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ABSTRACT	
Purpose	–	This	article	aims	to	investigate	sexism	and	respect	in	connection	to	women	
and	 trade	 shows	 in	 order	 to	 answer	 if	 trade	 shows	 are	 a	 sexist	 environment	 and	 if	
women	are	respected	at	a	trade	show.		
Design/Methodology/Approach	–	After	the	 introduction,	 the	methodology	describes	
how	 the	 sources	 to	 this	 article	were	 collected	 through	 the	 use	 of	 databases.	 It	 also	
describes	 the	research	design	of	 the	survey	that	was	carried	out	 in	order	 to	conduct	
this	scientific	article	and	the	biases	with	the	survey.		
Findings	 –	 The	 findings	 consist	 of	 eight	 items	 regarding	 gender	 and	 age	 of	 the	
respondents	and	 trade	shows,	 sexism	and	 respect.	The	conclusions	were	drawn	 that	
trade	shows	are	not	perceived	as	a	sexist	environment	and	that	women	are	perceived	
as	being	respected	at	a	trade	show.		
Practical	 implication	 –	 An	 implication	 to	 this	 scientific	 article	 is	 that	 it	 shows	 that	
people	have	conformed	to	the	norms	in	society	that	covers	equality	between	gender	
based	upon	the	conclusion.		
Originality/Value	–	This	article	can	provide	a	conclusion	that	supports	and	accepts	the	
norms	in	society	today	that	there	should	be	equality	between	both	genders.	
Paper	type	–	A	scientific	article		
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1.	Introduction	
Trade	 shows	 has	 for	 many	 years	 been	 a	 regular	 activity	 for	 companies	 in	 their	
communication	mix.	Sellers	 receive	many	benefits	when	participating	 in	 trade	shows	
such	as	opportunities	to	find	new	sales	leads	and	educate	customer	with	publications	
and	 audiovisual	 materials.	 It	 helps	 companies	 reach	 many	 prospects	 not	 reached	
through	their	usual	sales	force	(Armstrong,	Harris,	Kotler	&	Piercy,	2013).	It	also	serves	
as	indicators	for	both	social	and	technological	trends	(Kirchgeorg,	Kästner	&	Springer,	
2010).		
			According	to	Kellezi	(2014)	trade	shows	is	considered	“as	regularly	scheduled	events,	
where	companies	meet	their	customers	and	other	important	parties	of	their	industry”	
while	Kirchgeorg,	Kästner	and	Springer	(2010)	defines	trade	shows	as	“event	that	are	
held	at	specific	days,	where	a	larger	number	of	companies	present	their	new	products	
and	sell	them	to	customers	and/or	potential	ones”.	Based	upon	these	definitions	trade	
shows	 is	 a	 place	where	 companies	meet	 important	 parties	 of	 the	 industry	 and	 their	
customers	while	presenting	new	products.	However,	trade	shows	may	be	complex	and	
requires	the	support	of	 the	 industry	 in	 full	 to	successfully	 implement	the	 idea	that	 it	
would	be	a	perfect	place	to	participate	in	and	to	establish	and	cultivate	future	business	
relationships.	 It	 is	 also	 a	 significant	 marketing	 tool	 due	 to	 the	 fact	 that	 it	 helps	 a	
company’s	ability	to	compete	for	a	market	place	(Kellezi,	2014).	
			Apart	from	the	active	involvement	in	trade	show	there	are	a	number	of	things	that	
needs	to	be	taken	into	consideration	such	as	which	form	of	communication	to	have	at	
the	 trade	 show.	 Traditional,	 live	 or	 virtual	 communication	 and	 begin	 with	 a	
participation	planning	process	that	consist	of	five	steps.	First	the	company	needs	to	do	
a	 situation	 analysis.	 Secondly,	 definitions	 of	 the	 trade	 show	 marketing	 objectives	
needs	 to	be	done	and	 thirdly	a	definition	of	 the	 trade	show	marketing	strategy.	The	
fourth	step	is	the	planning	of	the	trade	show	marketing	mix	and	the	fifth	step	is	trade	
shows	 marketing	 implementations.	 The	 last	 step	 is	 the	 trade	 shows	 marketing	
controlling	(Kirchgeorg,	Kästner	&	Springer,	2010).		
			Even	though	in	our	society	today	it	has	become	more	equal	between	genders,	sexism	
still	 exists.	When	 defining	 sexism	 two	 components	 are	 usually	 emphasized,	 hostility	
toward	 women	 and	 the	 endorsement	 of	 traditional	 gender	 roles.	 These	 include	
negative	stereotypes	and	limiting	women	to	roles	that	is	of	less	power	and	status	than	
those	of	men	(Fiske	&	Glick,	1997).	Sexism	is	also	very	close	to	respect.	According	to	
Grover	 (2013)	 there	are	 two	 types	of	 respect	where	 recognition	 respect	 is	based	on	
being	 human	 and	 having	 rights	 and	 appraisal	 respect	 is	 based	 on	 individual	
characteristics.	
			The	purpose	for	this	scientific	article	is	to	study	trade	shows	and	sexism	today	along	
with	the	collected	data	in	order	to	see	if	trade	shows	are	a	sexist	environment	and	if	
women	are	respected	when	participating	in	a	trade	show	either	as	a	seller	or	visitor.		
	
