the construct validity of this study, the principle of “triangulation”, i.e. use of
multiple sources of evidence, is followed. Both documentation and interviews are used to collect
data. The interview guide, for the telephone and the personal interviews, were read by our
supervisor before sending it to the competitors, allowing for feedback. Furthermore, both notes
and a tape recorder were used when documenting the interview. Right after the interviews, we
listened to the tape, in order to follow up what was said a second time. Effort was also put into
identifying the proper person to interview. However, the interviews were conducted in Swedish
and then translated into English, which includes the risk of translation errors. When it comes to
the personal bias between the telephone interviews and the personal interview, we do not think it
has affected the result since only one personal interview was conducted, and since all interviews
followed the same pattern. Regarding the second tactic in construct validity, the establishment of
a chain of evidence, this study builds upon existing theories related to our research questions, and
follows this base throughout the research. Hence, the data collected on the research questions is
derived from this base. Concerning the third tactic of construct validity, our supervisor has
reviewed this study continuously throughout the whole process, both on seminars and personal
meetings. Feedback from these reviews has allowed for revising of the material.

Regarding the external validity and to what extent the findings can be said to be generalisable,
Yin (1994) notes that case studies do not rely on statistical generalisation as with surveys, but
analytical generalisation. Analytical generalisation is concerned with generalising a particular set
of results to some broader theory. (Ibid) In this study, a multiple-case study of seven companies
has been conducted, which might be considered to give a better base of generalisation than a
single-case study.
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5. Case Studies

In this chapter we will present the data collected from our interviews that are based on the
interview guide in the appendix. From the interviews we can get an understanding of the goals
that SMEs, from the north of Sweden, have when participating in ITSs. Further we will
understand the promotion activities that they are using before and during ITSs. Complementary
information about the companies was obtained from web-sites on the Internet.

For each of the case studies that follow we will give some background information about
respective company, namely, year of establishment, business area, products, number of
employees, and annual turnover. Then we give a very short background about each company’s
ITS history of participation and the current degree of ITS activities, as well as what goals they
have for participating in ITSs. Finally we will present how our selected companies use pre-show
promotion activities and promotion during the show in order to generate booth traffic.

5.1 Fält Gruppen AB

The telephone interview with Fält Gruppen AB in Kalix was made with the manager in charge of
marketing and sales support, Helena Kanto.

5.1.1 Company Background and ITS participation

Fält Gruppen AB was established in 1978 in Kalix, where it hold its head office, and operates as
a supplier of advanced products and systems within the area of telecommunication and medical
technology. Products are for example, emergency phones for lifts and supply of electronic parts
depending on the demand from each customer. Today Fält Gruppen has about 90 employees and
in 1999 the group had a turnover of 55 million Swedish Crowns.

The trade show activities started in the beginning of the 1980’s both with participation in trade
shows in Sweden but also abroad. Today the group participates in about three shows every year,
both in shows for telecommunication and for medicine. Examples of ITSs that the group has
participated in are the MEDICA-show for medicine in Düsseldorf, Germany, and the Interlift-
show for telecommunications in Ausburg, Germany. Regarding the importance of ITSs as a tool
to enter the international market, Fält Gruppen started to export only some years ago and
participating in ITSs was not the first step towards internationalisation. However it is very
important for the company to participate in at least one ITS every year so the company name,
image, and their products gets more known.

Fält Gruppen AB has a very small marketing budget. Within the ITS budget about 60 percent is
spent before the show and only 10 percent at the show. The rest, 30 percent, is spent in post-show
activities such as follow-ups etc. The main reasons for the group to participate in ITSs are
primarily is to maintain and strengthen their image. But this is more important when exhibiting in
Swedish trade shows than abroad, mainly because of the location of the company, that is, in
Norrbotten. The second most important reason to participate in trade shows in Sweden is to
exhibit their products, while on the other hand, participating abroad, exhibiting is more important
than the image. The company also uses trade shows to introduce new products and this is seen, as
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the third most important reason for participating in trade shows, both in Sweden and abroad.
Many times they exhibit a product that still not is fully developed to see how the customers react
and think about it. This is normally done about three years before the product will be introduced
on the market. Other reasons for participating in trade shows, both in Sweden and abroad, are to
study the market and the competitors, get new customers, strengthen the relationship with
existing customers, and to get new contacts with suppliers and distributors.

5.1.2 Pre-show promotion activities

Before participating in ITSs the company uses many kinds of promotion activities to attract
people to their booth. The most important tool used by the company to attract people to the show
is by personal invitations by post to existing customers but also to known potential customers.
The second most important tool is email, and invitations through email are increasing even
though the company tries not to send group mail because the risk that the invited companies will
throw the group mail away. Before they also used fax but the use of email is now taking over
more and more. The third most important tool is advertisement in specialist press aiming at
attracting potential customers that they do not know the name of and the third is personal
invitations to frequent customers. Finally the company takes advantage of the advertisement that
the ITS management does. For example the company name can be seen in the show magazine as
well as where in the exhibition hall it will have its booth. Besides that the company sometimes
put an advertisement in this magazine. The company also uses their homepage on the Internet to
announce that it will participate in ITSs.

To find new potential customers and announce to them that the company will participate in an
ITS, the company do it normally by using the leads that they have collected from previous ITSs.
By looking there they can easily find potential customers and send an invitation to them. It can
also get new contacts from already existing customers and suppliers, catalogues, advertisement in
specialist press, and by searching on the Internet.

Normally Fältgruppen starts their marketing campaign about one and a half-month before the
ITS, and it is done by advertisement in trade show management magazines. This is followed by
advertisement in the specialist press one month in advantage. Finally they send personal
invitations about two to three weeks before the show to existing customers and potential
customers. Fält Gruppen also makes phone calls to the people that they have sent invitations to
inquire if they will come or not.

5.1.3 Promotion activities during the ITS

When participating in ITSs, Fältgruppen begins by designing the booth where they will exhibit
their products. The size of the booth is decided so it, first of all, is in proportion to the company
size. Second, it depends on the size of the products and the amount that they will exhibit, and
finally posters and other promotional tools used at the show. Earlier experience from ITSs also
determines the size of the booth and normally the company rents about 20 m2 of booth space.

Regarding the location of the booth it is the time in advance for reserving the location that
decides where in the show hall they will be placed. The location is important but not of really big
importance, and so, when they get their location they make the best of it will so it will attract
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people.  If the company is able to chose, the best situation for them would be to be close to the
restaurants and cafés. This because a lot of people make stops there and if the company in the
booth does not have anything to treat their visitors, it is easy for them to invite them to the
restaurant or the café. The second best location for the company would be in the centre of the
show hall where the majority of the visitors passes. Finally, the third best location for
Fältgruppen would be in a corner (not of the show hall) where it is possible to have two sides of
the booth open so it becomes more roomy.

During the shows Fältgruppen normally do not have much material to hand out to the visitors and
their products are not of such type that they can be handed out. They have brochures but they are
only handed out to visitors that are seen as potential customer, and when handing out their
brochures they always ask for, as an exchange, a visiting card from the person.

To attract people to their booth the company always has some kind of beverage and snack. What
they have depends on, first, where in the show hall they are located. If their booth is close to a
café or restaurant they normally treat their visitors for a coup of coffee there and do not have
coffee at the booth. But if the booth is located far from the cafés Fältgruppen always have coffee
at their booth so the company can invite the visitors there. Second the company also normally has
some kind of snack, and what it has depends on what the booth neighbour has. If the neighbour
has for example chips, Fältgruppen tries to have something else.

Regarding the booth personnel it is normally the same people who go to the different ITSs, but
the company has no special education for them. The personnel only need to have a good
knowledge on how to demonstrate the products. At the show the company always use leads to
establish customer contacts so they, after the show, can follow up and try to develop long–term
relationships with them. No other activities like seminars or conferences are set at the show.

When participating in ITSs the company normally brings out that they are from Sweden. For
example at the Medica show in Düsseldorf, Germany, they shared a booth with other Swedish
companies, and in the middle of the booth there was a yellow tower with blue text that spelled
“Swedish Technology”. On the other hand they do not mention the fact that Fält Gruppen is
located in the north of Sweden.

5.2 Mikromakarna AB

The telephone interview with Mikromakarna AB in Pajala was done with Mikael Isaksson,
marketing and sales manager.

5.2.1 Company Background and ITS participation

Mikromakarna AB was established in 1987 and has its headquarter in Pajala. The company has a
production co-operation with the company Techmorgeo in Murmansk. Mikromakarna is a
contract manufacturer in the electronics industry and has specialised in manufacturing products
and machines containing the latest electronics technology. Today Mikromakarna has 53
employees and had in 1999 an annual turnover of 57 million Swedish Crowns.
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The purpose behind Mikromakarnas decision to begin their ITS activities was to find new
customers. The ITS activities begun as a project between other Swedish electronics SMEs, co-
operating and sharing the same booth at ITSs, in order to lower the expenses of participating and
attracting new customers. Mikromakarna normally participates in one to two industrial ITSs
every year but for the year 2000 the company has planned to exhibit at four ITSs. The reason for
this is that the company wants to expand their international operations and to find new customers.
This began by participating in the Hannover-messe in Germany, which was held in the beginning
of this year, and it is the latest ITS the company has attended. Mikromakarna also participates in
the Eltek ITS in Helsinki, Finland. The ITS participation has been a very important tool for the
internationalisation of the company and when the company started exporting. Mikromakarna
participated in their first ITS abroad in Hannover in the beginning of this year and that led to
some contacts with possible customers.

