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ABSTRACT: There are different kinds of marketing, for example public relations and 

exhibit marketing. Exhibit marketing is a part of the study of marketing and sales. A function 

studied under the heading of exhibit marketing is the trade show. It’s a marketing event that 

brings manufacturers, suppliers and related services from a given industry to a single location 

to exhibit products/services. People working at trade shows are called exhibit marketers. They 

have different tasks and different levels of engagement. This paper has the ambition to 

describe exhibit marketing as a profession and whether students would be able to work at a 

trade show and why. Data were collected with a survey with a sample of 234 students. The 

age distributions were overrepresented of people between the ages of 16 to 25. The survey 

shows that most students could imagine working at a trade show. Moreover the survey shows 

that it seems to be more common among females rather than among males. One main reason 

why students could imagine working at a trade show is because they like to have different 

tasks. The result of the study is that the profession has many different tasks. It's about so 

much more than just standing and talking in a booth. An exhibitor must be able to handle 

many tasks such as stress level, customer relations and planning etc. Most students responded 

that they could work under stress.  
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Introduction  
 

Marketing is the ways companies makes the potential customers aware of their products, 

services and their company and the process by which companies create value for customers 

and build strong customer relationships (Kotler & Armstrong, 2010). Many students think that 

marketing and advertising as the same thing, because there is so much advertising nowadays 

(Khonat, 2012). Actually, there are different kinds of marketing. One example is “word-of-

mouth”, a free and effective advertising (Lin, 2016). Word-of-mouth is when a person is 



passing information to another person by oral communication. Other examples of marketing 

are public relations, broadcast, viral marketing, advertising and exhibit marketing. According 

to Solberg Søilen (2013) exhibit marketing can be regarded as the study of sales and 

marketing. Trade show is a function studied under the heading of exhibition marketing. The 

trade show is an important marketing activity for most companies. The trade show is a 

marketing event that bring manufacturers, suppliers and related services from a given  

industry to a single location to exhibit products/services. The event provides information for 

visitors and exhibitors (Herbig, O’hara and Palumbo, 1997). The trade show gives the 

opportunity for exhibitors to meet with trade show visitors with high levels of purchase power 

(Rosson & Seringhaus, 1995).  Companies exhibiting at a trade show, have the chance to 

build their brand, reputation and media coverage (Hansen, 2004). Trade shows also gives the 

possibility of marketing research (Blythe, 2002).  People working at trade shows are called 

exhibit marketers. They have different tasks and different levels of engagement. They do both 

marketing and non-marketing tasks. The exhibit marketers do this to sell their product, build 

their brand and achieve marketing goals (Skyline, 2010).  According to Lin (2016) the exhibit 

marketers also do this to motivate employees. This case study is done to describe exhibit 

marketing as a profession and to examine if students had been able to work with tradeshows 

and to understand why they had been able to work with it. This case study is also done to 

draw conclusions about the specific profession and survey. This study will also connect the 

theory and self collected data 

 

Methodology  
 

The articles come from the databases Web of Science, Scopus and Google Scholar. Internet 

websites and books were also used. The book Exhibit Marketing and Trade Show 

Intelligence: Successful Boothmanship and Booth Design by Klaus Solberg Søilen has been a 

great help to write this work. The research subjects in this study are students at Halmstad 

University, Sweden. Data was collected by a survey in which answers from a total of 234 

students was obtained, of which 126 were women and 108  were men. There are 

approximately 9000 students at Halmstad University, Sweden. The students were randomly 

selected. Some of the questions were issues where you could tick one option and in one 

question you could tick several options. One statement was measured on a 5-point Likert 

scale with the options strongly disagree, disagree, neither disagree nor agree, agree, strongly 

agree. The term "trade show" was defined in the survey and examples of trade shows was 



also described. All tests were then summed for the various diagrams presented in this study. 

Then an analysis was made by studying the actual results of the survey and to find similarities 

between the theory and the data that was collected. Some terms have been defined. 
 

