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Executive summary

Trade show participation is an enormous resourncbusinesses attempting to market their
products, build a stronger brand name, as welludd bp a customer database. However,
there has not been much research conducted oopgledf trade show participation. The
academic research that has been performed hastdsatisfy specific areas, and not the
entire show participation. This thesis aims to comabthe research projects that have
already been completed into a comprehensive syrdtegtrade show participation. The

strategy should be beneficial to both those pawdiing and those attending.

The primary strategy this thesis undertakes i®tk lat the entire spectrum of trade show
participation, from determining the business’ objex; to preparing for the show, to at-
show activities, as well as post-show follow up aewhluation of the trade show.
Companies should be able to increase their sucagsdy looking at the entire spectrum
when designing a trade show strategy. The stratéljybe presented in this thesis with
detailed examples illustrated through a case s®iy;y Design Studio, a firm within the

textile and surface design industry.
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1 Introduction

Most traditional marketing techniques have beeragd and researched for many years,
and multiple guidelines have been developed for howse the techniques to create a
successful marketing strategy. However, there ésarea that have not been researched in-
depth like most of the other tradition marketingchieiques, namely trade show
participation. There are millions of companies tpatticipate in trade shows every year,
across different industries, all over the world.llidhs of dollars are invested in these
shows every year. Trade show participation is knaavibe the second most expensive
marketing technique (Miller, 1999). Even though réheare many companies that
participate, and a lot of money that is put intd& shows, very few strategies have been
developed that allow companies to consider theeidde show participation process. A
generalized strategy is important, because it vwdkally and most likely increase

companies’ success rate at these shows.

One frequent mistake that companies make is a ddcglanning for the event. Most
companies believe that the majority of the workoiwes selecting the right trade show,
and the rest of the strategy simply involves bengsent at the show and promoting the
products (Stevens, 2005). The statement “failur@lém is planning to fail” is directly
applicable for trade show participation. Participgtin a trade show gives the unique
opportunity for the company to meet with new custenface-to-face. This is an
opportunity that would normally not occur througther marketing techniques. In
addition, presenting companies can promote thedymts to a large target audience in a
short timeframe (Tanner, 2002). To ensure success this unique opportunity, it is
important that the company is prepared and is awérine process to maximize their

success rate.

One company, Story Design Studio, is a good exawfpeecompany that has not taken full
advantage of what trade show marketing can generligs company is a design studio
within the textile and surface design industry.r$gidesign Studio has participated in three
trade shows over the last two years, but no orieeofrade shows have been successful for
the company. The explanation by the studio’s mamage is that there were not enough
customers visiting the trade show. On the other,sadcording to trade show management,

an increase in customers attending the show hasredcover the last years (appendix 2).
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As with most companies, the reason Story Designli&twas not successful with their
trade show participation was likely due to a latklanning (Miller, 1999).

When companies like Story Design Studio participaterade shows, it is important that
they follow a strategy so that they are more likldybe successful in achieving their
objective. Since there are few strategies developtdn the area, this thesis will present a

trade show strategy to guide companies to succilsgheir trade show participation.
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2 Problem identification

There are various techniques that allow consunwergatn knowledge of products and
companies. These techniques are mainly marketnagegies and approaches, as well as
through public relations. One such general margetechnique isdirect mail which
includes information in the form of emails, mallydrs, etc.Marketing communicatiors
another technique, where advertising in industriateel websites, newspapers, and
magazines, as well as personal sales over phonéaaado-face meetings are used. In
addition, promotion marketingcan help inform about sales promotions such apas)
rebates, and trade shows. The effectiveness om#miketing techniques varies between
industries, as well as between the companies inséime industry (Kotler and Keller,

2005). Not all the companies find the same margaeehniques to be equally relevant.

One marketing technique that seems to be releviininwnany industries is a promotional
marketing technique, the trade show. Trade shoesagplace where companies have a
chance to meet face-to-face with multiple clietsth new and old, and to show and sell
their products during a short period (Miller, 1999ccording to Tanner and Chonko’s
article, which refers to a 1994 study, 91% of tratlew attendees find these shows to be
an extremely useful source of purchasing infornmatia general, these shows generate a
lower cost per sales than other channels (Mill8@89). A study conducted by Louisiana
State University in 2002, shows that the average per sale generated by trade shows is
$209.46, while the average industrial call generaae$1263.35 cost per sale (Lead
Generation Advice.com). Trade shows are also aangisl place to get in contact with
potential clients. According to Tradeshow Week D@tk (Miller, 1999), in 1998 there
was an average of 1:75 ratio of exhibitor to atemsdat trade shows in the US. By
selecting the potential customers and followingrthe after the show, trades shows offer
companies an excellent chance to build up theentlportfolio. Trade show marketing, if

completed successfully, can be one of the mosttpbdé aspects of the marketing mix.

In companies, in all industries, a common problengetting personally in contact with

decision makers within the company, using as Iigtkources as possible (Miller, 1999). It
is exceptionally difficult for smaller companies #heir name is not recognized, to contact
potential customers. Larger, well-established camgs have an easier time contacting
and finding new customers. Trade shows therefaratera unique opportunity for smaller
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companies to get directly in contact with the decisnakers of specific purchase areas in
other companies. Since trade shows are such a gppdrtunity to meet and present
products to customers they would normally not ble &b reach, it is important to have a
well thought out strategy when attending a tradewshSuch a strategy will allow the

company to get the most out of participating inttilagle show.

2.1 Trade show model

Using trade shows as a method to promote a comigamyechnique that has been around
for centuries. According to Deane (1979), tradewshavere used greatly during the
Industrial Revolution, but there is reason to hai¢hat a form of trade shows took place
even centuries before. Even though the methodéeas around for a long time, there has
been little research conducted on trade show giyai®hen a company is participating in
a trade show, there is a great potential to inereampany awareness by getting in contact
with relevant customers. The potential is greatérthe trade show is completed
successfully. But how is a trade show completedesgfully? It is important to look at the
entire aspect of the show, from how to prepardtiertrade show, to how to present at the
show. It is also important to know how best tddal up the relationships developed at the
show in order to get the most out of the trade serperience. Since there is little research
conducted on a complete strategy for trade showicgation, this thesis will introduce a
new theoretical model and a strategy to maximize potential for success when
participating in a trade show. The following is gr@mary model developed for this thesis,
which illustrates the different areas that are ingoat to consider when patrticipating in a

trade show.
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Objective ——= Pre-show
A |
v
At-show Lead
generater

Post-show ™ Ewvaluation

Figure 1 — Trade show model

The model shown in figure 1 will be explained inpttein the theoretical framework

section, as well as demonstrated in the analysiBose The textile and surface design
industry, and more specifically, Story Design Studill be used as a case study. In short,
the products in the textile and surface design strguare design patterns that the
customers develop into a product. This end prqodubich customers produce, includes
items such as curtains, dresses or wallpaper et téxtile and surface design industry is
relevant as a case study for trade shows as a [@gmentage of the sales between
companies and customers are done related to the (Sippendix 2). Without trade shows,

studios would be required to send samples directlgustomers in the form of either

digital or print media. Sending such material pibis studios at a great risk of fraud, as
many of the customers have in-house digital dessy(@ are designers themselves), who
are knowledgeable enough to be able to maniputadéoacopy the pattern. Based on this
risk, it is essential that product presentation doenpleted face to face between the
customers and studios. Trade shows allow playettseinextile and surface design industry
to not only meet new and old customers, but algorésent the product collection to these
customers during the show. These reasons makextike tand surface design industry an

extremely applicable industry for demonstratingl&rahow strategies.
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2.2 Why Story Design Studio

Story Design Studio was chosen to be the main atiodithe case study due primarily to

personal relations. Story Design Studio is developed owned by the author of this

thesis’s family, and therefore all data are avddlam addition, there is a personal interest
in the growth and future of the studio. Story Das&judio was established in fall of 2006,
and it has attended three trade shows in the USitatks, which is the general market for
the company. The author has attended two of troe tshows. Unfortunately, the trade

shows were not completed successfully and theeglyatised was not well thought

through. Using the data and results of the tradevshin combination with the knowledge

of the industry, there is reason to believe thdtetier trade show strategy could allow
Story Design Studio to attend trade shows withebestticcess rates in the future.

Every year for the textile and surface design ityuhere are multiple trade shows in the
US and around the world. Selecting a trade shomoiscomplicated, but choosing a trade
show that will benefit the studio by generating neantacts and sale leads is more
difficult. Having an established and consistenatsigy for that particular show is also a
challenge. A coherent strategy for Story DesigndBtwiill be presented in the analysis

section of this thesis.
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3 Problem formulation

For a company to use trade show as a part of thaiketing mix, it is relevant to examine

the following questions:

What isthe best trade show strategy for a company? Using Story

Design Studio as a case study

* Identify activities that involve pre-show prepaceats
» Identify activities that involve at-show participats

» Identify activities that involve post-show folloywsu

Before elaborating further on this project, the \abquestions will be explained in more
detail. These sections will illustrate how thesesjions will be employed in the research.

3.1 Pre-show participation

First, the different variables within the prepasatactivity of trade show participation will
be identified. The variables will direct compana@s how to prepare for a trade show in
order to get the most successful result. Variabéé be examined with a broad
perspective in order to keep the strategy genexickaep from being industry specific. In
the analysis section, the variables will be disedsspecifically in relation to the textile and

surface design industry, in order to defining aérahow strategy for Story Design Studio.

3.2 At-show participation

The second section will identify the variables the¢ relevant during the presentation at
the show. The variables in this activity will guittee company on how to approach the
potential customers, and how to attract attentiotiné booth. The discussion will again be

very general, so that the strategy will not be sidu specific. Further, in the analysis
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section, the textile and surface design industiy &tory Design Studio will be used as a
case study to examine this strategy.

3.3 Post-show follow-ups

In the post-trade show section, relevant activitids be identified. These activities, will
guide the company on how to approach the customies the show to maintain the
relationship established with them during the shAgain, the post-show activity will be
presented generically to not eliminate other indest In the analysis section, the strategy
will be implemented specifically for the textile carsurface design industry and Story

Design Studio.

The findings and conclusions for the above questioiii also determine if the trade show
strategy presented for this thesis will result ompetitive advantage for the companies

applying the strategy.

3.4 Research question illustration

Below, the overall research question is illustratedrder to display the dynamic aspects

of the focal points that will be explored in thiesis.
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‘ What is the best trade show strategy for a company? I

|dentifying activities Identifying activites
that involve that involve

Identifying activities
participating in a that involve post
trade show

l [ l

preparing for a
frade show

trade show

| The trade show sirategy I
| Can this trade show strategy result in a competitive advantage? I

Figure 2 — Research question illustration
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4 Structure

In this section the structure of the remaining paiftthe thesis will be introduced chapter

by chapter. This will be illustrated in figure 3.

In chapter five, the work process, as well as timary and secondary data and its validity
and reliability will be discussed. This will scofiee direction of the thesis. In chapter six,
the theoretical aspect of the trade show stratetlybe developed. Each phase of the
theory will be introduced and discussed individpallhe strategy will be presented as a
general strategy to not limit the strategy to ac#peindustry. In chapter seven, the textile
and surface design industry and Story Design Stwdliobe introduced and explained.
Through the case illustration the reader will gétlaunderstanding of how the industry is
operated, and how Story Design Studio is managed.

In chapter eight, the methodology and developirgy dtrategy, in combination with the

case illustration, will be applied to Story Desi@tudio. The analysis that will be

illustrated will answer the question presentechia problem formulation, chapter three. In
chapter nine, the outcome from chapter eight valdiscussed with the context if the trade
show strategy will result in a competitive advamtdgr a company applying the trade
show strategy. For the conclusion section, chapferthe findings of the thesis will be

concluded.

The structure of the thesis is illustrated in figud. The numbers in the different boxes

represent the chapters that will be discussed.
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6. Developing
the strategy

10. Conclusion

Figure 3 — Structure of the thesis
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5 Methodology

In a project the size of this thesis, it is impaotteo have a clear methodology, in order to
ensure validity and reliability throughout the pees. In this chapter a discussion on how,
why and what research was conducted, as well aglitbty and reliability of the research
will be introduced. At the same time, the methodglwill consider the situation of limited
available resources for the topic chosen for thesith In addition, it is important to
evaluate if the approach used to answer the rdseprestion, later on in this thesis, is

applicable.

The first section will discuss the work processhaf thesis, and why this specific topic was
chosen. The following part will focus on the datdlected, both primary research, as well
as the available secondary data. Further the chaplleround off with the validity and

reliability of the research collected and resouncssd.

5.1 Work process

The original idea for this thesis was to developetailed business plan for Story Design
Studio. With the business plan, the author hadmalty intended to apply the plan to real
life by becoming an essential part of the managénesm for Story Design Studio.
However, the initial plan got modified, and the iness plan no longer became as relevant
as initially considered. Therefore creating a detabusiness plan for Story design Studio
became meaningless and not beneficial for the asthmowledge expansion for the
future. On the other hand, the author has longdmathterest in trade show development

and participation, but little experience within duea.

With the original problem formulation being moddiethe choice fell on what, as the
author, want to accomplish by writimgy thesis. After various research conducted, as well
as examining my own knowledge, interest area angereence, the choice fell on
developing a trade show strategy. As mention eathe author has participated in most of
Story Design Studio’s trade shows, and the padtedp has not been considered
successful. Therefore, combining the inside knogdedf the textile and surface design
industry and Story Design Studio with developingade show strategy, become highly

interesting.
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A more in-depth reason why the choice fell on usstgry Design Studio as a case study
when developing a trade show strategy, is duede@iteptional knowledge the author has
of the company, as well as the industry. Sinceatltbor have followed and been a part of
every aspect of Story Design Studio from the veegibning, the author has a unique
knowledge, experience and direct interest in tbdist The knowledge that the author has
gained is both exceptional within the industry,vesl as with Story Design Studio. In
addition, the success of Story Design Studio ie atdevant to the author, since there is
personal investment related to the studio. The reoceessful the studio is at trade shows,
as well as overall in the industry, the better dlkcome is for the author. Therefore the
choice of using Story Design Studio as a case atogicame very natural.

5.2 Data

This section will focus on the data gathered fds tthesis, both primary, as well as
secondary data. The focal point will be on how #pscific data is collected and the reason

why it is relevant.

5.2.1 Primary data

Primary data is original data collected for a sfe@urpose. There are two methods of
conducting primary data, either through quantigatresearch or qualitative research.
Quantitative research is conducted in a high volusueh as surveys, while qualitative
research is conducted as an in-depth researchpefrsson or a situation. Examples are
personal interviews, focus groups and observatighsdersen, 2005). In this thesis

observation is conducted, as well as a few op@mir@ws, as the primary data.

5.2.1.1 Observation

The primary data is first and for most based orepladion. The reason for this is because
the author, the observer, had the chance to atteéedtile and surface design trade show,
PrintSource, in New York City, January 15-17, 2008yen Story Design Studio was

attending. The observer had therefore the abititpliserve part of the industry, not only
customers but also competitors, as well as theetsdwbw management. The author had

previously attended a trade show, PrintSource, Bugt9, 2007 in New York City as well,
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when Story Design Studio was attending. The obserkeew therefore what to expect
from the industry, and if the ability to observeeqdately was an option. With this in mind,
the chose fell on observation, with the though xglering a quantitative research if the

observation left unanswered questions.

The different methods used when observing the ouste was both non-verbal behavior,
observing the customers’ body language when they \8bopping for prints, as well as
communicating verbally with the customers. The fpsiaspect with using an observation
method as primary data is that it captures the &hlent as it occurs in its natural
environment. The customer did not know that thexleavior and communication, as well
as there buying interest were being observed. By imimrming the customers, the

customers’ actions were natural. Another positispeat with observing is that the data
collected through observation is the original dagt occurred at the original time, and not
the customer looking back at the situation and ansyg questions. (Blumberg et al.,

2005).

When looking at the observer-participant relatiopsthe observations were conducted as
direct observation, meaning that the observer wagsipally present and personally
monitoring the situations (Blumberg et al., 200B)ere were no guidelines for when and
where the observer should be, therefore the obsera® free to change places, shift focus,
and observe different situations. The observer ot participating in the situation, such
as when showing the products to the customers. é&gion before, the customers were not

aware that they were being observed.

Regarding the competitors, the direct observatibasthe observer conducted was for the
most part non-verbally and without participatinghe situation when observing, but rather
viewing the situations from a close distance. Tloengetitors were unaware of the

observations. In other cases there were verbadlpgé between the competitors and the

observer.

The structure of the observations was completelstruntured (Andersen, 2005). The
observer had few open-end questions/interest @measnd when doing the observations.
The thought-in-mind was to map out the customensl @ompetitors’ behavior, based on

the observations. The observations were writtenndasvnotes and analyzed after the three
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day show had ended. The write-up of the observatoam be found in appendix 1. In the
analysis chapter of this thesis, the observatiolido® used when applying the trade show

strategy to Story Design Studio, within the texéted surface design industry.

5.2.1.2 Interviews

For the interviews regarding the organizers oftthde show, lacoboni and Arriaga, only
verbally, as well as face-to-face, communicatiors waed. There were only a few open-
end questions that were presented, but the orgawas voluntarily offering information

about the history of the shows and the knowledghefindustry that was not part of the
interview guide. This information became unexpédgtedlevant with the process of this
thesis. (Andersen, 2005) The communication betweerauthor and the organizer of the

show has been analyzed, and can be found in app2ndi

There was also conducted an interview with the owefeStory Design Studio. This
interview took place at several occasions, ranfioigy one open question to multiple open
questions. The questions were mostly about StorgigneStudio, but also about the
owner’s knowledge of the textile and surface dedigpustry. These interviews were
conducted face-to-face, over the phone, as wellhesugh emails. A write-up of the
information conducted in the interviews can be fbimappendix 3.

5.2.2 Secondary data

There is limited academic research, previously ootetl, for the topic of trade show
strategy. It has therefore been difficult to firdlevant secondary data to use in this thesis.
One on the disadvantages with secondary data theiidata is sufficient to answer the
research question (Blumberg et al., 2005). Theddeatage is highly relevant for this
thesis. The majority of the secondary data fordradows are not aimed at trade show
strategy, but rather at different areas that inegharticipating in a trade show. Based on
limited secondary data available, there is usedeatghumber of different articles and
books to collect adequate of data to create a solawledge of the trade show industry

and trade show participation.
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An additional disadvantage with secondary data &palies to this thesis is the source of
the secondary data. Some sources are known to keerel@ble and valid than other, such
as articles posted in well known journals, as vasliwhom that has written them. For this
thesis, the majority of the secondary data is ctél@ from international established
journals and books that present academic reselantilsome information is press reports,
and articles from niche magazines. However, ong dhticles from recognized journals
and the books are used in statements or referradttos thesis, the additional secondary

data is used to build a wider platform of backgmknowledge with in the topic.

Ideally for this thesis, it would have been veryenesting to follow several companies’
trade show patterns before creating the trade sttoategy. However, due to time and
budget, this is not an option. Therefore seconddata plays an important part of
conducting knowledge to be able to develop a dcdide show strategy. To use secondary
data there is no need for a budget, and the timswing is less than primary data.

5.3 Validity and reliability

In this section the validity and reliability of therimary and secondary data will be

elaborated on.

In rough aspect, validity refers to the extent dfich a test measures what we actually
wish to measure (Blumberg et al., 2005). On theemtside reliability refers to a
measurement that supplies consistent results (Bragnbt al., 2005). When looking at
validity, in correlation to reliability, validitys more essential. If a research is not valid, it
hardly matters if it is reliable. The research aoeidd need to be valid to be able to answer
the research question. However, the optimal sinais to conduct research that is both
reliable and valid (Blumberg et al., 2005). In tlthesis it will be difficult to know for
curtain if the research conducted is valid for tegearch question. The reason behind this
is that the theoretical framework will not be testéand measured in a trade show, but rather
assumed that the strategy will make a differentctanpanies applying the strategy in the
trade show process. In addition, since there aresteidies conducted on developing an
entire trade show strategy, the author of thisisheated a theory based on primary and
secondary data. To convert the developed theooyantalid and reliable theory, grounded

theory will be applied.
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Grounded theory is a method to ground the quaiviatata into a theory, rather than the
other way around (Strauss and Corbin, 1990). Thargted theory was created in 1967 by
Glaser and Strauss. The method is based on fogesstavhere the quantitative data is
converted into a traditional theory. The groundsebty is highly relevant when creating a
trade show theory, and therefore it will be appliedchapter six, when developing the

trade show strategy.

It is necessary to take both the secondary andapyirdata into consideration to ensure
validity and reliability in the research conductels mention in the secondary data
paragraph, the majority of the data collected wsnfrestablished academic international
journals, and it is therefore reason to believe tha data gathered is reliable. However,
the majority of the secondary data is not validtfer research question in this thesis. The
secondary data that is used directly in the thesiensidered valid. Since the primary data
is collected by the author, which have followed Bherg's et al. (2005) observations
guideline. It is easier to acknowledge whether atrthe data is valid and reliable. In this

case, the observations are valid as well as reliabl
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6 Developing the strategy

In this section the theoretical framework will be@roduced, and later be applied in the

analysis chapter, chapter eight.

6.1 Motivation for the Strategy

As mention earlier, the reason why I, as the aythad to develop a new theoretical model
for trade show strategy is because there has pgyicbeen very limited research
conducted on this topic. The research that prelyouss been conducted is mostly based
on few aspects of an entire trade show strategmeSesearch have considered areas that
are only related to the trade show participationd aot the entire process that involves
decision making related to participating in theda@ahow, as well as what trade show to
participate in. Additionally, there has been corddcresearch that only involves the
decision making part of what show to participate as well as why. However, to the
author of this thesis’s knowledge, there has nevipusly been any academic research that
combines the entire process of trade show partiopaThis is therefore the motivation

behind developing a new theoretical model andeggsator trade show participation.

The development of the strategy, as mention imibthodology chapter, is based on both
primary and secondary data. The primary data islected by the author, and therefore it
is a hazard for error. In addition, when collectsezondary data, the hazard for not being
able to gather all data available to create a Hifgnt true picture of the topic, is there as

well.

Further, a discussion on grounding a new theoldtiamework will take place, as well as
introducing the new model, before the new straiegyesented peace by peace.

6.1.1 Strategy for analysis

As mention in chapter five, to convert the tradevgttheory into a new usable theory,
grounded theory need to be applied. Grounded th@laser and Strauss, 1967) follows
four steps. First step involves using particulating processes. In this thesis, open coding,

referred to as “breaking down the data into distunuts of meaning” is used (Goulding,
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2000). This means that using the observations adgaduwithin the textile and surface
design industry’s trade shows, in correlation wille previous research that have been
completed within trade shows strategy in genesalsed to identify chunks or units of data
belonging to, representing or being example of aengeneral phenomenon (Goulding,
2000). In addition to the open coding, or obseoratiotes written during and after each
trade show day that Story Design Studio particgh@enere used, in order to provide vital
descriptions or impressions noted during the dateaion Within the concept of
grounded theory lies the notion of theoretical slamgp which is the process of data
collection for generating theory whereby the anajgstly collects, codes and analyses
the data and decides what data to collect nextwdrete to find it in order to develop the

theory as it emerges (Backman and Kyngas, 1999).

