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Abstract 

Exhibit marketing can be a useful promotional practice that generates new applications and 

can adjust to different situations in the fierce marketplace. However, academics show little 

interest in this concept as well as its connection to former schools of thought. Accordingly, the 

purpose of this literature review is to evaluate and integrate the findings of multiple qualitative 

research studies to provide an overview of the concept of exhibit marketing. This study provides 

a content analysis through a meta-synthesis with the citation index as a foundation. Extracted 

perspectives from different scholars are carefully analysed and summarized using the proposed 

theoretical framework. Findings revealed that the concept of exhibit marketing has close 

relation to the Nordic School of Thought.  
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Introduction 

Exhibit marketing is face-to-face marketing and used in various kind of events, such as; trade 

shows, professional conferences, special events, product releases, and seminars (Siskind, 

2005). This type of marketing can be of use to send a message to consumers or partners, raise 

sales, affirm the organization’s position in the market and expand their business. Compared to 

other parts of the communication mix, marketing practitioners identify exhibit marketing as an 

important tool that can make a considerable impact on a company's ability to get involved and 

compete in the marketplace (Kerin & Cron, 1987; Rosson & Seringhaus, 1995).   

 

The vast marketing field is developed and influenced by continuously historical schools of 

thought, namely classical and neoclassical schools; commodity, institutional, functional 

schools; and marketing management school (Vargo & Lusch, 2004).  Then a new prominent 

logic arose based on these historical schools of thought but also showed unconventional 

direction and draw key thoughts on the new school of thought, namely the Nordic School 

(Vargo & Lusch, 2004). The Nordic School of Thought shows close relation to exhibit 

marketing, and generally focus on relationship, interactions, and many-to-many networks. 

Exhibit marketing has grown significantly in recent years and constituted an essential element 

of the industrial marketing process in recent years (Rinallo et. al., 2016). According to a 

research conducted by Barker (2005) among 700 marketing decision makers in the automotive, 

high-tech, financial and healthcare industries, such type of exhibit marketing has pushed their 

budgets jump to over 20 percent. 
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Despite this type of marketing’s clear significance, there has been little interest in exhibit 

marketing with few academic literatures that discuss and illustrate understanding of the concept 

along with its effects, operation as well as integration with the marketing communication mix 

(Pitta et. al., 1994). Pitta et. al. (1994) argues further that few academics show their preference 

to study exhibit marketing in detail. This has led to the fact that, according to Pitta et. al. (1994), 

few marketing decision makers and promotional managers have a theoretical background 

within the subject and how to exploit its vast potential. Therefore, the purpose with this 

literature review is to evaluate and integrate the findings of multiple qualitative research studies 

in order to provide an overview of the concept of exhibit marketing. The review begins by 

developing a theoretical framework that allows for a latter comparison and analysis of the 

exhibit marketing literature and the schools of thought. Extracted perspectives from different 

scholars are carefully analysed and summarized using the proposed theoretical framework. 

Finally, a conclusion of main contributions with implications for further research and 

limitations of the review are carried out. 

The Nordic School of Thought 

It is argued from a study conducted by Søilen (2013) that there are two approaches to 

marketing. The first is the instrumental approach which is set side by side with Philip Kotler, 

and the Anglo-Saxon school of thought. The second is the relational approach, associated to 

the Nordic school of thought (Søilen, 2013). Business marketing has benefited tremendously 

from the Nordic school of thought, which is made evident by a review of the business marketing 

publications, for instance, Arayjo & Spring (2006), Lemke et. al. (2011), and Rod et. al. (2014) 

(as cited by Kowalkowski, 2015). This school of thought challenged much of conventional 

thinking about marketing, which is heavily based on Anglo-Saxon school of thought (Vargo & 

Lusch, 2004), where marketing is seen as a function of four main objective variables which are 

product, price, place and promotion (Søilen, 2013).  