Definitions 

 

Definition of exhibit 

To present for others to see.  

 

Definition of trade show 

Exhibiting and selling products/services at a fair.  
 

Definition of exhibitor 

A person that exhibits/works at a trade show. 
 

Definition of exhibit marketing 

A part of the study of marketing and sales  
 

Theoretical framework and literature review 

 

As said, there are different types of responsibility and things to do at a trade show for a 

exhibit marketer. The exhibitor has little time to find out which people that are valuable 

customers and visitors. The exhibitor must also know exactly what needs to be done. “Thus 

success is something that comes over time, through having attended many shows” (Solberg 

Søilen 2013, s. 44.). The exhibitor's task is to attract as many key people as possible. One has 

to be able to read people. If the exhibitor are a beginner, one should give everyone equal 

attention. But with experience, the exhibitor will more easily be able to know the people and 

learn what people should get the most time and attention.   
 

A trade show has three phases, pre-show, at-show and post-show. The people working at a 

trade show spend most of their time on pre-show and post-show work. This means that there a 

lot of planning before the trade show and that you have to spend much time to draw 

conclusions for trade shows in the future. This is a must if a company want to success 

(Solberg Søilen, 2013). According to Gopalakrishna and Lilien (1995) it is important to 



divide a trade show in three phases because exhibitors have to behave differently at the 

different phases.  
 

• The pre-show is important for finding potential visitors to the trade show. Examples of 

this may be to call around to people, advertise and use of press release etc. According 

to Skyline (2010) some of the exhibitors also use online social networking to attract 

visitors. Nowadays more and more exhibitors use social media. During the pre-show 

many exhibit marketers take personal responsibility for many tasks. The exhibitors 

take personal responsibility for event selection, travel, logistics, and staff training.   

• During the at-show phase you have to think about the size and location of the booth 

and hiring the right employees. The most important thing during this phase is to attract 

visitors and provide them with the information needed (Seringhaus and Rosson, 2004). 

Lee and Kim (2008) say instead that the most important things are booth size, booth 

location, on-site promotion and booth staff density. Skyline (2010) means that the 

exhibitors are engaged in the booth, speaking at seminars, showcasing products and 

talking about campaigns etc. 

• During the post-show, the people working at trade shows have to come up with 

conclusions and measure different things (Lee and Kim, 2008). The activities are for 

example personal e-mail, “thank you” letters and personalized letter with the further 

information requested at the show etc. Here it is important to follow up with the 

customers quickly. This can lead to sales (Çobanoğlu and Turaeva, 2014). 
 

The most important documents for a trade show are the marketing plan, the exhibition-

marketing plan, the exhibition schedule and the exhibitor manual. The exhibitor manual has 

information about schedules, floor plans of halls, competitors, locations, advertising and 

promotion. As exhibitor it should be very good to learn everything by heart, because the 

exhibitor will then be prepared for different types of questions that will appear from visitors. 

This strengthens visitors feel to oneself and to the company that you work for (Solberg Søilen, 

2013).  
 

The exhibition manager is the company’s representative at the trade show. It's his job to 

control all the marketing activities. It is his job to follow up that the market activities will be 

implemented. In small businesses, it is usually the owner or CEO who is the exhibition 

manager at the trade show. It is important for the exhibition manager to find advantages and 



disadvantages of the company's performance during the trade show. Therefore it is important 

to write down things that could be better for the future. It’s not just about getting to a trade 

show and do a great job. You have to plan a lot before the trade show. You have to know how 

many people to hire, know what you want to achieve, estimate how many people you expect 

to see, how should the booth look like. An exhibitor should also know how to make the booth 

great and how to get people to remember it (Solberg Søilen, 2013).  
 