The company uses 20 percent of their marketing budget on ITSs and 70 percent of that are used
on pre-show promotion and the remaining 30 percent are used on promotions during the show.
The most important reason for Mikromakarna to participate in ITSs is to maintain and strengthen
their relationships with existing customers so that they will remain loyal to the company. The
second most important reason is finding new customers for their products and finally the third
most important reason is to do market research in order to follow the development in the business
and to have a look at the company’s competitors to see if they launch new products.

5.2.2 Pre-show promotion activities

Before the ITS begins the company uses different methods to inform potential visitors that they
will participate in the ITS. Mikromakarna uses sex different ways to promote that they will be
participating in a ITS. The company always participates in the advertisement that the trade show
management have since it is included in the price of exhibiting at ITS. The company use personal
invitations to their permanent customers, often with a ticket to the ITS. The company also uses
mail invitations, which are sent to a lot of companies that could become customers, but also sends
mail invitations to their steady customers. The company uses some email invitations today but
that will probably increase in the future. Another way to reach potential customers is advertising
in specialist press and this is also a way for the company to reach potential customers that it has
no information about. Finally Mikromakarna uses their web-site to announce that they will be
found at the ITS.

The three most important tools for Mikromakarna to promote that the company will be
participating in an ITS are: First, to give personal invitations to their permanent customers so that
they will attend the show and make it possible for the company to deepen their relationships with
the customers. Second, to send mail invitations to a lot of potential customers to entice into
visiting their booth and to send mail invitations to their existing customers to further promote that
the company will be participating in the show. Third, to put advertisement in specialist press so
that the company will be able to reach potential new customers, particularly when Mikromakarna
participates in ITSs outside of Sweden, where they have limited knowledge of the market.

The promotion Mikromakarna use before the ITS are focused on the business idea of the
company and on its personnel. This is due to the fact that the company does not manufacture any
products of their own. The company begins promoting their participation two months before the
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ITS by sending out advertising leaflets to potential visitors, followed by taking contact with them
by telephone two to three weeks before the ITS again to make sure that the invitations have
reached them, and to confirm that they will visit Mikormakarna’s booth.

5.2.3 Promotion activities during the ITS

When participating in ITSs, Mikromakarna either does the assembling of the booth or hire
another company to do it. This depends on the size of the ITS. When it is a large ITS,
Mikromakarna design and builds the booth them selves and when it is a smaller ITS, they hire
another company to do it for them. The size of the booth is a question of how much money
Mikromakarna has budgeted for the ITS but the company has no possibility to compete with the
larger competitors when it comes to booth size. Instead they try to come up with good ideas about
the design to attract attention to their booth.

When it comes to the location of the booth it is the time in advance for reserving the booth that
determines where in the ITS hall it will be placed and the company usually send their reservation
six months in advance. The best place for the booth is at the entrance of the ITS because then the
booth will be the first one to be noticed when visitors enter the ITS. The second best location for
the company is close to competitors because they will also attract people from the same business
and increase the booth traffic. Finally, the third best location for Mikromakarna is close to a
restaurant or a café because a lot of people make stops there. And if the company has nothing in
their own booth to treat their visitors, they can always take them to the restaurant/café for a cup
of cafe or something to eat.

During the show Mikromakarna always hand out brochures to their visitors but the company do
not hand out any products since they do not manufacture any products of their own. Instead they
display the technology involved in the manufacturing process and some of their customers
products. The company always has give-aways to their permanent customers, usually some small
presents that have been manufactured in their home municipality like for example mouse pads
made out of reindeer skins.

To attract people to their booth Mikromakarna always have some kind of beverage and snack.
What they have depends on where in the show hall they are located. If the booth is close to a
restaurant/café they invite their visitors for a coup of coffee there. But if the booth is located far
from the restaurant/café the company always has coffee in their booth so it can invite the visitors
there. Mikromakarna also have some kind of snack, for example dry beef turkey or sandwiches.

When it comes to the booth personnel the company has manning the booth, they are usually the
same at every ITS. The personnel go through a ITS course, but they also learn from other ITS
exhibitors when exchanging ideas and hints. At the show the company always use leads to
establish customer contacts so that they are able to do a follow up after the show. They make
notes about everyone they talk with at the show about what they are out after and if there are any
possibilities of future co-operation and business. Other activities that Mikromakarna arrange
during the show are seminars, lectures or some other kind of activity like going out to a
restaurant. But this is only done with their most important customers so that they can build on
their customer relations, which is one of the reasons behind participating in ITSs.
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When participating in a ITS abroad Mikromakarna always design their booth so that it is clear for
visitors that the company comes from Norrbotten. They build their booth up out of dry pinewood
and have reindeer skins and stuffed animals that are located in the north part of Sweden. They
also have large and small pictures of the nature hanging on the booth walls to further enhance the
origin of the company. So far this has been a very successful way to promote the company when
they participated in the ITS in Germany and when they have participated in ITSs located in the
south parts of the Scandinavian countries.

5.3 Nåiden Teknik AB

The personal interview with Nåiden Teknik AB in Luleå was done with Magnus Högnelid,
charge of the company’s market development and information.

5.3.1 Company Background and ITS participation

Nåiden Teknik AB was established in 1984 and has its headquarters in Luleå. The company also
has offices in Gothenburg, Oskarshamn and Stockholm. Nåiden Teknik is a company that
delivers condition monitoring and process supervision/diagnostics as systems and services to
customers. Today Nåiden Teknik has 18 employees and the turnover for 1999/2000 will be
approximately 20 million Swedish crowns. The company exports their products to the
Scandinavian countries, Germany, China, South Korea and Japan.

The trade show activities started in connection with the start-up of the company and the first trade
show they participated in were in 1984, in the Technological Trade Show and the Maintenance
Trade Show, both in Stockholm. Nåiden participates in one to two ITSs every year. The last show
that the company attended was the Maintenance 2000 Trade show. The company also participates
in ITSs in Oslo, Norway and Helsinki, Finland. The importance of ITSs as a tool to start
exporting and to become an international company did not have any greater importance with the
internationalisation process of Nåiden. All of their export is a result of other contacts the
company has made on the market. Nåiden is actually now investigating if it is worth to spend
money on ITSs, this is due to the difficulties to measure the result of ITS participation. The
company is looking in to other marketing methods to use instead of participating in ITSs which it
thinks could be more useful for the company.

The company spends about 15 to 20 percent of their marketing budget on ITSs and the majority
of that is spent on promotion during the show. The main reasons for the company to attend ITSs
are first to strengthen their relationship with existing customers so that they will stay with the
company. The second is to find new customers and the third to study the market and the
competitors.

5.3.2 Pre-show promotion activities

Before participating in ITSs the company uses different kind of promotion tools to attract people
to their booth. The most important tool used by the company to attract people to the show is
personal invitations to existing customers. The company does all its sales through personal
selling so the sales people hand out these invitations along with free tickets to the show when
they visit their customers. The second most used tool is advertising in the company’s customer
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paper that has a yearly circulation of 3000 copies which is sent to the company’s permanent
customers three times a year. The third most important is advertisement on the Internet. Finally
the company also use the trade show magazine to attract people to the show and their booth.
These tools are also used so that Nåiden has a possibility to reach potential customers whom they
have knowledge about.

To find new potential customers and announce to them that the company will participate in a ITS,
they put advertisement mainly in the show magazine but also by adverts on the company’s web
page. The company has a good knowledge about the customers that exist in their line of business,
and either Nåiden or their competitors has them as customers. The company also uses the leads
that they have collected from previous ITSs. By looking there Nåiden can easily find potential
customers and send an invitation to them.

Usually Nåiden starts promoting their participation in a ITS about three months before the ITS
begins and this is done by adverts in the company’s customer paper. Second their sales people
hand out invitations to their customers when they have business meetings with them. The
promotion that the company prepares and sends out to their customers focus on the product and
in the knowledge of their personal. Other things they prepare for every show is brochures and
press releases along with some kind of presents, for example caps, pens, illustrations, et cetera,
that will be handed out to their permanent customers.

5.3.3 Promotion activities during the ITS

When participating in ITSs, Nåiden, always hire a subcontractor to assemble their exhibition
booth but they also always give guidelines of how the exterior design should be, so that they have
control of how the outcome will be. The company builds a new booth for every show they attend
in. When it comes to the size of the booth it is decided after the location of the booth on the show
floor and after the products that will be displayed. The size is also a question of how much money
the company has budgeted for the show.

Regarding the location of the booth it is the time in advance of reserving the booth that
determines where in the show floor the company will be placed. The price has little to do with the
location. Usually the company sends in their reservation in good time before the show, about
eight months in advance. The best location for Nåiden to place their booth is close to its
competitors because this will keep all companies in the same business close together and have a
better attraction to customers. The second best location is by a central pathway in the show or in
the centre of the show where the majority of the visitors pass when they walk through the show.
Finally the third best location for the booth is at the entrance of the ITS because their booth will
be seen first when the visitors enter the ITS and because the traffic is also always high there.

During the show Nåiden hand out brochures to their booth visitors and also trade journals that has
an article about the company, because this is a very good PR for the company. The company also
hand out press releases that they make themselves about news of the company, its products and
new customers to the company. The company also always has something that they give away to
their steady customers, usually some small presents like caps, pens, illustrations et cetera. During
the show the company always serve coffee and some kind of snacks to their booth visitors and to
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better attract booth visitors. The company tries to display all of their product range at every show
that they participate in.