The second and third step involves abstracting dtvecepts and look for theoretical
meaning. This includes re-evaluating compatibkrditure in order to demonstrate research
findings. The final stage should present the theanjting the concepts and integrating
them into categories, which have explanatory powithin the specific context of the
research (Goulding, 2000). This enabled me to luisebservations and previous research
on the topic into consideration when developing ebservation guide. The observation
guide was modified day by day, as well as area® werdified throughout the process as
new aspects emerged in addition to developmenimiltie topic. This is also a trait typical
for the grounded theory approach; data collectiata analysis and the formulation of new
theory often happen at the same time (GouldingDR200

6.1.2 Introducing the new theory

Several authors, such as Herbig, et al. (1998) Baher and Chonko (1995), have
addressed in various articles, that there is lidniteeory and research conducted in the field
of trade shows and exhibitions. In addition, theotly that has been developed, and the
research that has been established, is angledriousadirections that are not necessarily
relevant for the problem statement in this thedfgth the limited data that is available
within the field of trade show and exhibiting, ttiheoretical framework is compose based
on multiple author’'s theory that best will suiteetlproblem statement, as well as

observations.
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Part of the theory that is relevant is Tanner's98)discussion on setting an objective for
the trade show before focusing on other aspects) s pre-show preparation. Other
relevant theory is Lee and Kim’s (2008) three ssagwdel, namely pre-show, at-show,
and post-show activities, as well as Gopalakrisana Lilien’s (1995) three step model,
that focuses on lead generation through the samee steps. The final theory, which is
relevant, is based on evaluation of trade showss theory is described in Steve Miller’s
(1999) book. The evaluation results in preparafarihe next trade show. An illustration

of the model is presented in figure 1, page 9.

In addition, an industry analysis is presentedeiatron to the case. This industry analysis
is presented through Porter’s five forces. The theoll not be elaborated further on in the

analysis or discussion part, but is taken into ieration simply to add on to the readers
understanding of the industry. The theory is presgm appendix 6, and will be applied to

Story Design Studio in appendix 7.

The three parts of the model that the author hagposed, objective, three stage process

and evaluation, will be introduces one by one mftillowing sections.

6.2 Objective

In this section an introduction to Tanner's (199@ory of setting an objective for the

trade show will be discussed.

Tanner has in various articles (1995, 2002) dismdisise importance of setting an objective
for a trade show, and guide the trade show straaadyplanning based on the set objective.
The strategy and planning of the trade shows irevalanagement, having the correct staff,
as well as training the correct staff. Dependingl@industry the company is in, and the
objective set for the trade show, choosing the raogable staff to represent the company
at a trade show is essential. Tanner and Chonk@s§ldiscuss that choosing the correct
staff is based on the product sold, and the tamgedience. If the product sold and the
customers are highly technological, it is importémthave an engineer, technician or
similar, representing the company at the trade stmwanswer the technical question,
together with a sales person, marketing responsibl€EO, depending on the objective

set. It is shown in Betrand’s (1990) study thattocoeers react negatively towards a
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company if the staff is not professional or lackikgowledge about the product or
company. Therefore it is important to have the lmstable and knowledgeable staff
representing the company, to answer the targeteaods’ questions, demonstrating the
product in a correct way, etc, as well as faciitdte company to achieve the set objective
for the trade show. Based on the above criteriiingean objective that can guide the
strategy and planning of a trade show is importambtain maximum success at the trade

show.

When choosing an objective, there are differentofacto take into consideration for a
company. Factors such as what is the ultimate fpwahttending a trade show, and how
this goal can contribute productively to the compsirsuccess. Companies set different
objectives depending on the successfulness of dhepany, the age of company, size of
customer database, and other elements. A studyuctedl by Tanner and Chonko’s
(1995), demonstrates that the two most frequentsgima companies when attending a
trade show is to conduct sales and generate l&@adser and Chonko (1995) also indicate
that the longer the company has attended tradesshibes more likely the objective for the
trade show is to accomplish sales. Other objestihiat are taken in to consideration for
companies when attending trade shows are for exanipbking for new suppliers,

checking out competitors, learning more about th#ustry they are in, and maintain

contact with old customers.

Other research, such as Canvanaugh (1976) and 8d882), has also emphasized that
it is important for a company to set an objectioe the trade show, and forming the
strategy and planning based on the set objectivearimize the success of the show.
Based on the above paragraphs, it is essentiahaoéssary to set an objective for the
company, when attending a trade show, and makioigidas inform of strategy, based on

the set objective.

6.2.1 Objectives Delimitations

Based on the information gathered from researckhierthesis, the theory described above
is not part of an existing theoretical model, kather a hypothesis describing the approach
for trade shows. The decision is to use TannerGmhko (1995) description of objective

in the model, simply because it creates an impoftaral point for launching a strategy for
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a trade show. In addition, several authors haveaémyged that choosing an objective
before creating and planning the strategy for thee show, is essential. Based on the
several author’s discussion, the conclusion is sediing an objective is highly relevant
and essential, for a company, before approachiegnixt stage of the strategy and

planning process of a trade show.

An additional delimitation with Tanner and Chonk¢19€95) objective hypothesis is, since
the hypothesis has not been used as a model airlgar stage, it is challenging to employ
the chosen objective as a step by step guidelineottoer decisions, such as the staff
members at the trade show, and booth design. Thelatons between the different
objectives and the remaining strategy, is not datexd. The result of choosing an
objective, will guide the trade show manager thitoagorocess where, depending on what
objective set, the decisions made will reflect batthe main reason for attending the trade

show.

6.3 Three stage activity

In this section an introduction to Lee and Kim'9@8) theory about pre-show, at-show,
and post-show activities will be discussed, in coration with Williams et al. (1993) and
Gopalakrishna and Lilien’s (1995) standpoints adlgeneration.

Lee and Kim (2008) main purpose with their theaadtstudy is to examine the effect that
pre-show, at-show, and post-show activities havdrate show performance. Under the
pre-show step, quantifying objectives, pre-showmmtion and booth staff training are the
activities. The activities under the at-show step booth size, booth location, on-site
promotion and booth staff density. For the postsktep, follow-up and measurement are
the activities. The activities under each stepimdéesidual, and not dependent on that one
activity need to be completed before the next @gtoan be taken into consideration. With
this in mind, each of the activities under the steyll be elaborated further on, in
relationship with other authors view and opiniontbat specific activity. This elaboration
will be used as a focal point when considering Gapagshna and Lilien (1995) and
Williams’ et al. (19993) standpoint on generatiagds.
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6.3.1 Pre-show activity

Under the pre-show activity, Lee and Kim (2008) énafniosen to include objectives. Based
on other authors research, such as Tanner and GH{®8R5), Gopalakrishna and Lilien’s

(1995), Horn (2002), and Williams et al. (1993have come to the conclusion that setting
the objective as an individual stage before thespimv preparation starts is essential,
simply because it is necessary that the objectivieiermined before the booth staffing and
pre-show promotion. By placing objective as an vidlial stage, rather than a variable
under pre-show activity, the objective will guidetdirection of the staff training and pre-

show promotion.

For the pre-show promotion, multiple authors hasgewussed various strategies and ideas.
It is difficult to determine a correct or incorresty of promoting the up-coming trade
show patrticipation. However, one thing that is desed by multiple authors is making the
customer aware that your firm is attending, and ingaksure that the customer will
remember your attendance and stop by the boothgltiie show. The main purpose with
pre-show promotion is to increase booth trafficcéwaing to Lee and Kim (2008) 76% of
the show attendees have already an agenda of wheisitt it is therefore important to use
pre-show promotion to make sure that the your beotin the customers agenda. Williams
et al. (1993), states that pre-show promotion igerlikely to be more important for

smaller exhibitors than for larger exhibitors.

There are several ideas how to catch the custoragesition; Lisa Horn (2002) introduces
a promotion strategy that creates a red threadigiwgre-, at- and the post-show stage.
Horn (2002) focuses on a gift campaign. The idea gift, rather than a giveaway, is that
giveaways are for everybody, and gift are giverspecial people. People like to feel
special, and therefore the idea is to make theirofdeated to stop by the booth, because
they have received a gift. Horn’s (2002) suggest®mot to have neither a fancy nor
expensive gift, but rather create a reason foctlstomer to stop by the booth. Sending out
a small piece of a gift, to the serious customert) the booth invitation, and which also
state that the customer can collect the rest oféh®aining part at the booth, during the
show. This way the customer would stop by the boatl the firm will get the chance to
demonstrate the product to the customer. Horn (RAR» emphasizes that reminding the
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customer of the company after the show, by sendipgst part to the gift with an addition
message, is essential.

Smith et al (2006) has proven that using radio gthenent in correlation with exhibiting

at trade show is the most sufficient way, when gigimeedia to attract customers to the
booth. However, the company is dependent on tlet thrget audience, that is attending
the trade show, is listening to that specific looalnational radio channel. In contrast to
Horn (2002) and Smith et al (2006), sending gifbtlgh mail is an expensive form of
promotion, as well as radio advertisement, esggaidien taking a small company with a
limited marketing budget into consideration. Theref regardless of marketing budget,
the most important factor is to let the customensvk one way or the other, that the

company is attending the trade show and at whahb@amber they can be found.

When it comes to booth staff and training, Williaetsal. (1993) brings up the fact that the
booth staff needs to be able to detect the righsgect from the other attendees. Cox
(1981) indicates that the most memorable for thstaruer is the booth staff, and the
number one turn-off for visitors is booth staffattlare not knowledgeable (Betrand, 1990).
It is therefore important to have qualified andfpssional booth staff regardless of what

industry they are in, and what profession they havbeir company.

The average contact that the booth staff has withséomer at a trade show is three to five
minutes (Williams et al., 1993). In addition, theolth personnel might, at a busy trade
show, have contact with 20 customers in an hourphly three out of ten customers are

planning to buy at a trade show. It is thereforseatial that the booth staff is able to

separate the potential buyers and customers frentotbkers, even under a stress related
situation. (Williams et al., 1993)

When training the booth personnel, it is essentalinform the staff about how to
communicate booth etiquette, how to understandualséomers profile, how to lever a lead,
as well as how to handle competitors who visit titaele show. The training should be
formed based on the main objective chosen for theéet show (Williams et al., 1993).
Tanner and Chonko (1995) refer to a survey condudtat 30.4% of companies do not
train their outside booth personnel, and 49.6%hefihternal booth staff is not trained. If

the booth staff is sufficiently trained, it can anbe the image of the company, to
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costumers, as well as competitors, in a positivespgeetive. However, there is no set
structure how to training the booth personnel, fatiter a guideline to better prepare the

staff at the show.

With a sufficient amount of professional trainedsomnel at the booth during a trade
show, the greater chances there are of generatialifyqleads, in combination with pre-
show promotion. A study conducted by Siskind (203hibitors who use pre-show
promotion increase their attraction efficiency rate46%, as well as convert visitors into
leads increase with 50%. Both in Williams et(&P93) and Gopalakrishna and Lilien’s
(1995) article the same lead measurement is pesseRbr the pre-show activity?1 of
Williams’ et al. (1993) introduction to the measment is relevant.

Number of interested visitors who visited the firm™s booth

P, = — —
: Number of mterested visitors an the show

The number of interested visitor who visited thenfs booth is in many ways dependent
on the pre-show promotion, that the visitor is avaf the companies’ attendance at the
show. The outcome of the formula will measure thecentage of interested visitors that
visited the booth. In additio®,1is also highly relevant at the at-show activitggs, which
will be elaborated further on in the next section.

6.3.2 At-show activity

Under the at-show activity, as mention, Lee and K2®08) have included the variables of
booth size, booth location, booth display, on-pitemotion and booth staff density. For
the booth size variable, Williams et al. (1993) haslresses the fact that the size of the
booth is a concern for smaller companies, duedw thudget. A company should select the
booth size in relation to the number of attendeésrésted in their product. According to
Williams et al. (1993) most small and medium siampanies have booths that are smaller
than the capacity needed. An undersized boothsidtsein that companies do not get the
most out of their investment. It is therefore esis¢émo have a booth size large enough so
that it can generate the potential traffic need@d.the other hand, it is difficult for the
company to calculate the potential traffic at thews, especially for small and new
developed companies. Companies need to relay astistal numbers from the previous

shows, in form of the number of attendees.
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When it comes to the booth location variable, \&itis’ et al. (1993) research indicate that
the location itself, such as in the start of tlwoflplan, back or side etc., is not a factor in
influencing performance, but rather the amountaffit that flows past the booth location

is an influencing factor. Companies should try étest a booth close to the aisles where
the flow of traffic is logical. Areas, where thasarregular traffic, should be avoided, such
as alcoves, split ends, or aisles with a dead-dfhdhe company have relegated a poor
location, pre-show and at-show promotion shouldcbasidered increased, to attract
customers to the booth. It is therefore importanselect booth location, where the traffic
flow is stable, so that the company have a chaocatttact the potential customer, that
were not reached by the pre-show promotion, asliosv.

At-show promotions contain giveaways, samplingdpicd demonstration, product display
and other related endorsement. The at-show promg#tdable is a less influence variable
for lead generator. This is because it is diffi¢alattract customers to the booth, due to the
limited time. According to Hatch (1991) the exhdrg have less than five seconds to
attract the visitors’ attention. In addition, itnsost likely that the attendances have planned
their schedule with other exhibitors in beforehgdhde and Kim, 2008). However, it is
important to have one kind of promotion at the shtawattract the 24% percent (Lee and
Kim, 2008) that have not planned their schedulé&wiher exhibitors.

For the booth staff density, according to Williamtsal. (1993), the average exhibitor
establishes contact with about 63% of the relewasitors attending a trade show. It is
therefore important to have a sufficient amounstaff at the booth at all time to maintain,
and hopefully be able to increase the contact fates. difficult to determine an exact
amount of needed staff at the booth at a given,thoe according to Swandby (1982) it
should be in correlation to the amount of relewasitors attending the trade show. The
company should therefore look at the number oihdtes for the previous shows, in the
same industry, in correlation with external facteisch as season, economy etc, to
determine the estimated numbers of relevant visithe up coming show. Based on this

number, the booth staff density can be determined.

In addition to Lee and Kim’s (2008) variables, Withs et al. (1993) mentions product
selection, product display, and product demonsinais at-show activities. Interesting

products are a natural drawing card, and it isefloee important to place the most
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attractive and eye-catchy products where the custornan see it, when passing your
booth. Product demonstration is used to attracteso@'s attention. As mentioned earlier
Hatch (1991) states that at trade shows the corepduaive less then five seconds to attract
someone’s attention. It is therefore important @kenthe booth interesting enough so that
the customers will enter the booth and ask for nitie@mation. It is also essential to make
your booth attractive with products and displaysweell as interesting and well spoken

staff, so that the customer will enter your booth.

With a booth size that is capable of processing ahmunt of interesting visitors, in
combination with an amount of booth staff that regared to handle the customers and
product demonstration, as well as a booth locateerethere is a stable traffic flow. If all
of these variables are performed outstandinglygambination with a successful at-show
promotion and attractive products, there will bepatential of improving the leads
generated. Williams et al. (1993) and Gopalakrisiima Lilien’s (1995) lead measurement
is again relevant to measure the potential of gdimgy lead. When referring back to at
Williams’ et al. (1993)P1 formula, the variables in the at-show activitye arighly
relevant as well, to generate leads. The nextiste)2, where the interested visitors were
contacted by the booth staff, unrelated of if there contacted with pre-show promotion

or not.

MNumber of interested visitors who visited the booth and were contacted

F,o=
: Murmber of interested visitors who vigited the booth

The outcome of the formula will measure the permgatof how many of the potential
customers that were contacted. This is relevarthénprocess of determining the total
number of leads generated at the trade show, whithe shown in thd?3 formula in the

next section.

6.3.3 Post-show activity

The post-show activity is divided into follow-up cam€mmeasurement. For the follow-up
variable, Lee and Kim (2008) focuses on that pbstasfollow-up have a tendency to
extend the reminiscence of the show for the custorfanner (2005) indicated that
successful exhibitors are more likely to follow-tlgeir customers after the show, and
Smith et al (2004) reported that overall sales petigity and profits are greater if the

company follow-up the attendees after the showhdfcustomer receives a personal thank
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you note or email from the sales person that thesewn contact with at the show, there is
a greater chance to turn a lead into a sale. Tdrgktliou note or email may contain future
information about the show, press coverage, remintiehe offer at the show, as well as
other relevant information (Stevens, 2005). By sampaut a follow-up note or email, the
company communicates to the customers that they grefessional company. Based on
the above research, it is highly important to fatlop the attendees after the trade show, to

preferably meet the objective.

The follow-up variable also consists of assessihgtiher or not the objective for the trade
show was met. If the objective was set to eitherdase sales or generate leads, the
company may need to be patient while the attended® their purchasing decision (Lee
and Kim, 2008). According to Siskind (2005), 57%atfendees will make a purchasing
decision within twelve months after the trade shtivis therefore difficult to assess if the

objectives where met or not directly after the show

The last variable in Lee and Kim’s (2008) framew@kmeasurement of the trade show
performance. This will be combined with Williams &t (1993) and Gopalakrishna and
Lilien’s (1995) last step of the lead measuremeat,

Mumber of leads gencrated

1

- Mumber of interested visitors at the booth with whom contact was made

The result will show what percentage of the comt@atisitors was converted into leads.
Based orP3 it is simple to calculate the percentage of howyni@ads were turned into
sales. There is room to elaborate further on treasurement. However the focus will be
on the evaluation aspect of trade shows. Thislvélklaborated further on in the last step

of the framework.

6.4 Evaluation

In this section an introduction to the evaluatidage will be presented. This is the final
step of the model, before it loops around intoirsgtthe objective for the next trade show.
As mention in the framework introduction, there ameltiple authors that have had a focus
on evaluating the show in a proper way, so that utseful when considering another trade
show. According to Weisgal (1996) evaluating tlael& show is both the last and first step:
the last for the current show, and the first inisgtthe objective for the next trade show.
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Evaluation is considered to be the hardest partrade show marketing, and many
companies do not evaluate their trade show paaticp (Miller, 1999). It is equally
important to evaluate the trade show marketingjtds to evaluate any of the other
marketing mix aspects. According to Miller (199Bgte is a three-step evaluation process,
which is measured immediate after the show, sixthmafter, and the last measurement is
12 months after the show. In the first stage treddegenerated at the trade show is
measured. Six months later an evaluation of howymmamv accounts the leads generated is
taken into consideration. The last step, 12 moatftes the show, is evaluating how many

additional accounts the trade show generated.

Miller (1999) mentions another important aspecths evaluation stage, the decision to
return. Most companies sign up for a trade shower dfie current show was worthwhile.

Taken into consideration that most companies doematuate the trade shows in details,
signing up for a new show might not be a good id&zn though, the company has
attended the show in many years, the trends, cestomarket, and industry changes. It is
therefore important to always evaluate each indiaidhow, before signing up for a new
show. Miller (1999) suggests that talking to custesn staff, competitors, and trade
journals is a good source to evaluate if that paldr trade show is a good match for the

company’s objective.

In addition to Miller's (1999) evaluation visionh@istman (1991) focuses the evaluation
of trade shows on booth staffs observation anduetahn, as well as the amount of
contacted customers based on the amount of attendetng the booth and the amount of
leads generated. According to Christman (1991)h etaff that attended the show should
evaluate each day of the trade show, by filling audurvey, after closing hours at the
current day. This way the observations are fresthenpersonnel’s memory. The booth
staffs have direct access to customers’ commestsyall as behavior, and no other
evaluation method will give such hands-on informiatilt is therefore important to make
the staff write down the observations, and také thieservations into consideration when

making the final evaluation of the trade show.

Another author, Weisgal (1996), emphasizes on nigasthe return on investment in cost
per contact, lead, sale, demonstration, survey pad minute for publicity. The

measurement is based a sum of all the expensésdimg the cost of attending the show,
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travel expenses, personnel, pre- and at-show prometc. Not all measurement and

expenses are relevant for all market and industries

Based on the above sections, and the differenbesitipinion on the topics, there is reason
to believe that the created model has potentidumation as a guideline for companies
attending trade shows. Not only does it take théemint stages of trade show into
consideration, but it also focuses on that theuatadn aspect of a trade show is equally
important for evaluating the current trade showijtds a preparation for the next trade
show. The model will be elaborated further on ie #@nalysis part, chapter eight, in
collaboration with Story Design Studio.
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7 Case lllustration

In this chapter the reason why the textile andasgrfdesign industry was chosen for this
thesis will be addressed. A case of the textile antace industry will also be presented so

that the readers receive an understanding of hewnttustry works.

My knowledge of the textile and surface design stduand Story Design Studio comes
from my personal interest that | have in Story Des$tudio, as well as that | have been a
part of the industry for two years. The knowledgegained from conversations with
established and new players, both buyers and selidrservations, as well as through
participating with Story Design Studio in the inttys Due to this fact that Story Design
Studio and the textile and surface design industisybecome a natural part of my common
knowledge, it is therefore difficult to transfeighknowledge to the reader that most likely
does not have any knowledge of this niche indutat the textile and surface design
industry is. Another difficulty is to be able tovile my common knowledge up, and be
able to refer back to where | first got the knowgedrom. Therefore, the information in
this chapter will be based on my knowledge thavehgained from my involvement with

Story Design Studio, and my participation in theite and surface design industry.

7.1 The background of Story Design Studio

The reason why the textile and surface design itnguend Story Design Studio was
chosen as a case study for this thesis is rathgu@nMy mother, which has over 10 years
experience as a textile and surface designer, elédid break out from working as a
designer for corporations’ in United Stated of Aroarto start her own textile and surface
design studio. Story Design Studio was createdhénfall of 2006. Watching and giving
advice to the new started business, | soon disedvtrat my mother is lacking advanced
business skills. Today the business barely makssssible for one person to make a living
of it. After helping her with preparing and parpating for the PrintSource trade show in
August of 2007 and January of 2008, | decided ke @pportunity to investigate Story
Design Studio’s ability to be more successful atér shows. | believe that there is a lot
more potential that can be explored with the stgdiarticipation, and | hope to have the
needed business skills and mind set to make a toatgmeater profit for the studio. |
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believe that by creating a successful strategytfade show participation, and if it is
performed correctly, the ability to establish lotegm relationships with customers, is
there. And this long term relationship with custosnill result in higher sales, and more

profit (appendix 3).

7.2 The products

The product, within the textile and surface desigdustry, can be both a tangible or
intangible pattern. This means that customers hgyatl patterns which are presented on
paper. The patterns are made by a designer, mtest of Adobe lllustrator. When the
customers buy the pattern they get full rights® product. The digital prints are delivered
with a file, and the new owner is entitled to uséiwhat ever product they want. Most
often the buyer get the pattern printed on fabria surface and creates the product they
desire based on that pattern. Examples of prodaretscurtains, clothing, bedding, etc
within the textile area, and china, cups, bathr@mressories, etc. for the surface area. If
the pattern is not made digital, it is most oftemnped on silk. The silk that the pattern is
painted on is usually the size of one square metesmaller. The customer buys the
painted silk, but there will not be a digital fieith the purchase. The customer usually
used the pattern for the same purpose as the Idugitd, but it needs to go through an
additional step to make it printable to fabric oryasurface. About 50% of the industry
(appendix 1) sells digital prints, while the oth&d% are hand painted prints. The
advantage with silk print is that it is extremelsrth to make a duplicate of the product
before it is converted into a digital file, meaniafjer the sale. With the designs made in
lllustrator, combined with unprofessional studiasportable document format (pdf) file
with low resolution that has been emailed or posteda website for displaying the

products, is enough to generate a risk of fraugéagdix 3).

7.3 The split between the designers and the studios

From the studios perspective, the digital formapedts, provided by the designers, are
only represented by one studio, and the royalpaid when the print is sold. This way the
studios do not have to purchase the prints in fnnidhand there is no upfront cost for the
studio. With the observations made, a split betwteenstudio and designer is on average
40% to the studio and 60% to the designer. If thsighs are sold at one of the trade
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shows, a 50/50 spilt is normal, because the stpdis the travel expenses and for the
booth at the show. For the painted prints, it seémbe some what common that the
studios purchase the prints from the designers.dig$advantage for the studio is that they
have inventory. However it is also common that shelios represent the designers work
by paying the royalties when the print is sold.@eD and a 50/50 spilt is also common for
the printed patterns as well, depending on whanmdlathe product is sold through
(appendix 1).

