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Abstract

Though trade shows have emerged as an increasingly significant component in companies' international
promotional tools, little research has examined this activity and previous findings on this theme are few and mostly
foreign. With the trade show costs rising, exhibitors are forced to exert more effort to their trade show success.

This research studies the effectiveness of trade show as a international promotion method and suggests strategic
management program to enhance trade show performance such as image-building, sales-related, informa-
tion-gathering, and relationship-improvement.

Our suggestions are as follows: (1) Marketing executives should make a plan for trade show management and
set their trade show objectives before trade show opens. (2) Companies should reinforce pre-show promotion and
booth staff training. (3) After trade shows close, it should measure their trade show performance. These are key
success factors for companies to enhance their trade show performance. By implementing these success factors
effectively, exhibitors can have better performance of trade show.

Key Words : trade show, international promotion, performance, effectiveness, strategic management,




306 B4AHRAT AA AZ (2006 3€E 25%)

[.A &

Ao FAEASGo 7N FAAA I} F2S wa gtk 1AL AAADOR 150003 o4 A
HE 3 s AAIE AxGA vrolojote] whds Stislgithe ol H-E i 7W 284

A greto] 7] mE ot M RIaL, o] A4, AR 2004). 3 WT o] F A= FEAA A HE
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AB7E 7 wA" SHeA Y] 7] B B4 tisid e Aldi= QlAfskA] Ratar
et A gl ket Aol =l ZIdEe] AAE] ATl B9k oS Fa ler, A
5] &gl Slo] W} HeFAQ Fto] HH3 Adeolrho] A 2004). LT AAF] e Hrteke 71
olg IATE, & WHMAE 7 7Idel e v w¢ Axd Ao A bt
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A 2w gypo] AueAE wEsta, 7|9o] AAbe] HAF]

L A 89 7hd 22

Bulo] 79 AA3|g= &o] Fair, Exhibition, Exposition 5 72 &ol¥2 N2 234 T2 o)
E YA ALEEo] gk n=e] oA A H G A8 S](IAEM, International Association for Exhibition
Management):= A8 S A A5} £ 2 Exposition’ 0| Zh TS AFESFAA, “H A] 8] (Exposition) 2
T ZHbuyer) 2k Bl AKseller)7} AL E H AHIEE MBS FSAES Fa AA S mE
of Al e = S JRlolu 7|Yo]l AT dAIH oAl Altell WIZHéKtime sensitive) Al

“H(marketplace)” o] 2t G Jsla JTH(Morrow 2002). 3¢ CEIR(Center for Exhibition Industry Research)-

ZAA 8] (Exposition) & L B4 wE} Y24 7/ J=d(Morrow 2002) o5 A3 S <X
1>3 ek o] 3ol ofatH, FHHAIS](Trade Show)= F= AYPAFS Fwatal, Ao 4%
= Afojo] T3 e ZAFuIRE AT HollA, B2BA(marketplace)o] 2t g 4= T} tF

=337 o

ko] dukd]E(General Public)o]2he 4ol
AN E F2 T3] (Trade Show)S} ©f

AT FAAAIE AFR JPH] g
offlEe} & 4 9l oM (Herbig et al. 1994) "EA A

A 8](Public Show)E HHAIE 2 F2 niAE gkl

2] B2CA(marketplace)©]2} & 4 A& Folt} FH

ZZA)3](Public Show) 27HA 2 BFala gl ojpi
79

o FelEAEE A9 Al o v

1 —

i o

o,

o FTFAAL FEUA, HH AR|AaGAEe] a9 AF U MH|AE EEHQ AANES B3
Z#olalr] Y3l g ol Eoli= o|WlE“(Black 1986)2Fa gL gtk 12, o]+ u]i‘ﬂ 9]
of vlal AAFe] BEAS FE3 AWaTAE Kotk s, Euete ofd AAFE olef #2
w71 sl RS A= 2
B I1-1> S0/9 M4HdH S4of e A3 2F
=5 Public Shows / Combined or
£4 UIFED e Consumer Shows Mixed Show
A4 A E Trade Show$} Public Show <)
£ H HRLE 5 face
ERD | s s EAANESE 5 E99
AN A ZG A, 2 A Retail Outlets) 2 214 ol ool
(Exhibitor) | A End-userE A& e AZAA AZBA, A
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=5 Public Shows / Combined or
=4 Tt S Consumer Shows Mixed Show
A gitdl=