	



2.	Methodology	
This	 article	 will	 use	 a	 survey	 and	 theory	 in	 order	 to	 answer	 the	 above-proposed	
questions,	which	 is;	 “Trade	 shows	–	A	place	 for	women?”	 “Are	 trade	 shows	a	 sexist	
environment?”	 and	 “Are	 women	 respected	 at	 a	 trade	 show?”.	 The	 theory	 in	 the	
literature	review	have	been	collected	through	research	within	the	subject	given	with	
the	aim	of	 answering	 the	questions	 and	 to	 gather	 a	deeper	understanding	 for	 trade	
shows	 and	 its	 components.	 The	 search	 words	 that	 have	 been	 used	 are	 “trade”,	
“shows”,	“sexism”	and	“respect”.	
			The	 scientific	 articles	 that	 have	 been	 used	 have	 been	 found	 through	 the	 use	 of	
databases	 such	 as	Web	of	 Science,	 Scopus	 and	 Sage.	All	 these	databases	have	been	
found	 via	 Halmstad	 University’s’	 website,	 more	 precisely	 via	 Halmstad	 University’s	
library	 Internet	 catalogue.	 Through	 the	 library	 portal	 you	 have	 access	 to	 all	 the	
databases.	The	use	of	each	one	has	been	simultaneously	to	be	able	to	compare	and	to	
get	a	deeper	understanding	of	the	researched	question	or	definition.		
			A	survey	has	been	conducted	to	see	what	the	publics’	perception	is	towards	women	
and	trade	shows	in	general.	
	
2.1	Research	design	
In	order	to	carry	out	this	research	a	survey	was	created.	It	included	eight	items	in	total	
and	a	 sample	 size	of	200	 respondents.	The	survey	was	a	 internet-based	survey	 from	
Google	Forms	and	was	distributed	through	social	media	platforms	such	as	Facebook	in	
order	to	get	a	large	sample	size	that	includes	the	publics	views	and	opinions	regarding	
trade	shows	from	which	perspective	this	study	will	focus	on.	The	style	of	the	questions	
was	created	to	be	comprehensive	and	transparent.		
	