7.4 The trade shows within the industry

There are several trade shows every year for thiget@nd surface design industry around
the world. United States are in generally hostipgraximately 15- 20 trade shows each
year. The largest shows are in New York City; FBBmirce, Koncept, Direction and Surtex,
and Las Vegas; Magic. The PrintSource and Directluows are held three times a year at
the same time and location, and the others areefisheld two-three times a year. There
are some smaller shows held in Los Angeles andher@laces in the US. The shows are
in general very expensive to participate in, a haange between $2950-$5500 per show
(appendix 4). There are a few big shows in Eurdpdigo in Paris and Heimtex in
Frankfurt. During a trade show, the studio presémés collection to the customers. The
buyers look through the studio’s collection, tHayt find appealing, to see if the prints are
interesting enough to buy. Each studio has a lagdection, anywhere from 200-2000
prints, that they are eager to show to the custdaprendix 3).

7.5 Customized work

In some cases studios performs customized work el W customer has in mind a

specific topic or pattern for a specific producheTcustomer contacts the studio. The
studio develops multiple patterns to best suitectigomer. The payment takes place when
and if the customer is satisfied with the pattédn. the other hand, if a customer want a
customized pattern, the customer often want asefipattern within the same topic. The

customize jobs can therefore be very beneficialther studios. Therefore, when a studio
participates at a trade show, it is not only td #ed patterns at the show, but also to create

relationships with potential customers that woikd customized work (appendix 3).
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7.6 Industry analysis

A detailed industry analysis of the textile andfgce design industry is placed in appendix
7. The framework that Porter (1979) has developedoe found in appendix 6.
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8 Applying the strategy

In this chapter the analysis of the trade showesisawill be presented. As mention eatrlier,
Story Design Studio will be used as a case studgrvapplying the strategy. The strategy
will be applied to Story Design Studio’s up comimgde show participation. Each of the
factors of the strategy will be presented and a®alyindividually, in a chronological
order. The first section will be, finding the oljee for the trade show, followed by the
pre-trade show preparation. The subsequent seatiinse on at-show participation, and
post-show activities. The analysis will be roundstl with a section on evaluating the
trade show participation. The chapter will concliunl@ collection of all the major findings
and practical issues that involves when determiaitrgqde show strategy.

8.1 Setting the objective

In this section, the objective for Story Designdsis next trade show participation will
be presented. The guideline presented in chaptevik be used when finding the most
suitable objective for Story Design Studio. Thegass of setting the objective will include
some background of the industry, as well as Stagi@h Studio’s objective history from

the previous trade shows that they participated in.

8.1.1 Story Design Studio’s previous objectives

As mention previously in this thesis, Story Deskggudio has participated in three trade
shows where the outcome was not considered suateBsé thought processes behind the
goal at the previous participations were very sanpkll as much as possible. Therefore, a
specific amount of product sold was not set as al,goor was an average price per
product. This results in that the motivation fadior the staff members participating was

neither determined nor clear.

Other objectives for the trade show participatiaese not set for the previous shows, such
as investigate what determines the competitorstesg or how to best building up a
customer portfolio. This results in that the staBmbers representing Story Design Studio

is not very eager to seek knowledge about the ingdusr determined to focus on building
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customer relationships. There is reason to belibe¢ if the objective was determined
more specifically, Story Design Studio would haveager success. The next section will
discuss the factors that are relevant for StoryigheStudio when setting a trade show

objective.

8.1.2 Relevant factors

For Story Design Studio to obtain success withdrabow participation, the objective
needs to be well thought through. It is importamiconsider the current situation of the
company, and what direction the company wants fmaed in. For Story Design Studio
that has a limited customer portfolio, as well as an established company name. It is
reason to believe that they should consider fogueim building customer relationship in
addition to generate leads when participating atttade shows. This objective will be

further discussed.

When the customers attend a trade show, they h&eads an agenda for which

booth/studios they are going to visit. It is im@mtt to be on the agenda list, therefore it is
also important to have a recognized company nam8&tdry Design Studio’s case, there
name is not well recognized. The reason for thizesause, first of all the company in new
in the industry, but also because Story Designi8®ifbcus have not been on establishing
a well recognized company name. Taken these fatsconsideration, it is wise for Story

Design Studio to build a stronger company namethab the customers know who they
are. If the customers know who they are, Story greSitudio will have a greater chance to

be included on the trade show schedule list foictistomers.

Since Story Design Studio’s trade show history haisbeen very successful, in form of
profit and revenue, it is also important to focus sales, as well as generating as much
qualitative leads as possible. Again, since Stoegign Studio is a young and not very
established studio, their customer database isftrerrather slim. With a limited customer
database, it is difficult to inform enough customef the trade show participation, as well
as it is difficult to sell products between tradews. It is therefore important for Story
Design Studio to generate enough leads so thatdheysell products between the trade

shows, as well as at the trade shows.
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The textile and surface design industry has beeanar for many years. In addition the

industry is build up by both large and mature sigdias well as small and new started
studios. Some of the studios within the textile andface design industry have been in
business for over 15 years (appendix 2). It is dloee essential to investigate the
competitors and determining what strategy they hesesl when becoming successful, and
learn of them. Even though the owner of Story Desgjudio has been a part of the
industry for over 10 years, most of the experiehas been as a buyer, and only the
experience gained with Story Design Studio, has laesea seller. The buyer experience is
essential, but it is not enough to build a sellgtigategy for a studio. It is important to

investigate competitors as well, to not necessafyahe strategy, but rather take the
factors that have created success into consideratioen developing Story Design

Studio’s strategy for success.

8.1.3 Story Design Studio’s objective

In this section the objectives for Story Designdstis next trade show will be determined.

First and foremost it is important for Story Desigtudio, under the circumstances with a
slim customer database, to generate quality |eaatsdan be used in building a thicker
customer database when participating in trade shdWwsrefore it is highly essential to
focus on generating leads. However, it is also i@ to sell products at the trade show,
even though only 30% plan to make a purchase atrdlde show (Williams et al., 1993).
On the other hand, the sales at the trade shovimgrertant especially in the situation
Story Design Studio is currently in, where the satthe shows have not broken even with
the expenses for the show. However, it does noessecy mean that the show was
unsuccessful if it does not beak even, but it fcdilt for a small studio to have courage to
participate in a show, when it seems like theylaosing money in the short run. This
topic will, however, be elaborated further on ie #valuation part. In contrast, if the leads
generated are good enough, the sales will take pteihie post trade shows stage.

It is difficult to set a curtain number of leadstmeed to be converted in to a sale at this
stage, to determine if Story Design Studio’s trakdew participation was successful or not.
Therefore a set percentage will not be presentdéaisrsection, but rather be set in the next

trade show participation where the evaluation st@ifjeyuide what objective to set.
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It is also important for Story Design Studio toateea stronger company name. However,
if the leads generated are successful, the compamg will be known to those customers.
Therefore, at this stage, combining generatingdeaad developing a strong company

name is a wise solution for Story Design Studio.

When it comes to investigating the competitors’ cess, Story Design Studio has an
advantage. Since the owner has been a buyer indhstry for many years, an established
relationship has been created between the own8tarf Design Studio and the studios
that have been in the industry over a longer peridowever, these studios are Story
Design Studio’s competitors today, but the relatlop has been maintained on a positive
note. So fare, the competitors have been very blehrid open to talking about there
success and strategies. However, Story Design&hedid to ask the right questions to be
able to get the relevant information needed. Initemd this relationship with the
competitors results in that the investigation @nthdoes not need to take place at the trade
show, but there is a possibility that it can takacp in other professional settings.
Therefore it is not set as a main objective wherrySDesign Studio will participate in

trade shows.

8.1.4 Summary

Story Design Studio’s objective for the next trat®w participation is generating leads
that can result in both a sale, as well as creatingore recognized company name. This
objective will guide the rest of Story Design Stiditrade show participations, as well as
the evaluating the trade show. In the evaluatiatiae, the objective will be evaluated to

see if the trade show patrticipation lived up toekpectations.

8.2 Pre-show preparations

In this section, Story Design Studio’s pre-showparations, both past and future, will be
analyzed and presented. The guidelines in chaptewi scope the strategy of Story

Design Studio’s pre-show preparations.
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8.2.1 Story Design Studio’s previous pre-show prepa  rations

When Story Design Studio participated in the prasitrade shows, not much of pre-show
activities were thought through and planned. Thiy pne-show activity that took place
was sending out an email to potential customers.érhail addresses were gathered from a
database provided by PrintSource. However, mostetustomers that received the email
had not been involved with Story Design Studio poesly. In addition, they had received
emails, mails and phone calls (appendix 1) fromessvcompetitors. It was difficult to
calculate the amount of customer that visited thetln, because of the email received, but
an estimated would be that very few visited thetbdmsed on the email. This estimate is
based on a rough comparison between the compdnissiess cards that were collected at
the trade show, with the companies that the emasl sent to. The information in the email
contained both stand location at the trade showd, arshort description of what the
company creates, as well as contact informatiagurii 4 illustrates the email that was sent

out before Story Design Studio’s third trade sh@stipipation.

We are very enthusiasfic o invite you to visit

at FrintSource in New York, January 15-17, booth # 65

508 ks offering new and Innovative colection of frandy, oniginal,
digital artwork for opparel, paper and home lashion markets

TE—————

the' best product starls at SDS

Figure 4 — Story Design Studio’s pre-show iéma

For the first trade show that Story Design Studadtipipated in, there was only one staff
member during the entire show. The conclusion drass that one staff member was too
few to be able to communicate with all the potdntigents. Even though, that one staff
member was the owner, as well as a designer, amd bapreme knowledge of the industry
and company, the sales experience was lackingoWner has very little experience with
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sales and how to approach new customers. Therk&siag one staff, the owner, was not
a suitable situation.

For the second and third trade show that Story gdeSitudio was participating in, the

author of this thesis, together with the owner, avpresent at the shows. However, the
textile and surface design industry is a niche &gy where rather few people have in-
depth knowledge of the products and industry. is thse, only the owner of Story Design
Studio had supreme knowledge of the industry. Theas not a sufficient amount of

training that took place for the other staff membeither. This resulted in a poorly

prepared staff, which was unable to fulfill the uegments needed to be able to sell or
gain contact with potential customers. Story Desigtudio came across as often
unprofessional when the unprepared staff was hagdiustomers, and was unable to
answer simple questions about the products, suchhas colors scale was used, what
software the designs were designed in etc. Withktievledge that unprofessional staff
members is the number one turn-off reason foronsiof the booth (Betrand, 1990), Story
Design Studio need to have all staff members tchinde professional and knowledgeable
of the textile and surface design industry and pheducts produces by Story Design
Studio.

In addition, Story Design Studio has never used fany of gift, or other strategies to
attract the customer to stop by the booth and tiencollection. Giving away gifts can be
very expensive, and if it is done, it is essenbaineasure the success rate to determine if it

is beneficial or not.

The next section will look into the relevant fagtdhat are essential for Story Design

Studio when preparing for a trade show and theoref it.

8.2.2 Relevant factors

For Story Design Studio to prepare as well as tayfor the trade show, curtain areas are
essential to discuss. Previously Story Design $tudid sent out an email based on
customers that were found in PrintSource’s datalidseever, it was difficult to measure
if it had any effect on the customers. It is a leigprobability that the customer will put the

company on their trade show agenda, if the compasya relation to the studio, or if they
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offer something unique. In this case, Story DeSgidio does not have a well established
database, with enough customers. Therefore, Stagigd Studio needs to contact
customers from other databases. The main purposeiigorm the customers that Story
Design Studio is attending that particular tradewshand what location they can be found

at. How the customers are contacted, email, maghone, can vary.

Story Design Studio has not previously trainedrts&aff members, and therefore, it is a
possibility that customers have not been contastembmmunicated with in a professional

way. It is highly important to have a variety oafftmembers, so that Story Design Studio
can approach and communicate with the customeashiast possible way. In the textile

and surface design industry, it is reason to beliat having designers, combined with
sales personnel is a good mix of staff members.réason for this is so that the designer
can answer all the design relevant questions, #sawdelp the customers with ideas for
what the product can be used for. The sales persesponsibility would be to start the

conversation, as well as close the conversatiorweder, the sales people need to be
trained so that they have in depth knowledge ofpitwelucts, but they do not necessarily
need to be a specialist. By having the sales petrsomed, he/she can answer questions
when the designer is busy with another customéewise, the designer need to be trained
in sales skills, so that the designer can approeastomers, and develop customer contact,
both as a lead and as a sale. lIdeally, multipleob¢éeams, designer and sales person,
should be available at the booth to capture thetrmosount of potential customers.

However, this is both difficult to obtain qualifiedaff for a small studio, as well as salary

for the staff participating.

Being prepared for a trade show can increase thecabn rate by 46% (Siskind, 2005).
With a higher attraction rate, combined with a pssional staff, the visitors can be
converted into leads. For the first std, of Williams et al. (1993) and Gopalakrishna and
Lilien’s (1995) lead measurement formulas, the “bemof interested visitors who visited
the firm’s booth” comes partly from how well thengpany have manage to communicate
that they are participating at the trade show. otleer part comes from how well the
company is able to attract the customers that metereceived information that Story
Design Studio is participating at the trade showg the customers that have not made an
agenda schedule for whom to visit at the trade shdow to attract these customers will

be discussed under the at-show activities.
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As mention in the above section, giving away giftsan expensive process for a small
studio that has a low budget. However, the giftigjvhas the potential to be very

profitable, if it is done correctly and reached thecurate customers, but there is no
guarantee that the gift give away will be succds3finerefore it is a large money risk for a

small studio, if the campaign fails. The gift gigiperhaps has a higher potential in other
industries than the textile and surface designstrglu

The next section will introduce the pre-show sggtdor Story Design Studio when

attending their next trade show.

8.2.3 Story Design Studio’s pre-show preparations

The objective is set to generate leads, which igllt in sales and/or awareness of Story
Design Studio among the customers. This objectilleguide and decide what the pre-
show activities will be. To be able to generatedfeeStory Design Studio needs to have
customers visiting their booth. Since 76% (Lee &, 2008) of the customers have a
agenda schedule for the trade show they are attignidiwould greatly be preferred to be

on as many customers agenda schedule as possible.

Since Story Design Studio do not have a large @dawlof customers that have been in
contact with Story Design Studio, it is essentmlsearch in other databases to get in
contact with the correct customers that will geteelead. Since the database, provided
by PrintSource, contains information of customehnatthave attended at least one
PrintSource trade show, it is likely that they wiénin the industry. However, it does not
mean that they are planning on attending the upogriiade show. In addition, if the
customers that are planning on attending the tstidev, have not heard of Story Design
Studio and receive an invitation email, it is likehat they will ignore it. But if the
customers that are attending the trade show haeael lvé Story Design Studio, it is more
likely that they will consider the invitation tosit the Story Design Studio at the trade
show. Since Story Design Studio is in the situatioett they are in, with a slim customer

database, it is worth using a great amount of tommontact the correct customers.

A suggestion for Story Design Studio is to use Pn@tSource database to call potential

customers. By making phone calls, Story Design iStiglable to talk to the customers
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directly, and present the studio with name andatshtroduction of the company. The
phone calls do not need to be very long, but rateer for communicating the company
name, and making sure that the customer is attgritie trade show. If the customer is
attending the trade show, it is relevant to sertchatemail as a reminder that Story Design
Studio is attending the trade show, and the boothber. When the customers receive the
email, they have already gotten an impression ofySDesign Studio, and can link the
name to a company. However, this method is verg tiansuming, and it is impossible to
reach all the customers. But if Story Design Stusliable to use one week to call 300-500
customers, where perhaps 20% of them are attertdengade show, there will hopefully

be some companies that will put Story Design Stoditheir agenda schedule.

For the customers that are already in Story DeSignlio’s database, a pre-show contact
with them is essential. For the customers that lpageiously ordered prints, or have been
in close contact with Story Design Studio, a phoak with a follow up email with an

invitation to visit Story Design Studio at the teashow is a good idea. For the remaining
customers in the database, an invitation by enwmikuitable. However, it would be

preferred to contact these customers with a phateas well, but do to resources; this
group will be less prioritized. In the email, itimportant to include the booth number, the

contact information, as well as a short descripibwhat the company’s specialties are.

When it comes to training Story Design Studio’dfsthe focus needs to be on product
knowledge. This is because at the previous tradevsithat Story Design Studio has
attended, this area was one of the weakest. Eamrgthone of the staff members is the
owner and designer, the other staff member’s prokinowledge need to be quality. The
idea of teaming up a designer with a sales personld work very well within the textile
and surface design industry, simply because thégmes can cover all the technical
questions, while the sales person is most likelyngfer at generating leads. However, the
sales person and the designer need to work claselyteam, to fulfill each others areas.
This can be problematical if the booth gets lafgaific than expected. Preferably, Story
Design Studio should have another set of designérsales person, but at this stage there
is not enough revenue in Story Design Studio to foajjwo more members of the staff.
Therefore it is essential to be able for the demiga know some basic sales skills and for

the sales person to have a significant knowleddbeoproducts.

Hilde Natalie Teigen Page 47 19.09.08



Master Thesis Trade show strategy Cand.merc. IMM

If Story Design Studio is able to attract more ousrs to visit their booth by being on
customers’ agenda schedule for the trade showthitegeith well prepared staff members,
Story Design Studio will most likely generate mégads than they previously have done.
Since generating leads results in safes an increase in customer database, Story Design
Studio has met the objectives with the pre-shovpamations. Referring back to Williams

et al. (1993) and Gopalakrishna and Lilien’s (198&d measurement formuld®], the
numbers of interested visitors that will visit StoDesign Studio’s booth will have
increased in comparison to number of interestsitors that are attending the sHow
Because of this Story Design Studio have the pialetd have a more successful trade

show.

8.2.4 Summary

Since Story Design Studio’s objective for the neatle show participation is generating
leads that will result in both sales, as well asreasing the customer database, it is
essential that the pre-show preparation achieves¢hebjective. This will be completed
with a stronger method of contacting current and icestomers before the show, with
phone calls and emails, as well as better prepstadtlmembers. The staff members will
be both a sales person and a designer to be abbe¢éo a larger area of questions from the

customers, as well as building up a relationshig thiem.

8.3 At-show activities

In this section, Story Design Studio’s previouslkadw activities will be presented, as well
as a new proposal for the at-show activities fdurel trade show participations will be
analyzed. The guideline that were presented intelhajx, will scope the outcome of Story

Design Studio’s at-show activities for the future.

8.3.1 Story Design Studio’s previous at-show activi  ties

When Story Design Studio previously participatedrade shows, the at-show activity was

not very well thought through. Since Story Desigad® has not been very successful at

! This will be discussed under post-show activities
% This will be discussed under at-show participation
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the trade shows, it is of natural reasons thatctieapest booth for the trade show was
selected. The cheapest booth also comes with tladlesthsize available. As mention
earlier, Williams et al. (1993) states that mosabrand medium size companies select a
booth size that is too small for the capacity &t titade show. This can results in that the
outcome of the trade show could have been morefibahefor a company. In Story
Design Studio’s case, during the peak-timasthe show, the capacity of the booth was
considered small. There were customers standirggshort line, to be able to look at the
products. However, from personal observations,pisak-times for the trades show were
very few and in short intervals. An estimate of f@fthe trade show time was considered
peak-time, of the previous trade show that thatySbesign Studio participated in.

When comparing the prices of the trade show bowith the size, there is a significant
amount of money to upgrade the booth to a largeking PrintSource’s princes into
consideration (PrintSource), a booth the size o§@O0ft., where the length of the booth is
10 ft., has a price of $2950. If upgrading to 180fs, where the length of the booth is 12
ft., the price increases with 33% to $4350 (appeddli An increase of $1400 for a small
studio is a significant increase for a booth tkatio feet wider. Based on the prices, Story
Design Studio chose not to upgrade the booth gitleeatrade show that they previously

participated in.

As discussed under pre-show preparations, the stathdensity is important. Not only is
it important to have trained the staff, but alsdh&we enough staff members to handle the
size of the booth and the amount of customers dhatexpected to visit the booth. As
previously mentioned, Story Design Studio has had or two staff members at the
previous shows. This has resulted in that at pgag&st, Story Design Studio has been short

on staff members.

For the booth location, Story Design Studio haspret/iously chosen the booth location
themselves when participated in a trade show, dther has accepted the location that the
trade show delegated to them. This is simply bexabwry Design Studio has not
considered this as an important aspect when paatiog in a trade show. For the second

% Based on own observation and description; Wheretivere customers at almost all the booths inigle a
that Story Design Studio was located in

* Total show hours, over three days = 9+9+7=25; [Te¢ak-time hours= 4 (3 hours the first day, afmbar
the second day); 4/25= 16%
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trade show that Story Design Studio participatedhe booth location was in the back of
the show, near a corner, and unfortunately mothetraffic flow had already turned. This
resulted in that Story Design Studio had less ftban average at the trade show. For the
third show, Story Design Studio was coincidentlggeld in the middle of an aisle where
the traffic flow was busier. This had a signifidgneffect on the amount of people that
stopped by the booth.

For the on-site promotion, Story Design Studio lréed to place the most appealing
products at the top of the product stack. The thologhind this, is to attract as many
customers as possible based on the product showmeter the products are fairly large,
presented on A3 paper, meaning that with spacedegivthe stacks to flip trough the
products, it is only possible to have three-fous ¢ stacks. This is illustrated in figure 5,
when Story Design Studio was participating in FBoirce, August 2007.

Figure 5 — Story Design Studio’s previousduct and booth display

When considering the entire display of the bootioyysDesign Studio’s display is rather
simple and not very eye-catching, in comprisingthe competitors’ booth display. As
illustrated in figure 5 the designs on the wall siraple and rather boring. The competitors
have various displays, everything from productsgivam on the walls to “loud” colors and

images. Story Design Studio’s display does notaiardéiny information of what they can
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offer the customers, and whom the designs aret&dgBy adding this information to the
booth display, it might attract more customers #dratwalking past the booth.

In the next section the factors that are necedeargtory Design Studio to be successful

with the at-show activities will be analyzed andgented.

8.3.2 Relevant factors

For Story Design Studio to be as successful asilgessith the at-show activities, there
are curtain areas that are essential to discuss. drihe areas is the booth size. It is
important that the size of the booth is large emosgthat it can handle the capacity of the
customers at the trade show. Even though the najofithe time the capacity is high
enough, the booth must also be able to operatecubomers during peak-times. The
customers that arrive during the peak-firaee most likely the most interested customers.
Due to the fact that each product is unique, tistorners arrive early at day one to get first
pick of the studios collection. However, the asstiompis that most of these customers
have an agenda schedule for the trade show. Thd tras been for the last two trade
shows that Story Design Studio has attended, tinangl the first hour of the trade show,
the customers are determined to what studio theygamg to visit. However, the peak-
time for the remaining studios is when the firsstomers are done with their agenda and
are walking around to make sure that they did nissrany interesting products. During
this timeframe is when it is very important for StoDesign Studio to capture the
customers, and approach them professionally. Siniseexpensive to expand the booth
size to capture the high capacity that only lastsaf shot timeframe, it is more beneficial
for the studio to expand the staff members foretstenated peak-times.

When it comes to the booth location, it is essérliat the company picks the location
itself. For most trade shows, the exhibitors hdnedption to request a booth location, but
there is no guarantee to get that specific locattogood booth location is where there is a
consistent customer flow. Within the textile andface design industry, it is wise to be
located next to an established competitor. Theoredar this is that often the customers

stand in line to view the established competit@ddection. While they are standing in

® The peak-time has taken place in the morning grode of the trade show, as well as for a shor tim
during the morning of trade show day two. Thisasdd on personal observations.

Hilde Natalie Teigen Page 51 19.09.08



Master Thesis Trade show strategy Cand.merc. IMM

line, they look around for other products in theanest area. Therefore it might be
beneficial to be located next to an established pmditor that is curtain to generate a
descent amount of traffic flow. At the two previowade shows that Story Design Studio
have participated in, the established competitaketihe same location show after show, it

is therefore easy to select a booth next to onkeoéstablished competitors.

