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UNIT 1 TRADE FAIRS

Reading 1

Trade Fairs as Part of the Marketing Mix

Trade fairs are a platform for cooperation initiatives; they are meeting places and
distribution centers for exchanging products, ideas and know-how. A whole range of
marketing aims can be realized at a trade fair. In just a few days the changes of market
success of different products and services can be put to the test. Market procedures as
changes in direction and speed of future developments will become apparent.

1. General marketing aspects

The marketing function of the trade fair

The basic decision about whether to participate in a trade fair can only be taken after all
the questions relating to marketing have been answered. In order to clarify the point “trade
fairs as part of the marketing mix”, we shall first have to define the term “marketing”.

Marketing can be understood as the planning, coordination and monitoring of all
company activities directed towards present and potential markets. These company activities
serve the purpose of long term fulfillment of the customer’s needs on the one hand, and the
fulfillment of the company’s objectives on the other hand.

To achieve this, the company must bring its whole range of marketing policies into play.
The marketing mix consists of product design, adapting to price and conditions and the
measures necessary for distribution and communication. These tools enable the company to
exert an active influence on the sales market.

The trade fair can no longer simply be regarded as an efficient means of distribution; on
the contrary, it affects all elements of the marketing mix especially in the case of capital
equipment. For the trade fair has changed from being simply a place to buy, it is now
increasingly a source of information and communication.

There is great potential for effective marketing in almost every aspect of the mix. When
exhibitors take part in a trade fair, they can bring into play their company policies on
communication, price and conditions, distribution and products.

Most exhibitors regard participation in a trade fair as an integral component of their
marketing mix. Trade fairs serve to fulfill the most diverse company aims.

Marketing at trade fairs means rationalization, because trade fairs can be used for a

variety of different functions. Hardly any other marketing tool is capable of combining the
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detailed presentation of the company and its products with personal customer contact.

Trade fairs are also the source of a multitude of sales leads which are essential
component parts of any company’s sales policy. This is where market procedures, type and
scope of changes as well as direction and speed of future developments really come to light.

Trade fairs are a unique medium with unique possibilities. Unlike an advertisement in a
newspaper, a promotional letter, brochure or catalogue which all conveys a purely abstract
impression, at a trade fair the product itself is the center of attention. Machines and systems
are shown in operation; personal information is directly and inextricably linked to expert
technical presentation.

Nor can trade fairs be replaced by highly sophisticated information technology; on the
contrary, many products and services have an increasing need to be explained; diverse
application possibilities make the ultimate decision more difficult for the buyer. The range of
products available is growing all the time. Exchanging experience and verbal communication
are becoming increasingly important. The basis of personal trust between the business
partners is therefore one of the most significant factors in making the final decision. In
national and in international competition, close customer relationships have taken on a key
significance as a strategy for success.

Many marketing objectives can be realized by visiting potential customers at their place
of work. Experts have, however, come to the conclusion that, in spite of the expenditure
involved in participating in a trade fair, there is on other situation where it is possible to
reach so many competent specialists in such a short time as at a trade fair.

The acceptance of a new product or of a prototype can be tested very quickly at a trade
fair. The reactions of visitors provide invaluable information for market research.

An additional advantage of participation in a trade fair is the opportunity to maintain
contact with regular customers. Instead of the high costs of a visit and the valuable time
involved, a short conversation at the trade fair stand will renew the contact and ensure a
more intensive business relationship.

Participation in a trade fair must often be seen in conjunction with other marketing
tools. For example, if the main aim of participation is to develop existing contacts with
regular customers, there must be an intensive campaign to attract them to the trade fair. If,
however, the priority is to attract new customers, the advertising campaign must have a
broader appeal.

A simple analysis of what happens at a trade fair shows that this marketing tool can
achieve a great variety of far-reaching objectives. All the factors mentioned emphasize the
importance of trade fairs as part of the marketing mix.

Participation in trade fairs as a company procedure

Just like advertising, sales promotion and public relations, the subject of participation in
a trade fair is often hotly discussed throughout all management levels of the company.
Insufficient knowledge of the relevant factors, e. g. the selection process and the effect of

participation in a trade fair can lead to skeptical reactions or even to rejection of participation



UNIT 1 TRADE FAIRS =« 3 -«

in a trade fair. The uncertainties can only be eradicated if participation in a trade fair is
regarded as a company procedure, or if it is linked to the dynamic process of a company.
Collection and analysis of all relevant internal data (product, product range) and external
data (customers, competition) is the first item on the agenda.

After this, the company’s own marketing concept must be evaluated with the aid of the
data and pre-conditions. The evaluation clarifies whether a trade fair should be used as an
additional marketing medium. The evaluation is also required to establish appropriate
strategic measures, e. g. aims at the trade fair as well as tactical measures, e. g. employing
an individual marketing mix. The realization, that is, the success of the individual aspects,
requires appropriate organization, management and monitoring.

2. Trade fairs as part of the communications mix

The process of communication represents an exchange of news and information.