2.2	Biases		
Due	to	the	fact	that	82,3%	of	the	respondents	answered	that	they	were	between	20-
29	years	old	could	be	a	bias	since	the	data	and	the	result	will	be	based	upon	answers	
from	a	young	population	where	the	majority	were	female.			
			Item	 seven,	when	 asked	 if	 trade	 shows	 are	 a	 sexist	 environment,	 and	 item	 seven,	
when	 asked	 if	 women	 are	 respected	 at	 a	 trade	 show,	 included	 a	 possible	 answer	
alternative	that	was	“do	no	know”	which	could	be	a	biases	since	it	offers	an	alternative	
for	people	who	either	do	not	have	enough	knowledge	to	answer	the	question	or	 for	
people	who	do	not	care	or	have	the	time	to	actually	take	a	statement	to	the	question.		
			Another	 bias	 is	 the	 fact	 that	 the	 survey	 was	 distributed	 on	 social	 media,	 more	
precisely	on	Facebook.	It	makes	it	 impossible	for	people	that	do	not	use	Facebook	to	
answer	the	survey,	consequently	all	the	respondents	is	people	who	uses	social	media.		
			All	 the	 above	biases	 contribute	 to	 the	 fact	 that,	 based	 solely	on	 the	 survey,	 broad	
conclusions	can	not	be	made	around	the	above-proposed	questions.		
	
	



3.	Empirical	data		
This	part	of	the	scientific	article	will	present	the	collected	data	from	the	internet-based	
survey.	It	covers	all	eight	items	with	explanatory	statements	following	the	pure	data.	
		
3.1	Item	1:	“What	gender	do	you	identify	as?”	
The	use	of	this	question	as	the	first	item	was	to	find	out	if	the	respondent	is	a	female	
or	a	male.	It	also	had	an	opinion	of	“other”	for	people	who	do	not	define	themselves	
as	either	a	female	or	a	male.	The	reason	for	including	this	item	is	to	see	the	difference	
between	female	and	males	perception	of	trade	shows	as	a	sexist	environment.		
	

	
	
3.2	Item	2:	“Age?”	
The	second	 item	was	to	see	what	the	age	the	respondent	was.	An	 interval	scale	was	
used	with	 the	 intervals	equal	between	all	 the	possible	options	with	 the	exception	of	
the	last	alternative	that	was	70	and	over.		
	

	
	
3.3	Item	3:	“Have	you	ever	visited	a	trade	show?”	
After	finding	out	the	respondents’	gender	and	age	it	was	of	great	 importance	to	find	
out	if	the	respondents	had	ever	visited	a	trade	show.	Had	the	respondent	not	visited	a	
trade	show,	the	validity	of	the	following	questions	in	the	survey	would	have	been	poor	
and	of	no	use	for	this	scientific	article.	
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3.4	Item	4:	“In	that	case,	what	type	of	trade	show?		
Item	four	asks	the	respondents	what	type	of	trade	show	they	have	visited.	This	 it	an	
important	question	to	see	what	types	of	trade	shows	that	is	usually	visited	by	a	female	
or	a	male.	In	order	to	see	if	the	choice	of	trade	shows	it	chosen	stereotypically	and	a	
contribution	to	trade	shows	as	an	sexist	environment	or	not.		
	

	
3.5	Item	5:	“To	what	gender	did	you	associate	the	exhibitor	to?”	
This	item	was	chosen	to	find	out	what	specific	gender	the	respondents	associated	the	
exhibitors	to.	There	were	four	possible	answer	alternatives	“mostly	females”,	“mostly	
males”,	“equally	divided	between	females	and	males”	or	“other”.		
	



3.6	Item	6:	“To	what	gender	did	you	associate	the	visitors	to?”	
In	opposite	to	the	previously	item,	this	item	asked	the	respondents	what	gender	they	
associated	the	visitors	to	while	visiting	a	trade	show.	Both	these	items,	in	connection	
to	 what	 gender	 and	 what	 types	 of	 trade	 shows	 the	 respondents	 have	 visited	 can	
contribute	to	finding	out	the	above-proposed	questions.	Also	on	this	item	there	were	
four	possible	answer	alternatives	 “mostly	 females”,	 “mostly	males”,	 “equally	divided	
between	females	and	males”	or	“other”.	
				