The booth display is another area that is essdwtidiscuss for Story Design Studio to be
successful with the at-show participation. Since ¢thistomers for the textile and surface
design industry, are either designers themselvebaoe an interest, and most likely
experience, with design, it is even more importanthave an eye-catching booth display.
As mention, the competitors have very professiamal noticeable booth display, and it is
essential that Story Design Studio have equalhaeite booth display, to magnetize the
customers. Since few customers have a relationsitipStory Design Studio, it is wise to
have some kind of product information on the watlsthat the customers can easily seek

the information.

For the product display, it is also essential twehaye-catching products on display so
when the customers walk past the booth they migit sr slow down and Story Design
Studio will have a natural reason to approach thienaddition, the customers are often
looking for something particular; an example obtls patterns for young girls between the
ages of two to seven years old. It is wise to ltheegproducts grouped into small segments,
so that it is easier to target the customer whey #ddress what they are looking for. By
doing it this way, Story Design Studio will avoidhat the customers have gotten
uninterested when looking at the relevant produssause the relevant products first need
to be found in a large stack of irrelevant proddictghat particular customer. Story Design
Studio will also come across as more professidrthkly are able to match the customers’

needs in a short timeframe.

For generating leads, it is necessary to apprdaetcaistomers that are within a reach of
the booth. It is also important that the stafflieato seek out the customers that have the
potential to be a lead, and use time to communwéte them, rather than using time on

customers that are not a lead potential. For Whidizet al. (1993) and Gopalakrishna and
Lilien’s (1995) lead measurement st@®, it is necessary to approach and communicate

with the customer that visit the booth. One wakeéping track of the customers that were
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contacted, is to ask for their business card,af/tdo not have business card, ask them to
write down the contact information. However it isoma difficult to keep track of the
number of customers that visited the booth in ganeontacted or not contactd®il. One
suggestion is to have @eople counteravailable, so that even though the staff is busy
communicating with other customers, the visitor lddoe counted. It is essential to be as
accurate as possible with counting the peoplehabthe evaluation of the trade show will
be as detailed as possible. This evaluation wikheine if the show was successful or not

for Story Design Studio.

The next section will present the at-show strategystory Design Studio when attending

their next trade show.

8.3.3 Story Design Studio’s at-show activities

Story Design Studio’s objective is set to genelagels for the next trade show that they
participate in. Generating leads involves incregsive awareness of Story Design Studio
among the customers. To follow further on this ote for the at-show activities, Story

Design Studio needs to follow an at-show strategy.

When it comes to the booth size, based on thepfareparticipating in PrintSource, Story
Design Studio should not increase their booth dibe. reason for this is that the length of
the booth only increases with two feet, meaning tthere is only one person more that can
view the collection. In addition, there need torbere staff to be able to assist the extra
person with viewing the collection. As introducedthe pre-show section, Story Design
Studio can not afford having an extra team of stdékigner and sales person, during the
show, in addition to pay the price for having ay@abooth. The solution is to continue to
have the 80 sq. ft. booth, but hire additionalfstaémbers for the estimated peak-times.
This way Story Design Studio will be able to assmgire customers in the periods where
they previously were low on capacity, as well ashmving to pay for extra staff or extra

booth space in the timeframe when they have enoapghcity already.

For the booth location, Story Design Studio shquidritize to choose there own booth
location. As mention earlier, the booth locatiomld be where there is a consistent flow

of customers. The location should not be in a dadl or in an area where the natural
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stream of customers do not flow. In addition, ®Mse to have a booth location next to one
of the established competitors that generate aiocuatmount of traffic flow, so that Story
Design Studio can approach the customers befoaétarthey have visited the competitor.
Since the establish customer tend to have the &aoih location show after show, it is
easy to know where to select the booth locationStmry Design Studio. However, the
location is not guaranteed, so if Story Design Btiglnot able to select a booth next to an
established competitor, they should select a badikere the flow is estimated to be
consistent. To find out where the established cditgpe are located, and how the
customer flow goes, contact the host of the trdmavsto be able to see the previous year
booth location map.

For the booth display it is important to make tlooth look interesting, fun and alive.
When considering the walls, the back wall is thdl ¢t gets the most attention, and it is
important to make that wall stick out to the consumis illustrated in figure 6, displaying
information about what products Story Design Styghioduces, as well as samples of the
products in a size that is eye-catching, are ingmbriaspects to communicate to the
customer. In addition, having Story Design Studio@o in a large scale is also important,
so that the customer will remember the studio nantethe image of the logo. The display
is also done with fresh and alive colors, so thatdustomers get interested in the booth.
The same theme is displayed on the side walls, talsbustrate to the customers what
products Story Design Studio produces, as weltedice name. The new booth display is
illustrated in figure 6.
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Side walls

Figure 6 — Story Design Studio’s new booth display

For the product display at the booth it is importemhave it segmented by gender, age
group, usage, and other segmented areas to easjet the customers. The customers
usually sits down at the chairs next to the boatid either flips through the collection

themselves, or let the staff member do it. If thedpicts are segmented, it is wise to let the
staff member flip through the collection for thestamers, not only so that it is easier to

target the customers’ needs, but also so thattdoks are kept organized and segmented.
The stacks should be placed inside the booth, wrganized system so that they are easily
found. Previously, on the table, between the stefinbers and customers, all the products

were placed, and the most attractive prints weaeqa on the top of the stack. Now if the
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products are placed inside of the booth, there ldhmei something on the table to catch the
customers’ eye. Story Design Studio should pick ¢ight best patterns that both best
represent Story Design Studio’s collection, and \agy eye-catching for the customer.
These eight patterns should be printed on a lgpgeer, and be placed on the table to
attract the customers’ attention. When the custersgrdown to view the collection, the
displayed patterns are put to the side, so thasélgenented products can be viewed. Often,
the trade show provides the studios with boothifures. When exhibiting at PrintSource,
each 10 ft * 8 ft booth is entitled to three tablesdifferent sizes (appendix 4). However, it
has previously not been a problem to switch ardimedtable sizes, to match the studios
preferred display. Story Design Studio should have small tables (4 ft * 24”) in the
front and one long thin table (6 ft * 18”) in thadk to place the segmented products on.

This is illustrated in figure 7.

Segmented Product

Show taple Show table

Figure 7- Story Design Studio’s newoflplan

For Story Design Studio to generate leads, it isartant to approach the customers that
are looking or passing by the booth. As mentioriezait is important to get the contact
information and interests areas to the customethabit can be placed in Story Design
Studio’s database. One way of collecting the cdntdormation is to always ask for the
customers’ business card. On the back of the carte down the interest areas to the
customer. If the customer do not have a businask o@ake the customer write down the
contact information on a piece of paper. On theeiotiand, it is also important to give
away Story Design Studio’s contact information. Msteidios give away a business card,
meaning that the customers have a stack of busceesls at the end of the day. Most

likely the customers have a difficult time to rentmnanything about the different studios;
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therefore Story Design Studio should try to differate themselves from the other studios.
A solution is to print on the back of the busineasd, in short, what the studio can offer
the customers. This way the customers have mooenation about Story Design Studio

than the other studios.

To be able to measure the leads generated, itpsriant to be as accurate as possible
when analyzing the amount of customers visitinglibeth. Even though if the customers
were not contacted, based on the staff being lbeyGustomers that approached the booth
should be counted. Therefore Story Design Studiouse goeople counteto make sure
that they count the customers that were not cagdlaicr some reason. The goal for Story
Design Studio is to contact as many customersapptoach the booth as possible, this

way there is a greater chance of generating leads.

8.3.4 Summary

Since Story Design Studio’s objective for the neatle show participation is generating
leads that will result in both sales, as well asreasing the customer database, it is
essential that the at-show activities achieve #teobjective. This will be completed by
having the location of the booth where a consigemaffic flow is, preferably next to
established competitors. It is also important teehanough staff to handle the peak-times.
The booth display and product display will be egéching for the customers, and this will
hopefully attract more customers to the booth. dditton it is important to collect the
contact information to the customers, as well ag giway Story Design Studio’s contact
information, preferably in a different way than tt@mpetitors. This strategy will result in
a higher chance of generating more leads.

8.4 Post-show activities

In this section, Story Design Studio’s previoustgd®ow activities will be presented. In
addition, a new proposal for the post-show actsitior Story Design Studio’s future trade
show participation will be analyzed and suggesigue proposal and strategy will be

developed and scoped based on the guideline pessenthapter six.
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8.4.1 Story Design Studio’s previous post-show acti vities

When Story Design Studio previously participatedthe trade shows, little post-show
activities took place. Since Story Design Studid dollect some business card from the
customers that visited the booth, they had someacbinformation available from the
customers. However, this contact information watsused strongly to turn the lead into a
sale. The only post-show activities that took pla@es to insert the contact information
gathered into a database, and send out an thantoyaisiting the booth email to all the
customers. However, since it took time to insed tustomers into the database, and
compose a thank you note, combined with regulakwitye customers did not receive the
thank you not before up to a month after the steégure 8 illustrates the thank you note
that was sent out to the customers after Print®ourclanuary 2008. Even though there
were customers that were interested in some spamifints, Story Design Studio did not

follow them up with a customized email or a dingbbne call.

| BB
{D. el
A L s

Thank you for visiting our booth at PrintSource, January 2008

STORY

b

we are Inoking forward fo hear from your soon

the best products start at SDS

Figure 8 — Story Design Studio’s previous thani gote

In addition, Story Design Studio did not count hovany customers visited the both or
how many that were interested in the company. Toexdt is very difficult to calculate
the number of leads generated based on that spediie show, and this makes it

complicated to evaluate the success of the trao\.sh
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When it comes to following up the customers in lhveg run, Story Design Studio would
send out an email about every other month, to tiséomers in the database. However, all
customers received the same email, regardless @it vahea they were producing
merchandises for. The customers that produce bgsldar young girls received the same
emails as the customers that produce vintage osrtar mature adults. The email contains
small images of the patterns that target the whpkxtrum of customers. For example the
email would typically contain a pattern for infantsne for young kids, one flora, one
vintage, one icon and one paisley pattern. The lemaot targeting the customers directly,

and it is also noticeable for the customer.

In the next section the factors that are necedeargtory Design Studio to be successful

with the post-show activities will be analyzed gmdsented.

8.4.2 Relevant factors

For Story Design Studio to be as successful aslpessith their post-show activity, there
are curtain areas that need to be discussed it-d&pé most relevant and most important
aspect is to contact the customers after the sH@avcustomer has been very interested in
one or multiple prints, but did not end up buyitgr at the show, it is important to
contact that customer after the show with a renrimdi¢he prints. This can be done either
by an email with a very low resolution of the sfiegorints together with a thank you for
visiting the booth email, or a phone call can digosufficient. If the customer was not
specifically interested in a print, but addressetlatvareas they were producing
merchandises for, a thank you not targeted that waild be essential. If the customer is
making merchandises for young girls, age two-sexears old, low resolution images of
patterns in correlation with a description of wistbry Design Studio offers, should be
included in the email. If the customers did notradd their area of business, a generic
email, also with low resolution images of differguattterns, together with a thank you note
that states what Story Design Studio offers, isisevidea. This way the customers that
could be directly targeted within a segment haeecthance to be specifically contacted. In
addition, information about Story Design Studisigmitted to the customers, containing

also contact information.
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The next important area to discuss of the post-shotivity is when to contact the

customer after the show. It is wise to contactdirgtomers in the following week after the
show. Most customers have been away from theicaffand therefore there might be a
large amount of emails in their mailbox when theturn, therefore it is wise to wait a few
days after the show to send the email. On the dthed, it is not a good idea to wait too
long after the trade show to send out a follow o in the risk of that the customer
have already purchased the necessary prints far ¢dblection. Based on this, the best

timeframe to send out a follow up email is withire following week of the show.

To be able to calculate the numbers of leads geeteragain, it is very important to be
accurate when counting the visitors. In this fdhe,last step of Williams et al. (1993) and
Gopalakrishna and Lilien’'s (1995) lead measurenfernula, it is important to have
counted the amount of customers contacted. Themass that were contacted, whom can
be a future customer of the Story Design Studie,cansidered a lead. It is essential that
Story Design Studio follow these customers up,dovert the lead into a sale. As Tanner
(2005) stated, successful exhibitors are moreyikelfollow up their customers, therefore
it is important to show the customers that StorgiBe Studio have the potential to be a
successful studio within the textile and surfacgigieindustry.

The last relevant area is how to address the cestm the future. It is important to be

maintained in the memory of the customer, and sememinder with an interval that is

sufficient for the company. The reminder, can besanail, stating both in very short what
Story Design Studio offers, and what new thingsehiaken place since the previous email.
The email should not be sent out too often, in n§keing mistaken for being a spam
email, but it should not go too long in betweentlsat the customer have forgotten about
Story Design Studio. Also, the email should be étgd the customers specific interest
area, and not be sent out as a bulk email withrieselution images of patterns from the

entire spectrum.

The next section will present the post-show stratéyy Story Design Studio when
attending their next trade show.
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8.4.3 Story Design Studio’s post-show activities

Story Design Studio’s objective is set to genelagels for the next trade show that they
participate in. Generating leads involves incregsive awareness of Story Design Studio
among the customers by taking advantage of theslgaderated at the trade show. To
follow further on this objective for the post-shawtivities, Story Design Studio needs to

follow a post-show strategy.

The most important aspect is to follow up all tkads that were generated at the trade
show. Since Story Design Studio have either calkdhe customers’ business card, or
written down the customers contact informatioms gasy for Story Design Studio to get in
contact with the leads. Also, Story Design Studés lzollected the interest area of the
customers, and it is therefore also easy to tattgetcustomers more directly. For the
customers that were not specifically interestedne or multiple prints, a thank you for
visiting the booth email is essential to maintdie tead. The email should contain both
contact information to Story Design Studio, as wal information about what Story
Design Studio offers. Figure 9 is an illustratidnadhank you email to the customers that

are manufacturing merchandises for young girlhéage frame of two to seven years old.

Thank you for visiting our booth at PrintSource, January 2008

STORY

wa are constantly updating our pent collection 5o please ket us know your parficular neads
and wa will be glad to show you our new arrivals

you are alio ahways welcome to purchase antwark from our existing print collection
or commission us for more specific projects

we render any artwork io a great product
and best of all: you can afford us

please 0al U5 al ik iy
G @30 3] e —

the best products start at SDS

Figure 9 — Story Design Studio’s new thank you émai
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When to follow up the customers after the showlss anportant. Take PrintSource as an
example, their show takes place from Tuesday tasday. A good time to send out the

thank you note is around Thursday the following kvééhis way the customers have been
able to get back to their offices, and caught upibrer necessary work. On the other side,
the timeframe is not too long. Story Design Stuaha the other studios that the customers

visited are still fresh in the customers’ memories.

When it comes to following up the customers thatehlbeen interested in one or multiple
prints at the show, but did not end up buyingtitsiimportant to contact them to remind
them of the product. Story Design Studio shoulddsaum an email to the customer with a
low resolution of the patters that the customer imterested in. The email should be sent
within a couple of days after the end of the tradew. This way the memory is fresh and
the customer preferably still is thinking about freduct. A couple of days after the email
Is sent, Story Design Studio should call the custoto make sure that they received the
email, and ask if they are still interested in p@sing the particular prints. Story Design
Studio should at the same time communicate to tis¢éomers what the studio offers. By
doing it this way, it increases the chance of sglthe print to the customers, as well as the
customer will remember Story Design Studio. If fhiscess does not result in a sale, Story

Design Studio has at least obtained a relationstilpthe customer.

When it comes to measure the leads generated.vitris important to follow up every
customer that was contacted at the show. All custershould be viewed as a potential
customer for the future. Since the products withia textile and surface design industry
are all unique, and are most likely not designedafspecific product, it has the potential to
reach all customers. Therefore, if the customermaitifind any products relevant at the
trade show, it does not mean that there will notdbevant patterns in the next collection.
As a result, all customers are a potential clienttfie future. According to Siskind (2005)
57% of the customers attending the trade showmalke a purchasing decision within the
next twelve months. It is therefore difficult to aseire the leads generated directly after the
trade show. In addition, it makes it even more ingd to keep following up the
customers for months after the trade show.

After the trade show, the customers in the datalsaeeld receive a follow up emalil

consistently with two months apart. By doing itsthway, the customer is frequently
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reminded that Story Design Studio is a potentiatlist for them. By not sending it out

more often, the emails will not being associatedhwspam. The email should be
segmented toward the interest area for the custohheremail should contain news about
the company, as well as few low resolution imagegatterns that are within the interest
area of the customer, and company information. W8teny Design Studio is approaching
a trade show, the follow up email should be semntesary month for the last two months,
in addition to the pre-show email. By making theadmmore frequently towards the trade

show, will result in that the customer have a mao&ve memory of Story Design Studio.

8.4.4 Summary

Since Story Design Studio’s objective for the neatle show participation is to generate

leads, as well as enlarge the customer databasegdai with the leads is to convert it into

sales. Story Design Studio needs to follow up ewerstomer that was contacted at the
show, either by an email or a phone call. The esragled to be more segmented towards
the specific interest area of the customers. Intiaag the customers that were interested in
one or multiple products should be contacted mwoomgly after the show than the average
contact. Furthermore, all customers, regardlesbey have purchased a product or not,

need to be followed up frequently, in the long rafter the show.

8.5 Evaluating the trade show participation

In this section, a strategy for how Story Designd&i should evaluate the attended trade
shows will be presented. Before presenting thetegiya Story Design Studio’s previous
evaluation method will be analyzed, and followedabgection on the relevant factors that
should be taken into consideration before detemginan evaluation strategy. The

guideline in chapter six will scope the strategy.

8.5.1 Story Design Studio’s previous evaluation

Story Design Studio’s previous evaluation proceas been very limited. Story Design
Studio has not previously evaluated any of the shthat they have participated in. There
is not collected any numbers of how many saledeglds generated, or how many leads

that were generated. When there is no numbersadailit is difficult to be able to
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evaluate if the trade show success increased oeassd compared to the previous trade
show, as well as evaluate if the objective weretmieeaddition, it is also difficult to

evaluate if that particular trade show is a goodciméor the Story Design Studio.

Story Design Studio has not previously investigatddht trade show would compensate
Story Design Studio the most, but rather signedfarpthe same trade show without
investigating. PrintSource has a long history ahfea trade show that generates a great
amount of customers for the textile and surfacegdesmdustry (appendix 2). However, it
is not said that these customers that attend Pume® are the customers that can provide
the most success for Story Design Studio.

The next section will focus on the important fastahat are necessary to be able to

evaluate trade show participation successfully.

8.5.2 Relevant factors

For Story Design Studio to be as successful aslgessith the evaluating process, curtain
areas need to be discussed. To be able to evausele show, it is important to have
gathered relevant information. A natural method evluating a trade show is by
measuring the sales with the numbers of leads getkerThe result will give a percentage
of how many of the leads were converted into s#lesording to Miller (1999), measuring
the sales with the leads at different timeframesmportant. Miller (1999) suggests to
measure the sales to leads immediate after the,sheaning how many sales took place
during the show, six months after, as well as t@ehonths after the show. Comparing the
sales with the leads at curtain intervals is raigvdue to Siskind’s (2005) statement that
57% of the customers make a decision within twetamths after the show. However, this
timeframe will vary between different industrieere is reason to believe that the textile
and surface design industry has a shorter timefr@e@muse season, fashion and trends are
a significant factor in the buying process, as waslithere is only one copy of the product.
It is difficult to imagine that the customer woudelve on a product up to twelve months

after the show.

To be able to evaluate the participation of a treldew, it is also important to consider

what took place at the trade show. If the inforomatis not gathered immediately, the
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information will be lost. It is therefore importatt have the staff members write down the
observations made, after each day. Information agltomments from the customers’
when viewing the collection, body language to thstemers, how the flow of traffic went,
peak-times, were the competitors more or less ftisy This information would not be
visible in an evaluation method such as measuredtes compared to leads. However, the
information gathered will not be used into anotiealuation method, but rather as an over
all impression of how the trade show was. In additthe number of sales and lead
generated should also be evaluated at the showgyddgy. This information can be useful

if Story Design Studio need to hire additional staf the peak-times.

Another important area to take into considerationf ithe set trade show objective was
met. If the objective was set to generate as meekd as possible, it is necessary to
evaluate if this was the result after the tradeasHbthe objective was met, there is reason
to believe that the trade show participation wasgleted successfully.

The information gathered and measurements completexd very useful when Story
Design Studio is preparing and evaluating whateradow to next participate in. It is
important to not assume that the trade show thatySDesign Studio has previously
participated in is the correct trade show for thel®. Therefore it is rather important to
use the information gathered and the measuremeetgtuate if that particular trade show

Is the correct one for Story Design Studio in tineife.

The next section will present an evaluation sthatégy Story Design Studio when

preparing for their next trade show.

8.5.3 Story Design Studio’s post-show activities

Story Design Studio’s objective is set to genelagels for the next trade show that they
participate in. To measure if the objectives weret,nstory Design Studio needs to

complete different evaluation methods, through\aiuation strategy.

Miller (1999) suggested measuring the leads geeérait different intervals after the trade
show. This measurement is relevant for Story DeSitydio. However, for the textile and

surface design industry, the intervals should bertsh Story Design Studio should
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measure once immediate after the show, so thatdaeydetermine how much was sold
during the show. The next measurement should ke tafo months, the reason for doing it
four months before Miller's (1999) suggestions ézduse of the products follow seasons,
fashion and trends, and a decision from the custavilemost likely be made earlier that

the average industry. Story Design Studio shouldsuee once again after six months, this
is six months before Miller (1999) suggests. Agélie, reason for this is due to the textile
and surface design industry’s products. The resulihe measurements indicated what

percentage of the leads was turned into sales.

To be able to understand and remember what takese pluring a trade show, it is
important that Story Design Studio’s staff membidls out a form after ever day of the
trade show. The information in the form will progidStory Design Studio with detail
information about areas such as comments from gwes®and the traffic flow at the trade
show. The form should contain the customers’ contmen the products, the customers’
body language when being approach by Story Desigdi®s staff, the customers’ body
language when the products are being presentettafiie flow during the trade show day,
when was it very quite, when was it busy, was § peak-times, when were the peak-
times, how many were visiting the booth that traslesw day, how many bought products
that day, was there more traffic at the nearestpatitors booths and additional comments.
The result of these questions will give Story Dasgjudio an indication of the customer’s
opinion of the products, as well as the traffiaflorhe traffic flow is relevant to determine
when and if it is necessary to have additionalf stedmbers available for the peak-times,

as well as if the location of the booth was a gloadtion.

Combining the rapports of the forms that the stagimbers fills out and the outcome of the
sale to lead measurement, will give a good indicaif the trade show was successful for
Story Design Studio, and if the objective was mé&ée information will also guide Story

Design Studio when making a decision on which trstd@w is the most suitable for them
to participate in, as well as what adjustmentshsa pre-,at-, and post-show activities,

need to be adjusted for the next trade show tloay Stesign Studio will participate in.
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8.5.4 Summary

Regardless of what the objective for Story Desigrd® was for the trade show, they need
to evaluate and measure the performance at the shdw and for the future. It is
important for Story Design Studio to evaluate ttael¢ show participation at the show, as
well as in the coming months. The result of thel@atgon will determine if the trade show
was successful, and guide Story Design Studio witeosing what trade show next to
participate in. The information, that is a resulttbe evaluation, is very important to

consider.
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9 Discussion

This chapter will discuss if the strategy presenited¢hapter eight, has the potential to
result in competitive advantage for the users, wt@mparing with those that do not use
the strategy. In addition, a discussion if thetstyg can be used successfully in other

industries will also be taken into consideration.