H}o] o] (End-user)

(Visitor) (General Public)

B B I % - R E B (ol ol )
B g gy | WA AR WS o wek gL A5 F
e | EIEIA ARRE | mmelN AREE EERE R B
IR N8 51% 24| AN S 14% 2A AN 39| 35% A

oo =& Aelste]l 224 oS e, A3 (Trade Show)® AFAA Aol A &+
A7, FERA, B AulagabEe] Ak AF % AuAE taEd ol(display)dtal, ol& TRt
(buyen)$te] T8-S S AA F2 o Aol B F xS dAHoE AW A
(marketplace) ©]2}aL & 4= Ut} & ATFoA= olEgt FHZAS], = Trade Showol| 2H& o] ¢

SR R CER

2 F-HA 3] (Trade Show)e 7%

W ol ¥ vl(Personal Selling), FL
(Advertising), vlZ7](Sales Promotion), PR(Public Relation) 52 U-roix|&d], FAAAE & o]zt
7] dgtor B 4 olvk GubAQl AdAEelA A gl AEEE B[S AEH R niAY
A EHgollA] 7 & BES AR, A BE 4kg] FokelA QA Ao o= AEL v}
AY dlike] 50% AEE 2A|8FTKSInd, 1996). weba, A= Farel npEvA R Lo HA|E] o
Al AT F] HEFFo R QA o] Shtk(Gopalakrishna et al. 1995).
Tl #He AT AHES 7199 FASAFHORA FAXRASTL 2k v Tl HAt
2 AAIL PFE BT vk CEIR(1993)0] FZAIS] FAs oidos Fujadel dag 4
2 de Fddo 3k 2ALS AAE A3 <E 1250 A EE ukeh o] ZARAR] 91%7F A
ABE FE FUIARE il glvhal §Hete] 7P w2 HIEE With ol gl FujAh
ghaata Qs AL HolFe Ay @ & gk =3 HA S
= 7199 FX6bell A 2A sk vlFo] HAFR FobA| Al Utk Jacobson(1990)0l €3k, AFAL Al

oA wT 7|dL FdAt o 20%E FIHAg e AEsta e, ol JAHAME ALt
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E 11-2> FOHZE mtets I ol8sk=s +HHfA)

AAE T Hl 8(%)
S-S AN 3](Trade Show) 91
T FA7AE 86
AT A TEA 83
ey stgR 72
AzZHA 2] gzl 69
Al A 9] Far 66
&M (on-site visits) 64
g} Amy 59
A2 155 (user groups) 41
71 Tl A 40
9 AMHE 39
Zamfl/guf 2~ 23
A& 22
71e} 2

AR Atell M, 7199 AA vHAE AE At 5 FAAAE] el AE9 v
Al 16.8%)= Fa(1779) 2, 19]), FuiEz1(136% e, 29))°ll o]o] 3WAZ =
SRl o= 19959 10.7% 2 5918 AA St 21 Fhetetd wokAl s ®el el &
g~ Qo). Eeh u]=r9] CEIR(Center for Exhibition Industry Research) $17-ZZHCEIR 200114 = 714
FAHA S A Zefsto] HA WA dite] 24%E 2SI, o] FA] 1996134l 14%(Sind, 1996)%1
5 =l

73 27k Aol

o,

CE 11-3> 0|2 7/900| 0P| 2opd x| S0|4 HE(1997d 7|F)

= =2 ANEAE
33 1 1779 &

Pl Z 7] (Sales Promotion) 2 1369 &
-9 4 A 3)(Trade Show) 3 1269 €
Sales Force Management 4 809 &+
Direct Marketing 5 579 &

On Line 6 429 &¢
Marketing Research 7 309 &9
Premiums/Incentives 8 279 &9
Public Relations 9 259 &+

7] B 279 &

(A5¢) : Business Marketing, Outfront I Study, May 1999)
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<E |I-4> A +EE X200t HS

: - K| &0l & HE
OIS 4C ,
IS & (Marketing Components) (Percent of Marketing Budget)