	
	
3.7	Item	7:	“Are	trade	shows	a	sexist	environment?”	
Since	 this	 is	 one	of	 the	questions	 that	 this	 scientific	 article	will	 try	 to	 answer	 it	was	
important	 to	 find	out	 the	publics	view	of	 the	question.	 	 In	order	 to	see	what	people	
think	 and	what	 the	 data	 can	 tell	 us.	 The	 respondents	 could	 answer	 between	 “yes”,	
“no”	and	“do	not	know”.															
	
	
	
	
	
	
	
	
	
	
	
	
3.8	Item	8:	“Are	women	respected	while	visiting	trade	shows?”	
The	final	item,	just	like	the	above	item,	was	chosen	since	it	is	one	of	the	questions	this	
scientific	article	will	focus	on	trying	to	answer.	Therefore	the	public’s	opinion	and	view	
on	how	well	women	are	respected	at	a	trade	show	is	significant	for	this	article.	
	



	
	
	
	
	
	
	
	
	
3.	Literature	review	
Both	in	ancient	and	mediaeval	times	there	has	always	been	fairs	that	all	contained	the	
same	 elements.	 Sellers	 and	 buyers	 that	met	 in	 order	 to	 conduct	 business	while	 the	
public	had	fun	watching	and	at	the	same	time	established	a	demand	for	the	displayed	
products	(Talbar,	1970).	Nowadays	there	 is	a	shift	away	from	product	demonstration	
towards	 brand	management	 when	 it	 comes	 to	 trade	 shows.	 The	 focus	 on	 products	
have	shifted	towards	service,	entertainment	and	dialogue	and	trade	shows	today	has	
more	resemblance	to	parties	with	VIP	rooms	and	VIP	entrances.	As	same	as	parties	the	
ingredients	are	very	similar;	there	are	guests,	food,	entertainment,	conversations	and	
accommodation.	The	reason	for	visiting	a	booth	is	because	it	looks	fun	not	necessarily	
because	it	is	professional	(Solberg	Søilen,	2013).			
			Trade	shows	can	therefore	be	seen	as	major	marketing	events	that	bring	distributors,	
suppliers,	manufactures	together	 from	a	given	 industry	to	a	 location	where	products	
and	services	 is	being	exhibited	to	provide	 information	for	visitors	and	exhibitors.	The	
exhibitors	are	also	provided	with	the	opportunity	to	meet	more	professional	buyers	in	
one	hour	than	they	would	normally	do	in	a	week	(Jiang,	Kerstetter	&	Lin,	2016).	
			However	it	is	an	interesting	paradox	that	it	have	become	all	more	important	to	meet	
customers	face-to-face,	in-person,	but	at	the	same	time	companies	have	cutting	down	
expenses	 regarding	 travel	 and	 personal	 sales	 to	 use	 telecommunication	 or	 internet.	
But	still	 it	is	more	important	to	meet	customer	in-person	and	therefore	a	trade	show	
has	become	a	vital	ingredient	of	every	companies	marketing	mix	(Khera,	2003).	
	
3.1	Sexism	
Sexism	 have	 been	 researched	 for	 several	 decades	 and	 sexist	 attitudes	 have	 been	
operationalized	 with	 a	 variation	 of	 measures	 and	 according	 to	 Levy,	 Militano	 &	
Rosenthal	 (2014)	two	classes	of	sexism	measures	that	have	been	used	significantly	 is	
(a)	attitudes	toward	the	right	and	roles	of	women	and	men	and	(b)	ambivalent	sexist	
attitudes	toward	women	and	men.	The	first	measurement	includes	attitudes	about	the	
type	of	relationship,	career,	family	and	responsibility	to	which	women	or	men	should	
adapt	 to	 and	 whether	 they	 should	 be	 treated	 equally.	 The	 second	 measurement	