9.1 Competitive advantage when applying the strateg vy

First there will be a discussion if the strateg{l vasult in competitive advantage for Story
Design Studio when following the strategy. Furtliee factors that will influence the
competitive advantage will be presented, followgdhliscussion on what factors that will

not influence the probability of a competitive adiage for the users of the strategy.

9.1.1 Will the strategy work for Story Design Studi  0?

It is difficult to determine if the trade show dtgy will be successful for Story Design
Studio or not, because the strategy will not béetksn a real situation. Ideally, Story
Design Studio should have participated in a trdu®ns and the results after the show
should have been analyzed. However, this is naissipility, because Story Design Studio
IS not participating in any trade shows in the aetifuture. The only approach possible to
consider if the strategy will result in competitimdvantage, is to discuss the factors that
would have been taken into consideration if a campa was possible between the
previous trade shows that Story Design Studio gp#ted in, and a recent one where the

strategy was applied.

It is difficult to measure in relation to perviotrade shows because relevant data was not
collected. However, the amount of sales that tdakgduring the trades show is archived,
as well as the sales between the trade shows.dmica it is possible to look at Story
Design Studio’s database from the previous shows;ount how many contacts were
additionally made. However, it is not possible tompare the total amount of customers

that visited the booth at the trade show becalere is no data previously collected.
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With those possibilities that are available for swwament, Story Design Studio can
evaluate their success rate for the trade showydeind with the strategy. However, other
factors such as national economy, and social fagioould also be taken into consideration
to get a 100 percent valid result. Those factotsneit be discussed in this thesis, but it is
necessary to be aware of the aspects. By comptéwengatabase before and after the show,
it will indicate how many new contacts were madéatshow. This will designate both if
more customers visited the booth, as well as indidathe staff members were able to
contact the potential customers. The amount okdhlat took place at the show will also
indicate if the trained staff members approachedctistomers in a better way than at the
previous trade shows. In addition, the overalls&be Story Design Studio will result in if

the follow up process after the show was successful

9.1.2 What factors will influence a competitive adv  antage?

One of the most relevant factors to differentiate wusers of the strategy from the
companies that do not use the strategy is the hprerpreparations. If the studio manages
to get in contact with customers and be placedeirt agenda schedule for the trade show,
the studio has already an advantage comparingetttidios that are not on the agenda
schedule list. This is mainly based on Kim and ke@008) research that 76% of the
customers attending the trade show have an ageaade. However, it is difficult to
compare this advantage with the already establisbeatpanies. The establish companies
are often put on the customers’ agenda scheduleoutitfocusing on the pre-show
preparations, because of the companies reputatidrpasition in the market. Therefore,
the competitive advantage regarding pre-show pagjoar is most relevant for small and
new started studios.

Another factor that will result in competitive adhtage is following up the customers after
the trade show. There is a lot of potential in stisge, and if it is done according to the
strategy, the studios will obtain a greater suct¢kas studios that do not follow up the
customers as aggressively as the strategy applemrding to Tarr (2008), 76% of the
trade shows participants do not follow up theirdeaTherefore, following the strategy
with both contacting all customers that visited theoth with an email, as well as
contacting the companies that were specially istecewith an additional phone call, will

result in competitive advantage.
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However, the difficulty of testing the factors fthre thesis is again applied. Ideally, it
should be tested by comparing different studios dha using the strategy with studios that
are using parts of the strategy. Due to budgettiamel limitation for this thesis, the testing

can not take place.

9.1.3 What factors will not influence a competitive advantage alone?

In contrast to the factors that will influence argeetitive advantage, there are factors that
will not alone make a different for the successtt@d studio. One of the aspects is the
product and booth display. The product and boo#pldy is an important part of the
impression that the customers get of the studio,vwthout trained staff members, and
customers, the display is less important. In addjtthe display itself is less relevant if the
studio does not follow up the customers after th@rs However this does not mean that

the display is a less important factor, it meas ilhhave little influence alone as a factor.

Another aspect that gives little meaning when standlone, is deciding what trade show
to participate in. A company can choose the trdmbsvsthat suites them best, but if the rest
of the strategy is not applied, there is a greasitality that the trade show will not result
in success. However, choosing the correct tradev shovery important, but it looses its

value if the rest of the strategy is not applied.

There is reason to believe that the strategy woliknfor Story Design Studio if they follow
the entire strategy. There is also reason to helithat the strategy will result in
competitive advantage for Story Design Studio. Hesveas stated above, this factor will
not be tested for this thesis, and can thereforé@@aoncluded as a valid result.

9.2 Applying the strategy in other industries

The question is if the strategy can be appliedth@industries, or is it only relevant for
the textile and surface design industry and Stoegi@nh Studio. The strategy presented in
chapter eight, was composed only for Story DesimliS. However, the same strategy can
be used for other studios within the textile andaxe design industry, as well as, most
likely, for other industries. Nevertheless, thamre small adjustments that need to be
completed to fit that specific industry and compadwgfortunately, the strategy will not be
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tested on other industries in this thesis. Idetdléy strategy should have been tested in few
random industries to be able to conclude if itdprapriate for other industries.

Since the strategy introduced in chapter six, wasented in a very broad perspective,
there is reason to believe that the strategy caspbé&ed in other industries. There will be
areas that are less relevant for that specificatrgpand areas that need more focus. An
example of an area that needs to be adjusted tioefitepresented industry is the timeline
for measure sales after the trade show. If thestrgisell products that are less influenced
by social factors, such as trends and season,ettisiah time to buy a product might be
longer. Therefore it is wise to use a longer timelio measure sales after the trade show
compared to the textile and surface design industngther area that needs adjustments to
fit better into a specific industry is the prodwtd booth display. If the industry is a
technological industry, it is wise to display theokh and products in a technological way.
If the industry is sport related, the product andth display should be presented in a sport
associated approach to best target the customeese Bre other areas that also need to be

adjusted so that the strategy is better suitabléhindustry.

Based on the aspect, if the strategy is likelygnagate a trade show success when applied
to other industries, the theoretical model devaiiofoe this thesis can be modified to easier
be applied to a greater variety of industries. Tinadification of the theoretical model,
which is shown in figure 10, is to illustrate wiattivities are important to focus on when
both applying it to a studio within the textile asdrface design industry, as well as other

industries. The modified model will also illustrdilgks between the different stages.
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Objective
= Define the goal for the trade show
» Define what siaff to use

4

Pre- show

* Communicate the trade show
participation to the customer
o Direct mail
o Phone calls
o Radio

—® o Gift

o Other

* Train the booth staff based on
the objective

* Develop knowledge of how to
measure customers and leads

At- show
* Booth
o Size
o Lecation
o Display
* Promotion
o Product demonstration
o Product display
o Giveaways
o Sampling
* Booth staff density
* Approaching customers and
generating leads
* Daily evaluation of the trade
show by the staff

'

Post- show

* Follow-up
o Phone call
o EmaillDM
o Other
* Measuremsnt
* Objectives meet?

P

|
Lead
generater
#

Evaluation

* Interval of measurement of the
trade show performance

* Measure ROI

* Decision to retum to a trade
show

Figure 10 — modified model to best suite othdustries

Unfortunately, it can only be an assumption tha #trategy can be applied to other

industries, with and without the modified modeldarot a conclusion. The reason for this

is that there is no possibility of testing the gy in other industries for this thesis.
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10 Conclusion

The main purpose of this thesis was to develop@etshow strategy that can be used as a
guide for successful trade show participation. Tlggide was aimed at general
participation, and should be useful for most congmmegardless of the industry. The
developed strategy involves activities before th@wg during the show, as well as after the
trade show. Very little academic research has loeaeducted and developed on complete
trade show strategies. This thesis attempts tayliogether various trade show research
into one unified strategy, which takes the entiagl¢ show process into consideration.

The overall strategy will still need to be testedverify with any certainty whether it will
increase the likelihood of success. It would bergsting to perform this test by adopting
the strategy through Story Design Studio at a &uttade show. It is also been challenging
to determine if it can be applied by studios othan Story Design Studio, or even adapted
by industries outside of the textile and surfacsigleindustry. There is reason to believe
that the strategy can be applied to most industasshere are multiple activities within
each stage of the strategy that can be modifiedhdke activities are modified and
adjusted, the approach can be fitted to the spetitiustry and company. Because this
strategy was developed with a broad perspectivaiid, it should be applicable across
different industries. That said, testing needsdgérformed before being able to say with
100 percent certainty that the strategy can baegpd other industries.

Another question that this thesis attempted touatal was whether companies who adapt
the strategy will have a competitive advantage @eenpanies (within the same industry),
that does not use the same approach. Again iffisuli to determine with certainty if the
approach will result in a competitive advantagethesstrategy has yet to be tested. The
same problem is applied to the case study presemtttis thesis; if Story Design Studio
will obtain a competitive advantage. However, thiereeason to believe that Story Design
Studio will be successful when adopting the stnatéat is demonstrated in this thesis.
This is a result of the observations and intervieasducted in relation to the secondary
data provided. In addition, there is reason todwelithat other following the approach will
also result in competitive advantage (once sontbefctivities are adjusted to customize

the strategy for that specific company and indys#gain it is important to stress that the
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outlined strategy needs to be applied and teste@presentative industries before any

certainty can be concluded.

If the approach does result in more successfuletrsttow participation for both Story

Design Studio and for companies in other industrgsrhaps the method is broadly
applicable and can be adopted by any company atigtchde shows. As the strategy was
developed with multiple industries in mind as wasdlwith a broad perspective, it should be
easy for most companies to apply the approach. dse of implementation is important,
as most companies that do not already have agyrate likely to lack relevant experience
with the trade show industry and trade show strasedror example, by simply stressing to
companies that it is highly recommended that congsafollow up their contacts made at
the show, the 76% cited by Tarr will decrease. Saickcommendation will greatly help

companies when participating in trade shows inltmg run. It is highly recommended

that companies form a strategy that takes theespérticipation into consideration. As the
approach outlined in this thesis is (accordingh® @author’'s knowledge), the only strategy
that combines several sub-strategies to create radmapsive recommendations, it should

be an attractive method for any company partianggitn a trade show.
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Appendix

Appendix 1- Observation

The structure of the observations was completesgruntured (Blumberg et al., 2005). The
observer had few open-end questions/interest @measnd when doing the observations.
The thought-in-mind was to map out the customensl @ompetitors’ behavior, based on
the observations. The observations were writtenndasvnotes and analyzed after the three
day show had ended.

Wheredo the customerstend to stop?

It seemed to be a trend that customers’ attentias drawn towards the studios that
already had customers sitting down and viewing dbkection. The flow of customers
went often in clustered waves. It was from timéirime empty at most of the studios except
for one or two where the customers were sittingmawd viewing the collection. The one

or two studios were randomly “picked” by the cusérm

Another observation made was that at the sloweedirat the show, the studios that
continued to receive customers were the matureastud/hether or not this has to do with
the awareness of the customers or the size of do¢hband the display of the mature
studios is hard to conclude. The smaller and lessira studios seemed to get customers in

waves that were unpredictable, and random.

What are the main differences between where the customer stops and Story Design
Studio?

The parallels that could be drawn between the ctitopg booths verses Story Design
Studio’s booth were the display of the walls ane pinoduct display. The majority of the
mature competitors had decorated their booth witlalycts clustered on the wall, either as
the product itself (for sale) or on a permanentrté@aot for sale). The trend seemed to be;
the more on the walls, the slower the customerg&edaivhen looking at the booth to see if
the studio was with in their interest frame. Itreee to be indifferent whether or not the

display was done on boards or as the product.itself
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SDS’s booth had seven large posters on the wadletht the larger wall and two on each
side. The observations that were made was thatustemer had a higher speed passing by
the booth, because they did not have to look irtfdapthe product since it was large and

“clean” enough so that it could sink in just by Wiah at a normal speed.

The disadvantage that comes with the customerglahcing at seven designs is that if the
customers do not find the seven designs interegtteg, will not stop. It also seemed that
when the customer came to a stop they where mdliaguio take an interest in looking at

the products rather then continuing to the nexthoo

The observation that was made based on presemiohgliaplay of the products was that
the majority of the mature companies present feiducts on an A2 (42cm*60cm) white
presentation paper, with the design being printedan A3 (30cm*42cm) paper. This
seems to be the industry standard. Story Desigdi&tuas been printing on a smaller
format. At PrintSource, Story Design Studio wasngsan A3 white presentation paper,

and an A4 (21cm*30cm) paper where the designs pe@néed on.

Majority of the studios had their designs behind thewing table, in small segmented
piles. The different studies did the piling diffetly, either at micro or macro level. The
meaning of micro and macro level is either orgathiag example creative floral for teens
(micro), or floral in general (macro). The diffetgriles were presented by employees of
the studio, after the customers’ wants and neetisy ®esign Studio had their products
stacked in piles on the viewing table, organizediolg, home, seasonal, icon and women.
The women pile, which contained about 200 designs, were approx. 7-8 times larger
than the other piles, was not organized by segnmanireend (teen, sport, mature woman),
which the customer addressed as being confusing.clistomer seemed to think that the
design on the top of the stack represented theyaesn that pile, which in Story Design
Studio’'s case was not true. Therefore, the custotiner was looking for something
particular in a specific area had to look througg éntire collection to find the few designs

that were within their interest area.

50% of the studios sold digital prints, like Staesign Studio, while the other half sold

patterns painted on silk prints.
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Do the customerstend to be drawn towar ds the mature studios?

The observation that was made when the trade slpewenl January 15 at 9 am was that
some customers already knew to whom they were gdirigdicated that the customers
wanted to be the first once to view the collectioh that particular studio. Other
observations made by listening to conversations ftiee buyers and reading the company
on their name tags, were that it indicated that blgers from the larger and well
established companies tended to seek the matui®stlComments such as, “where are X
and Y located at the trade show?” (X and Y beinduneastudios). From conversations
with buyers, some of the mature studios travelh® ¢ustomers’ location to show their
collections in between the shows. This way theistudnd the buyers develop a buyer-

customer-relationship.

When the customer stops, what arethe questionsthat they tend to ask?

The customers ask for specific segment, examptegattern for infants bedding, or for a
dresses for teenage girls with attitude.

What software is the pattern designed with, and hwamy colors are used, are repeated
guestions.

Specific questions related to the product, to gatheas from the designer.

What products doesthe customer tend to look for?
Very diverts, a lot of kids and sportswear,
Woman wear and teen not as attractive as it wasigust 2007.

What product does the customer tend to stop at/ pull out of the pile?

The observations made when the customer was lookkingugh the collection were
multiple. The customers tend to be more interestdtie products that had larger scaled
patterns. The meaning of a larger scale pattethatsthe design only shows one repeat,
instead of multiple once. Another observations maeds that the customer is not looking
for colors that are usable for a particular falpricduct, but they tend to be interested in the
patterns that has strong and bright colors. Thegdeghat were well fitted and usable

designs were not so attractive to the customers’.
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Observations made based on conver sations with playersin theindustry.

Most of the player told that they split the royalttgtween their designers 50%-50% when
participating in the trade show. When it is sold redated to the trade show, the split is
usually 40%-60%, where 40% is to the studios. Té®son was because the cost of
participating at the trade show is so high, so thatstudios need to take more money for
the products sold to cover the expenses.

Some of the customers mention that they had redeseene phone calls and some emails
from studios that were participating in the tratlevgs. The information in the phone calls
and emails was to communicate that they were maatiag in the trade show, and where
they were located. However, some of the customecsraentioned this in a negative way,
which they had received emails from companies thay had never heard of, and the

email did not state what their company could offer.
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Appendix 2 - Interview with Massimo lacoboni and Wi |l Arriaga

lacoboni and Arriaga have hosted the PrintSourogvdor over 10 years. They have both
been part of the industry as designers and bulgefere starting to host the trade show. A
lot of the questions in this conversation were biktile and surface design industry
related, as well as how PrintSource is organizéas Write up is based on the information
gathered, and not question/answer write up, sinisevtas more of a conversation than an

interview.

lacoboni and Arriaga tell that most of the tradinghe industry takes place at the trade
show, or in a private meeting after or before tiaelé show. The reason for this is because
a majority of the industry is gathered in the santg at the same time. Since the selling
and buying of the products takes place face-to;fdoe to the risk of fraud, the time
around the trade show is ideal for both the buyet #he seller. This way unnecessary

expensed related to traveling is not added.

Some of the players in the industry have beengddtintSource from the very beginning.
They have been players of the industry for oveydars. The trends with these studios are
that they have survived the ups and downs of tleh@uy, and are now established

players in the industry with very loyal customers.

PrintSource took curtain years before the showwggt known in the industry. Today the
majority of the American textile and surface degujgyers are related to the show in one
way or another. It is today one, or perhaps thetnvef known trade show in the industry.
This can be seen, because the same studios retarmafter year, and communicate that

they are happy with the show.

lacoboni and Arriaga made a database for the ingdgsime years ago. The reason for this
was to unite all the players of the industry, sat they were able to meet and communicate
outside of the trade show. The studios add thereselato the database, while the
customers participating in the show get added aatically.
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Appendix 3 - Interview with the owner of Story Desi  gn Studio

The information in this appendix is based on infation that has been collected over the
years from multiple conversations and observati@sswell as collaborating with the
owner of Story Design Studio, my mother. It hasrbd#ficult to grasp direct information
from the conversation, because most of the conttenrshas been based spread out in
between other topics and over such a long timefrdine information has also added on to
the understanding and knowledge that | have gaired observations of Story Design

Studio and of other players in the industry overeti

Conversations and observations have involved tapichk as how the start of Story Design
Studio was, and the reason why it was startedl $tated in 2006, with that the owner of
Story Design Studio wanted to break out of the stiuto start something on her own.
Since she already had over 10 years of experien@ia-house designer for several big
corporations in the US, she saw that there wastanpal, with here knowledge and
experience, to start a studio on her own. The legsimspect and marketing aspect of the
studio was going to be supplied by the author of thesis. However, the author of this
thesis was still a student, and busy with her oifgn bs well as due to geographical
limitations (Scandinavia and US) the business aratkating aspect could only be

performed as less than a part time job.

The marketing strategy was chosen to be mosthetsttws. This was because of the
owners previous experience in the industry, thastnod the business took place at the
trade shows. If there was not buy and sell at thdet show, there was networking and
setting up meeting. This was important for StorysiDe Studio to be present at the trade
shows, for many reasons, but mostly because thg Biesign Studio was not located in

New York City which is a meeting point for the irsdty. Story Design Studio decided to

participate in PrintSource, due to the previouseeence of the owner. The owner knew
the hosts of the trade show, as well as multiplethefcompetitors that were participating.

PrintSouce is also known to the owner, to be thetmisited trade show within the textile

and surface design industry. Therefore the chi@iekon PrintSource as the trade show for
Story Design Studio to participate in. Story Deskgtudio participated first in January

2007, and than in August 2007, and the last tradevsvas in January 2008.
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Story Design Studio decided to do only digital prig, simply because the experience of
the owner, and because of the cost and risk okistgpthe inventory of pattern painted on
silk fabric. As an observation made at the tradeash about 50% of the companies sell
and present digital prints, while the other halli painted silk prints. The designs are
patterns that are to be used in all related pradiactextile. Examples of this are beddings,
clothing, curtains, etc. The products can be meexi§ic as swimwear, the inside of ski
jackets, as well as for purses. Patterns thatedated to surface design are more products
related, such as a series of related bathroom ptedixamples of this are soap holder,
towel knob, tooth brush holder etc. All of this guat would be designed with a pattern
that is fitted towards the series. Other surfacagieis for example for cups and china. For
the digital print, most of the files are in Adobkistrator. Illustrator gives the buyer of the
pattern more room to move and scale the pattetineinvay that suites them best. Also the
color scale is done in vector, meaning the colonlmimation. Some of the designs are done
in Adobe Photoshop, but this is not as an attracgmution. The reason for this is that the
buyer of the pattern do not have equally amounsaafling and moving items around to

best suite them.

Some of the advertisement in the industry is talsmart small pdf files of the patterns. The
scale need to be very small so that the custoneer®ticopy or steel the idea. Since this is
an industry build up of creative designers andtoregeople, there is always a risk for the
pattern being stolen or copied. The best way tadatlos is to send out a very small file.
However, there are unprofessional studios outeninldustry that sends out pdf files of the
pattern to customers in a large scale. This is negative, because the buyer of a pattern
does not know if the pattern have already beenecbpy some one else. The reason why
some studios end up sending samples of their ¢wmlieds because they are lacking the
ability to show the customers their collection sirtbey perhaps is not located in the same
city. It is also faster and less time consumingise marketing that is digital, but in the
textile and surface design industry, there is armous risk of fraud. This is also because
every product produced is supposed to be unigus.dlso very negative to post samples
of the studios work on the website, because ofstmae risk of fraud. As observed and
presented by the owner of Story Design Studio & thost of the competitors only have

their contact information on their website.
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The owner of SDS has her self been buyer at seddfatent trade shows, both in Europe
and highly in the US. There are different showd thke place every year. Trade shows
that the owner of SDS has participated in is NewkY@ity; PrintSource, Koncept,
Direction and Surtex, and Las Vegas; Magic. Thesecansidered the largest textile and
surface design trade shows in the US. Howevert$wirce is considered the one with the
most traffic. There are other smaller trade shawated around in the US, such as some in
the LA area. European trade shows are Maisoun adgyd in Paris, and Heimtex in
Frankfurt. There are also some few once in Italg am Japan. When a company is
participating in a trade show, there collectioniesrgreatly from studio to studio. The
collection can range from everywhere between 20 23froducts, depending on the size
and segment of the studio. There is a lot of shgppround for the customers. A lot of the
customers have their set studios to visit, but tieynot destined to purchase prints only
from them. Therefore there area a lot of prints tha customers will look through at one
trade show. Based on the buying experience of tineeq this is very tiring. It is also
preferred from the buyers’ perspective that the&listihave organized their prints in the

best way, so that they do not have to look thraihgir entire collection.

In addition to the networking and collaboratingwdustomers at the trade shows, studios
also perform customized work for customers. Thigoives that the customer have a
though in mind of what the pattern should be usedThe studio performs several, up to
as much as 20, patterns for the customer. The roestohose the pattern/patterns that they
like the best. These patterns often get createa sevies of pattern based on the chosen
pattern. This is for example for bedding. Therel wé a series that matches through the
entire product line, such as Kkilt, blanket, pill@and duvet cover, curtains and rug at the
floor. A lot of manufactures like to be able to guoe an entire product collection that
matches. A design studio can make a lot of moneydoing customize work if the
customer accepts one or more of the patterns. Henyvévthe customer does not like the
any of the pattern, the studio will not be paideT3tudio is most likely only paid after a
pattern is choice. There is also often severalrathelios that create customized work for
the same customer. Story Design Studio started@Y 20 communicate to customers that
they have the ability to create customized worlaa®rvice for the customers. There has
been several customers that have used Story D8sigho for customize work. So fare so
good, most of the customers have liked one or mbtbe pattern produced so that there

has not been wasted time and effort on this.
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Story Design Studio has represented different dremd designers. Story Design Studio
started with as many as up to 10 freelance desghet were presented at the first trade
show. With experience, this was too many for aemibn. The collection got very broad

and messy, and it was difficult to understand f&r tustomer whom Story Design Studio
was trying to target. Therefore, after the firside show, Story Design Studio divided the
amount of designer to represent in two. This engetheing a more organized number of
designers. Other studios have everywhere from orestmuch as 20 designers that they
represent. The studios represent it in differengsyaome divide it buy a designer, or even
brand one designer, while other present the predbgtwhat category the pattern is

segmented for.
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Appendix 4 - Information about PrintSource

This is information that the exhibitors receivesnfr PrintSource when participating at the
show. There are all of the data, such as priceegngpment related to the show.

PRINTS@OURCE

JANUARY 15/16/17, 2008 EXHIBIT SPACE AGREEMENT
EXHIBITOR INFORMATION. (Please print neatly. The following information will appear in the Printsource Show Directory.)