According to Gilliam (2015) exhibitors all over the world do everything to attract current 

users of a product and to sell along with potential users. Gilliam (2015) argues that there are 

different types of marketing activities at trade shows. There are personal selling, information 

gathering, trade show selection and performance, new product development and exhibitor 

objectives. To success with these things, it is important for exhibitors to construct a good 

booth. Exhibitors with large booth and with a lot of resources can try to accomplish several 

goals and do as much as possible with the booth. Small businesses with fewer resources can 

instead focus more on one goal. Once goals are set and prioritised, booth selection and design 

may proceed. (Gilliam, 2015).  The stand must be memorable and must also be designed to 

suit the activities to be presented. Other goals for the exhibit marketers are to identify industry 

cooperators, technology and competitor assessment (Blythe, 2000). Another thing can be to 

benchmark the firm’s capabilities (Sharland and Balogh, 1996). Non-marketing activities can 

be to set up a budget and to interview and recruit employees (Skyline, 2010)  
 

One thing is important for everyone who works at a trade show. It is empathy. “Empathy in 

conversations means that we follow and try to tune our emotions to what is being said, feeling 

what the other person is feeling” (Solberg Søilen, 2013. s. 47). The key is to be mentally 

ready by showing people that you want to talk to them and to show high level of respect and 

politeness. Different cultures have their own set of standard. It’s better to have a high level of 

respect and politeness than a low level. It is also very important to speak clearly so that the 

visitors can hear and follow what you are saying. Nowadays, dialogues with visitors happen 

face-to-face (Solberg Søilen, 2013).  
 

To achieve a successful trade show, an exhibitor has to involve demonstration, presentation 

and interaction with visitors (Seringhaus and Rosson, 2004). Early studies concluded that 

exhibitors attended trade shows only to sell products and services (Dekimpe, 

François,  Gopalakrishna, Lilien & Van den Bulte, 1997). Researchers have since found that 



exhibitors attend trade shows not only to sell but also to test new products and to network 

(Seringhaus and Rosson, 2004). For example, some exhibitors use trade shows as a place to 

introduce new products and have an open dialogue with visitors (Lin, 2016). 
 

Trade shows are stressful environments. According to Tafesse and Korneliussen (2012) 

perceived time pressure leads to fewer purchases. If people are stressed there will be smaller 

sales. Therefore an exhibitor should learn not to get stressed out during tradeshows. An 

exhibitor must try to reduce the visitor’s stress level (Solberg Søilen, 2013). According to 

Solberg Søilen (2013) an exhibitor can encounter a lot of complaints and meet people who are 

not satisfied. The exhibitor should show respect to those and get along with them as quickly 

as they can. No one wants a loud dissatisfied "customer" in its booth.   
 

Empirical studies  
 

Table 1: The proportion of men and women in this survey (%) 

 

A total number of 234 people answered this survey. 126 (53,8%) of them were females and 

108 (46,2%) males. Since there are more answers from females than men, one has to be 

careful when drawing conclusions. All respondents have answered that they are students.  
 

 

 

 

 

 



Table 2: Age category 

 

 

The age distributions were overrepresented of people between the ages of 16 to 25 (75,2%). 

Since the age group (16-25) is highest in this range, one has to be careful when drawing 

conclusions. The second biggest age group is students between 26-35 years (15%). Very few 

were older than 46 year (1,7%). 15% of the students were between 36-45 years old. The 

respondents are between 16 and 55 years old, not younger or older.  

 

Table 3: Statement whether the respondents could imagine working at a trade show.  
 

 



 
 

According to the results from this statement most students (118) strongly agrees that they 

could imagine working at a trade show. 55% of the women strongly agree and 3% agrees. 

This is about 73 women. 45% of the men strongly agree and 9% agrees. This is about 58 men. 

Therefore it seems to be more common among females rather than among males. People in 

different ages have a similar view. Even if it’s more common among females rather than 

among males, there are more females that disagree to imaging working at a trade show. 22% 

of the females strongly disagree and 8% disagree. 19% men strongly disagree and 4% 

disagree. The division of the answer options are very similar between the different age 

categories. There is also a great number that stays neutral (40) to this statement. It’s about as 

common among younger (17%) and older (18%)  
 

Table 4: Why students want to work with trade shows. 