Regarding the booth personnel it is normally the same people who go to the different ITSs, but
the company does not have any special education for them. The booth personnel have a good
knowledge of the products and are good at demonstrating them since they ordinary work as
Nåiden’s sales people. At the show the company always use leads to establish customer contacts
so they, after the show, can follow up and find new customers. The company always arranges
some kind of activities for their steady customers like a for example visit to a restaurant or just
takes their customers out for a beer.

When participating in ITSs abroad the company never brings out that they are from Sweden.
They concentrate all promotion on the products and the company itself. They also want to show
that they are a global company and that they can do business in every part of the world. The
promotion during the show is the most important to be successful when participating in a ITS and
that is why they spend most money on it.

5.4 Composite Scandinavia AB

The telephone interview with Composite Scandinavia AB in Piteå was done with Katarina
Delsing, marketing manager.

5.4.1 Company Background and ITS participation

Composite Scandinavia was founded in 1989 and is located in Piteå.  The company is in the
plastic industry and manufacturers cylinders for low-pressure gas, normally propane or butane, of
composite materials. Today the company has about 30 employees and the annual turnover in
1999 was 40 million Swedish crowns.

The company’s ITS activities began by coincidence when in 1999 in the last minute when Dow
Chemicals, one of their subcontractors, sponsored Composite’s booth. The company participates
in one ITS every year, the AEGPL Trade Show, a petroleum and gas ITS which is held in
different European cities every year. In 1999 it was held in Nice, France, this year it was held in
Haag, Holland, and next year it will be hold in Sorrento, Italy. Regarding the importance of ITSs
and its significance for the internationalisation of Composite, participating in ITSs are very
important. The reasons for this is that it is a condition to get new customers and that it gives the
company a possibility to enter the European gas market which is very large. The company has
signed an agreement with a new customer in Germany and this agreement was a direct result of
the participation in the AEGPL Trade Show. During the same ITS this year the company got
some very promising contacts that can lead to new agreements, and although Composite is
aiming on the European market in first-hand they have also found other interested parties outside
of Europe.

Composite has had very limited marketing activities and a small budget for ITSs. In the ITSs the
company has participated in so far, most of the budget has been used on promotion during the
show and only a small part has been used on pre-show promotion. The most important reasons
for Composite to participate in ITSs are first to find new customers and ITSs are a very good tool
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to accomplish that. Second, to expand and internationalise the company into the European
market, which uses much more propane and butane gas then the Swedish market. Finally the third
reason to participate in ITSs are to do market research in order to follow the development in the
business and to study the company’s competitors to follow their product development.

5.4.2 Pre-show promotion activities

The company only uses two pre-show promotion tools to inform potential visitors that they will
participate. The most important tool used by the company is personal invitations by mail to
specially chosen people in companies that look interesting and could become a customer to
Composite. The second most used tool is advertising in the trade show magazine, which gives the
company a possibility to reach potential customers that they are unaware about. The reason that
Composite only uses two pre-show promotion tools before the show is because the ITS where
they use to participate is very special. It also holds conferences beside the normal ITS activities
so all the decision-makers in the business attend. This is why Composite feels that they do not
have to promote more before the ITS, but there is a possibility that the company will use more
tools in the future.

The promotion that the company prepares and sends out to their customers focuses on the
products that they manufacture and that the company comes from Sweden. To find new potential
customers and announce to them that the company will participate in a ITS, they have addressees
to potential customers, and they also uses leads they have collected from previous ITSs. The
company has good control over which the big customers are since they mainly sell to the large
gas companies.

Normally Composite starts their marketing campaign about one month before the ITS. First it is
done by advertisements in trade show management magazines and later by mail. Other promotion
tools that the company prepares before the ITS is brochures in English with pictures that they
hand out, and posters they hang up on the booth wall. Another thing that they prepare for the ITS
is a slide show that they show to people who visit their booth.

5.4.3 Promotion activities during the ITS

When participating in ITSs Composite designs their booth where the company will display their
products and then the company buys the material for the booth at the location of the ITS. The size
of the booth is decided by the price and it has always been very expensive when the company has
participated in ITSs. One positive thing for Composite is that their products do not take up so
much booth space so the company can keep the size quite reasonable. To get the best location of
the booth depends on how much time in advance the company reserves the booth.

This year Composite had their booth nearby a restaurant and cafe and the booth was placed
against a wall and the result was very good. If the company has to choose, the best booth location
is by a restaurant or a café because the stream of public is high. The ITS where Composite has
been participating, and will participate in, is a combination of both a conference and a ITS. This
results in that the stream of people at the restaurant and café is very high when there is a pause in
the conference and people come to get a cup of coffee or something to eat. The second best place
is along the exhibition hall wall especially it is a large ITS. This is due to the fact that people can
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have difficulties in keeping track of where the centre pathway is and it is therefore better to have
the booth by a wall where it can be easier to find. Finally the third best place for the booth is by
competitors in the same business. One reason for this is that when there are many exhibitors from
the same line of business this will attract additional people to the booth. Another reason is that it
gives Composite a good opportunity to study their competitors and the products that they exhibit.

During the shows Composite only hands out brochures. Handing out stickers, decals, pencils and
other similar gifts to booth visitors does not contribute anything. If they should hand out any gifts
it has to be something special otherwise there is no idea to hand out anything. They do not hand
out any samples since their products are not of such type that they can be handed out. The
products that the company displays are their low pressure gas cylinders that comes in different
colours and three standardised sizes. The pre-show promotion and the promotion during the show
are equally important when you participate in a ITS.

Regarding the booth personal so far it has been the marketing manager, the managing director
and a representative from Dow Chemicals that has manned the booth. In the future the marketing
manager and the managing director will most likely continue to represent the company at ITSs.
Composite always has a small refrigerator with them so that they can treat to their booth visitors
to cold drinks like juice, soft drinks, water, beer and wine. Composite has so far not been
arranging any special activities like seminars, conferences or other activities during the ITS. But
since the ITS that Composite participates in is a combination between a conference and ITS.
They plan to start to hold a lecture about safety at the conference to further enhance their
products and answer questions about them since people often have a lot of questions about the
material in their products.

At the show Composite always uses visit sheets to create leads that will establish customer
contacts so that the company after the show can do follow up work and build up their contact
register so that they will be able to send out invitations to them for future ITSs. When
participating in ITSs, the company does not bring out that they are from Sweden and from
Norrbotten, but the company have been thinking of using that in some way. There can be
advantage in that but also disadvantages like the long transportation costs that occur when the
company is located so far north.

5.5 Kryotherm Intressenter AB

The telephone interview with Kryotherm Intressenter AB in Piteå was done with the Managing
Director Ingemar Vallström.

5.5.1 Company Background and ITS participation

Kryotherm Intressenter AB was established in 1968 in Skåne, but in 1970 it moved to Piteå
where it today has its factory and head office. Market offices are found in Stockholm, Finland,
Norway and Great Britain. The company manufactures all-in-one units for cooling, heating and
air handling, and most products are based on the refrigeration process. All products are developed
and manufactured in Sweden, and are made to fit offices, shops, supermarkets etc. Today the
company has 22 employees, whereas six are situated in Finland working with sales and service.
In 1999 Kryotherm had a turnover of 27 million Swedish Crowns.
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The trade show activities for Kryotherm started in the end of the 1960’s, just a couple of years
after the company was established. From the beginning the company only participated in Sweden
and the major reason was to get new customers. Today, Kryotherm normally participates in the
NordBygg-show in Stockholm and/or Göteborg, which also is the most important for the
company, and the Finnbuild-show in Helsinki, Finland that was the latest they exhibited in. They
also participate in some smaller ITSs in Finland every year. As a total, Kryotherm exhibit in one
to two shows in Sweden and about two to three shows in Finland every year. No other shows are
for the moment represented in the company’s trade show activities.

The importance of ITSs as a tool to expand out on the international market did not have any
major importance. It was not the tool to be used for their first step out on the international market.
In Finland, for example, the company started a subsidiary early and could in that way establish
connections in the Finish market. For the future the company is planning to expand their ITS
activities. In Finland, and at the shows where the company participates, they get many new
contacts from eastern countries. Since the borders are opening up, Kryotherm sees great potential
to expand over there and ITS activities will be of great help for reaching that market and to
establish new contacts. Also in Norway and in Great Britain, where the company have market
offices, they are planning in a near future to use ITSs to get new contacts and to strengthen
already existing contacts.

The company spends about 20 percent of its marketing budget on ITSs every year. Within the
show budget about 50-50 are spent before and during the show. The most important reason for
exhibiting is to introduce new products since many existing customers but also potential
customers are gathered at the show. The second most important reason is to strengthen the
company image and the third is to strengthen the relationship with existing customers. It is also of
great importance to exhibit their existing products, study the market and the competitors, get new
customers, and to get new contacts with suppliers and distributors.

5.5.2 Pre-show promotion activities

Before participating in ITSs Kryotherm uses many kinds of promotion activities to attract people
to their booth. The most important tool used by the company to attract people to the show is
personal invitations by post to existing customers but also to known potential customers. The
major reason for using this tool is because the company sees it as very effective and it is easy to
reach every prospect.

The second most important tool to attract people to the show and the company’s booth, is
advertisement in specialist press aiming at attracting many potential prospects that the company
does not know the name of.  Telemarketing is the third most important tool and it can be used to
call known potential customers. In that way the contact is personally made and this is of very big
importance for the company when communicating with their customers, suppliers and
distributors.