COMPANY NAME

ADDRESS

CITY/STATE/ZIP CODE

TELEPHONE FAX
EMAIL WEBSITE

CONTACT NAME AND ADDITIONAL NAMES FOR BADGES

ADDITIONAL COMPANY INFORMATION TO APPEAR IN THE SHOW DIRECTORY (E.6., STUDIOS REPRESENTED, AREAS OF SPECIALTY,
ETC.) 20 WORD MAXIMUM.

PRODUCT CATEGORIES. Check ALL that apply. NOTE FOR AGENTS: Specify the name of the design studio
represented for each category on the line next to the marked box.

1 Original print/design concepts: women's wear

2 Original print/design concepts: men's wear

1 Original print/design concepts: children's wear

- Trend service

2 Color service

 Publications

1 CAD Services/Software

- Knit swatches  Vintage textile swatches 1 Vintage apparel - Home textiles

1 Embroideries 1 Digital Fabric Sampling 1 Service Work
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OPTIONAL PROMOTIONAL PROGRAM: EXHIBITOR POSTCARDS

Printsource New York offers the opporitunity to purchase postcards for your company to distribute prior to the show. The mes-
sage-side of the posteard is designed to enable you to insert your company’s name within the message. You can do so by pasting
aregular size label on the postcard, by rubberstamping it or by simply writing your company’s name on it. This is an inexpen-
sive and extremely effective way to promote your business and let buyers know you will be exhibiting at Printsource New York.

FULL COLOR POSTCARDS AT $45.00 PER HUNDRED.

SHIPPING &
QUANTITY PRICE  HANDLING

2100 posteards $45.00 10,00 POSTCARDTOTALPRICE | ]
2200 postcards  $90.00 $15.00 sHPPIG&HANDUNG [ ]
21300 postcards  $135.00 §25.00 OVERSEAS EXHIBITOR ADD
2400 posicards  $185.00 $30.00 o [ ]

21 500 postcards  $225.00 $35.00

OPTIONAL PROMOTIONAL PROGRAM: TREND DISPLAY

Printsource New York invites all exhibitors to participate in the show's trend display. The cost of participation is $75.00
per mannequin. You may choose to decorate a female, male, or child mannequin - or all of these. Each participant will be
assigned amannequin which will include the name of the studio and their booth number. Exhibitors are encouraged to decorate
the mannequin as they wishinorder to express one of the trends of the season. The mannequins are black torsos on ametal stand,
no arms, legs or face. Please note that you can only use pins on the mannequins. No glue, tape, or other material is permitted.

MANNEQUIN SIZES ARE AS FOLLOWS:

FEMALE FORM = SIZE 6-8
Center back length from top of neck to bottom of torso = 29 1/2 INCHES.
Waist = 25 INCHES. Chest = 36 INCHES

MALE FORM= SIZE 40
Center back length from top of neck to bottom of torso = 35 1/2 INCHES.
Waist = 31 INCHES. Chest = 41 INCHES

Adolescent and child mannequins available. Please inquire with show
management.

PLEASE INDICATE HOW MANY MANNEQUINS YOU WILL REQUIRE:

[ ImaLE [ IFEMALE [ ]cHILD (APPROX.CHILD AGE_____)

@575.00=1%

Total number of mannequins:

2
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PAYMENT INSTRUCTIONS - PRINTSOURCE NEW YORK JANUARY 15/16/17, 2008

8x10 EXHIBIT SPACE

The cost of an 8" x 10’ exhibit space is $2,850.00. There is an additional $350.00 charge for a corner space (please call to
inquire about availability). Each exhibit space will be equipped with pole-and-drape dividers, table and chairs. Exhibit space
will also be equipped with 100-watt spotlights and one booth sign. All other materials and decorations will be the responsibil-
ity of the Exhibitor. Exhibitor's name will be listed in the show’s directory, and it may also be used in Printsource New York’s
promotional and advertising materials.

SEPTEMBER 28, 2007: Exhibitor must return a signed copy of this agreement and 50% of the total amount due.
NOVEMBER 2, 2007: The remaining 50% payment is due.

Exhibit space payment is non-refundable and must be received by the specified dates to guarantee exhibit space reservation.
If Exhibitor's deposit is not received by the due date exhibit space reservation will be cancelled.

Cost of exhibit space:
Add §350.00 corner booth charge (if applicable): ]
Exhibitor postcards: I:l
Trend display mannequin: |:|
Wire transfer fee (US $50 per each wire transfer): I:l
TOTAL CHARGES FOR JANUARY 2008: I:l

50% OF TOTAL CHARGES DUE BY SEPTEMBER 28, 2007: ]
BALANCE DUE BY NOVEMBER 2, 2007: ]

LS. EXHIBITORS INTERNATIONAL EXHIBITORS

MAKE CHECKS PAYABLE TO PRINTSOURCE NEW YORK, INC. WIRE TRANSFER, REMIT PAYMENT T0:

MAIL CHECKS WITH A SIGNED COPY Printsource New York

OF THIS AGREEMENT T0: Account # 6945 0347 0965

IBAN/SWIFT CODE CHASUS33
Printsource New York JP Morgan Chase Bank
200 Varick Street, suite 507 204 West 4th Street New York NY 10014

New York, NY 10014
FAX YOUR SIGNED AGREEMENT WITH A COPY OF

Checks returnad for insufficient funds will be YOUR BANK WIRE TRANSFER TO FAX # 212 807.0024
charged a $100.00 processing fee.

PAYMENTS MUST BE IN U.S. DOLLARS. CHECKS DRAWN ON

AMERICAN EXPRESS, VISA, MASTERCARD AND DISCOVER FOREIGN BAMKS WILL NOT BE ACCEPTED.

CREDIT CARDS ARE ALS0 AN ACCEPTABLE FORM OF PAYMENT.

CREDIT CARD TRANSACTIONS WILL BE CHARGED A AMERICAN EXPRESS, VISA, MASTERCARD AND DISCOVER CREDIT
4% PROCESSING FEE. CARDS AREALSO AN ACCEPTABLE FORM OF PAYMENT. CREDIT

CARD TRANSACTIONS WILL BE CHARGED A 4% PROCESSING FEE.

Hilde Natalie Teigen Page 90 19.09.08



Master Thesis

Trade show strategy

PRINTSOURCE NEW YORK JANUARY 15/16/17, 2008 HOTEL PENNSYLVANIA

EXHIBIT SPACE AGREEMENT

1. Upon the Exhibiting Company (“Exhibitor”) execution, this Agree-
ment becomes a binding contract between Printsource New York Inc.
and the Exhibitor, subject to the parties’ respective rights described
in the terms and conditions set forth below. Mo Exhibitor shall be per-
mitted to exhibit at Printsource New York unless the Bxhibitor has ex-
ecuted this Agreement, paid all applicable fees and deposits by the
deadlines specified and otherwise complied with this Agreement
in all respects. This Agreement grants to Exhibitor a license fo use
the designated exhibit space at Printsource New York on the terms
set forth below, and does not creaie a landlord-tenant relationship,

2. Applications for cancellation of space will not be accepted by
Printsource New York after 90 days before commencement of show.
In the event of an application for cancellation received by Print-
source Mew York prior to 90 days before the commencement of
ghow, there shall be a refund of no more than 50% of any license
fees paid by Exhibitor. The same cancellation policy will apply if Ex-
hibitor chooses to reduce the amount of space originally assigned.

3. During Printsource Mew York Exhibitor agrees to exhibit artwork within
the assigned booth space and not to extend beyond its assioned booth
area. Exhibitor's tables and chalrs will not be placed into the alsles. Bx-
hibitor and its representatives agree not to congregate or solicit trade in
the aisles, not to lead buyers from one exhibit space to another, and not
o enter another exhibitor's space without invitation. Exhibitor may not
assign any of its rights or any portion of its exhibit space to any third
party. Exhibitor agrees that only its employees will be in attendance at
Printsource New York. Should Exhibitor wish to have other persons in
attendance, approval must be requested in advanee by contacting Print-
source New York. Printsource New York in its sole judgement may refuse
o consider Exhibitor for padicipation in future shows if Exhibitor vio-
lates or fails to abide by all terms, conditions and rules set forth herein,

4. Printsource
crease  or  decrease

MNew “ork reserves the right to in-
show hours, days or location,

5. Exthibitor understands and acknowdedges that all utilities including, but
not limited to, electrical, water, heating, ventilation and air conditioning are
provided by the show facility and not Printsource New York, and as such,
Printsource New'York assumesnoresponsibilityforany disruptionofservice.

& LUMITATION OF LIABILITY - Exhibitor hereby agrees to indem-
nify, defend and protect Printsource Mew York against, and held
and save Printsource Mew York and its officers, directors, agents,
employees and other representatives harmiess from any and all
claims, demands, suits, liability, damage, loss, costs, attorney fees

and expenses of whatever kind or nature which might arise out of any
aetion or failure to act of the Bxhibitor or any of its officers, directors,
agents, employees or other representatives, including but not limited to
claims of damage or loss to property or ham or injury to a person or
persons, including injuries resulting in death received by any person, firm
or corporation to his or its person or his or its property. Neither Print-
source New York nor any of its officers, directors, agents, employees or
other representatives, shall be accountable or liable for, and the same are
hereby released from accountability or liability for any damage, loss, harm
or injury to the person or any property of the Exhibitor or any of its offi-
cers, directors, agents, employees or other representatives resulting from,
or arising out of the negligence of Printsource New York or its officers,
directors, agents, employees, or other representatives or the negligence
or other action or failure to act of any persons present at Printsource New
York, or from the theft, fire, water, accident, mysterious disappearance,
or any other cause. Printsource  New York assumes no lability for loss of
business or for there to be a failure of attendees at Printsource New York.

7. INSURANCE. Printsource New York is not responsible for loss or dam-
age to Exhibitor's property, and in the event Exhibitor desires to have its
goods, samples and other property brought upon the Printsource New
York premises insured against loss due to any cause, it shall obtain
such insurance at its own expense. Bxhibitor shall, at no cost to Print-
source Mew York, obtain and provide, if so requested by Printsource
New York, evidence of 1. liability and property damage insurance from
a responsible insurance company authorized to sell this insurance, and
include the broad form liability and 2. workers compensation and em-
ployer's liability for his own employees. Exhibitor agrees that in obtain-
ing this insurance it will make certain that each insurance policy contains
a walver of subrogation clause so that the insurance company will not
bring suit against Printsource New York or its subcontractors or licens-
ees or its officers, directors, agents, employees er other representatives.

8. FORCE MAJEURE - Printsource Mew York assumes no liability in
the event that it shall be prevented from providing any of the services
herein or if any delivery thereof shall be interrupted due to epidemic,
fire, action of the elements, strikes, labor disputes, fire department or-
der, governmental erder, court order, act of God, public enemy, terror-
ist acts, wars, riots, eivil commotion, or any other cause beyond Print-
source New York's control, whether of a similar or dissimilar nature.

9. NO PERSOMAL OBLIGATION - It iz expressly understood and agreed
that Printsource New York, its officers, directors, agents, employees and
other representatives assume no personal obligation or liability hereunder.

Cand.merc. IMM

By signing thisagreement on behalfof your company you obligate your company to abideby all terms and conditions listed above. Your signature
below certifies thatyou are authorizedto signon behalfof your company. Flease retain a copy for your records. Mo separate invoice willbe issued.

Signature: Print Your Name:
Company Name: Date:
4
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PRINTSOURCE NEW YORK

MOVE-IN, SET-UP AND MOVE OUT INSTRUCTIONS

Please retain this memo for future reference.

Read the following move-in and set-up instructions care-
fully. It is advisable to bring this memo with you during
move-in and set-up.

SHOW LOCATION

Printsource New York is held at the 18th floor Penthouse
of the Hotel Pennsylvania, located at 401 Seventh Avenue
(between 32nd and 33rd Street) New York NY 10001.

HOW TO REACH US

During set-up only, you may reach us on this mobile
phone number: 917 687-9083.

SHOW HOURS

9am to 6pm on January 15, 2008.
9am to 6pm on January 16, 2008.
9am to 4pm on January 17, 2008.

SET-UP TIME

You will be able to set-up your booth on
Monday, January 14, 2008 from 2:30 pm to 7:30 pm.

If you need additional set-up time, you may enter the
exhibit hall as early as 8:00 am on Tuesday, January 15,
2008.

BOOTH PACKAGE

Your booth comes equipped with a &'-high drape wall.
We will supply you with S-shaped hooks to hang your de-
signs from the top of the drape walls. Designs must be
mounted on presentation boards, and you will need to
punch a hole through the beards to use our hooks. PIN-
NING ARTWORK DIRECTLY ON THE DRAPES IS NOT AL-
LOWED. If you are planning other types of display,
please consult with us before having them executed.

Remember to bring tape, scissors, or any other type
of supplies you may need to set up your booth or move
your design into the space. WE WILL NOT HAVE ANY SUP-
PLIES OR HAND CARTS AVAILABLE. Your booth package
also includes 1 {one) booth sign and one wastebasket.

wn

BOOTH WALLS

All booths will have 3 (three) 8'-high walls. Corner booths
will have 2 {two) & -high walls.

ELECTRICAL POWER

Your booth comes equipped with 2 or more spotlights, de-
pending on the booth size. You will need to request an elec-
trical form if you want an electrical OUTLET in your booth.
IF YOU NEED AN ELECTRICAL OUTLET IN YOUR BOOTH you
must reserve it through the Hotel ASAP.

Please call us if you need to request an electrical form.

TABLES AND CHAIRS

Your booth comes equipped with tables and chairs. Tables
are either 6™-long or 4'-long.

ALL 6'-long tables are 30"-high, and either 18" or 30"-wide.
ALL 4’-long tables are 24" -wide and 30" -high.

Please refer to the list below for the number of tables and
chairs supplied as part of your booth package.

8x10 BOOTH: 1 (one) 6'-long, 30" -wide table, 1 (one) 6'-
long, 18" -wide table, and 1 (one) 4°-long table. 5 chairs.

8x12 BOOTH: 1 (one) 6'-long, 30" -wide table, 2 (two) 6'-
long, 18”-wide tables and 1 (one) 4'-long table. 6 chairs.

10x12 BOOTH: 2 (two) 6'-long, 30" -wide tables, 2 (two) 6'-
long, 18”-wide tables, and 1 (one) 4'-long table. 10 chairs.

6x14 BOOTH: 2 (two) 6'-long, 30" -wide tables and 2 (two)
6'-long, 18" -wide tables. 6 chairs.

8x20 BOOTH: 3 (three) 6'-long, 30" -wide tables, 3 (three) &'-
long, 18”-wide tables, and 1 (one) 4°-long table. 12 chairs.

10x10 BOOTH: 2 (two) 6'-long, 30" -wide tables. 1 (one) 6'-
long, 18”-wide tables, and 1 (one) 4'-long table. 8 chairs.

Please note that you ar

table with fabri i i
tables supplied are sturdy and functional, they are not
suitable for presentation unless covered.
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PRINTSOURCE NEW YORK

MOVE-IN, SET-UP AND MOVE OUT INSTRUCTIONS - Continued

MOVE-IN

Please note that there are THREE different sets of elevators you
can use to move into the building.

1. PASSENGER elevators. These are located in the Hotel's main
lobby. There are 10 passenger elevators. You may use these if you
are carrying cases and small boxes, but you are not allowed to
carry large boxes, hand trucks or other equipment through these
elevators. If you are arriving BY CAR OR TAXI AND DO NOT HAVE
HEAVY EQUIPMENT OR HAND TRUCKS, you may briefly stop with
your car in front of the hotel and use the bell hop service to help
you carry your cases or boxes. They will charge you between $1
and $3 per item, depending on size.

2. SERVICE elevators. These are also accessible through the main
lobby, as well as through the side entrance on 33rd Street (right
across from OLD NAVY). Please note that the side entrance only
has revolving doors, so it is not ideal if you are carrying large
items.

3. FREIGHT elevators. You must use the freight elevators if you
are carrying equipment or large items. The freight elevators are
NOT accessible through the main lobby. You must use a separate
entrance on 33rd Street. This entrance looks somewhat like a
garage. It is right next to a sign that mark’s the EMPLOYEES'
ENTRANCE.

The freight entrance is NOT marked. Itis located right across the
street from 131 West 33rd Street, in front of a store called 33rd
Street Galleria. If you use the FREIGHT elevators, to go UP push
the button marked ST. You have to get off here and CHANGE to
the service elevators to reach the Penn Top on the 18th floor.

If you are using a dolly or hand truck, you MUST use the freight
elevator to enter the building. The freight elevators are self
manned and there will be no personnel there to help you.

SIGNAGE

Please remember that exhibitors are not allowed to affix any
signage outside of their booth perimeter. Nothing can be affixed
on the Hotel's walls.

SECURITY

You may be stopped during set-up time when rying to access
the elevators. Just explain to the security guard that you are an
exhibitor on the 18th fioar.

OVERNIGHT SECURITY

We will have overnight security in the exhibit halls. You may
leave your artwork in your booth, preferably under the tables
as you leave for the night. If you have shelving or need fo leave
artwork on the tables, just cover it with some fabric.

STORAGE

There will be a limited amount of space to store cases, boxes
efc.

NO EARLY-BREAKDOWN

We will close at 4pm on January 17, 2008. Bxhibitors are not
allowed to start dismantling their exhibits before 4pm. It is
disrespectful to the buyers that are visiting the show during the
last few hours. Even though they may not be in your boath, they
have mada the effort to come there and shop the show. Please
be considerate.
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INSURANCE PRINTS®URCE

EXHIBITOR INSURANCE PROGRAM

EXHIBITOR GENERAL LIABILITY INSURANCE (REQUIRED

Printsource New York requires that all exhibitors carry Commercial General Liability insurance with a limit
of $1,000,000 per occurrence, $2,000,000 aggregate. Printsource New York and the Hotel Pennsylvania
shall be named as Additional Insured. This insurance must be in force during the lease dates of the event,
January 14-17, 2008.

This insurance:
+ Protects exhibitors who do not have Commercial General Liability Insurance or who do not want to
use their own insurance
« Protects foreign exhibitors whose insurance will not pay claims brought in U.S. courts
= Costis $100 per exhibitor - regardless of booth size

EXHIBITOR EVENT CANCELLATION INSURANCE (OPTIONAL

This is an optional program that John Buttine Inc offers to exhibitors. This program covers your expenses
to attend a show (airfare, hotel rooms, etc).

This insurance:
= Protects against loss of incurred expenses in the event of an Event's cancellation, relocation,
postponement, or curtailment
= Covers the extra cost to get key staff or equipment to the show site in event of weather-related
travel delays, sickness, death of immediate family and even jury duty
« Pays for loss related to damage of booth equipment and show-related products and displays
Policy includes loss due to power outage at exhibition site

There are three limit options: $10,000, $25,000, and $50,000 and the cost ranges from $150 to $750
per event.
TSEA Members receive a discount

IT'S EASY TO APPLY...

+= Complete an attached application or go to www buttine_.com and complete the application online.
= \We accept payment by Check, Visa or MasterCard.
* The deadline to apply for these insurance programs is Friday, December 28, 2007.

CONTACT INFORMATION

Buttine Underwriters Purchasing Group, LLC

Attn: Kendra Reilly
125 Park, Avenue, Third Floor
New York, NY 10017
Phone: 212-697-1010 ext. 49
Fax: 212-504-8084
Email: kar@buttine.com

7
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22 JOIN BUITINE INC. B INT @) RCE

EXHIBITOR LIABILITY INSURANCE APPLICATION & ENROLLMENT FORM

Tradeshows / Conventions / Meetings / Expositions

EXHIBITOR LIABILITY INSURANCE

1. Coverage Description Provides Commercial General Liability Insurance to meet the requirements of
typical booth space sales agreement.
2. Limits of Insurance 51,000,000 per occurrence, 52,000,000 annual aggregate
3. Additional Insured Printsource New York and the Hotel Pennsylvania
ADMINISTRATION
1. Cost $100 (Includes all applicable fees)

2. Insurance Becomes Effective  Upon confirmation from John Buttine Inc.
Booth liability applies for lease dates of event (January 14-18, 2008)
3. Note Please call for a copy of the policy terms and conditions

APPLICANT INFORMATION (PLEASE PRINT CLEARLY OR TYPE)

Company Name: Booth Number:

Applicant Mame: Title:

Telephone: Fax:

Email Address:

Booth Activity/Description:

Have you had any losses in the past 5 years?  Yes No If yes, please provide details of all losses, claims &

incidents:

PAYMENT INFORMATION

Payment must accompany the application. We accept Visa and MasterCard. We DO NOT accept American Express.
Checks are accepted if drawn on US funds. International checks are subject to an additional fee.

Total Amount Due: § Visa MasterCard Check enclosed

Credit Card Mumber: Expiration Date:

Billing Address:

City: State: Zip Code: Country:

Mame on Credit Card:

Cardholder Signature: Date:

Send Application and Payment to:
Buttine Underwriters Purchasing Group, LLC
125 Park Avenue, third floor
New York, NY 10017
or Fax to 212.504.8084

Any Questions, Please Contact: Kendra Reilly at 212.697.1010 ext 49 or kar@buttine.com.
8

Hilde Natalie Teigen Page 95 19.09.08



Master Thesis Trade show strategy Cand.merc. IMM

= 5§ JOHN BUTTINE INC.

INSURANCE PRINTS@URCE

ShowDown® Exhibitor EVENT CANCELLATION INSURANCE
FREQUENTLY ASKED QUESTIONS

What is ShowDown® Exhibitor Event Cancellation Insurance?
The policy has been designed exclusively for exhibitors at trade or consumer shows and provides financial

protection for certain types of potential losses if they are unable to open or keep open their booth during the
period before and including the trade or consumer show.

How do | purchase ShowDown® Exhibitor Event Cancellation Insurance?

The policy can be purchased by completing the simple one-page application on-line at www_buttine.com or
by downloading and faxing it to 212-504-8084.

What types of losses does ShowDown® Exhibitor Event Cancellation Insurance cover?

It provides coverage for many unexpected costs, expenses and/or commitments that an exhibitor may incur.
If the event is cancelled, postponed, interrupted or relocated the policy will respond. In addition, if you are
unable to open or keep open your booth due to physical loss and/or damage to exhibit, late or non-arrival of
exhibits, accident or illness to a key business partner or family member, and/or severe weather conditions,
the policy also responds. Terrorism is also automatically provided.

Will ShowDown® Exhibitor Event Cancellation Insurance provide coverage if the weather forces the
event to be cancelled or postponed?

Yes, ShowDown® Exhibitor Event Cancellation Insurance will provide coverage if the weather conditions
are extreme enough to prevent the event from taking place. All Expenses and Extra Expenses that you incur
are covered.

Will ShowDown® Exhibitor Event Cancellation Insurance provide coverage if Key Employee or
Business Partner suffers an accident or illness?

If you are unable to open or keep open your booth or space due to an accident or iliness of Key Employee or
Key Business Partner the policy will respond.

When should | purchase ShowDown® Exhibitor Event Cancellation Insurance?

You should purchase a ShowDown® Exhibitor Event Cancellation Insurance policy as soon as you
register for the trade or consumer show. ShowDown® Exhibitor Event Cancellation Insurance
applications must be received at least TWQ weeks prior to Event Start Date.

What happens if my booth is damaged or lost?

If your booth is damaged or lost resulting with you being unable to open or keep open your exhibition stand
or space at the trade or consumer show, the policy will pay for these expenses.

How long does it normally take to resolve a claim?
If the paperwork and documentation are readily available, then a claim will be settled promptly.