2] 7] vl (Direct / Field Sales) 47.0 %
A3 (Exhibitions) 14.0 %

F3 (Advertising) 115 %

-"rﬁq dhE (Direct Mail) 9.0 %

P R (Pubhc Relations) 6.5 %

A ulAY (Telemarketing) 5.0 %

A 100 %

(AFEY : CEIR, "The Power of Exhibition II", 1996)

3. T3] (Trade Show)e] E4

AN AT AwyAeld mjA & 5 vk 5, FAA(Visiton) = 9 S =
7+ T AFUAClA FHeg o]#fdt d= =K (Graphic), A (Photography), 3/ (Visual), <t
(Copy), A’&H(Color), 23K Sound), 52 Motion), 2 (Demonstration), <14 AFHA o)A
Zta} $7hs ol gete Zlwe] EgbeT webd AAE7L avbHow dgErhd 7|l ARbAQl vt
AR ZRIae] FFAZE 2 A=, ol AAI7E AAFAFEE 9 TR, Bl 243k
A A AFE AY, FTRAR AT T Fdl A 2 AARLAAA 7Y HAAE A
3= =E3 7|32 A)eel7] wiEo]tiKonikow 1985). Vaughn(1980)S o] & A AA 3] utko] zh= LES)
SAS v Aok Este] vl 7R AAEH

AN B o] AEbA 0w WHEsle] Az el ARE gals = gl= %‘2?& HxﬂiH
AAEL AAA ol B2 (booth) S A st F7ke thket 7|9ES WHEslaL
oy o] 7HA AAe F5IIL 2 ofolt]olE BAlght) Tah Fa U9 %lt— o1 2} ?xﬂ

oy [e)

& % 9lom olg Fa) 22 Ale] AL JE AR BE 2% B 5 Aok

@ 32394 EA(Three—Dimensional Selling)
5] WA S AlEe] B0l digh A ARInte 2 oA of FepA|nl TS| A = A
Eo] HAE L Al(demonstration)7HA] H.oJFE7] wjFol B} MMt TR ARE AF3HA ok
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@ ZA)A4 (Immediacy)

a7 o] A o] A Fa} -H(direct mail)oll 28] FEE AT, B} B2 AR F3S 6 W3t
U 99 5 o Fas MR ARESok s, AAISA = %
2

= U
A7) el - FAE Skl AldS Hal, B 7R AEs AL 0
A] &

7I9le] AR HES|7F AAR oH A= A S, AAE= Aol AH 7]
Y3t =553 vl o] th(Cartwright 1995). HA] o= Z

(Kaminer 1992), "7 tfito] FujojabA7del] J&k
1995). wekA, 7192 A3 ke Fal el E A
= Aotk

® 71”4 (Economy / Cost—effective)

AN e mas o dgatrint g 7P AAAY SXgdolgtar & 5 Qitk F=daly )
(Incorporated Society of British Advertisers)”} 19921 HAZ717|9S ez A AL A3} $9
2] 82%7F FAHAIZ S H]-8- 8 94 (cost-effective) Q] =71 v A (promotional  medium)EF S HITH

(Cartwright 1995).

Business Press(1990)7} 4~ 3t Z714Hd
2| ¥ 31 (Business magazine advertising)?ll ©]] 7 WAZ =A H7FH ) kA, Sind(1996)7F CEIRY] <1
TANE Q18T AR w=d, AASE Ad= gE B —’F’éﬁlgh AR B AR 20, 719
olmA| AL, A A T 719 e nHI" B
‘HlzomA] Aarwk Farh AAS|EY g4 ] k<3
(CEIR)= 2ol & HA dA|5]e] gapgdo] digh 424
3l B} o] FojA= Ag-of 1egk 2= lo] %Uﬂﬂ' O]—EFOV]E 5ol = HlEel dis) v
S AN Ay < 600 & 4 A& kel o] "S0Percent Rule"o] ZHIEATHCEIR 2001).
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s0% ROl ARG Wbk Sk Ak AFS Y shzel QoiA Ak e st
oF Alae wf, 50%9] AJRh HIE, = oR dd AHE Awte As ovdth
<E 11-5 7|9l OAE SHo| ME 2 SXojHel 2ty EIt
T = NN Eo g DM PR
ALz 8= F=
o= == 4= 39 % 27 % 20 % 13 %
(Generating sales leads)
= 1 ok
TEA 12 % 5 % 8 % 8 %
(Taking orders)
/\])\1— /1\13])\ /R7H
. 42 % 24 % 28 % 14 %
(Introducing new product/services)
HA = olu]x] A1
BAS orA] Al 42 % 43 % 19 % 19 %
(Promoting brand image)
714 oluA] A1
el A 33 % 32 % 2 % 24 %
(Promoting company image)
/1\‘]}\ 2+ A
1% 715 28 % 25 % 24 % 15 %
(Entering new markets)