contains	 both	 benevolent	 and	 hostile	 sexist	 attitudes	 that	 work	 together	 to	
subordinate	women	(Levy,	Militano	&	Rosenthal,	2014).	
			Sexism	is	also	very	close	connected	to	stereotypes,	some	individuals	expect	women	
to	have	 certain	qualities	 or	 to	behave	 in	 a	 certain	way	 that	 conform	 to	 the	 sex-role	
stereotypes.	 Failure	 to	 conform	 to	 these	 stereotypes	 is	 unwelcome	 to	 these	
individuals.	 Individuals	who	are	high	 in	sexism	use	“he”	when	describing	people	 that	
work	with	masculine	occupations	instead	of	he	or	she	(Cralley	&	Ruscher,	2005).	
	
3.2	Respect	
Respect	is	a	central	part	within	organizations	and	it	is	common	that	many	employees	
desire	more	 respect	 at	work	 than	 they	 received.	 Ashforth	 and	 Rogers	 (2016)	writes	
that	when	employees	were	asked	to	ta	rate	what	characteristics	they	valued	most	 in	
their	job,	respect	was	ranked	among	the	highest.	Also,	when	asked	for	the	employees’	
view	of	 characteristics	 of	 excellent	managers,	 trust	 and	 respect	 dominated	 all	 other	
categories	(Ashforth	&	Rogers,	2016).		
				Appraisal	respect,	based	on	individual	characteristics,	in	the	organizational	context	is	
acknowledgement	 of	 work	 performance	 and	 recognition	 respect,	 being	 human	 and	
having	 rights,	 in	 the	 organizational	 context	 is	 the	 quality	 of	 personal	 treatment	
(Grover,	2013).	
	
4.	Analysis	
Today	it	is	very	common	that	people	visits	trade	shows	either	in	connection	to	work	or	
school	which	also	could	be	reflected	in	item	three	where	all	the	respondents	answered	
that	 they	 had	 visited	 a	 trade	 show.	 Item	 two	 shows	 that	 the	 majority	 of	 the	
respondents	were	between	the	age	of	twenty	to	twenty-nine,	which	could	be	closely	
connected	to	item	four	when	asked	for	what	type	of	trade	show	they	had	visited,	and	
the	 majority	 chose	 education/research.	 It	 is	 very	 common	 for	 young	 people	 to	
continue	to	higher	education	either	directly	or	a	few	years	after	graduation	from	high	
school.	When	figuring	out	what	school	to	apply	for	many	takes	help	in	going	to	trade	
shows	where	 they	 are	 given	 an	 opportunity	 to	meet	 representatives	 from	 different	
schools.	 However,	 if	 education/research	 trade	 shows	 are	 their	 only	 experience	with	
trade	shows	it	could	explain	why	they	do	not	know	or	view	trade	shows	as	sexist.	Or	
the	opposite,	these	types	of	trade	shows	could	be	viewed	as	sexist	if	universities	with	
programs	that	are	seen	as	stereotypical	for	women	or	men	also	supports	this	in	their	
marketing	and	who	they	chooses	to	represent	their	school	with.		
			However,	 item	 five	 to	 eight	 addressed	 the	 subject	 gender	 and	 sexism.	 The	
respondents	answered	that	they	thought	it	was	equal	between	women	and	men	when	
asked	 what	 gender	 they	 associated	 the	 exhibitors	 and	 visitors	 as.	 But,	 when	 asked	
about	 the	 exhibitors,	 18,3%	 said	 they	 associated	 them	mostly	 to	men	 versus	 10,4%	
answered	to	women.	Interestingly,	when	asked	about	what	gender	they	associated	the	
visitors	as	in	item	six,	aside	from	the	majority	answering	that	they	thought	it	was	equal	