9
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ShowDown® Exhibitor EVENT CANCELLATION INSURANCE APPLICATION
Application can also be submitted online at www _butfine.com
APPLICANT INFORMATION (PLEASE PRINT CLEARLY OR TYPE)

1 Name & address of organization applying for insurance

2 Are you a member of TSEA? Yes No TSEA Number
{Trade Show Exhibitors Association)

FOR QUESTIONS 3-8 PLEASE CHECK YES OR NO:

3 Will your booth be outdoors andf/or under canvas? YES. NO
4 Will your booth require any unique installation andfor construction work? YES. NO
Ll Have you made all necessary arrangements to attend the event? YES. NO
6 Have all necessary licenses, visa, andfor permits been obtained and have all
contractual arrangements been confirmed in writing? YES, NO
7  Have you ever sustained an insured loss? YES NO
a8 Is the applicant aware of any circumstances, actual or threatened, that may possibly
result in a claim under this insurance? YES NO
LIMIT / PREMIUM OPTIONS (PLEASE CHECK ONE)
LIMIT PREMIUM (INCLUDING TAXES & FEES)
TSEA MEMBER NON-TSEA MEMBER
A) $10,000 $150 $250
B) 525,000 $325 5450
C) $50,000 $600 §750
Do) 5 Referral Referral
DISCLAIMER

To the best of my knowledge and belief the information provided in this application, whether in my own hand or not, is true and | have not
withheld any material facts. | understand that non-disclosures or mizrepresentation of a material fact will entitle the company to veid

the insurance. | understand that signing this Application does not bind me to complete the insurance but agree that should an insurance
policy be izsued, this Application and the statements made thersin shall form the basis of the insurance.

PRINT NAME EMAIL
SIGN NAME PHONE #
TITLE DATE

Send Application and Payment to:

Buttine Underwriters Purchasing Group, LLC
125 Park Avenue, third floor
New York, NY 10017
or Fax to 212.504.8084
Any Questions, Please Contact: Kendra Reilly at 212.697.1010 ext 49 or kar@buttine.com.

Application MUST be submitted at least TWO weeks prior to Event Start Date.
10
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Printsource New York Inc. MOVE-IN, SET-UFP AND MOVE-OUT INSTRUCTIONS.
200 Varick Street
New York NY 10014  READ THE FOLLOWING MOVE-IN AND SET-UP INSTRUCTIONS CAREFULLY. IT IS
tel. 2123521005 ADVISABLE TO BRING THIS MEMO WITH YOU DURING MOVE-IN AND SET-UP.
fax 212 807 0024
info@printsourcenewyork.com HOW TO REACH US
wWww. printsourcenewyork.com During set-up only, you may reach us on this mobile phone number: 817 687-9083.

SET-UP TIME
You will be able to set-up your booth on

Manday, April 23, 2007
from 230 p.m. to 7:30 p.m.

If you need additional set up time, you may also enter the exhibit hall as early as 8 am. on
Tuesday, April 24, 2007.

BOOTH PACKAGE

Your booth comes equipped with a 8-high drape wall. We will supply you with S-shaped hooks

to hang your designs from the top of the drape walls. Designs must be mounted on presentation
boards, and you will need to punch a hole through the boards to use our hooks. PINNING
ARTWORK DIRECTLY ON THE DRAPES 1S NOT ALLOWED. If you are planning other types of
display, please consult with us before having them executed. Remember to bring tape, velcro,
scissors of any other type of supplies you may need fo set up your booth or move your design into
the space. WE WILL NOT HAVE ANY SUPPLIES OR HAND CARTS AVAILABLE.

‘Your booth package also includes 1 (one) booth sign and one wastebasket.

BOOTH WALLS
All booths will have 3 (three) 8'-high walls. Corner booths will have 2 (two) 8-high walls.

ELECTRICAL FOWER

‘Your booth comes equipped with 3 or more spotlights, depending on the booth size. You will need
to request an electrical form if you want an electrical OUTLET or additional spotlights in your booth.
Additional electrical equipment must be reserved through the Hotel ASAP. Additional charges will
apply.

Flease call us if you need to request an electrical form.

THE Premiern Marker For TExTILE aWD Sunrace DEsicu
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PRINTS®URCE

TABLES AND CHAIRS

Your booth comes equipped with tables and chairs. Tables are either 6-long or 4-long.

ALL 6-long tables are 30°-high, and sither 18” or 30°-wide.

ALL 4-long tables are 24™-wide and 30™-high.

Please refer to the list below for the number of tables and chairs supplied as part of your booth

Page 2

package.

8x10 BOOTH: 1 (one) 6-long, 307-wide table, 1 (one) &'-long, 18™-wide table, and 1 (one) 4-long
table. 5 chairs.

8x12 BOOTH: 1 (one) 6'-long, 30°-wide table, 2 (two) 6-long, 18°-wide tables and 1 (one) 4™-long
table. & chairs.

10x12 BOOTH: 2 (two) 6-long, 30"-wide tables, 2 (two) 6-long, 18"-wide tables, and 1 {one) 4™-long
fable. 10 chairs.

6x14 BOOTH: 2 (two) 6-long, 30°-wide tables and 2 (two) 6-long, 18"-wide fables. 6 chairs.

8x20 BOOTH: 3 (three) 6-long, 30°-wide tables, 3 (three) &-long, 18%-wide tables, and 1 (one) 4'-
long table. 12 chairs.

1010 BOOTH: 2 (two) 6-long, 30™-wide fables. 1 {one) 6'-long, 18"-wide fables, and 1 (one) 4-
long table. & chairs.

Please note that you are REQUIRED to cover your booth's table with fabric or other suitable
material. Although the tables supplied are sturdy and functional, they are not suitable for

presentation unless coversd. We regret Printsource cannot supply your booth with table coverings.

MOVE-IN

Flease note that there are TWO different sets of elevatlors you can use to move into the building.

1. PASSENGER elevators. These are located in the Hotel's main lobby. There are 10 passenger
elevators. You may use thess if you are carrying cases and small boxes, but you are not allowed
to carry large boxes, hand trucks or other equipment through these elevators. If you are arriving
BY CAR OR TAXI AND DO NOT HAVE HEAVY EQUIPMENT OR HAND TRUCKS, you may brisfly
stop with your car in front of the hotel and use the bell hop service to help you carry your cases of
boxes. They will charge you between $1 and $3 per item, depending on size.

2. FREIGHT elevators. You must use the freight elevators if you are carrying eguipment or large
items. The freight elevators are NOT accessible through the main lobby. You must use a separate
entrance on 33rd Strest. This entrance looks somewhat like a garage. It is right next to a sign that
mark’s the EMPLOYEES' ENTRANCE.

THE PrREmMIER MaRKET For TexTILE AWD Surrace DEsiGH
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PRINTS®URCE

MOVE-IN, CONTINUED

The freight entrance is NOT marked. It is located right across the street from 131 West 33rd Strest,

Page 3 in front of a store called 338D STREET GALLERIA.

If you use the FREIGHT elevators, to go UP push the button marked ST. You MUST get off here
and CHANGE to the service elevators to reach the Penn Top on the 18th floor.

If you are using a dolly or hand truck, you MUST use the freight entrance to enter the building.
The freight elevators are self manned and there will be no personnel there to help you.

SIGNAGE

Pleasa remember that exhibitors are not allowed to affix any signage outside of their booth
perimetar. Nothing can be affixed on the Hotel's walls or columns.

SECURITY

You may be stopped during set-up time when trying to access the elevators. If this occurs, inform
the security guard that you are an exhibitor on the 18th floor.

OVERMIGHT SECURITY

There will be overnight security in the exhibit halls. You may leave your artwork in your booth,
preferably under the tables as you leave for the night. If you have shelving or need to leave arwork
on the tables cover it with fabric.

STORAGE

There will be a limited amount of space to store cases, boxes efc.

NO EARLY-BREAKDOWN

We will close at Gpm on April 25th. Exhibitors are not allowed to start dismantling their exhibits
before 6pm. It is disrespectiul to the buyers that are visiting the show during the last few hours.

Ewven though they may not be in your booth, they have made the effort to come there and shop the
show. Please be considerate.
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SHIPPING INSTRUCTIONS

1. SHIPPING TO HOTEL PENNSYLVANIA. When shipping materials to the hotel prior to the event
Page 4 date, please be sure to label packages as follows:
cfo Convention Services Depariment
New York's Hotel Pennsylvania
Hold for: Printsource April 24-25, 2007
401 7th Avenue, 18th Floor
New York, NY 10001

Please be advised that all materials shipped to the hotel in advance will incur a beliman fee to
move the item from the storage room to the event room. Exhibitors are responsible for paying the

bellman in cash. The charges are as follows:

Small box (under 24"x24%) = $1.00 each
Medium box (24°x24") = $2.00 each
Large box (36"x36) = $3.00 each
Cversize box = §5.00 each

Cwerweight box (70 + Ibs.) = $10.00 =ach

Please instruct all shippars, courier service and delivery companies to bring packages directly up to
the 18th floor storage room.

Exhibitors staying in the hotel who would ke boxes to be held for their room must label the box as
follows:

New York's Hotel Pennsylvania

Attn.: THE PERSON'S MAME/Hotel Guest On: (Date of arrival & reservation confirmation #)
401 Tth Avenue

MNew York, NY 10001

The hotel, Convention Services Departmeant and Printsource will not be held responsible for any
boxes, packages, or materials that are not labeled and delivered correctly.
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SHIPPING INSTRUCTIOMNS, CONTINUED

2. SHIPPING MATERIALS OUT OF THE HOTEL

The Hotel Pennsylvania does not arrange pick up for any packages. After the show, if you would
like to arrange a pick up for your package, you must label your packages with your own labels and
account number (the hotel does not provide labels for FED EX, UPS, DHL. efc.) and arrange with
the Bell Staff to bring them down 1o the luggage room on the lower lobby level. After you call your
service courier they will be able to pick up packages from this location in the hotel. The luggage
room is open daily from 7 am to 7pm.

Page s

The Hotel Pennsylvania will not be responsible for any packages or items left behind in our storage
room, banguet rooms or luggage room for more than 2 days past April 25, 2007

Should you have any quesiions please contact Gerry Mercado of the Convention Services
Department at 212 502 8717.
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Appendix 5 — Recent press related information

Here information about the textile and surface glegdustry and PrintSource will be
presented. The information is written by Borlan@004, 2006, and 2007. All the press

releases were presented in Textile World.

Six Spring 2005 fabric
shows in New York City
highlighted color and prints,

By Virginia 5. Borland,
Mew York Correspondent

#E MARCH 2004 FexhileWorldiom

ith temperatures in the single
eligits and snow on the way in
New Yook Clty, buvers shop
ping the fabric shows for their
PINg Sumomer 20005 apparel collec
Hions were warmed by thesunny col-
ars, bright conversational prints,
diaphanous fabrics, sateens with sub
the Iuster and romantic embroideries.
Fhee six shows, which took place over
a \.EI..I.\ |"|.'|'I|'|.1. |\:|."1-.'I||'.'|| new o
urs, designs, technagques and market
all erafted e bring a fresh

hoolk Toa nimw segson

ing lols

Direction and Printsource Mew

York were the first to herald Spring
e

with shuwcases fof surface

gesigr, Both shows have expanides
the last several vears. According teo
Lisa Mainardi, Direction producer, the
number of exhibitors has inceased by
25 porcent and attendance has tripled
in the past year and o hatf, At the most
recent Diregtion show, 110 booths
epresenting 120 companies presented
prints, embroideries, beading and
other application reatments, designs
tor knitted fabrics
resources, LAL cguipmient and

Scatdic Colouns

varns, color
trend
services. [fantone Inc,
Ltd., Yarm Mavens Tnc., Pointearee
L'SA and Meadowbrook [nventions
Ine were new exhibitors at the show
Al Printsource Mew York, Massimo

lacobani, show divecton, said there s o

Top to bottom; Direction surface design trend display;
a paste| rainbaw-striped sheer silk fabric fram Weisbrod Zarrer AG,
fabrics featuring Lurex® from Marioboselll lersay S.p.4 -
a large foral print from Seterie Argentl Sp.A

Spring 2005
Forecast Is

waiting list tor new exhibitors, and
attendance has been -‘h;_'ulill', gning
up. “Alomg with ‘major print convert
s, apparel manufacturers and retail-
ers-who come Lo our show, we are
seeing more people from the home
Furnishings trade, and hosiery and
eCessOries companies,” he said

Five days later, the
European PreView, the Turkish
Fashion Fabric Exhibition (TFFE),
and lanovation Asia, as well as the

citv hosted

Italian Trade Commission, which

showed I.1L“.".'il'|"\'|.j lor the
Moda In show in Milan. Although
the focus of all the shows was an
Spring/Sumimer 2005, a lot of mills
had their Fall 2004 collections on
hand § ng
Attendance Reures

Late =

for European
PreView, Direction and Printsouroe
Mew York came in al more than 2,500
at each event, Danied Fawre, chamman,
European PreView, said the market is
“Our database in
France is constantly updating,” he
said, “In order to be of Service (o our

changing rapidiy

exhibitors, we must bring the right
Il”'.l.'l ol l'\".|:|'l'?' (18] ||'|' "I"' vy

Of the 123 exhibitors at European
ProView, 43 came from laly, and an
equal number from France, Others
are based in Portugal, Spain, Austria,
i, Belgium
England, Seotland and Ireland

Germany,. Switzerlan
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Color Is In Demand

Buvers al all of the shows were
enthusioste about what they saw. At
Europcean PreView, ety Prellova,
design director for Barry Bricken;
Crwings Mills, Md., was shopping for
fabrics from the Spain-based mill
Pasarela 5.1, "1 am so glad 10 se0 so
much color, and in woven fabrics,”
Pellova said, “Char customers are
clarmaring for colir | used ta be the
king of beige, stone and putty After
the reaction we had to a hot pink
jacket, 1 am shopping for more color.”

Pasarela showed vibrant calirs,
laright prings and textueed tw e suit
ings. The ling is wioven using
polyester and blends with viscose
votton and Lyera™. One of its best
sellers is streteh cotton sateen. Con
versational prints and bold goamet
rigs & popular @s well

Camille Block, designer for Q-1
Foundations Co, Ine, Norwood, N,
a company that makes private-label
intimate apparel, said: "Cur cus
furiers ke color, And | am seeing
mare prints than ever before that
look rght (or the missy and full-fig-
wred waman,” She liked shrelch satin
comviersational ::JHI‘-T"\- amd |-'|-l'L]U-|T‘-\!H
at La Industrial Sedera 5:A. Spain.

Among the fabrics mentioned by
-"m;.;:_-lu [Tslenghi in his Spring/Sum-
mer 2005 forecast developed for
Moda In are satins, sateens, crepes,

piqués, seersuckers, erepons, vailis,
georgettes, honeveombs hopsacks,
siubbed linens, jaoguards and mesh.

Linens

With stretch and care-free finishing
treatments, finen 15 mereasmgly popu-
lar. Al European PreView, Northern
Ireland: based Ulster Weavers showed
traditional lrigh linen that was apdar-
od in l-lj~'|u' and technalogy, Twills with
lustened finishes contain Lycra, rugged
hasket weaves ane dyved m jungie ool
oes, and linen bouquets are reminis-
cent of Chanel.

Scotland-based weaver Robert
Noble showed linen blended with
silk and cotton. Sheer, open gauze

Tam Cody Design exhibited romantic
designs ar Printsource Mew York.

weaves have been adaptid from s
curtain line. Tweeds in classie pat
teris have a dry hand.

{eouile Textile, Framee, has moulti-
corlored VArn dl\-r?l‘l tweeds with lus
tered yarns running through them,
foor a look that is voung Chanel

ltaly-based Solbiati has two-ply
crepes, chintz linen that is sott and
drapable, thick open weaves, rustic
hopsacking and tie-dve effects.

Bright, fresh colars in romantic pas
tel shades or sunny brights from
Libeeo-Lagae, Belglum, furmed up in a
vartety of space-dyed stripes. They are
woven with wltre-fine vams; the fab
rics have a cnsp touch and l.]'hr}h”'v
crinkled surface. Other fabrics are
woven in a blend of linenfstainless
griel Thie metal gives luster and mem
ory bt the fabrics. There are Panama
weaves with tone-on-tone shadings,
crepe weaves and blends with Lyera

At TFFE, Buossa was selling
lmendconton blepds 1o the nwnswisar
market. There was high interest in
summer tweeds for jackets and
trousers m blends of Hnenfvis
cose/ polyester. Cither fabrics in this
line fnelude dobbics woven with
fancy yarns and classic stripes

RID, also at TFFE, had linenfvis-
Ken-
nicth Master of New York Cliv-hased
Club Muomaco, said, "Here | can find
novelty at our prce poinks.” He was
looking at textured stripes woven
with fine vams, cotton/Lycra saleens
and caswual fabrics with silicone fin
fsbes hat give them a cool touch

G- Vision International, an exhibitor
at Inmovation Asia — facililated by
Enpgland-based Tencel Ltd. had
hinen blends with metallic stripes.
The Korea-based knitter
has a variety

cose blends with a soft touch

of

ranging from silky malte jersey to
jacquards, mesh and crochet lciks
Also at the show, _|u!F‘l'|I'I based
Toyoshima had Tencel™ linen blends
thal have a lat of stretch, and are
machine-washable and -drvable

Knits

Crope-stitch knits are making a
comeback. At [taly-based Mario-
boselli Jersey Sp.A., 8 European Pre
View exhibitor, they are knitted in
silkfviscese and have a soft hand
After all of the shine, buyers are
starting to look far Soft, matie cnepes.
Jacquards with splashes of Lurex®
and silkicopper stiipes and squares
also were popular, And, with buyers
looking for more individuality, Mari-
oboselli s selling fabrics prepared for
printing, and also will prirt a cus
tomer’s exclusive designs,

Cpen crochet patterns monylon and
mylon/Lyera blends, enginecned sieipes
with coordinating jacguard patterns
and varm dyes wiene thie carly best sell-
ers ot France-hased Billon Fréres,
anothier Buropean ProView exhibyitor

Tencel knits at Innovation Asia
tended to have a soft hand and natu
ral stretch. Fountain Set (Holdings)
[.td., Hong Kong, Dainong Corp,,
Karea, and Willgold Industrial Co.
Lid., Taiwan, showed them m blends
with cotton, nylon or polyester,

At TFFE, Gulle Tekstil San A5,
sold knitted Fabrizs o intimate appar-
vl and activewear markets in blends
of colton or viscose with Lvera. A
Int contain metallic yams
s well, 2
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Prints

It buyer peactions at these shows
are a criterion, Spring 2005 will see o
lot of printed fabrics, Studios show
ing at [Hrection and Printsource
MNew Yark all reported that scenie
conversationals are the number-one
seller: At The Colorfield Design Stu-
dio, retro scribbles; tropicals and
small-scale geometrics also were
popular. Colors and combinations of
bright with neutral, coral and green
shades were died. The company also
affered ethnic figuratives, romantic
florals, softer graphic and geometric
desipne and retro patterms reminis
cent of the 1920s,

[topicals, geometrics and
skin patterns were top sellers at
Marilyn Kern Textile Designs
tne., New York Cityv. Amanda
Kelly Design Studio, England,
described its flower prints as
1930 téa dress Rorals,” Tex-
tured looks and conversationals
also sold well, Bold, high-ener-
v stripes, large-scale geomet
rics, cowpirl conversationals
and watercolor Howers were
popular themes al Wasteort
Prestgn Lid., London.

Tom Cody Design, New York
Cily, reported romantic and sexv
designs sold well. A lot of Cody's
prints have a feeling of movement,
and many are going on tie-dyed
backgrounds. At Splash Lid., New
York City, retro patterns are opdated
using wivid colors. Thoere are butter
flies in this line as well, and a lot of
and-crafted loks,

Last August, Direchion started sell
ing print designs from its website,
wwwdirechionmarketplace.com. “Tt s
completely sale and private,” said
Mainardi. Vendors can control who
looks al their lines, and there is no way
a pattern can be copied or downdoaded
without the consent of the seller

Prints At European PreView
Aot of the same ideas tumed up at
Buropean PreView. ltaly based Sepali-
ni Manifatture 5.p. A ltaly, showed
Alfrican ethnic and jungle designs In
carthy colors, graphic floraks in warm

A8 WARCH 7004 TewrileWarld cam

bright shades;, small sweet Aowers in
baby pastels, and stripes and checks
that have o feeling of movement. Silk
crepon, chiffon, geongette and satin
are some of the base print cloths. Oth
ers are eotton canvas and deill,
Ronald Sheridan, agent for
Franee based Chaine or Trame 5.4,
sabd the fecus of the company's line s
young and Leendy, Conversabional
and tigurativi Prints are going on
bath top- and bottomwiight Fabrics
Stretch cotbon sateeén, stretch poplin,
rayon/spandex jersey and polyesti
mesh are some of the most popular
tabrics. Tropirals and sparkle prints

European Preview attracted more than 2.500 visitars

are other popular designs. Black-and-
whibe turms up with touches of red

Italy-based Miroglio S.p.A, called
its colfecion Pre-Spring, Piqué, mesh
and cotten stretch are some of the
base cloths, There are Hocked butter-
flies, mosae designs, Aat Horals and
engineered patterns. One Horl pring
15 worked with stripes so a shirt can
bes made with stripes on the sleeves
amd flowers on the front and back

At TFFE, conversational prints
shown by Confetti Textile took on
the form of faces, shoes or bags with
a 19505 quality to them, There are
dots of different sizes and place-
ments, gratht, and designs reminis
cent of Pucc, Savdiom Tekstil showed
prints on satin and taffeta for
eveningwear; the casual ling turned
up i linen, cotton and blends. Saome
designs are printed on linen/Len-
pur®. Shantung, sheers and metallic
glitter are in this line

Silk Sector

Tina Wilson, designer for Donna
Faran Intmates, was looking for soft,
coey robe fabrics with o good hand
She found microfiber streteh terry
and embroideries at Atefler Scarabes,
Franee. She also mentioned prints at
Italy-based Cleriei Tessulo & C
S.p.A. Brightly colpred jungle prints,
large engineered floral prints with
striped borders, silk/cotton saft satins
and matelasses are some of the high
lights cif this ling

Switeerland-based Weishrod - Ziir-
rer Al spid Summer 2005 will be a
silk season. The company’s varly line
inclucles fmnged jacquards with
a retro look, and pastel rain
bow-striped sheers ina blend
of silkicotton/linen available
with random tucking. Black
and-white bweeds have a
dimensional ook o them.

At France-based Bianchini
Férier, there are flocks and
printed geargette of silk/viscose.
Big. flat forals or butterlies ane
printed on fille. Shiny lacquer
prints om ensp, ansparent fab-
Hees also-are available for Spring

Leslie Motter, design director,
Susan Bristol Ine., Boston.
lpoked at prints at Seterie Argenti
5.pA. ltalv, She liked overprinting
and flocking on textured fabrics, large
Horals ‘and new geometrics, Argent
showed cotton voile ard satesn,
streteh jacquards; jacquards with
coordinating patterms, washable vis-
cose peorgette and silk chiffon.

Mantero Seta SopiAL, Ttaly, showed
five groups. Fabrics in the Summer
Fresst catepory include fonals and geo-
wlors with gray,
Some have a shiny, frosted finish,
Essence of MNature colors include dark
and acid greens and bluees. Prints are
large, blurred abstracts and jungle
Inoks. There are feminine florals in
dos of yellow and melon i a group
illed Blush Garden, Cirque du Soleil
eolors ane strong. Thens ane mixed dot
patterns, multicolored 2ig-zage and
combinations of rectangies, Batiks and
paisteys v shades of pink tum up in
Mativa, a group reminiscent of India, G

mietrics in fuorescent

[ &
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A Climate
For Change

Recent New York City fabric shows presented designs
and trends for the Fall.”Winter 2007-08 seasons.