(A54 : CEIR,

"The Power of Exhibition II", 1996)

<E I1-6> HA2lE St Hjesd Eot
o = FHAL oy HMABE St mof
AL HJF A = HE $ 302 $ 233
HujAEAA] Bash i Y= F 35 3.7calls 1.3calls
HojAEAHA] = HE $ 1,117 $ 625
olg|gh AT ANEL 7Ie] nHAE Mo WskE ekl vig- on e AdEA, FHHA
ﬂﬂ 71l A Q7] Ae ﬂ}ﬂ]‘%‘ Fuor ZHhy] AAESS BHoFE Algda & ¢+ o S,
AHAE7F 7= mAY oA f8Ad 0 R QlE] Xt H]-8 &I (cost-effective) FHITTE
-% ol-gstarzt sh= 7|§lo] FHAAISe] gk TR evkal kAl & 4 gls Alejth
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L. AA A7Hdate] ggkasl

Gopalakrishna et al.(1995)] W=, vl= U B2 7|50l T8 54 glo] F9AISol #7tet
i, O FeE 489 S RS A Bty 3E Al dig AAARD A F
7Fe A9 FsA ¥E o2 =%t Bonoma(1983)% FHdAIg e el FH ¢
AREe] FAPolgtal W g CEO9 S Ql&atiA, #9943 Pt 7195elA 1o
& AYA Zsikar oy vl #2 AldgE $F 17 (Morgan and Ludford 1999)91A41&= 7
AA 3 7HE B8l AARe vHAE E5S Hu gideR Fastal glao] Eeuith o

AN i G140l Fobdol meh WA EEHA FAANG RITRES s

o

HT=E20=

o %

ole} & 4 Utk 7199 TARA AARTE BAse] 27 FAHo) & APUS
7

1. 271 % (Objectives) A4

7199 FHANS WtEde JA F 7 ¥FE S, I E3(selling objectives)oF W] &

AAEE B4R ol A8 27119

Aol vlal AT o) 8H 7%

1m

(non-selling objectives)Z T2 4= AT} Bonoma(1983)+= FH 7
(exhibitor)®] FGHA|3] FIHERE oA F 7]-7<] PO R HEF
& AFsieloh 25 A2 prospect)e] T, d AV D AAHQ] NG Fo o APEA A}

sol M, Are] AT Al W Qo] e Ju FE AnATS HES T 149 Bl
g

Fl

AR S, @Al A il T& deiEEE RS, ZIgeln A Al A 2 A" A
B3, A APIRE AAE H2E 52 Hj@uExz 53100k Kerin and Cron(1987)2 71439
FAAAS] 7R gk 891wAS AAlst] THERE st H]-‘TL}”H AE THES 9
3312tk Morgan and Ludford(1999)% 3=72] A 4 (Gardening) ¥} & FHAAS|(GLEE 1995,

International Garden and Leisure Exhibition)ol] F7[lEl 7194 ti o7 ZALE /.—:_]}‘]6]'?4_/\'] 1 F8a
SHAl Azl 7M. a7 E Vst elglet), i V1ol vl HiguEE BT
g M2 Efste] dAshs Ao YERYTE Kijewski, Yoon and Young(1993)2] ZAlNA = 7I9E

7P FesHd Ashe FAAAS] rHEERE 53X AAN dr]Aola, dwigdEa ddd A -
Ata b AVFEAREAS dE, Aldzgs FEn 28 djEds A S - ollaL, 7IgelnAl

AT 29 SRR Bk 901 PIAL GRS A, 425
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F9 wolel aush 47149 B3 E ohE FusAs) s BelEEs