Finally Kryotherm also takes advantage of the advertisement that the trade show management
does. For example the company name can be seen in the show magazine and where in the
exhibition hall it will have its booth. The company also uses their homepage on the Internet to
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announce that it will participate in a ITS. These two tools reaches a lot of people and in that way
the company thinks that they have used all important promotional tools available for them in
reaching every prospect so that they will come to the show.

To find new potential customers and announce to them that the company will participate in a ITS,
the company do it normally by using the genuine list of companies of former customers and
potential customers that the company have since many years. By looking there they can easy find
potential customers and send an invitation to them. They also find potential customers through
other existing customers and contacts.

Normally Kryotherm starts their marketing campaign about two months before the ITS. This is
done by sending the personal invitations by post and by calling the prospects. Then when there
are about two to three weeks left they repeat sending the personal invitations by post and
telephone. At this time they also normally put an advertisement in specialist press and ITS
management magazines.

5.5.3 Promotion activities during the ITS

When participating in ITSs, Kryotherm first of all always buys the construction of the booth for
each show where they will exhibit their products. They lay down the general outline of the booth
design themselves but normally some choices exist, settled beforehand by the manufacturer. The
size of the booth is decided according to the type of products and the amount that they will
exhibit. The price is also a factor deciding the size of the booth.

Regarding the location of the booth it is the time in advance for reserving the location that
decides where in the show hall they will be placed. The location of the booth for the company is
important and normally the company makes reservations about two years in beforehand. If they
get a really bad location of the booth they try to negotiate with the show management in order to
get another location or to get some other advantages for the cost of the bad location.

If they were able to choose the location, the best for them would be close to the entrance. This
because at the entrance all visitors passes and the new visitors that enter the show hall are exited
and often makes stop at booths just after they have entered the show hall. The second best
location for the company would be close to the competitors. If many companies from the same
industry are located close to each other, a lot of people with the same sphere of interest will
gather there and among them many can be existing or potential customers. Finally, the third best
location for Kryotherm would be close to restaurants or cafés since a lot of people make stops
there and if the company does not have anything in the booth to offer their visitors, it is easy for
to invite them there.

During the shows Kryotherm normally have some material to hand out to the visitors like
brochures and catalogues, but also stickers, decals, pencils and other small gifts. Regarding the
catalogues they send them to the visitors after the show so they do not have to carry them around
during the show and in that way Kryotherm also gets the names and addresses of the prospects.
Finally since their products are not of such type that they can be handed out the company tries to
attract people to their booth by always having some kind of beverage and snack.
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Regarding the booth personnel it is almost always the same people who go to the different ITSs,
but they do not have any special education. Instead it is sales related people who stands in the
booth. At the show the company always use leads to establish customer contacts and by sending
the catalogues afterwards they also get names and addresses to many prospects so they, after the
show, can follow up and try to develop long–term relationships with them. No other activities
like seminars or conferences are set at the show but on the other hand they sometimes arrange
customer meetings by night in restaurants with both existing and new customers.

When participating in ITSs the company normally brings out that they are from Sweden and from
Norrbotten. For example the company sometimes have some adverts from where they are, and
they also use to bring small gifts that they can hand out at the show that are from local
manufacturers in Piteå, Norrbotten.

5.6 Polaris Optic AB

The telephone interview with Polaris Optic AB in Boden was done with the marketing manager
Gunnar Pettersson.

5.6.1 Company Background and ITS participation

In 1979 Staffan Preutz founded Polaris Optic AB, a niche company in the eyewear industry in
Boden, Sweden, manufacturing rimless eyewear of unique design. His Majesty King Carl XVI
Gustaf has appointed Polaris Optic AB as an official purveyor to the Royal Swedish Court.
Today the company consists of Polaris Optic and Polaris Inter with offices in for example Great
Britain, Japan, Australia and Italy. The group has a total of 70 employees whereas 26 are situated
in Sävast, Sweden where the head office is located. In 1999 Polaris had a turnover of 75 million
Swedish Crowns.

The ITSs activities for Polaris begun at the same time as the company started in 1979. Since the
founder Staffan Preutz, before the establishment of Polaris, already was engaged in the eyewear
chain Synsam, the new company exhibited right from the start. Chains like Synsam normally
have their own exhibitions and therefore it was an obvious step for Polaris to take and the major
reason was to get new customers and other contacts. Participation in ITS’s abroad started in 1981
in Great Britain when the company established Polaris Inter there.

Today the group participates in about four shows in Sweden every year and two abroad.
Examples of ITSs where the company participates are Optik 2000 at Stockholmsmässan in
Älvsjö, Sweden and the MIDO-show in Milano, Italy that is the world’s largest ITS for the
eyewear industry. Polaris also exhibit in Birmingham every year, which is a very important show
for them since Polaris Inter is well established there. They also participate in shows in Paris,
Dubai, Tokyo and Australia, and they are planning to go to a show in Las Vegas, U.S. this fall of
2000. The company also sometimes exhibits their products in shows that are not within their
business area, examples here are the Nolia-show and Bodens Hushållsmässa, and other local
trade shows. The company can exhibit as long as there are a lot of people visiting the show but it,
of course, depends on the costs and resources that they have to lay out for the show.
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Regarding the importance of ITSs, as a tool to come out on the international market, ITS
activities from the beginning of Polaris internationalisation did not have any greater importance.
ITS activity was not the first step to come out on the international market, this because the
founder Staffan Preutz already had a lot of contacts abroad when establishing the company.
Today, participating in ITSs are of very big importance since the majority of their customers can
be found abroad and as a matter of fact, some new contacts from ITSs have made it possible to
enter new markets. One example of that is when marketing manager Gunnar Pettersson met a
man in the eye-ware industry from Dubai at the MIDO-show in Italy. The man from Dubai
became interested in buying the products of Polaris and therefore Mr Pettersson after the show
went to Dubai. Today they have a good established relationship.

The company spends about 20-25 percent of its marketing budget on ITSs every year. Within the
show budget about 5 percent are spent before the show and 20 percent during the show. The most
important reason for exhibiting is to maintain and strengthen the relationship with existing
customers. The second most important is to get new customers, and third most important reason
is to get new contacts with suppliers and distributors. If a show is related to the introduction of a
new product or product model, this can be the most important reason for exhibiting at a ITS. The
image is normally also of great importance when participating at a show.

5.6.2 Pre-show promotion activities

Before participating in ITSs Polaris uses many kinds of promotion activities to attract people to
the show and their booth. The most important tool used by the company is personal invitations by
post to existing customers. The major reason for using this tool is because the company put big
effort in the personal contact when communicating with their customers, suppliers and
distributors, and they want to have a close relationship with them. Polaris therefore works hard
with making nice and colourful invitations that they send to some selected customers and other
personal invitations to other prospects.

The second most important tool to attract people to the show is by sending email to existing and
potential customers. This is still not made in any greater volume, but the company will use it
more and more in the future, although the personal invitations by post will be used more than
email. Finally the third most important tool is the advertisement that the trade show management
does. The company also uses fax some times if they have not had the time to send a letter to the
customers, and finally the company name can be seen in the adverts made by the trade show
management.

To find new potential customers and announce to them that the company will participate in a ITS,
they can do it in different ways. Some times the company has bought the service for finding the
prospects and they can also use different guides and statistics, but also by searching on the
Internet. Finally Polaris can find new potential contacts when talking to people in the industry. In
Sweden for example the market is quite small, there are about one thousand opticians, and
therefor the company know all the existing prospects.

Before the show they put together a package that describes the products and also a fun story, for
example the story about the arising of the company, that makes the people remember the
company and its products. In this package it is also possible to find the name of the contact
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persons; their telephone numbers, email addresses, where they can be found, as well as their
positions in the company. Some information about the prices is also given but with this they are,
really careful since it can create problems and misunderstandings with customers, suppliers and
distributors.

Normally Polaris starts their marketing campaign about seven to ten days before the ITS. This is
done by sending the personal invitations by post, email, and the other tools used by the company.
Maybe it is a bit late but they do not want, on the other hand, to be to early since they think that
the invited people will forget the invitations. Finally they also, some time before, call the
customers that they really want to visit to the show.

5.6.3 Promotion activities during the ITS

When participating in ITSs, Polaris designs their own booth. At the company there are two
employees that normally take care of the booth design. The size of the booth is decided first of
the dignity of the show. Is it a very important show for the company they want their booth
somewhat bigger so they will be seen at the show. Second, the size of the booth depends on the
cost of making it. If a competitor the last year had a really good booth, Polaris do not want to be
worse the next year and therefor put more work on it for the next time. A third factor deciding the
size of the booth is the image. At the MIDO-show in Italy for example, that is the world’s biggest
ITS within the eyewear industry, the image is of very big importance since all major competitors
are all gathered together. Since the products of Polaris are eyewear the products are small and
hence play no major factor deciding the size of the booth.

To get the best location of the booth it all depends on the contacts that the company has with the
trade show management, although the time in advance reserving the booth also is of importance.
To get a good location in a show in Sweden the company normally has a personal contact and can
by that get a good location. This is also the same for shows abroad, without a good contact with
the show management it can be difficult to get the location that the company wants. Another
factor that depends on where they will be located is the size of the booth and they can therefore,
for example, make the booth a bit smaller if they find a location better than an other where they
could have had a larger booth.

If they were able to choose, the best location for them would be close to the restaurants and cafés.
This because a lot of people make stops there and since it makes it easy for the company to invite
some visitors to the restaurant or the café even if the company always have something to treat
visitors at the booth. The second best location for the company would be in the centre of the show
hall where the majority of the visitors passes, and finally, the third best location for Polaris would
be close to the entrance of the show hall.