 

 



 

 
 

According to the results from this question, the most popular answer was  “I like the customer 

contact” and the second most common was “I like the variety of tasks”. 46% answered, “I like 

the customer contact and 42% answered, “I like the variety of tasks”. These answers seems to 

be more common among males (56%, 49%) rather than among females (37%, 37%). The two 

most common allegations had as many responses among women. The men had one claim that 

received the most responses (56%). Many of the two genders have responded that they 

believe they are good sellers. 26% of the females and 27% of the males thought this. 
 

Table 5: Stress resistance 

 

 

 



The result from this question suggests that most students (113) can work under stress. The 

second most common answer is that the students don’t know if they can work under stress.  

It is more common that men (33%) do not know if they can work under stress rather than 

women. It seems more common, that women know that they can work under stress rather than 

men. It is more common in the younger age category (53%) that they can work under stress. 

Major parts of the older age category (48%) have chosen to respond that they cannot work 

under stress. 
 

Analysis  
 

According to the results from the survey, it seems that most students could imagine working 

at a trade show. 118 students strongly agreed and 14 agreed. This because they like the 

customer contact. This is about 56%. It was more common among men (56%) rather than 

women (37%). But these were the answers that received the most responses from both 

genders. This is something that goes in line with how it is to work as an exhibitor. According 

to Solberg Søilen (2013) there are a lot of customer contacts to the visitors at a trade show and 

the exhibitor has to be prepared for different types of questions that will appear from them. 

The exhibitor has little time to find out which people that are valuable customers and visitors. 

The exhibitor's task is to attract as many key people as possible. Seringhaus and Rosson 

(2004) argues that during the pre-show exhibit marketers have to find and talk to potential 

visitors. There a lot of contact with people, for example by telephone. Seringhaus and Rosson 

(2004) also argues that there is much contact with people during the at-show, where the 

exhibit marketer have to provide visitors with information and attract them. Çobanoğlu and 

Turaeva (2014) suggest that during the post-show the exhibitors have to reconnect with the 

visitors. Gilliam (2015) thinks that an exhibitor has to attract current users of a product and to 

sell along with potential users. Solberg Søilen (2013) emphasizes that it is very important to 

talk with people and show empathy. Solberg Søilen (2013) explains that dialogues with 

visitors happen face-to-face. It’s important to show high level of respect and politeness to 

customers and other visitors. 
 

The second biggest reason why the students could imagine working at a trade show were that 

they like to have different tasks (according to the results from the survey). Nearly 42% of the 

students answered that they could imagine working at a trade should because they like to have 

different tasks. It was more common among men (49%) rather than women (37%). That a 



person who works at a trade show has many different tasks is something that is in line with 

the theory. Skyline (2010) suggests that the people working at a trade show have different 

tasks and different involvement. There are both marketing and non-marketing tasks. The non-

marketing tasks can be to set up a budget and the marketing activities can be to showcase the 

company’s products. Skyline (2010) also argues that an exhibitor has to take much personal 

responsibility. Rosson & Seringhaus (1995) indicates that the trade show is the place where 

exhibitors can meet with visitors and shoppers. Blythe (2002) argues that the exhibitor can 

make marketing research during a trade show. Solberg Søilen (2013) argues that the exhibitor 

has to know exactly what needs to be done, for example attract as many key people as 

possible, read people, be polite, show respect, be social and to know things such as floor plans 

of hall, competitors, locations etc. Gilliam (2015) suggest that exhibitors have to attract 

current users, sell products to new customers. Gilliam (2015) also rattles off various tasks that 

an exhibitor has during a tradeshow. The tasks are personal selling, information gathering, 

trade show selection and performance, new product development and exhibitor objectives. 

Gilliam (2015) argues that to achieve these tasks the exhibitors have to construct a good 

booth. Solberg Søilen (2013) agrees that it is important to have a great booth. Solberg Søilen 

(2013) points out that one has to make the booth unforgettable.  Blythe (2000) claims instead 

that the tasks are to identify industry co-operators, technology and competitor assessment. 