FAA FAHAIS 7HERE AAste Alo] 7P o oletar St

2. AP Z 22X (Pre—Show promotion)

2 FAHAN 3] Rl A UelA] MEEE Al7to] HALR Foj=i= FAl|(Cartwright 1995)0]
71w, FIAAE e Abd Trrd 2Ee diE oS Fesxn o
Friedmann(1992)9] ZApA el wh2wd, 7199 Apda#]el o) Fodr3] 7HH oAFs 4 @ Wi
AL AA WA 174%% 00, AAG WEAL 76%7}F olu] ARE AL S YA whEbA
AANFZR Il Al F-9H4A 3] 7abde mle] WAl A deFA e, AAE el g8
719 F27h By wike] o] i 719 AAFAE A Fepu 2 34l gle] 1
F A 7FsAde] Bolx IE} e, AR EEU/& -di«l ole|gt T oA % BTk, F9HA 3
I Abd ZeR T AT ALY
Aol 40%7F AHRIARL 22 ShA] eskom, 68%= 1%01 AR SR el Aate] FefAd
A3 7S EFATIA ST B 94%7F T
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2249 awH(Staffing)

A 3 (Trade Show)eh= vl 372 H|o] 2~7b W23 (fast-paced) TH=] 719<] 7t= <lal uj
G AAA 7] wiiol, TPYE Theeh g B S v Ald= gleg ZEdlok dti(Hatch

1991). 12f3k a3E Fol7] fsiM s F-az o] wedh WA vlolop & Ate] FHiEaulE A
o] oz, ojgfgt e a&HOoR Fpy| s FAAL F2a Ao uA SR}
S Hro wHo| Fast l"%i”%"ﬂ gt WA E a8 HEFEA(contact efficiency) S =
ol d aAAQ &S WA= A2 =W TKGopalakrishna and Lilien, 1995). F-2=2] el gt u

d(contact efficiency)S Eol= © FAAQ F&FS W|X]|=H|(Gopalakrishna
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>
rir
=
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&
1o
-
by
FOI'
o

and Lilien, 1995), o]+ 7199 #ujdE s Fole v 7| = ok mg RS

A A SAYAIFEAE Sol| s A, A|EA(demonstration), £XHAIE HWIE 5 TS FIsIe

H, ol 78] ool THEAIIE TAY TS WA €k B, RAALL WEA@ALY

LA RPAA Il DA A S HoE £ AT i
o] djgh WS 7|99 WAL *éﬁr"ﬂt sAH FEFE vAA Ark =9, AP Wl A9

zél‘?—‘/f‘@%% Al AR e] mAARD WSl o5 FEe WA drk 53], Bl

2 F4 4 (formal)o] L AAHQ] W& @/\]3}% Zol ¢ & el

SFs|
#] A THTanner and Chonko 1995).
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1) 7k o) 27k A

7199 A3 ArbEie A T 7K WE S, vl E3(selling objectives) @b H]Eu| I
(non-selling objectives)= T2 4 ATk Bonoma(1983)= FHAAZE Bl 9lo] 7Y
(exhibitor)®] HAI3] 7R E o|FA T 7HA] A e® ERshe A didl 43d ol24 7| xE
Agstt. 1= XULZHJ—’—7—’1(pr0spect)9] W @ A7 2 AL 7] Fa AapA g atet

A4z, AAbel AZD Al D Qe gg An fE, A4 nas
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- = - .
T Ad, AN FE B0} S WRBEE BRAGT, 19004 Az, B4 2 vHIE 4w
S, A9 AP, AAE HAE Fo uanEEe 2R
AA13) ARSAL AR, AQES AL ST M F4% PIY BEsk TolAE WA

Aotal, o8 AFshs dl glo] dAgle e Feds Hlalst

g U, Aol A7beljor gtk 53] AAE] 7R SR W19l avel V1A 2 ' uE

Selahaz)7] Sl BOlREs RISES BF AT AHREE A4k Ro] A4 ol
Holut,

) EA7FsE B9 A4

WHREE 493 2lo) g FT QhE BB S4745RAS ol g dEske Rl

A% SoliA, Be SA1Ee] AGA oA MY Slal AAgel ek g 44

2 o9 1 Be] FEREA 184 GEAE olob] @ 4 QAR ofE A1 A
= ug BFa7) sla ANgel ik @uh 23 A6 B8 vguth o ge 4
32 AT AN Avht Be A= e el Bk o)) ARE] Y ¢ %17] HoHH
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