During the shows Polaris normally do not have much material to hand out to the visitors and their
products are not of such type that they can be handed out. However they have brochures that they
hand out and also smaller gifts like stickers, decals, pencils etc. What the company does have a
lot of are press releases but these are not handed out at the booth. Instead the press releases are
kept at the ITS office where all press releases are and can be seen. Finally they always have some
beverage and snacks to invite their visitors with.
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Regarding the booth personnel it is almost always the same people who go to the different ITSs,
but they do not have any special education. In Sweden the company do not think any education is
needed since all the personnel have good knowledge of their products and the market as a hole.
When exhibiting abroad it is different. At the MIDO-show in Italy for example the company has
representatives from many countries at the booth and therefore, the night before the show starts,
the company has a long meeting to prepare the people that will stand in the booth. The large
variation of nationalities at this show is because it is the worlds largest and it therefore is of great
importance to have people in the booth that can speak many languages.

At the show the company always use leads to establish customer contacts so they, after the show,
can follow up and try to develop long–term relationships with them. No other activities like
seminars or conferences are set at the show but on the other hand the company sometimes
arrange a large meeting for their 130 people working with the personal design of their products.
These 130 people work within the industry and have had a course in personal design and
therefore Polaris some time has arranged follow up classes for them.

Polaris normally brings out quite hard that they are from Sweden and from Norrbotten even
though the promotion of their products is the most important. For example is the business idea
given, that is, how Staffan Pruetz got his idea of the new glasses when he saw a northern light.
The northern light is therefor used a lot for bringing out the company and its products. This is
important in Sweden but of course especially abroad. Also the Swedish design is of importance
and it gives the company and its products good publicty.

5.7 Antenna AB

The telephone interview with Antenna AB in Holland was done with the marketing executive
Johanna Holmlund.

5.7.1 Company Background and ITS participation

Antenna AB was established in 1979 with the name of Kalix Elektronik AB, but in 1989 the
company changed name to Antenna AB that today is the official name. Today there are seven
companies within the Antenna Group, the parent company Antenna AB and six subsidiaries. The
group has two business areas, Antenna Care and Antenna Research and Development.  Five
subsidiaries belong to the business area Care and the sixth to the business area Research and
Development. The head office is in Kalix, Sweden and the Antenna Group designs, manufactures
and markets products and systems within radio and telecommunications. Antenna Care develops,
produces and markets Care Systems and care phones for elderly and handicapped people.
Antenna Care generates major sales volumes within the group, and personal safety systems, for
the elderly and disabled, are the main products. Major sales volumes have been achieved in
Belgium, Germany, Hong Kong, Israel, the Nordic countries, the Netherlands, and, among other
countries. Antenna Development is a consulting company within radio applications and
telecommunication systems for customers such as Bosch, Ericsson, Telia Mobile and National
Swedish Police Board. In 1999 the Antenna Group had an approximate turnover of 55 million
Swedish Crowns and it has approximately 40 employees.
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Trade show activities started in 1992 at a show in Sollentuna, Sweden, when the company had
developed a new product and wanted to find new distributors. Today the group participates in
about eight to ten ITSs every year world-wide and the great number of shows is because of a big
expansion period that the company is in. Examples of ITSs where the company participates in are
Omsorgsmässan at Sollentunamässan in Stockholm, Sweden, the Altenplege-show in Germany,
and the Housing-show in Herrigate, Great Britain. The company also participates in shows in
Ireland, Japan, Hong Kong, and the rest of Scandinavia, among others.

The importance of ITSs as a tool to expand on the international market has for many new markets
been very important and as a matter of fact the gateway. Before entering a new market Antenna
always does a marketing research to see if the potential market is worth investing in. If it is, the
company many times enter the market by exhibiting at the most important ITS within the industry
in that country to present themselves. If Antenna sees a great potential in one market the
company will return to the show next time, and since the company uses the same design of the
booth they hope that the company will be recognised among the visitors and therefore strengthen
their trademark and hopefully increase their sales.

The company spends about 50 percent of its marketing budget on ITSs every year. Within the
show budget about 20 percent are spent before the show and 80 percent during the show. The
most important reasons for exhibiting can vary depending on differences in cultures among the
countries but generally the most important reason is first to strengthen the image of the company
and trying to show up the company and build the trademark stronger. The second most important
reason to exhibit is to introduce new products since the company always has some news when
participating in ITSs. Finally the third most important reason is to study the market and their
competitors. One day at the show is always spent on visiting the competitors booths.

5.7.2 Pre-show promotion activities

Before participating in ITSs Antenna uses many kinds of promotion activities to attract people to
the show and their booth. The most important, and most used, tool by the company is invitations
by post to all existing customers. Invitations by post is used a lot since it is personal and that is
very important when communicating with their customers, suppliers and distributors. The second
most important tool to attract people to the show is advertisement in specialist press. This tool is
important since it reaches all prospects that the company wants and the majority of the decision-
makers read the specialist press.

The third most important tool is personal invitations to existing customers when the sales people
are visiting them. This is important since the personal contact with their customers is of the
utmost importance. Finally the company is represented in advertisement that the trade show
management does, not only in magazines but also in the homepage of the organisers where a link
to the company normally can be found. Advertisement is also put in the own homepage on the
Internet.

To find new potential customers and announce to them that the company will participate in a ITS,
the company does it normally by using the marketing researches made before entering a new
market. In the research, potential customers have been listed and can therefor be contacted and
invited to the show. Another good way is to put advertisements in the specialist press since many
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prospects and decision-makers read those, and finally the own homepage on the Internet has been
a good tool for reaching potential customers.

Normally Antenna starts their marketing campaign about one and a half-month before the ITS. At
that time the invitations by post are sent, and if time is given the company repeat sending the
invitations about one week before the show to remind the invited companies. The company also
announce in their homepage on the Internet that they will exhibit in a ITS and that is done about
two to three months before the show or as soon as the company knows it will participate in the
show.

5.7.3 Promotion activities during the ITS

When participating in ITSs, Antenna first of all buys the design of the booth and they always
have the same design of the booth so the visitors will recognise the company from year to year.
The size of the booth is held the same if possible, and normally it is 24 m2. This size is just large
enough regarding the price and the size of the company.

Regarding the location of the booth it is the time in advance for reserving the location that
decides where in the show hall they will be placed. Normally Antenna announce to trade show
management one year in advance that the company will participate, that is, when one show has
closed they directly say to show management that they will exhibit the next year. If they were
able to chose, the best situation for Antenna would be close to the restaurants and cafés. This
because a lot of people make stops there and it is easy for the booth personnel to invite the
visitors to the restaurant or the café for a coup of coffee. Another reason is because the booth
normally has no good space for tables and chairs and therefor it is quite difficult to invite people
to the booth. The second best location for the company would be in the centre of the show hall
where the majority of the visitors passes. Finally, the third best location for Antenna would be
close to the entrance since all the visitors pass through there.

During the shows Antenna normally have some material to hand out to the visitors like
brochures, sweets, pencils and other small gifts. Beverage and snacks are also always to be found.
The company also normally has a lottery ticket in the invitations that the company sends to the
companies before the show. If the ticket is handed in at the booth a gift is given in exchange.
Some kind of competition is also normally held at the show where the visitors have the
opportunity to win for example a T-shirt.

Regarding the booth personnel it is almost always the same people who go to the different ITSs,
that is, always one person with high technical knowledge and sales related people who have a
good knowledge on how to demonstrate the products. No special education is given for the
personnel that stands in the booth, but the day before the show starts, they have a two to three
hours meeting for preparing the personnel.

At the show the personnel always use own made leads to establish customer contacts so they,
after the show, can follow up and try to develop long–term relationships with them. No other
activities like seminars or conferences are for the moment set at the shows but for the future the
company is planning to have presentations of, for example, product news. They sometimes also
arrange customer meetings, lunches or dinners in restaurants etc. for some customers.
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When participating in ITSs Antenna normally brings out that they are from Sweden and from
Norrbotten. This because foreign people find it exotic and especially people from Asia where the
company sometimes in the booth has had a big picture from the massif in Sarek. The company
also sometimes treats the visitors on rain deer crisps, and in some occasions the competition that
they arrange have consisted of throwing a lasso on the head of a reindeer. Finally Antenna brings
out that they are from Sweden since that is seen as high quality and good technology.
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6. Analysis and Conclusions

In this chapter we will compare the data that we have obtained in our seven interviews with our
frame of reference. In the first section we will analyse what goals the companies have for
participating in ITS. Second we will analyse what pre-show promotion tools are used by SMEs
before an ITS, third we will look at each company’s promotion during the show. Finally based on
our findings, we will draw some conclusions.

6.1 Trade Show Goals

According to Bonoma (1983) a company may have two different kinds of goals for participating
in an ITS: selling goals and non-selling goals. Selling goals for the exhibitor to their existing
customers can be to maintain relationships, transmit messages to the key customers, solve
maintenance problems and stimulate re-buy. Selling goals to potential customers may be to
contact prospects/find new customers, estimate demand, transmit the messages, and register
prospects. Other selling goals are to expand the company and to find suppliers and/or distributors.
Regarding the non-selling goals, for the exhibitor to their existing customers, they can be to
introduce products, keep image, test/introduce products, do competitor and market research, and
to expose the company. The non-selling goals to the potential customers may be to, contact
prospects/find new customers, create image, test/introduce products and, do competitor and
market research.