 

Porcu et. al. (2012) mean that during the 1990’s the focus of marketing strategies has adapted 

a more customer related approach. They argue that instead of focusing on the 4Ps, firms should 

focus on 4Cs; customer needs, costs, convenience & communication.  By applying this change 

in a firm’s marketing strategies the marketing processes and the product may increase the 

competitive advantage on the market. Instead of developing service marketing as an addition 

to existing marketing mix, Grönroos et. al. (2015) point out that researchers tended to alter 

differently from this mainstream term. As a result, an entirely contrasting notion of marketing 

that focuses on customer-firm interactions was carried out to support to marketing success 

(Grönroos et. al., 2015). Especially, relationship marketing has been considered as one of focal 

points and discussed within what is called the Nordic School of marketing thought (Grönroos 

et. al., 2015).  

 

The Nordic School emerged around 1980, and yet, it is only recently that its epistemological 

and methodological bases have been encapsulated in various publications (Gummesson & 

Grönroos, 2012). This may be the main figures who contribute the most to the Nordic School 

with various scholars such as Christian Grönroos, Evert Gummesson, and Bo Edvardsson. 

Looking back further, a description of the historical foundational schools of thought was 

offered in a study conducted by Vargo and Lusch (2004). According to Vargo and Lusch 

(2004), the three historical schools of marketing thought were: 
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• Classical and Neoclassical Economics School (1800-1920). Shaw (1912) highlights 

that economics pioneered to reach the quantitative sophistication of the natural 

sciences. Value is immersed in matter through manufacturing and products was 

considered as standardized output (Shaw, 1912). In this era, marketing is a matter in 

motion. 

• Commodity (product features), Institutional, Functional Schools (1900-1950). Nystrom 

(1915) and Weld (1917) can be considered among main contributors to these schools. 

This school indicates main descriptions of commodities (product features), institutions 

(function of marketing institutions in value-added process), and activities that 

marketers execute. Particularly, how institutions executing marketing activities added 

value to commodities was a key focus. Marketing mainly came up with time and place 

utility, and a foremost goal was to generate a transfer of title or sale. 

• Marketing Management School (1950-1980). This school assumes that analytical 

techniques can be utilized within firms with the attempt to explain the marketing mix 

for appropriate performance. Kotler (1967) stresses that marketing is a decision-making 

and problem solving task. It is pointed out that customers need or want fulfilment 

instead of buying things. Accordingly, business should be customer focused 

(McKitterick, 1957). 

Even though each of these schools mentioned above by Vargo and Lusch (2015) is determined 

in time order, it is significant to note that one should see the continuing influence of all of them 

(Vargo & Lusch, 2015). Based on these historical school of thoughts, from the 1980s until 

2000 and forward, marketing has evolved as a social and economic process (Vargo & Lusch, 

2004). The vast field of marketing has been divided into various components, such as market 

orientation (Narver & Slater 1990), resource management (Dickson 1992), and relationship 

marketing (Gummesson, 1994, 2002) (as cited by Vargo & Lusch, 2004). During the early 

1980’s, according to Vargo and Lusch (2004), a new prominent logic arose and saw marketing 

as a constant social and economic process. It focuses on considering the service-for-service 

exchange and resource integration, that is to co-create value which is continuously found in 

service ecosystems. This developing logic carries on with merging literature streams in major 

areas such as international marketing, relationship marketing and service marketing (Vargo & 

Lusch, 2004). This logic is connected with ten propositions that can be expressed with four 

axioms (Vargo & Lusch, 2015): 

Axiom 1. Service is the fundamental basis of exchange. 

Axiom 2. The customer is always a co-creator of value. 

Axiom 3. All economic and social actors are resource integrators. 

Axiom 4. Value is always uniquely and phenomenologically determined by the 

beneficiary. 

Escorted by contributions from an expanding community of scholars and philosophers, 

including Nordic scholars, the axioms are being utilized to study, comprehend, and further 

develop theory and marketing practice (Vargo & Lusch, 2004). It is argued that this new 

developed logic draws on key thoughts from the Nordic School, especially those focused on 

relationship, interactions, and many-to-many networks (Vargo & Lusch, 2004; Gummesson & 

Grönroos, 2012; Kowalkowski, 2015). On the other hand, a study conducted by Storbacka et. 

al. (1994) (as cited by Kowalkowski, 2015) investigating customer relationship profitability 

and the connection between perception measures and action measure has been influential. 