This is also the case at a trade fair, although the exhibitor is at first more in the role of
information provider with his stand, products and staff; the visitor initially takes on the role
of the information receiver, but later he also becomes an active participant in the exchange of
information. The actual trade fair takes on the role of the medium; thus, communication is
one of the central functions of trade fairs and exhibitions.

The instruments of a company’ s communications policy are advertising, sales
promotion, personal sales discussions and public relation. However, market research or the
visual image expressed in a company’s corporate design can also be included.

The prominent position of the trade fair in comparison to other means of communication
is very obvious as a means of communication.

It is clear that the scope of participation in a trade fair, intensive contact between
exhibitors and visitors can be achieved—a good relationship with customers. Personal
conversations between exhibitors and visitors have great value, because this is the only way
to develop lasting business relationships and improve existing ones.

It is also the case that a trade fair can convey much more vivid and active information
about a product or service than any other component of the marketing mix. The product can
usually be seen as well as described. This is particularly significant at capital equipment trade
fairs.

On the other hand, trade fairs are in terms of their value as a promotional spectacle and
in terms of their availability to the exhibitor. Participation in a trade fire offers a high degree
of value as a promotional spectacle. The exhibitor has numerous opportunities to offer the
trade fair visitors an impressive experience, e. g. by putting on a “product related” show.

However, the possibilities for exploiting opportunities offered by trade fairs, that is the
degree of availability to the exhibitor, are comparatively low, since trade fairs only take place
relatively infrequently on a rotational basis, and deadlines for registration must be observed.
This means that the exhibitor must allow for a longer-term planning period if a trade fair is
to be used.

Great importance is attached to a trade fair in comparison, to other media because of its
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multifunctional character. No other medium can be employed in such an individual way, and
no other situation offers the opportunity of such direct communication with customers, for
the purpose of creating a need for information, or satisfying the already existing need for
information. Specific advantages of your product and/or company, such as reliability, good
after sales service and high product quality, can be presented quite clearly. During
participation in the trade fair, important information about, sales promotion or advertising,
for example, goes back to the company where it should be used to good advantage.

Participation in a trade fair helps a company to reach more potential customers and to
create a more favorable impression on existing customers. It is also possible to become aware
of changes in the customer profile and in buying behavior more quickly and more directly
within the scope of participation in a trade fair.

3. Trade fairs as part of the price and conditions mix

Important aspects of the price and conditions mix include price, credit, discount,
payment and service.

The relevant spheres of influence for the development of an individual price and
conditions mix are, in particular, exact knowledge of the customer profile, of the size of
companies, of the locations and of the delivery distances involved. The company can find out
the necessary information in a conversation with the customer, for example.

Participation in a trade fair contributes towards a new conception of the existing price
and conditions mix, and if desired, new areas of the market can be sounded out. The
following points should be taken into consideration: packaging, freight and insurance costs;
costs for after sales service and customer service; existing price calculations; conditions of
payment; payment, quantity and special reductions; conditions of delivery; conditions of
cancellation. Questions relating to customers’ prompt setting of accounts and credit-
worthiness should also be considered. The price and conditions mix must be arranged so that
company aims can be achieved and company profits assured.

4. Trade fairs as part of the distribution mix

The distribution mix can be represented as follows: sales organization, distribution
channels, storage and transport. An explanation of the aspects of the distribution mix shows
to what extent participation in a trade fair can be regarded positively.

There must be an investigation into whether further reorganization or other changes to
the existing sales organization are necessary: e. g. restructuring the sales force, recruitment
of dealer and sales representatives, looking for cooperation partners for storage and
transport.

Another consideration is whether the existing distribution channels need to be changed
qualitatively or quantitatively.

5. Trade fairs as part of the product mix

Important aspects of the product mix are as follows: product quality, product range,
brands and product design.

One important consideration is to what extent the product range of the company should
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be on show at a trade fair. In order to review the product mix, it is necessary to be aware of
the current market cycle of the product or specific market that is to be displayed. The range
can be extended if desired in order to be able to offer an even better presentation at a trade
fair where a new product—a trade fair launch—is to be shown. The product design should be
up-to-date and thus easily marketable; the same applies to the packaging.

Should the company’s product be branded merchandise or should there be trade marks
used, thus must be explained.

Individual elements of the product mix, and thus the product itself, can be tested by
participating in a trade fair. By talking to a user, the acceptance of the product can be tested
and thus the company can gain valuable stimuli for its product and product range policy.

6. A word about competitors

The analysis of the strengths and weakness of the competition provides more
information in respect of the decision about possible participation at a trade fair. The aims of
this analysis of the competition might be: more informed assessment of your own market
position; to learn from the market behavior of competitors; better assessment of your own
development.

It is important to establish who exactly should be regarded as the competition as well as
direct competitors who manufacture the same, or similar, products, it is also necessary to
include companies that use the same production processes, or offer substitutes for your
company’s products.

It is possible to distinguish between individual competitive markets on the basis of, for
example, products and services, and according to geography.

Competition circumstances for each individual market can then be determined with the
aid of various criteria, e. g. company image, company location and factories, rang of
services, manufacturing capacity, research and development activities, marketing strategy,
marketing mix, advertising budget, distribution network, profitability, development trends.