between	 both	 genders,	 16,5%	 answered	 that	 they	 associated	 the	 visitors	 to	women	
versus	 12,2%	 answered	men.	 Thus,	 the	 respondents	 thought	 that	 there	 were	more	
men	that	worked	at	trade	shows	as	exhibitors	while	it	was	more	women	that	actually	
visited	the	trade	shows.		
			Regarding	 the	 last	 two	 items	 that	 brought	 up	 the	 subject	 about	 sexism	 the	
respondents	 answered	 that	 they	 did	 not	 know	 whether	 trade	 shows	 are	 a	 sexist	
environment.	This	could	be	because	people	do	not	know	or	do	not	want	to	answer	the	
question	 because	 sexism	 is	 generally	 seen	 as	 a	 sensitive	 topic	 and	 people	 could	 be	
afraid	to	answer	“wrong”.	However,	when	asked	if	they	thought	women	are	respected	
while	 visiting	 a	 trade	 show	 78%	 answered	 yes.	 Society	 is	 becoming	 all	 more	 equal	
today,	however	mostly	 in	 the	western	world,	which	could	be	a	 reason	why	so	many	
respondents	 answered	 yes	 because	 it	 is	 so	 normalized	 that	 women	 should	 be	
respected	 in	our	society	that	 it	did	not	occur	that	 it	could	be	the	opposite.	The	4,3%	
that	answered	that	they	did	not	think	that	women	are	respected	while	visiting	a	trade	
show	could	be	women	who	have	visited	trade	shows	and	have	experienced	that	they	
were	 not	 respected	 or	 men	 who	 has	 either	 seen	 or	 have	 female	 friends,	 family,	
acquaintances	or	relatives	that	have	experienced	not	being	respected.			
	
5.	Conclusion	
In	 society	 today,	 at	 least	 in	 the	 western	 world,	 we	 have	 come	 a	 long	 way	 when	 it	
comes	 to	 sexism	and	equality	 for	women	 to	not	 feel	 respected	when	visiting	events	
and	happenings	such	as	trade	shows.	It	is	so	normalized	in	society	that	women	should	
be	 treated	 just	 like	 men	 that	 it	 is	 viewed	 socially	 inacceptable	 to	 think	 otherwise.	
Therefore	 trade	 shows	 could	 still	 be	 a	 sexist	 environment,	 however	 based	 on	 the	
survey	 conducted	 in	 this	 scientific	 article,	 trade	 shows	 are	 not	 perceived	 by	 the	
respondents	as	a	sexist	environment	even	though	some	respondents	associated	more	
exhibitors	 as	 men	 than	 women	 and	 vice	 versa	 about	 visitors.	 In	 connection	 to	 this	
women	are	also	perceived	as	being	respected	while	visiting	a	trade	show.		
	
6.	Implication	
This	 scientific	 article	 and	 the	 results	 given	 could	 be	 interpreted	 to	 people	 having	
conformed	to	the	norms	in	society	that	covers	equality	between	genders.	That	women	
should	feel	respected	while	visiting	a	trade	show	and	that	it	is	not	a	sexist	environment	
is	more	of	a	norm	than	just	preferred.	This	article	could	therefore	be	viewed	as	a	paper	
that	 shows	 that	 young	 people	 in	 Sweden	 today	 have	 this	 view	 when	 it	 comes	 to	
gender,	sexism	and	equality.		
	
7.	Future	studies	
Future	studies	could	be	conducted	in	order	to	get	a	deeper	understanding	and	views	of	
the	 public	 in	 regards	 to	 sexism,	 respect	 and	 women.	 With	 the	 help	 of	 a	 survey	



constructed	with	 questions	 that	 challenges	 the	 respondents	 to	 answer	more	 deeply	
and	 not	 simply	 “yes”	 or	 “no”,	 the	 researcher	 could	 get	 the	 respondents	 underlying	
preconceptions	and	possible	prejudice	 regarding	 sexism	and	women.	 If	 conducting	a	
survey	like	that	the	answers	and	analysis	could	be	with	a	much	greater	depth.	Also,	the	
distribution	 needs	 to	 be	 conducted	 in	 a	 way	 where	 it	 reaches	 a	 broader	 response	
group.	
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