Relationship building is claimed as a crucial step in relationship marketing process (Hanley, 

2008). Specifically, Kowalkowski (2015, p. 57) has a clear explanation: “If offerings and 

relationships are not profitable enough and have limited prospects of improvement or none at 
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all, there is no foundation for long-term development". Alternatively, it is suggested that one 

key feature of Nordic School thinking is an emphasis on interactions in relationships and 

networks (Kowalkowski, 2015). Grönroos (2000, p. 30) argues that: “Value for customers is 

created throughout the relationship by the customer, partly in interactions between the 

customer and the supplier or service provider. The focus is not on products but on the 

customer's' value-creating processes where value emerges from customers and is perceived by 

them. [...] The focus of marketing is value creation rather than value distribution, and a 

facilitation and support of a value-creating process rather than simply distributing ready-made 

value to customers". 

Exhibit Marketing 

Kerin and Cron (1987) and Rosson and Seringhaus (1995) argue that exhibit marketing is a 

great tool to increase the interaction with the market and increase the competitive advantages 

of the firm. According to Pitta et. al. (2006), exhibit marketing is an event with a commercial 

purpose towards both customers and partners, existing and potential new once. Besides, Søilen 

(2013) explains that the main focus within exhibit marketing is information sharing.  

Pitta et. al. (2005) argue that exhibit marketing is being ignored in academic literature but is 

getting more popular tool within marketing among companies in recent years. This in 

contradiction to before when it was mostly seen as a benefit for sales people where they got a 

paid holiday to where the exhibit was hold. Blythe (2005) explains that exhibit marketing tends 

not to be prioritized in companies’ marketing budgets as there is none to little direct return on 

investment (ROI). However, Palumbo & Herbig (2002) explains that the view is changing and 

that firms are starting to look at partaking in exhibitions as a tool to increase the firm 

effectiveness in terms of meeting with their partners face-to-face. Pitta et. al. (2005) explains 

that exhibit marketing is a very adaptable tool and can be used for many purposes. According 

to a study by Rodríguez-Oromendía et. al. (2012) the most common main objectives with 

exhibit marketing is; relationship management, information access and sales. 

As previously mentioned, Siskind (2005) means that exhibit marketing is a tool where 

exhibitors has opportunities to meet their customers and partners face-to-face to get to know 

them to a greater extent. Kirchgeorg et. al. (2009) explain further that this type of interaction 

will strengthen the relationship and increase loyalty with current customers and partners. 

Yuksel & Voola (2010) also agree that improving relationships with current partners and 

customers should be the main focus for companies when partaking in exhibitions. Christopher 

et. al. (1991) discuss further that this type of marketing allows the services of a company to 

come closer to the customers.   

Dallmeyer (2013) argues that exhibit marketing is the most useful tool in order to collect 

business related information. Kirchgeorg et. al. (2009) do not think that exhibit marketing is a 

suitable tool in order to create awareness of a brand.  

According to Blythe (1999) and Tanner et. al. (1995), sales seem to be the dominant objective 

among exhibitors. Smith et. al. (2004) point out that sales are usually not so high during 

exhibition. However, they tend to increase the after sales. Blythe (1999) and Smith et. al. (2004) 

mean that the main objective with exhibit marketing should be to launch new products in order 

to be successful with exhibit marketing. A study by Lilien & Williams (1995) confirm that 

companies do not usually obtain a positive ROI immediately, but do however pay back in a 

short period afterwards.  
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Methodology 

This paper is conducted as a theoretical traditional literature review of 30 articles (see 

appendix). The data consists of scientific articles, literature reviews and published research 

papers that have been peer reviewed. In the process of data collection three different databases 

have been used; Web of Science, Scopus and Emerald. The search words that were used are; 

exhibit marketing, exhibitor and trade shows and in several cases the use of an additional key 

word were necessary in order to refine the search result. 