Due to the meeting of different companies with a similarly structured range of products,
participation in a trade fair will enable you to see the market with additional clarity.

Within the scope of medium and long term company planning, participation in a trade
fair can serve to clarify the future position of a company in the market.

The cost to profit ratio can also be improved by participating in a trade fair.

In the case of participation in an international trade fair, however, three criteria should
be fulfilled. Participation usually makes sense where: the company’s sales are not limited to
one region; sales are based on a sufficiently broad customer base; the product, or the
service, shows a high degree of know-how. Mass-produced goods or everyday products are
hardly likely to meet with a positive response at a trade fair. Visitors come in the expectation
of discovering new products and seeing technologically highly advanced products, or special
products, “in the flesh”.

Individual gaps when answering the catalogue of questions may lead to uncertainty about

participation in a trade fair, but they should not have a detrimental effect on the overall
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decision. The answer to most questions which derive from the marketing mix will give a
basic structure for an individual marketing mix and thus provide the answer to the question
about whether to participate or not.

The effects of participation in a trade fair within the scope of the company’s overall plan
for marketing policy must also be taken into consideration. Participation in a trade fair
results in positive cooperative effects for a company. Participation in a trade fair can above all
lead to success when there is a conscious effort to coordinate it with the other elements of the
marketing mix.

Participation should be agreed for a period of time spanning at least three events.
Taking part in one event only gives a distorted picture, and most importantly of all, the
opportunity to intensify those first contacts made at the central meeting place and

competition arena of your branch of industry, the trade fair, would be missed.
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EXERCGCISES

I. Answer the following questions.

1. What are the functions of a trade fair?
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Interpret the marketing function of a trade fair.
Interpret the communication function of a trade fair.

2

3

4. Interpret trade fairs as part of the price and conditions mix.

5. How can a company set up a distribution channel through taking part in a trade fair?
6

What is a competitor?
I1. Please rewrite the following sentences in plainer English.

1. The product design should be up-to-date and thus easily marketable; the same applies
to the packaging.

2. An explanation of the aspects of the distribution mix shows to what extent
participation in a trade fair can be regarded positively.

3. Trade fairs are also the source of a multitude of sales leads which are essential
component parts of any company’s sales policy.

4. Personal information is directly and inextricably linked to expert technical
presentation,

5. There is on other situation where it is possible to reach so many competent specialists
in such a short time as at a trade fair.

6. If, however, the priority is to attract new customers, the advertising campaign must
have a broader appeal.

7. The selection process and the effect of participation in a trade fair can lead to
skeptical reactions or even to rejection of participation in a trade fair.

8. Trade fairs are in terms of their value as a promotional spectacle and in terms of their
availability to the exhibitor.

9. Trade fairs only take place relatively infrequently on a rotational basis, and deadlines
for registration must be observed.

10. It is also possible to become aware of changes in the customer profile and in buying

behavior more quickly and more directly within the scope of participation in a trade fair.
III. Please translate the following English sentences into Chinese,

1. Marketing can be understood as the planning, coordination and monitoring of all
company activities directed towards present and potential markets.

2. Trade fairs are also the source of a multitude of sales leads which are essential
component parts of any company’s sales policy.

3. An additional advantage of participation in a trade fair is the opportunity to maintain
contact with regular customers.

4, However, market research or the visual image expressed in a company’s corporate
design can also be included.

5. This is particularly significant at capital equipment trade fairs.

6. Questions relating to customers’ prompt setting of accounts and credit-worthiness
should also be considered.

7. The aims of this analysis of the competition might be a more informed assessment of
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your own market position.

8. The aims to be pursued at the trade fair are consistently derived from the individual
marketing aims.

9. Any resulting order is termed an indirect trade fair purchase order.

10. This means that the exhibitor will either select a suitable trade fairs according to his
established aims, or will vary the aims according to the trade fairs available.

IV. There are 10 sentences in this section. Beneath each sentence there are four words or
phrases marked A, B, C and D. Choose one word or phrase that best completes the sentence.

1. Which of the following is the best translation of the phrase “marketing mix”?

A. TiFHRA B. EHRA

C. BEHHAM D. #E4SE

2. The phrase “sales leads” most probably means

A. sales chances B. sales leaders

C. sales personnel D. sales of leads

3. This term of trade covers a diverse

A. variety of goods B. cost of products

C. values of goods D. range of products

4, The communication via language is called

A. verbal communication B. body language

C. telecommunication D. mobile communication

5. The phrase “old customers” is also called

A. regular customers B. traditional customers

C. frequent customers D. elderly customers

6. The phrase “come to light” probably means

A. become not so heavy B. not difficult

C. not in the dark D. come to be known

7. Which of the following is the closest in meaning with the phrase “marketing
objectives”?

A. aim of marketing B. objective methods of marketing

C. marketing the goods D. marketing objects

8. Which of the following is the closest in meaning with the phrase “potential
customers”?

A. possible clients B. hidden customers

C. foreign customers D. potent customers

9. What is best Chinese translation of the phrase “know-how”?

A. FEEH B. k%5

C. & D. &%

10. What of the following is the closest in meaning with the phrase “in conjunction
with”?

A. together with B. connected with