Sharland and Balogh (1996) points out that one task can be to benchmark the firm’s 

capabilities. Solberg Søilen (2013) emphasizes that an exhibitor has to plan much before a 

trade show and also spend much time after the trade show.  Gopalakrishna and Lilien (1995) 

points out that exhibitors have to behave variously during different moments. Seringhaus and 

Rosson (2004) argues that even before the trade show begins, exhibitors have to advertise and 

call people. This in order to attract people to come to the trade show. During the trade show 

the exhibitors have to be resourceful and think of how the booth will look like. They also need 

to attract and talk to visitors. Lee and Kim (2008) agree that exhibitors have to think about 

how the booth will look. Lee and Kim (2008) and Solberg Søilen (2013) booth claims that 

after the trade show, the exhibitors have to come up with conclusions and measure different 

things. Seringhaus and Rosson (2004) mean instead that an exhibitor has to focus on 

demonstration, presentation and interaction with visitors. Dekimpe et al. (1997) argues that an 

exhibitor has to sell products and services at a trade show. Seringhaus and Rosson (2004) 

mean instead that the exhibitors have to test new products. 

 



The third reason why students could imagine to work at a trade show is because they think 

they are good sellers. 114 (26%) of the students answered that they are good sellers.  

It seems as common among men as among women to think like this. Selling is something you 

do if you work as an exhibit marketer. Many of the tasks you have as exhibitor, means just to 

sell. Gopalakrishna and Lilien (1995) argues that during the pre-show an exhibitor has to  

sell that people come to the trade show. During the at-show it is important to sell the 

company's product. Çobanoğlu and Turaeva (2014) points out that it is important during the 

post-show to follow up with the customers that you met during the trade show. Because this 

can lead to sales. Gilliam (2015) emphasizes that exhibitors all over the world are working 

with sell along potential users. Gilliam (2015) argues that one of the marketing activities at a 

trade show are personal selling. Seringhaus and Rosson (2004) also agrees that exhibitors 

attend trade shows to sell. But they also talk about other kinds of marketing activities such as 

networking and test new products.  
 

The theory of exhibit marketing often claims that it is important to think about the booth. This 

is where much happens. Lee and Kim (2008) argues that it is important to think about booth 

size, booth location and booth staff density. This requires imagination to get a good 

stand.  Solberg Søilen (2013) points out that it is important to know how to make a booth 

great and get people to remember it. Solberg Søilen (2013) thinks that the exhibition manager 

should know how the booth should look like. To success with personal selling, information 

gathering, trade show and exhibitor objectives, Gilliam (2015) and Blythe (2000) argues that 

a large part to achieve these goals is about having a nice booth. Blythe (2002) points out that 

the booth should be memorable and suit the activities to be presented. Almost 6% of the 

students answered that they are imaginative. It was a little bit more common among men (7%) 

than women (5%). But just a little. 

 

A standing part of the students (17%) were neutral to work at a trade show. It seems more 

common among men (23%) to be neutral to this. In the women's group, there were fewer 

respondents neutral (12%). The different age groups had similar distribution. 37 (29%) of the 

females answered that they not could imagine working at a trade show. 25 (23%) of the males 

answered that they not could imagine working at a trade show. Therefore it seems to be more 

popular among men to imagine working at a trade show.  
 



According to Solberg Søilen (2013) the exhibition manager has to plan a lot before the trade 

show. He has to know how many people to hire, know what he want to achieve, estimate how 

many people he expect to see and know how the booth should look like. Tafesse and 

Korneliussen (2012) argues that trade shows are stressful environments. If people are stressed 

at trade shows it will contribute to lower sales.  In response to this, Solberg Søilen (2013) 

points out that an exhibitor should not be stressed during trade shows. An exhibitor must 

know how to control one's own stress level. An exhibitor should also know how to handle 

people that complaints much, because nobody wants a difficult person in his booth that 

disrupts. There were, according to the results from the survey, 48% of the students that 

answered that they can work under stress. It was more common among females (52%) rather 

than males (44%). One must be careful with the conclusion that there were fewer men who 

responded that could cope with stress, because 33% replied that they do not know. The results 

from the survey showed that the youngest age category (16-25) are the people that can handle 

work under stress. It was 52% in the younger age group (16-25) who claimed that they could 

handle work under stress. 36% answered in the older age category (26-55) that they can 

handle the stress. Only 16% of the younger age category (16-25) said they couldn’t handle it. 