 

Data Base Search Word Key Word Document Type Results 

Web of Sience "Exhibit Marketing" - All 1 

Scopus "Exhibit Marketing" - All 3 

Emerald "Exhibit Marketing" - All 5 

Web of Sience Exhibitor Marketing Articles 25 

Scopus Exhibitor Marketing Articles 562 

Emerald Exhibitor Marketing Articles 9 

Web of Sience "Trade Show" Marketing Articles 92 

Scopus "Trade Show" Marketing Articles 85 

Emerald "Trade Show" Marketing Articles 24 

Web of Sience IMC Concept All 22 

Web of Sience "Nordic School" - All 39 

Table 1. Overview of the data search results 

 

Polit and Beck (2006) explain that the meta-synthesis method is used in non-statistical 

literature reviews in order to analyse multiplied qualitative studies. This approach has been 

used in this literature review as it is a qualitative study of 30 selected articles and does not give 

a complete overview of the subject. The articles present in this literature review are listed in 

the citation index, appendix, and have been selected in accordance to relevance to the purpose 

of the study. This study provides a content analysis through a meta-synthesis with the citation 

index as a foundation.  

 

 
 

Figure 1. An explanatory model of the research design 

Discussion 

Porcu et. al. (2012) argue that instead of focusing on the product, marketeers should focus on 

the customer needs in their marketing strategies. Porcu et. al. (2012) explain that this change 

in marketing happened during the 1990’s. The reason to this change in marketing may be as 

the competitiveness on the market increased tremendously during the emerge of the Internet. 

Internet made it easier for consumers to access information about the products and search on 

other geographical markets. Therefore, the firm had to change their market strategies and focus 
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more on the consumer needs and added value in order to compete on the market. This implies 

that firms must pay greater attention to getting to know their target audience.  

 

Several scholars argue that exhibit marketing may be useful in order to create awareness for 

the brand (Blythe, 1999; Smith et. al., 2004; Lilien & Williams, 1995). However, Kirchgeorg 

et. al. (2009) do not think that exhibit marketing is a suitable tool in order to create awareness 

of a brand. Søilen (2013) also explains that the focus within exhibit marketing should be on 

information sharing, which also implies to obtain information about the target group as well as 

providing information regarding the products and services the exhibitor is offering. Palumbo 

& Herbig (2002) and Siskind (2005) explain further that exhibit marketing is an effective tool 

in order to get to know a firm’s target group and enhance the relationship through face-to-face 

interaction and Kirchgeorg et. al. (2009) and Christopher et. al. (1991) mean that this type of 

interaction will strengthen the relationship between consumer and the exhibitor.   

 

It can be inferred that the Nordic school is not only inherited vestiges of historical school of 

thoughts but also shows its conventional direction of marketing. Vargo and Lusch (2004) 

explain this further as a new prominent logic, which draws key thoughts on the Nordic School 

of Thought, emerged and viewed marketing as an ongoing social and economic process. 

Accordingly, Vargo and Lusch (2015) highlight that this logic merges literature streams in 

notable areas such as international marketing, relationship marketing and service marketing. 

Especially, Vargo and Lusch emphasize on the customer-focused tendency when they propose 

four axioms to explain the logic (Vargo & Lusch, 2004). According to Grönroos (2000), the 

customer value is created in the relationship between the customer and product- or service 

provider. Additionally, Hanley (2008) claims relationship building as an indispensable step in 

relationship marketing process. Additionally, Grönroos et. al. (2015) and Kowalkowski (2015) 

argue that building profitable relationships is a focal point of the Nordic School of Thought. 

This implies that exhibiting marketing is a tool that may be developed from this marketing 

scholar. Pitta et. al. (2006) and Søilen (2013) discuss intensely about ‘customer' and 

‘information sharing' factors when they define the concept of exhibit marketing. Besides, 

various studies conducted by contributors to the Nordic School of Thought (Vargo & Lusch, 

2004; Gummesson & Grönroos, 2012; Kowalkowski, 2015), particularly those focus on 

relationship, interactions and many-to-many networks, manifest close relation to these factors. 

Correspondingly, Grönroos (2000) explains that the focus of marketing is value which is 

created throughout the relationship by the customer and interactions between the customer and 

the supplier or service provider. 

Conclusion 

Exhibit marketing can be a remarkably useful marketing activity for companies who want to 

increase their relationship with consumers. Exhibit marketing has previously been used as a 

benefit for sales staff within the company as a paid holiday. However, as the need for a 

customer focused approach emerged in the strategic thinking of marketing this has changed. 