Further Sharland and Balogh (1996), mention that ITSs are an excellent environment for non-
selling activities such as information exchange, relationship building, and channel partner
assessment. Miller (1996) considers that an ITS is a good place to introduce a current product to a
new market or industry as well as introduce a new product to an established market. New leads as
well as new sales are here strong possibilities. Further, company and product image can be
promoted among attendees, in the industry, and in the show’s geographic vicinity. ITSs are good
places to learn more about the competition and industry trends. (Ibid.)

We have found that all SMEs in this study have either selling and/or non-selling goals when
participating in ITSs. In Table 6.1 we have compiled the three main goals that each company has.

TABLE 6.1 SMEs goals for participating in ITS, as reported by the companies.
         Companies

Goals

Fält-
gruppen

Mikro-
makarna

Nåiden
Teknik

Composite
Scand. Kryotherm

Polaris
Optic Antenna

Test/Introduce Products X X X
Expand the company X

Image X X X
Competitors/ Market Research X X X X

Find new Customers X X X X
Maintain/Strengthen Relationship X X X X

Find Suppliers/Distributors X
Display Products X

Source: Constructed by the authors.
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The goals missing from the theory means that the companies not did take them into
consideration. Each company also told us what they thought was the most important goals for
participating in ITSs. The priorities expressed by companies are shown in Table 6.2 with first
priority as character a and last priority as character c. We can see that all companies, except
Antenna that has only non-selling goals, have both selling and non-selling goals. When only
analysing the most important goal for each company we see that four of the companies, i.e.
Fältgruppen, Composite Scandinavia, Kryotherm and Antenna, have non-selling goals and the
rest of the companies, i.e. Mikromakarna, Nåiden Teknik and Polaris Optic, have selling goals
when participating in ITSs.

TABLE 6.2 Main goals for participating in ITS.
     Companies

Classification

Fält-
gruppen

Mikro-
makarna

Nåiden
Teknik

Composite
Scand.

Kryotherm
Polaris
Optic

Antenna

a Image
Maintain/
Strengthen

Relationship

Maintain/
Strengthen

Relationship

Find new
customers

Test/
Introduce
Products

Maintain/
Strengthen

Relationship
Image

b
Display
Products

Find new
customers

Find new
customers

Expand the
company

Image
Find new
customers

Test/
Introduce
Products

c
Test/

Introduce
Products

Competitors/
Market

Research

Competitors/
Market

Research

Competitors/
Market

Research

Maintain/
Strengthen

Relationship

Find
Suppliers/

Distributors

Competitors/
Market

Research
Source: Constructed by the authors

By looking in Table 6.2 we can see that maintaining and strengthening the relationships with
existing customers was the most important tool for three of the companies, i.e. Mikromakarna,
Nåiden and Polaris. For two of the companies, i.e. Fältgruppen and Antenna, keeping, creating
and strengthening the image was most important, and for one of the companies, Composite
Scandinavia, finding new customers was the most important factor. Finally for one company,
Kryotherm, testing/introducing products, was the most important goal when participating in ITS.
Further we can see that for three of the companies, i.e. Mikromakarna, Nåiden and Polaris,
finding new customers was the second most important goal and for four of the companies, i.e
Mikromakarna, Nåiden, Composite and Antenna, competitors and market research was the third
most important goal when participating in ITSs. We have also found that expanding the
company, finding suppliers/distributors, and displaying products are of lesser importance for
SMEs when participating in ITSs. For example only one company, Fältgruppen, finds it
important to display its products.

We can conclude that it is difficult, in this study, to generalise that SMEs from Norrbotten have
either selling or non-selling goals when participating in ITS. Our findings seem to indicate that
the goals for participating are quite equally divided between selling and non-selling goals among
the companies. Further we conclude that there are several goals for SMEs to participate in trade
shows but the most important goal in our study for SMEs is to maintain and strengthen the
relationships with their customers. We believe the reason for this is that the competition between
SMEs is becoming more and more intense due to the globalisation of today’s markets. Therefore
we think that SMEs find it of the utmost importance to have good relationships with their
customers and to keep them loyal.
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6.2 Pre-Show Promotion

As we mentioned earlier, referred to Business Marketing (1990b), many firms promote the fact
that they will be exhibiting at a particular show well in advance. Based on advance registration
lists available from show organisers and their own customer/prospect lists, firms use different
kind of tools to contact customers and invite them to visit their booth at the show. (Ibid.)

For most firms, the decision is whether or not to: contact the customer/prospect lists by phone,
use direct mail with the list, take a page of advertising in the related trade book, etc.
(Gopalakrishna, & Lilien, 1995). According to Miller (1996), although the pre-show promotion is
important, many companies do it on a limited scale. Several different methods can be utilised in a
pre-show campaign:
� Personal prospecting
� Telemarketing
� Direct mail
� Fax invitations
� email
� Cyberspace
� Literature
� Local media
� Newsletters, press releases, magazines, and seminars etc. (Miller, 1996)

Our findings show that all the companies in this study promote that they will be exhibiting at a
trade show well in advance, and all the companies use more then one of the different kind of tools
to contact customers and invite them to visit their booth at the show. Table 6.3 shows the
different pre-show promotion tools that each of the companies use in order to attract people to the
show. From the Table we can analyse that each company uses two up to six different pre-show
promotion tools to inform existing and potential customers that the company will exhibit at a
trade show. As we can see from the Table all companies use trade show management’s
advertisement as a tool to promote their participation. The reason for this is the fact that in all
cases the advertisement is included in the price that each company pays for participating in a
trade show.

TABLE 6.3 Pre-show promotion tools used by each SME when participating in ITSs.
Companies

Tools
Fält-

gruppen
Mikro-

Makarna
Nåiden Composite Kryotherm Polaris Antenna

TS management’s adverts X X X X X X X
Personal invitations X X X X X
Telemarketing X
Invitations by mail X X X X X X
Invitations by fax X X
Invitations by e-mail X X X
Adverts on the Internet X X X X X
Adverts in Specialist press X X X X
Adverts in local media
Others (Customer paper) X
Total 6 6 4 2 6 5 5
Source: Constructed by the authors.
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All companies, except Nåiden, use invitations by mail, both personal and impersonal, to existing
customers as to potential customers, to announce that they will exhibit at a trade show. Also all
companies, except Fältgruppen and Composite, use personal invitations, i.e. inviting the
prospects when visiting them face to face. Further invitations by fax are used but only by
Fältgruppen and Polaris, and finally invitations by e-mail are used by three companies,
Fältgruppen, Mikromakarna and Polaris.

According to Miller, (1980), to build up the expectations to the potential customers, it can be
appropriate to advertise that the company will participate in a show, in suitable media, such as,
specialist press, the list published by show management, advertisement boards, local press or
others. Our findings show that only two different media are used to promote that a company will
participate in a trade show, and those are advertisement on the Internet and advertisement in
specialist press. First, all companies, with the exception of Composite and Polaris use adverts on
the Internet. Second, all companies, except Nåiden, Composite and Polaris use specialist press.
For the case of Nåiden, instead of using specialist press, the company has its own customer paper
where trade show participation is advertised and therefore specialist press is not used. Finally, in
Table 6.3 we can see that only one company, i.e. Kryotherm, uses telemarketing to announce that
they will participate in a trade show.

We can conclude that all companies consider pre-show promotion important and all companies
use several tools to promote that they will participate in a trade show. However, Composite only
uses two tools to promote their participation but this is due to the fact that the trade show where
the company uses to participate is very special since almost all the actors within the market are
present. Another reason is that the company has recently employed a marketing manager that will
increase the company’s marketing activities.

We can also conclude that mail remains the most important tool, as can be seen in Table 6.4,
when the companies inform prospects of trade show participation, even though communication
by email is becoming more and more common and wide spread among the actors in the business.

TABLE 6.4 Three most important pre-show promotion tools used by SMEs when participating in ITSs.
Comp.

Class.

Fält-
gruppen

Mikro-
Makarna

Nåiden Composite Kryotherm Polaris Antenna

a Invitations by
mail

Personal
invitations

Personal
invitations

Invitations by
mail

Invitations by
mail

Invitations by
mail

Invitations by
mail

b
Invitations by

e-mail
Invitations by

mail
Customer

Paper

TS
management’s
advertisement

Advertisement
in specialist

press

Invitations by
e-mail

Advertisement
in specialist

press

c
Advertisement

in specialist
press

Advertisement
in specialist

press

TS
management’s
advertisement

Telemarketing
TS

management’s
advertisement

Personal
invitations

Source: Constructed by the authors.

The reason for this is that the SMEs believe that mail has a more personal impression to the
recipient. All companies in this study are very particular about the personal contact with their
customers, suppliers and distributors when communicating with them. Further we can conclude
that two companies, i.e. Nåiden and Mikromakarna, do not have invitations by mail as the most
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important tool, but instead have personal invitations as the most important tool to invite their
prospects. This strengthens the statement that SMEs are very particular about the personal contact
to maintain a good relationship with their customers, suppliers and distributors.

Regarding advertisement we can see in Table 6.4 that advertisement in specialist press is
considered more important than advertisement on the Internet. This we conclude since no
company told us that advertisement on the Internet is one of the three most important pre-show
promotion tools, while advertisement in specialist press is considered to be the second most
important tool by two companies, i.e. Kryotherm and Antenna, and the third most important tool
by two other companies, i.e. Fältgruppen and Mikromakarna. Further we can see in Table 6.3 and
6.4 that no company uses advertisement in local media. From this we can draw the conclusion
that advertisement in the specialist press is the most important advertisement tool and the second
is Internet. Local media seems to have no significance, and we believe the reason to this is that
local media does not reach the prospects effectively. However our opinion is that the continuos
development of the Internet and the rapid growth of companies using the Internet will increase its
significance in the future and give companies a more effective way to advertise to their
customers, distributors and suppliers that visits the ITS.