In the older age group (26-55), this figure is much higher. 48% responded that they couldn’t 

handle it. The younger category (16-25) is more reluctant if they can work under stress, as 

31% said they do not know. The older category (26-55) seems to know more about this, since 

only 16% answered that they do not know. 
 

Conclusion 

 

The finding from this study is that most students can imagine working at a trade show. This, 

because more than 50% agreed that they had been able to imagine it. One of the biggest 

reasons for this is because they like to have different tasks. A task that seems to be important 

for exhibit marketers is to be able to manage customer contact skilfully. Another important 

task is to build up a nice booth that can not be forgotten. Much planning and monitoring is 

essential. Without planning it seems that a company can not meet its objectives during a trade 

show. Planning is important to attract visitors and prepare for everything that can crop up 

during the trade show. It is also important for an exhibit marketer to engage in sales. Many of 

the writers mention that it is important to sell products and services. It's about so much more 

than just standing and talking in a booth. The profession requires a lot of different tasks at the 

same time. While an exhibitor must show respect, be polite and be mindful, that person must 



also be prepared to have customer contact and contact with other visitors. At the same time, 

an exhibitor must know to whom he should give most attention and at the same time achieve 

objectives. As said, as an exhibitor you need to perform many tasks, while you can’t be 

stressed. Because if you are stressed it will result in smaller sales. The profession contains 

planning, maximum performance and monitoring. You cannot drop everything when the trade 

show is over, because you have to contact customers again and try to sell products/services 

etc. The job suits people who can handle many different tasks. An exhibit marketer must be 

active all the time. An exhibitor simply has much customer contact before and after the trade 

show. Furthermore, the survey shows that students aged 16-25 can handle stress better than 

people between the ages of 26-55 and that students aged 16-25 are more unaware whether 

they can handle work under stress. The survey also shows that more women than men claim 

that they can handle work under stress. 

 

The tasks an exhibit marketer can have are: customer contact, be prepared for different types 

of questions, distinguish different visitors, attract key people and visitors, find and talk to 

potential visitors, provide visitors with information, reconnect with visitors and customers, 

sell along with potential customers, show respect, be polite, show empathy, set up a budget, 

showcase products, make marketing research, be social, know things about the company’s 

competitors, know different locations, sell products, information gathering, trade show 

selection and performance, new product development, achieve other exhibitor objectives, 

construct a good booth, make the booth memorable, identify industry co-operators, work with 

technology, competitor assessment, benchmark the firm’s capabilities, work with advertise, 

call people, come up with conclusions, measure different things, focus on demonstration, 

presentation and interaction with visitors, test new products and not to be stressed.  

 

Implication 

 

When to hire people for a trade show, it is best to hire young people between 16-25 because 

they can handle stress better (according to this survey). In addition, you should hire people 

that can handle many different tasks, because it is what is required for this profession. In this 

way, one can find talented exhibitors who can participate and achieve corporate goals. You 

cannot hire someone who panics when many things have to be done, because then you will 

not get the job done and the goal will not be achieved.  

 



Further studies 

 

Through an empirical research this study found that most students could imagine working at a 

trade show and why they could imagine it. Furthermore, the study used theoretical support to 

find different types of tasks an exhibitor has. This study has developed basic tasks that you 

have as an exhibitor. Future studies in this area could be to follow an exhibitor at a time 

before a trade show, during a trade show and after a trade show and categorize what an 

exhibitor makes the most and least and then compare it to the theory. A study on the gender of 

the people working at a trade show can be a future study also. 
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