Marketeers are now using exhibit marketing as a tool to get to know their customers to a greater 

extent in an efficient way. Exhibits allows the company to interact directly with customers and 

can share information about their products as well as receive direct feedback. As several 

scholars argue that relationship marketing is the focal point of exhibit marketing, it is possible 

to see a close connection of how the concept of exhibit marketing has developed from the 

Nordic school of thought.  
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As exhibit marketing still is a relatively unexplored topic in academic literature, there is much 

room for investigating this topic further. This literature review allows to see the great gap 

within the knowledge of how to construct objectives and evaluate a firm’s result when using 

exhibit marketing as a tool.  
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1912 Shaw, A. 
Some Problems in 

Market Distribution 

Quarterly Journal of 

Economics, 12(8), 

703–765 

School of 

thought 

1) Economics pioneered to reach 

the quantitative sophistication of 
the natural sciences, 2) value is 

immersed in matter through 

manufacturing and products was 

considered as standardized 
output. 

1915 Nystrom, P. 
The Economics of 

Retailing 

Vols. 1 and 2. New 

York: Ronald Press 

School of 

thought 

Marketing mainly came up with 

time and place utility. 

1917 Weld, L.D.H. 

Marketing Functions 

and Mercantile 

Organizations 

American 

Economic Review, 

7 (6), 306–318 

School of 

thought 

A foremost goal of marketing 

was to generate a transfer of title 

or sale. 

1957 
McKitterick, 
J.B. 

What is the 

Marketing 
Management 

Concept? 

in Frontiers of 

Marketing Thought 

and Science, Frank 

M. Bass, ed. 
Chicago: American 

Marketing 

Association, 71–81 

School of 
thought 

Customers need or want 

fulfilment instead of buying 
things. Business should be 

customer focused. 

1967 Kotler, P. 

Marketing 

Management 

Analysis, Planning, 
and Control 

Englewood Cliffs, 

NJ: Prentice Hal 

School of 

thought 

Marketing is a decision-making 

and problem solving function 

2000 Grönroos, C. 

Service Management 

and Marketing: A 
Customer 

Relationship 

Management 

Approach 

New York, NY: 

John Wiley & Sons 

School of 

thought 

The focus of marketing is value 
creation and a facilitation and 

support of a value-creating 

process 

2004 
Vargo, S. L. & 
Lusch, R. F. 

Evolving to a New 
Dominant Logic for 

Marketing 

Journal of 
Marketing, 68(1), 1-

17 

School of 
thought 

1) The Nordic school of thought 

show unconventional view about 

marketing, which were heavily 
based on Anglo-Saxon school of 

thought; 2) the Service-Dominant 

Logic draws on key thoughts 
from the Nordic School 

2012 
Gummesson, E. 

& Grönroos, C. 

The Emergence of 
the New Service 

Marketing: Nordic 

School Perspectives 

Journal of Service 
Management, 23(4), 

479-497 

School of 

thought 

1) The epistemological and 

methodological bases of the 

Nordic school of thought have 
been encapsulated in various 

publications; 2) the Service-

Dominant Logic draws on key 
thoughts from the Nordic School 

2015 
Grönroos, C., 
Kosdull, C. & 

Gummerus, J. 

The Essence of the 
Nordic School 

The Nordic School: 

Service Marketing 
and Management 

for the Future, 29-

32 

School of 
thought 

The Nordic school focuses on 
customer-firm interactions, i.e. 

relationship marketing 

2015 
Kowalkowski, 

C. 

Business Marketing: 

A Nordic School 

perspective 

The Nordic School: 

Service Marketing 

and Management 

School of 

thought 

1) Business marketing has 

benefited tremendously from the 

Nordic school of thought 2) one 
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for the Future, 55-
67 

key feature of Nordic School 
thinking is an emphasis on 

interactions in relationships and 

networks 

2015 
Vargo, S. L. & 
Lusch, R. F 

Reflections on the 

Nordic School: A 
Broadened 

Perspective 

The Nordic School: 

Service Marketing 

and Management 
for the Future, 161-

170 

School of 
thought 

There are three historical schools 

of marketing thought: classical 

and neoclassical economics 

school (1800-1920); commodity, 
institutional, functional schools 

(1900-1950); and marketing 

management school (1950-1980) 

1991 

Christoffer, M., 

Payne, A., & 

Ballantyne, D. 