6.3 Promotion during the show

As mentioned earlier there are some key factors that have an impact on the ability of an exhibit to
attract its potential audience; first, the size of the booth for a small firm is limited by the available
budget. Ideally, a firm should decide booth size relative to the number of attendees interested in
its products, but the fact is that most SMEs have booths that are undersized relative to the number
of attendees interested in their products. Second, the location of booth is a minor factor in
determining performance. Still there are factors that can affect traffic to particular exhibits. The
two biggest factors probably are traffic flow problems created by floor plan layout and the use of
multiple buildings or facilities in very large shows. The majority of shows, however, are held in
one facility. If relegated to a poor location, companies should consider to increase pre- and at-
show promotion to make visitors aware of the exhibit’s location and presence at the show. Third,
product selection is crucial. If people are interested in seeing a company’s type of products there
is a good chance of attracting them into the exhibit. (Williams, Gopalakrishna & Cox, 1993 and
Gopalakrishna & Lilien, 1995)

Further Williams, Gopalakrishna & Cox, (1993) and Gopalakrishna & Lilien, (1995) stated that
the location of booth is a minor factor in determining performance. Companies should try to
select exhibits on aisles where there is a logical flow of traffic, preferably where traffic can flow
from the front to the rear of the hall without being diverted. They should avoid areas of irregular
traffic flow such as alcoves, split end aisles, or aisles that dead-end. According to Table 6.5, we
can conclude that when the SMEs in our study have the possibility to choose their booth location
the majority, i.e. Fältgruppen, Composite, Polaris, and Antenna, have restaurants and/or cafés as
the most preferred booth location. The reason for this is that the traffic flow is high, and since the
companies have the possibility to treat booth visitors to the restaurant and/or cafés.

From Table 6.5, we can also conclude that the next best booth location is by entrance of the trade
show since two of the companies, i.e. Mikromakarna and Kryotherm, have that as the best booth
location and another three companies have it as the third best booth location. The reason for this
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is that the traffic flow is high and that the companies’ booth that are located by the entrance are
the first ones that ITS visitors see. Finally by looking at Table 6.5 we can conclude that the third
best booth location is besides competitors since one of the companies, i.e. Nåiden, has this as the
best possible booth location. Two companies, i.e. Mikromakarna and Kryotherm have it as the
second best booth location and one company, i.e. Composite, has it as the third best booth
location. The reason for this is that when competitors in the same business are located beside
each other it will draw more visitors with the same interest to that location of the ITS as well as
the possibility to examine the competitors’ products.

TABLE 6.5 Preferred locations for SMEs when participating in ITS.
Comp.

Class.
Fält-

gruppen
Mikro-

Makarna
Nåiden Composite Kryotherm Polaris Antenna

a
By

restaurants/
Cafés

By the
entrance

Besides
Competitors

By
restaurants/

Cafés

By the
entrance

By
restaurants/

Cafés

By
restaurants/

Cafés

b
Centre of
show hall

Besides
Competitors

Centre of
show hall

Along show
hall wall

Besides
Competitors

Centre of
show hall

Centre of
show hall

c In a corner
By

restaurants/
Cafés

By the
entrance

Besides
Competitors

By
restaurants/

Cafés

By the
entrance

 By the
entrance

Source: Constructed by the authors

As referred to Williams, Gopalakrishna and Cox (1993), as well as to Swandby (1982), the size
of the booth for SMEs are limited by the available budget, and a firm should decide booth size
relative to the number of attendees interested in its products. We can conclude, by our findings,
that for all the companies in our study the budget plays a big role when deciding the booth size,
while the number of attendees interested in the company’s products is of minor importance or no
importance at all. Our findings also indicate that the factors like the dignity of the show, the
company image, the type of and the amount of products, the size of the company itself, earlier
experience of ITSs, and the location of the booth at the show floor play a major role for SMEs
when deciding on the size of their booth. But generally for all SMEs participating in ITSs, the
most important factor deciding the size is the price that trade show management charges.

According to Miller, (1996) handouts and give-aways are very important promotion tools to use
during an ITS. Handouts represent one of the most powerful methods for creating brand
awareness and name retention. At the same time, they are probably one of the misunderstood and
misused marketing tools. There are three qualifications that an item must meet and those are with
regard to function, printed message, and price. Rice (1992) says that seminars and lectures
arranged by a firm at an ITS can enhance the relationship development process between suppliers
and customers. Many potential benefits hinge on a company’s ability to develop a strong
relationship with customers in the course of educating them.

Further Rice, (1995) mentions that the busy, complex nature of the exhibition environment may
necessitate special strategies to ensure the information obtained. Examples of promotion
activities during the show can be handouts, give-aways, and products etc. Seminars and lectures
are also examples of activities that can enhance promotion during the show.



Chapter 6. Analysis & Conclusions

53

When it comes to promotion tools used during the ITSs, our findings show that all companies
hand out different things to the visitors. All companies hand out brochures in many languages
and all companies to some extent serve the visitors snacks and beverage. Regarding give-aways,
three of the companies, i.e. Kryotherm, Polaris and Antenna, give booth visitors gifts like for
example pencils, stickers, and decals etc. Two of the companies, i.e. Mikromakarna and Nåiden,
have more expensive gifts that they hand out, but only to their key customers. The gifts are often
smaller products, manufactured by other companies from their home municipality, like mouse
pads made of the skin from reindeers etc. Finally two of the companies, i.e. Fältgruppen and
Composite, have no give-aways except the brochures. None of the companies in our study hand
out product samples since the products that they manufacture are of such character that they
cannot be handed out. We can conclude that all companies to some extent use handouts and/or
give-aways to promote the company at the show. All companies think that handing out brochures
is a good method to create brand awareness and name retention. But when it comes to give-
aways, most companies in our study believe that give-aways like pencils, stickers and decals etc
are of little or no importance when promoting the company at the show.

As mentioned earlier, referred to Rice, (1992), seminars and lectures arranged by a firm at an ITS
can enhance the relationship development process between suppliers and customers. Our findings
show that two of the companies, i.e Fältgruppen and Composite, do not arrange any activities at
all during the ITS, and only one company, Mikromakarna, arranges seminars or lectures when
participating in ITSs. On the other hand four of the companies, i.e. Nåiden, Kryotherm, Polaris
and Antenna, arrange some activity in connection with the trade shows, but instead of arranging
something during the day at the show they invite them out by night for dinner. We can conclude
that for SMEs in our study, seminars and lectures are not common activities when participating in
ITSs. Most SMEs do not have the people, time and financial assets to arrange bigger events like
seminars, lectures or conferences. Instead SMEs have to find other methods to enhance the
relationship with customers and suppliers, and having a smaller gathering like dinner is one such
method.

According to Friedmann, (1992) one important aspect of any booth is its people. The image does
not stop with an elaborate booth, fancy advertising or impressive literature. These certainly help,
but it is people who sell the company and its products or services. The personnel that are chosen
to represent the company are its ambassadors. These people have the responsibility of making or
breaking future relationships with attendees, prospects and customers. To ensure that the booth
personnel have the skills that they need, the company should organise an exhibit training session
for them.

By analysing our seven case studies we have found that all the companies normally have the
same personnel standing in their booth in every trade show where they participate. However, the
majority of the companies do not have any longer course for educating their personnel. Only one
company, Mikromakarna, has people that have gone through a course in how to perform the best
when exhibiting at a trade show. Further, two of the companies, i.e. Polaris and Antenna, use to
have a two to three hour meeting the day before the show starts to prepare the booth personnel
and give guidelines for how to manage and inform the visitors. We can conclude that having the
booth personnel go through any formal education is of minor importance. The majority of the
companies have booth personnel that consist of professional sales people with good knowledge of
the products and/or good technological knowledge. It is also often the same people who man the
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booths and they have therefore good experience in exhibiting at trade shows. Another reason for
the lack of any formal education is that most SMEs do not have the financial strength to let their
booth personnel go through a specific trade show participation training program.

According to Miller, (1980) all promotion should emphasise the exhibitors’ products and/or
services and not the fact that the exhibitor belongs to a certain nationality. Most show
management publishes a list of the companies that will participate in the show, and this list is
often used by visitors as a reference.  Hence it is of big importance that the company is to be
found in that list and that the company name is correctly spelled and in the right location.

Our findings show that two of the componies, i.e Composite and Nåiden, focus all their
promotion on their products and their employees and do not mention anything at all that they are
from Sweden. The rest of the companies in this study, i.e. Fältgruppen, Mikromakarna,
Kryotherm, Polaris and Antenna, focus their promotion mainly on their products and on their
employees, but they also bring out that their origin from Sweden. Some of them also promote
very hard that they origin from Norrbotten, for example, by promoting the wild life, nature and
the northern light. We can conclude that promoting the products is the most important for SMEs
when they participate in ITSs. But we can also conclude that the majority of the companies find it
important to promote the country of origin, in these cases Sweden, since many times, Sweden is
seen as a producer of products with good quality, high technology and fine design.
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7. Summary

The aim with this thesis was to describe Swedish small and medium-sized enterprises’ goals for
participating in international trade shows as well as their promotion activities before and during
international trade shows. In order to gain a deeper understanding of our research problem we
have done a multiple case study consisting of seven companies from Norrbotten, Sweden, and
their experience from international trade show participation. In this chapter we will for each part
summarise our conclusions according to our research questions. Finally we will give some
suggestions for further research.