Relationship 
Marketing: Bringing 

Quality Customer 

Service and 

Marketing Together 

London, UK; 

Heinemann 

Relationship 

Marketing 

1) There is a linkage between 

marketing, customer service and 

quality. 2) Quality is perceived 
by marketing activities; 

customers report the quality 

concerns to customer service 

which in turn report these to the 
marketing department that will 
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2012 

Porcu, L., del 

Barrio-García, 
S., & Kitchen, 

P. J. 

How Integrated 
Marketing 

Communications 

(IMC) works? A 
theoretical review 

and an analysis of its 

main drivers and 
effects 

Communication Y 

Socialiedad, 25(1), 
313-348 

Relationship 
Marketing 

1) Instead of focusing the 
marketing strategies on the 4Ps, 

firms should focus on 4Cs. This 

will change the focus to a 
customer approach. 2) Product --

> Customer need; Price --> costs; 

Place --> Convenience; & 
Promotion --> Communication.  

1987 
Kerin, R., & 

Cron, W. 

Assessing trade show 

functions and 

performance: an 
exploratory study 

Journal of 

Marketing, 51(3), 
87-94 

Exhibit 

Marketing 

Exhibit marketing is an important 

tool for a company's ability to get 

involved and compete in the 
marketplace 

1995 
Lilien, G. L., & 

Williams, J. D. 

Do Trade Shows Pay 

Off?  

Journal of 

Marketing, 59(3). 

75-83 

Exhibit 

Marketing 

1) the exhibit in this study show 

112 % ROI after 3 months, 2) the 
exhibit generated positive 

awareness, 3) companies do not 

usually obtain a positive ROI 
immediately, but do however pay 

back in a three month period 

afterwards. 

1995 
Rosson, P. J., & 
Seringhaus, F. 

H. R. 

Visitor and exhibitor 
interaction at 

industrial trade fairs 

Journal of Business 
Research, 32(1), 

81–90 

Exhibit 
Marketing 

1) A descriptive model of visitor 
and exhibitor decisions and 

interactions was presented, 2) the 

'selling' and 'promotion' views 
provides an inadequate sense of 
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Tanner, J. F., & 

Chonko, L. B. 

Trade Show 
Objectives, 

Management, and 

Staffing Practices 

Industrial 
Marketing 

Management 24, 

257-264 

Exhibit 

Marketing 

1) stated objectives appear to 

have little influence on booth 

staffing and other show 
management practices, 2) 

exhibitors primary goal is to 

make sales, 3) companies pay 
little attention to training booth 

staff 

1999 Blythe, J.  

Visitor and exhibitor 
expectations and 

outcomes at trade 

exhibitions 

Journal of 
Marketing 

Intelligence & 

Exhibit 

Marketing 

1) exhibits are of best use for 
launching new products, not for 

making sales, 2) sales purposes 

tend to dominate trade shows, 3) 
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Planning, 
17(2), 100-110  

exhibitors tend not to prioritize 
trade shows in their budgets as 

they aren't sales focused 

2004 

Smith, T. M., 

Smith, P. M., & 

Gopalakrishna, 

S. 

The complementary 

effect of trade shows 

on personal selling 

International 

Journal of Research 

in Marketing 21(1), 

61-76 

Exhibit 

Marketing 

1) sales increase when customers 
has been introduced to products 

face-to-face before purchase 

opportunity, 2) exhibits are of 

best use for launching new 
products, not for making sales 

2005 Barker, J. Show time 

Journal of Sales & 

Marketing 
Management, 

157(6), 34-37 

Exhibit 
Marketing 

Budgets for exhibit marketing are 
increasing 

2005 Blythe, J. 
Essentials of 
Marketing 

Edinburgh, UK: 
Person Education 

Limited 

Exhibit 
Marketing 

Exhibit marketing tend not to be 
prioritized in companies’ 

marketing budgets 

2005 Siskind, B. 

Powerful Exhibit 

Marketing. The 
Complete Guide to 

Successful Trade 

Shows, Conferences 

and Consumer Shows 

New York, NY; 
John Wiley and 

Sons Ltd. 