7.1 What are the main goals for SMEs to participate in ITSs?

We can conclude that it is difficult to generalise that the SMEs in our study have either selling or
non-selling goals when participating in ITSs. Our findings indicate that the goals for participating
are quite equally divided between selling and non-selling goals among the companies.

We can also draw the conclusion that there are several goals (both selling and non-selling) for
SMEs to participate in ITSs, but the most important goal is to maintain and strengthen the
relationships with the companies customers. We believe the reason for this is that the competition
between SMEs is increasing due to the globalisation of today’s markets. Therefore we think that
SMEs find it of the utmost importance to have a good relationships with their customers and to
keep them loyal.

7.2 What types of promotion tools are used by SMEs before an ITS, and why are these tools
used?

We have concluded that all companies consider pre-show promotion important and all companies
use several tools to promote that they will participate in a trade show. All companies use trade
show management’s advertisement as a tool to promote their participation. The reason for this is
the fact that in all cases the advertisement is included in the price each company pays for
participating in a trade show.

Further all companies, except one, use invitations by mail to announce that they will exhibit at a
trade show. Also all companies, except two, use personal invitations. These tools are used
because the SMEs believes that they have a more personal impression to the recipient. All
companies in this study are very particular about the personal contact with their customers,
suppliers and distributors when communicating with them. Finally invitations by fax are used but
only by two companies, and invitations by e-mail are used by three companies. The reason for the
little use of fax is much due to the development of the Internet and the use of e-mail that more
and more companies are taking into use to invite potential visitors.

Regarding mass-advertisement, to reach potential visitors others than already invited, only two
different media are used to promote that a company will participate in a trade show, and those are
advertisement on the Internet and advertisement in specialist press. Advertisement in specialist
press is ranked higher than advertisement on the Internet, and local media seems to have no
significance, and we believe the reason to this is that local media does not reach the prospects
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effectively. Our opinion is that the continuos development of the Internet and the rapid growth of
companies using the Internet will increase its significance in the future and give companies a
more effective way to advertise to their customers, distributors and suppliers that visits the ITS.

7.3 What types of promotion tools are used by SMEs during an ITS, and why are these tools
used?

We can conclude by our findings that for all the companies in our study the budget plays a big
role when deciding the booth size, while the number of attendees interested in the company’s
products is of minor importance or no importance at all. Our findings also indicate that the factors
like the dignity of the show, the company image, the type of and the amount of products, the size
of the company itself, earlier experience of ITSs, and the location of the booth at the show floor,
play a major role for SMEs when deciding on the size of their booth. Generally for the SMEs
participating in ITSs, the most important factor deciding the size is the price that trade show
management charges.

We have also concluded that when the SMEs in our study have the possibility to choose their
booth location the majority has ranked restaurants and/or cafes as the most preferred booth
location. The reason for this is that the traffic flow is high, and since the companies have the
possibility to treat booth visitors to the restaurant and/or cafés. Further we concluded that the next
best booth location is by entrance of the trade show since two of the companies have ranked that
as the best booth location and another three companies have ranked it as the third best booth
location. The reason for this is that the traffic flow is high and that the companies’ booth that are
located by the entrance are the first ones that ITS visitors see. Finally we can conclude that the
third best booth location is besides competitors since one of the companies has ranked this as the
best possible booth location. Two companies have ranked it as the second best booth location and
one company has ranked it as the third best booth location. The reason for this is that when
competitors in the same business are located beside each other it will draw more visitors with the
same interest to that location of the ITS, as well as the possibility to examine the competitors’
products.

Regarding handouts and/or give-aways we concluded that all companies, to more or less extent,
use them to promote the company at the show. All companies think that handing out brochures is
a good method to create brand awareness and name retention. But when it comes to give-aways,
most companies in our study believed that give-aways like pencils, stickers, and decals etc are of
little or no importance when promoting the company at the show.

For seminars and lectures we concluded that they are not common activities when participating
in ITSs for SMEs. Most SMEs do not have the people, time and financial assets to arrange bigger
events like seminars, lectures or conferences. Instead SMEs have to find other methods to
enhance the relationship with customers and suppliers, and having a smaller gathering like dinner
is one such method.

We concluded that having the booth personnel go through any formal education is of minor
importance. The majority of the companies have booth personnel that consist of professional
sales people with good knowledge of the products and/or good technological knowledge. It is
also often the same people who man the booths and they have therefore good experience in
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exhibiting at trade shows. Another reason for the lack of any formal education is that most SMEs
do not have the financial strength to let their booth personnel go through a specific trade show
participation training program.

Finally we can conclude that promoting the products is the most important for SMEs when they
participate in ITSs. But we can also conclude that the majority of the companies find it important
to promote the country of origin, in these cases Sweden, since many times, Sweden is seen as a
producer of products with good quality, high technology and fine design.

7.4 Suggestions for future research

Through out the work of doing this thesis we have found many other interesting areas within
trade show promotion activities, that further research could investigate. Some of these aspects
that could be looked into more deeper are:

• Differences in international trade show promotion activities between SMEs and MNCs.

• Trade show promotion on the Internet.

• Differences in international trade show promotion activities between Europe and Asia and
other cultures.

• Promotion activities in international trade shows vs. Promotion activities in domestic trade
shows.
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Appendix

Interview Guide

1. Basfakta om företaget och dess mässverksamhet

1. Företagets namn
2. Huvudkontor
3. Kontaktperson samt position i företaget.
4. Etableringsår
5. Antal anställda
6. Produkter/Bransch
7. Omsättning 1999
8. Hur började eran mässverksamhet?
9. När deltog ni första gången i en mässa?
10. Hur många mässor deltar ni i per år?
11. Vilka mässor deltar ni i eller har deltagit i?
12. Vilken var den senaste mässan ni deltog i?
13. Vilka mässor har ni deltagit i utanför Sverige?
14. Hur stor del av marknadsföringsbudgeten används till mässor?
a) Promotion före mässan
b) Promotion under mässan

15. Vilka är era viktigaste anledningar att delta i mässor?

a) Introducera en ny produkt
b) Inleda/expandera internationalisering av företaget
c) Image, visa upp företaget
d) Studera marknaden/konkurrenterna
e) Skaffa nya kunder
f) Stärka relationerna med nuvarande kunder
g) Skaffa nya kontakter med distributörer/leveramtörer (i nätverk)
h) Direktförsäljning av era produkter
i) Ställa ut Era produkter
j) Annat_____________________________________________________

2. Promotion före mässan

16. Hur informerar ni potentiella besökare om att ni ska delta i en mässa
a) Endast via mässarangörens marknadsföring Om ja, varför?
b) Personliga inbjudningar Om ja, varför?
c) Telemarketing (ringer till potentiella besökare) Om ja, varför?
d) Inbjudningar via post Om ja, varför?
e) Inbjudningar via fax Om ja, varför?
f) E-mail Om ja, varför?



g) Annonser på internet sajter Om ja, varför?
h) Fack tidningar Om ja, varför?
i) Lokal press Om ja, varför?
j) Annat ____________________________________________________

17. Vilka av de nedanstående verktyg anser ni vara viktigast?

a) Endast via mässarangörens marknadsföring
b) Personliga inbjudningar
c) Telemarketing (ringer till potentiella besökare)
d) Inbjudningar via post
e) Inbjudningar via fax
f) E-mail
g) Annonser på internet sajter
h) Fack tidningar
i) Lokal press
j) Annat ____________________________________________________

18. Koncentrerar ni eran promotion på era produkter eller någon annan
del av företaget t.ex ursprungsland, ort, region, personal etc.?
19. Hur finner ni potentiella kunder att meddela att ni kommer att medverka i
mässan?
20. Hur lång tid före mässan börjar ni marknadsföra eran medverkan?
21. Vad för slags skrivet material förbereder ni före mässan?
22. Förberder ni något annat promotions material före mässan?

3. Promotion under mässan

23. Design av båset, gör ni det själva eller köper ni in den servicen?
24. Hur bestämmer ni storleken på båset?
25. Hur går ni till väga för att få den bästa placeringen av båset?

26. Vilken plats i mässhallen anser ni vara den bästa platsen för placeringen av
båset?
a) Vid ingången Om ja, varför?
b) Vid toaletter Om ja, varför?
c) Vid restauranger/caféer Om ja, varför?
d) Utefter mässhallens vägg Om ja, varför?
e) Mitt i mässhallen Om ja, varför?
f) Nära konkurrenter Om ja, varför?
g) annat_____________________________________________________

27. Delar ni ut material?



a) Broschyrer
b) Kataloger
c) Varuprover
d) Klistermärken, dekaler, pennor, etc.
e) Annat_____________________________________________________

28. Vilka varuprover/produkter ställer ni ut, delar ni ut gratisprover?
29. Ger ni era anställda som bemannar båsen någon utbildning före mässan
i PR eller något annat för att få ett bra resultat av mässan?
30. Bjuder ni besökarna på förfriskningar, snacks, etc.?
31. Ordnar ni andra aktiviteter före eller under mässan som seminarier,
konferenser, annat?
32. Använder ni s.k intresseanmälan för att etablera kundkontakter?
33. Framhäver ni att ni är från Sverige eller Norrbotten på något sätt?

34. Vilken aktivitet anser ni är viktigast, promotion före mässan eller
promotion under mässan? (Varför?)

35. Vilken betydelse har mässdeltagandet för företaget på sin
väg ut på den internationella marknaden?

36. Har eran export (Internationalisering) börjat via deltagande i
 mässor (Utanför Sverige)?