Exhibit 

Marketing 

1) Exhibit marketing is face-to-

face marketing. Exhibit 
marketing comprises two main 

parts: the hardware, and the 

software, 2) exhibiting is setting 
up exhibit manager's job has 

three key areas: fiscal, physical, 

and human, 3) A step-by-step 
advice to exhibit successfully, 

how to set objectives, budget and 

measure success et cetera.  

2006 
Pitta D. A., 
Weisgal M., & 

Lynagh P. 

Integrated exhibit 
marketing into 

integrated marketing 

communications 

Journal of 
Consumer 

Marketing, 23(3), 

156-166 

Exhibit 

Marketing 

1) Exhibit marketing can play a 

key role within integrated 

marketing strategies, help 

directly target a specific audience 
and offers cost effective 

marketing for small companies 

running with tight budgets. It is 
also proven to be effective for 

both B2B and B2C purposes 2) 

70 percent of customers attending 
to a trade show intend to make at 

least one purchase. 3) Companies 

should learn about their 

customers and develop specific 
plans for exhibit marketing to 

achieve desired goals. 

2008 
Palumbo, F., & 

Herbig P. A. 

Trade Shows and 

Fairs: An Important 

Part of the 
International 

Promotion Mix  

Journal of 

Promotion 

Management, 8(1), 
93-108 

Exhibit 

Marketing 

1) Exhibit marketing plays a big 
role in the global marketplace, 2) 

Exhibitions increase a firms 

effectiveness regarding collecting 
market information as well as a 

meeting place for existing 

partners 

2009 
Kirchgeorg, M., 
Springer, C., & 

Kästner, E. 

Objectives for 
successfully 

participating in trade 

shows 

Journal of Business 
& Industrial 

Marketing, 25(1), 

63-72 

Exhibit 

Marketing 

1) Trade shows are suitable as a 
tool to remain loyal customers 

and a strong brand, 2) Trade 

shows are not a useful tool to 
increase awareness levels 3) 

Several complementary 

objectives should be targeted at 
the same time in order to be 

effective 
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2010 
Yuksel, U., & 

Voola, R. 

Travel trade shows: 
exploratory study of 

exhibitors’ 

perceptions 

Journal of Business 
& 

Industrial 

Marketing, 25(4), 
293-300 

Exhibit 

Marketing 

The main objective with exhibit 
marketing is to improve the 

relationships with customers, 2) 

evaluation of the success is the 
most challenging part 

2012 

Rodríguez-

Oromendía et. 
al. 

Business Objectives 

For Trade Shows 
Aimed At Final 

Consumers 

International 

Business & 

Economics 
Research Journal, 

11(13), 1455-1462 

Exhibit 
Marketing 

The main objectives found 

among exhibitors: 1) Make new 

contacts with potential buyers, 2) 
Promote the company's image 

and improve its reputation, 3) 

Secure orders or generate sale, 4) 
Provide information about 

products and their uses 5) Have 

access to customers who would 
otherwise be difficult to reach, 6) 

Introduce new products and 

development 

2013 Dallmeyer, B. 
Successful Exhibit 

Marketing 

The Global 
Association of the 

Exhibition Industry 

Exhibit 

Marketing 

1) Exhibit marketing is a 
successful tool collect 

information about the target 

audience, 2) Objectives based on 
perceptions of the organisation is 

important in order to be 

successful, 3) Informational 
brochures are often frown away 

before visitors read them 

2013 Søilen, K. S. 

Exhibit marketing 

and Trade Show 
Intelligence 

Heidelberg, 

Germany; Springer 

Exhibit 

Marketing 

1) There are two main 
approaches to marketing: the 

instrumental approach (the Anglo 

Saxon school of thought) and the 

relational approach (the Nordic 
school of thought) 2) Exhibit 

marketing is important for B2B 

marketing 

2016 
Rinallo, D., 
Bathelt, H., & 

Golfetto, F. 

Economic geography 

and industrial 

marketing views on 
trade shows: 

Collective marketing 

and knowledge 

circulation 

Journal of Business 

& Industrial 
Marketing, 25(4), 

249–258 

Exhibit 
Marketing 

Trade shows has grown an 
essential element of the industrial 

marketing process 
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