By Yirginia 5. Borland, New York Correspondent

hen the French landed in
MNew York Ciby six vears ago
with Eurapean Freview — an
exposition of guality fabrics
from leading

by
ers and sellers of appare] fabrics ok
Aoko

Buropean mills

It i "un s increnvahle *

an incredibie suceess. The rest of th

14

world immediately followed suit

with separale New York events (o)

tenfiles from [kaly, Turkey ond Asin

which meluds
the Turkish Fashion Fabric Exhibition
(TFFE}, TexWorld USA. Innovation
Asty, Direction and PrintSource New
\.Il.lli'.
) ey
cused, consolidated and expanded

Exhibitors at each

Today these shiws

in addiion o Premiéee Vision

NOw YOrK — have relo-

how are looking
for ways to gain o fodthold In the

locrative American markot

i LEPTEMBERS DCTORER 2004  TewtileWarld

N
York is the new name for European

]H’I'I'l'l:l'ft' ‘l."la on |"|'|"l e

Preview. Alope with fabrics from

European Union countries, Turkish

hries were on view at
Held recenthy
g Metropolitan Pavil
jon and Altman Building it wasa fall

hibitors., Atten

dance was up 8.5 percenl over 2005

onid Japanese
the most recent event
ot the adjoin

hoase with 150 &
Damiel Faure, chairman and CEC ol
Premiere Vision, said, “Thene is mone
confidence in business foday than

there was a year ago

lafian tabric companies have inte

prated with Premiere Vison Proview
and represented the largest group of
with 54, Fifteen former
vxhibllors Bom TFFE also folned the
Fremiene Vision Preview group. As o

exhibitors,

result, this vear's TFFE wag a smaller

show, and attendance was light

Rumor has it the remaining TFFE
exhibltors may poin Tesworld USA in
January 2007,

A first-time venture, Toxworld
LISA was held at the Hotel Pennsyl-
vania and Penn Mlazn Pavillon with
157 eshibitors from 18 countries, pri
mariy in Asta, This show 15 a joint
vimture produced by Misse Frankfurt
Imey In condert 'with Lenzing AG,
Austria. Innevation Asia, a small
show of Asian mills. is now part of
Texowordd LISA.

Exhibitors at two aurface design
shows, Direction and PrintSaur

New York, report mast of their buy
oFs &

v rotailers; brands and appars
designers. At one Hme they were
Studios
thise shows frequently work with
:.:|:|'{'_‘|| CUslomoeTs
patterns. ¥yith
er equipment, design work van dross

converfers exhibiting at

= o eolor and scale

! ||"|il|'IL.I.1| d LMt
continents in g malter of seconds

Luxe Woolens

Creativity and Innovation at Pr
mitre Vision Preview are boundless
This show caters o battor markels
Jooking for something special

Chie af the most crowded booths
wis Franto-hased Masters of Linen
if the Euro
pean Flax and Hemp Conlederation,
A thickly napped fabnc called Casly

Provmmation arm

lin from Michele Solblah Sasil 5.p4.,
Italy, caught buvers' attentian, It s a
Blend o
37-percent linen. The ling

porcetit cathmere and

TS are

double-twisted. The fabrie 1s 350

grams per quare meter (g/m?), and
has a supple, warm, dry hand
Uither popular fall fabrics at M

of Linen are from lohn England
(TFestiles) Lid., Northern Irelonnd, and
Italv-based Kattl S.p.Acs Braghenti
Division, One from John England s
woven of 57-percent linen/43-per
cent wonpl and washed at a high tem
perature to give [t a crinkled effect. A
Braghenti fabric of special interes! s
o double-faced, yorn-dyed plald

Tiars.

weloir wionvent of T00-percent nen

Elegant wool suitings from Haly

psed Lanerio Luigt Bogwio Cosero
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Srl are woven with ultrafine com-  or washed; or have low-relief tex There are worsted wool corduroy,
pact varms. There are subtle surface Hires, Black/grayfolive color combi-  100-percent wool strefch and 5-|LE_1,'
elfecks, mind palterns and shadowy | pallons were poioled oul, and there  Bnished wool Fabrics woven with
twaoeeds, There are clean. double wis discieet shine, commpact yarns
faced jacketweights, mobair crepes Along with lusury, Wilhelm Ultrafine 105-gim? wool georgetts
with a dry hand, almost invisible pin-  Becker GmbH. Germany, s showing  at The Japan Wool Textlle Co. Ltd
stripes, seersucker surfaces and performance. There are water-repel-  (Nikke), Japan, has a silky touch. A
checks in dark gray/block colors lent wool'silkinylon coating fabrics.  double-sided, luilprl-ﬂ-‘]‘lu fabric
Along witly classic plaids woven A double-faced steetch fabric revers-  welghs i at 400 H.l';n: In between,
with mohair, Lanlicio Lamberto, e from 100-percent wool herring-  there are small-patterned jocquands
Italy, showed cotton/metal memary  bone to brushed cotton/Lyera™.  and woollangora herringbones
cloths and pleated double cloths that - —
are |oined with appliqués and
embroidiery, Piechi Sp AL Thaly, com
bines clagsic with altramodermn. There
are 'ih.lr.‘,g,'jl. wonls that resemble fur,
tuckied herringbone tweeds with sub
e gpats of color, checked twieds
woven with thick and thin yarns.
lebssir -t patlerns and palsley deslgng
on erinklod surfaces, Now this season
are sk chiffons. Some are flocked
with narrow velvet siripes.
“Anglo-rnania”™ & how Tady-Twsed
Angelo Vasino 5.p.A. deieribed its

tartan yrowp. Fabrics are wltralight e
with mohair reliel patierns. Matal, KUST E Rs 8?-:-:?- E
especiilly EHILJ.I I& .1|||.r-lhr.'t loak. 1i is bl ) SONUMNG-THOIN.
wsed discrectly In classip pattemns such S b i f————

» e fade posters

s |wrrsrsl.1,hll|w!. it are woven [ o ronie i et
blenids of wooliviscosefmetal High- ety bid ety
twist crepes with mind designs are g KUSTERS G T
aplashed with small spots of a color, i s,

Al bwa British woolen mills, Anplo LEADERSHIP e —
5 updated. England-bawed Abrabam INTEGRITY e bt KUSTER!

Maan and Sons Lt Is shawing TI IR

twieds [n misted colors of the Seot- [T e———

weeds In ! COMMITMENT Lompas

tish Highlands, Blurred olives, aged | mr-doc | Rt ek
; [ T—

vellows, grays and brivwns predomi- TEAMWORK ey e s

e AN AT

Vit M TERS,
KUSTERS i
ZIMA

nate. There are chunky patterns and
classic chalk stripies. Al Neill John-
stono Litdy Scotlond, the loak s sub
tle and elegant. Thoere are soft
gray/black mohair bouclés with a
hind of ghitter, diamond - patiemed BE—{h |
jacquards in blackegelpold, chicks ATME_I
wivien with twisted vams and ran
domly colored nubs; shadow tweeds
weven with malange virms, and dow-

Ble-faced coatings in wool/angora :
thiat are ultralight, thick and warm. %’ HE WUMALD
There 1s faint surface intorest in . s ) t“rﬂﬂ%

W T T e

4 ety
L]
1hrg et wet PALLMAONN
e M By imreaine
. “! T ik " e iwlRESEn
Booth No, 320 U ——— PR e—

the woolen Hne dhown at France Beouiing wid it
L LT el Crivamglly (s il IO Yy

based Isoule Textile, Traditional trbivesir o e gyt e

Chanel tweeds ame oF lesa Intariest, Wtk e 11 i T

Yarn-dyed plaids are hairy, erinkled

Tentile World SEFTEMBER-OCTOBER 2008 &5
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Classic And Casual

Turkish woolen mills showed
quality classies in wool blends. At
BTD Testile Group, there are wash-
able crepes and flannels  of
polvesterfwoal/spandex. Oné popu
lar fabric is o polvester/viscose/span
dex flannel that has a woeal look and
teiech, Traditional checks and stripes
at Yiinsa Yunlu Sanayi ve Ticarst AS
are wioven in waol-rich Blends; many
contain cashmere and silk

Angther Turkish vertical, Bossa, Is
{ocusing on varn development and
finishimg. Much of what it showed was
tor early fall. There are cottonfwaonl
Blerde wenen with twdsted or famme
varns, Finishes range from clean arid
calendered po Hannel, brushed, milled,
erinkled or distrissed

H Hecking Séhne GmbH & Co
K, the anly denlm weaver in Ger
many, reported light weights, bi-streich
ared black dved demsm that hurns faded
gray atter washing ane popular

At Bpain-based Tejidos Reya,
cleaner looks are selling, Premium
denim is woven with dyed welt
yarns; and the folwics are over dyed
and brushed. The color holds, and
the look i= more formal. Strebch and
stieded fnishes were pointed out.

Italy-based Qlmetex SpiA. has
memory cloths, washable wax linish
o and clagsic plald double cloths,

Three France-based companies
showed elegant casual looks. Philea
Textil is into metal and vintage
There are crushed voiles. satkins,
jacguards and double-faced fibries
Fabien Doligez ghves an antigue look
to fabdcs with subtle touches of tar
nished Lurex®. Jacquards coordinate
with satins, tatfetas and silk chiffonRs.
There-is polyester that has the hand
of metallic memory cloths: Reynaud
Rexo sells to the eveningwear trade,
showing dark colors spiked with a
touch of mital. There are tonal and
mattefshing jacquards; iridescent
taffietas and dimensional stripes.

With the retumn of thie dress, prints
on strelch jersey, cotbon voile, viscose
crepe, silk satin and chiffon are sell-
ing. Spain-based Pasarela Textil 5.4
has small gray and black geometrics;

86 SCPTEMBEA/CCTOSER JO00& TertiloWorldoom

Pramidre Yision Preview Mew York
visitors view trend displays at the show

soime e highlighted with a splash of
reel, Thens are simall box and mosaic
patterns. ltaly-based Miroglio Group
has an sarly group of mini-scaled
Black/white/gray geometrics, some of
which have a hint of moetal, And, it
was pointod out, anbmal skin patterns
are still hot. Adong with prints. Con-
fett Tekstl Pagarlama A5, Turkew
has yam dves with evelash stripes on
stretch twilb and crinkled shirtngs.

TFFE

Last year, textilé exports from
Turkev to the United States totaled
$450 million. Along with twice-a-
year TFFE shows in New York, Lon
don 15 another venue, and next yvear
achibiticns will b held i Milan.

At Kipas Textile Group the trends
are to light welghts, dark colors and
streteh, Faded 7.5-ounce denim was
pointed oul. Along with steeteh suit-
ings al Almodo Altunlar Tekstil San
vee Tie ALS., there are classic Checks
with elastic puckers, matbe/sheen
jnoquards and tweed Iooks: Cobton!
woolipolyester fabncs with a vintage
appearance are soft and warm at
Abaci Tekstil There aré micro-pat
termed dobbies and shaded patterns
that have a patchwork appearance

Guny Mensucat showed wool
blend stretch Aannels, pinstripes and

herringbones. Patterns are classic
and subtly colored. At Urgur
teks/Akogur Testile, yam-dyed bot-
tomweights are overprintied. There
are glen checks and herringbones
with blobehy Howers

Texworld USA

Al a press conference held at the
irmaugival edifion of Tesworld USA. it
weas annoanced that this show will
come to New York City twice a vear
for winter and summer editions. The
next event will take place Jan. 23-25,
20007, with fabrics for Spring/Summir
2008, This will precede Texworld
Parts by several weeks, Next year
Tewworld will move its Paris show (o
a space in Le Bourget, a location
close to Villepinte, where Premiire
Vision takes place

China-based Zhonghe Group
recently opened a New Yurk City
office. June Lauck, director, @les and
miarketing noted this company has the
capacity to produce 10 milllon yerds of
labde a month with 7 percent going
for export, The focus is-on finishing
aral qualltv. Cotton s the basis of the
group’s line. It s blended with bam
boo, cashmere, wiol, metal, spandes
and man=made fibers, There = o wide
range of finishes, including coating,
bonding, microsanding, Airo®, wrin
kle- and water-repellent, Teflon™,
Mano-Tex™, antibacteral, and ultra
vicler-resistant. For fall Lauck pointed
ot group of vilvets and corduroys

Hironen Co, Ltd,, Japan, showed
aditing weighte in blends of
polvester/triacetate and Ofo, a vamn
that is made from paper. Satins and
crepes were of apecial inkerest. Tal
wan-based Li Peng Enterprise Co
Lid. showed ultralight fabrics wovien
and knitted ol polyester/Lycra
Crushed and crinkled surfaces, nov
elty stripes and weave affects werne
sampling. India-based Shyaram Silk
Mills Lk has suiting weights wiowen
in polyester/rayon blends that have a
woal touch, Sume contain Lyoma

Embiossed, sueded and guilted fals
rice woere highllghte at Taiwan-based
e Lieacy fndustrial Co. Lid. There
are woven polyestierhamboo/charcoal
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antibuctenial fabrics, stretch shirtifgs
[n eottoniDow XLA™
M- T inentments.

China-based Mozartex Co: Ltd.
spediallzes in uslng Tencel®, which s
frequently blended with silk or limien
The cul1|.'|:-.1|1'.".-1 focus is casualwear
with fabrics ranging from shirtings 1o
mobeskin and cordunoy

Istietl-Iased fabric producer Pal-
gl Textlles Clo (19600 Lid, shivwed
Juxury - blepd ".I_.'Ili.l1|,'1 wirights in clas
sic and refined rustic weaves: Com

bBlends and

pact flannel in woollLyera, micros
designs  witl shine in
woollsitk, fine ..n.-':ln tirllls and
colar-flecked refro tweeds ane some
of the highlights. Fabrios woven with
twister v, stretch and washable
wool-blend St gs ane m demand

Surface Design

Original ¢ollections at Direction
and PrintSource Mew York tocus on
|:1|Ill<'|||» for prints, warmn dyes.
jacquards, dobbles, knits, appliques
dl\d umhluuh'n |_'-L|'Iﬂ"'|tl.l|"1 are plibe

ally based, with many representing
sbudios from |:|:|-,:a|u,- Asin and South
Amurica: There was a time when
1iU5IHn"‘ WwWore Eh'i)"l\-'ll'l an 'I’il'l."'l.'l"
Today, fatric s the base, often col o
suggest a gammernl

N'EKehHiah, a |||'-1|5|‘|:'| from Ghana
who is now based in New |ersey,
ghowed ideas for menswear. Batiks,
patsleys and [ine-drawn florals are
among the popular looks

HE Browster from London poinl
ed out blacks of color with - modem
arl Iook, plavboy graphics in diok

colors, flovwers printed over geomet
riis, anid a lot of plajds and checks

illll‘ 'u.l'l.l'r F‘H‘:—-:J:ﬂ ]".I‘n‘li imn '\:’u'u
York Clev with 'an office in London,
had fibrics inspired by Charles Ren
nie Mackintosh, creating a modern
arts and eralts look. Textural no-print
prints: small, ditsy designs; and tar
tans are amorng the ideas

At New York Gity-based Marlyn
Kem Textie Designs Inc, there are
bicolordd animal skins, borders, no
print prints and sophisticated comver

sationals, Spotty animal skings on the
ditgrmal and in borders, graphic leoves,
and sl geometries ane some of the
designs at Nancy Parker of London,
Mew York Clly-based European
Textile Collection tonal
silhouetted florals, printed lace looks,
plaids and amusing conversationals
There 1s.a rich feeling to quilted
designs. embrofdeny and sequin pat-
terns ot David Lee of London
Englond-based ChromaShare and
Precision Textlle Colar (PTC) Ine.,,
Brockton, Mass,, hove joined forces
o collaborate on design and also to
present an Internet color library
Using L1

has

e Infermetsbased
software and PTC
users can select customn colord and
develop recipes. The sottware s call
bratied b }.'Ii'\\I' the exadt "'!||||Ir“1 i
separate locations around the glbe
The next Direction and Print

|?|rr||.|f'1|‘

‘s color browsee

Source New York will: be held Jan
16-18, 2007; Texworkd USA, Jan, 23
25, 2007;: and Premilére Vision Fre

view Mew York, Jan. 24-25, 2007, @3

COLDWAVE

BRINGS RELIEF 1'0 OPER

kl n:ﬂ HPRpl 'ir ries
n, Dry Alr

D™ R il Dirvers ul e

and HF

FLUWS T0 100G RCFM = ENETEGY SAVING smm™ CONTHOLLERS
COLCPWAVE™ T ASS HEAT [NCHANDERS - PRESSUSE SAGTNG FLIW PATHS
AR PUALITY TO M0 BST3-1 CLASS 1400 - WORLDWIDE DUSTRIDUTION

‘hard b provide pam, cesn, ory
ot 10 g speritiong. Industry nasing Codfimer™ teshneloly, koo
routiviy bigh gne eneegly uee low - gl yeut Foeed, Bring melisf i Symrdionn.

5 Re 1r|| r‘l'lr'!

Spsncily CokiWave™ Relrigsiits Dy a0 westher Bioss Hat, uenel 3ag doys of summar,

iwmphene 34000080

Fan PPRR AL D] barrnimee ivegm oy ot oo s b s st oL oo s

RATIONS.

L

" HANKiSON
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KNUEHNG/
APPAREL

vera recent 10 day period,
New York Clby hosted =iy e
tile trade shows, giving buyers
early indications of the Inok,
texture, color and design of apparel
fabrics for Spring/Summer 2008
[Hrection and Printsource Niw York
presented surface designs from
international studios. The Turkish
Fashion Fabrics Exhibition (TFFE},
Tewworld USA, Premiére Vishon Pre
view and Prefab: The Supima Premi
wm Fabric Show all followed. 1t was
a first for Prefab, organized by Supi
ma, promoter of American pima oof-
bary growers
"The new direchion for Sprng 2406
i that there isn'l one

tner 1§ Just

more af everything!™ smd Eileern Mis

lowie, director of strategic platning
Mrection jiiis

lews; skins, dots and stripes; refo geo

"There are fowers

metrics, and diecoratives. Differences

ane subtle and not <p comstrained

Premitre Vislon Preview colors
conne from nput of major interna

2008 collections,

tional trend forecasters, indluding
fiber companies, forecasting services
and fashion arganizations working
with Pasealine Wilhelm, Premiere
Vision's fashion director

Thir calors
first presented po Fabri
thal show af Premiere Vision, can be
asoed i1 new line development

For Spring/Summer 2008, the 26
colors on the Premibre Vision calor
card feature clear, high-energy
bright= and acid tones mixed with
luminous darks, Fourteen warm and
cool neutrals and pade tints have
shiny o matte surfacies, The brown
range goos-from sand and clay o
copper and vellow- influenced pales
Ciravs ar |II.;|1t dhark VT tinted
Black and white eontinue

COmparies

Many exhibitors at the shows
picked wp the Preoders Vision colors
Frank lovino, head of Morth Amen
Italv-based
Miroglio S.p.A,, sald the best sam
pling print was a Targe, flowing gee
metric in shades of grav, black and
white with a splash of wellow, Other
prints include enormads graphic flo

can operations for

Mew York City hosted siv textile trade shows over a
pariod, making it-easy for buyers 1o make the most af their time
Photagraph courtesy of Pramiére Vision,

Early
Indications
For The
New Season

New York City trade shows previewed Spring/Summer

recant 10-day

By Virginla 5. Borland, Mew York Correspo ndent

rals in black, white, gray and pale
camel; and multicolor swirtling shapes
in 4 combimation uf energy brights
with neutmls, black and white.

Vasing, Iealy, has blackiwisite/gray
outhined and graphic forals. Linda
Tessile ltaliana opts for abstract
designs in sandy neutrals mixed with
sky blue and a touch of gold. France-
bBased Billon Cred'lys showed linear
designs with irregular shapes in warm
neutrals phes soft bloe and white

At TFFE, Ipeker showed large
abstracts in black white and shades
of ey, Some are touched with ped
Stvle Cooncil. o New York City, stu
die shewing at Direction, eited big
mlack and white abutracts, vintage
prints and oversized paisloys. Some
are splaahed with red-ora pop color

New York City-based Design
Works International, showing at
Printsource, had softer and muted
Gray, block and white
desipns and monotones featured in
ornamental prints, textured tropl
tils, Bohemian-inspived prints and
conversationals

calors,

Toatile Workd  MARCH-APRIL 3007 55
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Premiire Vision Preview

At Premiére Vision Preview, now
in Its seventh year, attendance was
up more than 14 percent. Some 140
international testile companies
showed early collections: No longer
limited o Europeans, it {s open to all
Paris show exhibitors.

Daniel Faure, Premibre Vision
president, noted that buvers at trade
shows can see a lot in a short time.
At Premiere Vision, 15 to 25 lines can
be covered in one day, whereas
going from office to office, the Hmit
would be five,

Avelana and Roudiere, patt of the
France-based Chargeurs Group, have
expanded their linesof Klimea®
temperature-regulating: fabric intro-
duced at Premiére Vision in Septom-
ber 2006, For womenswear, Avelana
hag cotton  twill, linen and
polyesteriviscose/tinen-streteh classic
suiting and casualwear fabrics:
Roudiere menswear fabrics are
lightweight and traditional in poly-
‘esterwonl, polyesterfiinen and poly-
esterfviscose/linen blends. Many
eontain Lyera® and all are available
with Klimeo. The winter Klimen
woal line has been sold to Hartmars,
Juseph A. Banks and Lands’ End.

Israel-based Polgat Testiles Ltd,
Tha adapted Oullmﬂi viscose, blend-
Ing it with Coolmax™ and Dow
XLA™ There are wool/Qublast vis-
cose/Lyera twills, ribs and plpin-
weave suitings in welghts from 155
Brams per squir: meter (gm?) to 180
gim®. Washable wool/Cooltex® and
water-repellent and Resistain stain-
reststant 100-percent wool fabrics are
available with or without streteh,

Coated fabrics turned up in many
lines: Linen has been coated with
pold or sibver at Olmetex S.p.A. and
Vasine, both based in Italy,

Olmetex’s fabric has a tubber
touch and 15 available washed to givee
it a dull. antique look or unwashed
tora shiny look. There is Ughtweight,
slippery-touch 100-pereent water-
proaf silk; 100-percent cotton s
wiaterproaf by construchion and
ather waterprool fabrics are woven
with oiled yarms,

S8 MARCH ARRIL 2007 TaxrileWorld.com

Armani uses Lenzing fibers in its:
clathing lines,

At Italy-based Picchi 5.p.A, coat-
ed fabrics have o dry, plastic touch
ar a wet look, There are sheers
printed with polyurethane for
matte/sheen pattern effects. Fabrics
with subtle shine and satin shimmer
are woven with lthen/Lurex® ar
finendnylon,

Mare farmal fabrics are selling for
womenswear at Germany-based
Becker & Fuehren Tuche, -and
menswear is opting for casual. One
best seller s shurkskin woven with a
cotton warp and nylon/Lycra fill.
Linen, frequently blended with vis-
case and silk, has the look and dry
touch of linen but is wrinkles los,

Satin 18 one of the most populer
fabries fior spring. France-based Philea
Textiles has several verstons woven
with fillament viscose. One s touched
with Luress another i double-faced
with a cotton back. The shine has an
antique, nuon-aggressive look, “The
idea s to let in the light” said Pieme
Schimldt, general manager.

BTD Tekstil, Turkey, has satin fin-
Ishes on seme of ity polyester!/vis-
cose/Lycra sulting fabrics and sifk-
touch finishes on others. All have a
rich sheen. Linen/viscose blends
winven in traditional patterns have a
golden Tuster.

Shiny. fuid knitted fabrics are
selling well, Many are going into
dresses and tunic tops. At Miragiio,
fabrics are knitted using viscose and
Lycra. Billon has printed jacquards
and pigment gold prints. At Confetti
Fabrics; Turkey, viscose and spandex
|erseys are machine-washable,

Prefab

Prefab is the newest show In
town. Crganized by Supima,
Phoenkx, Ariz., and presented in a
boutique setting at the Gotham Hall
rotunda, the exhibition featured 20
exhibitors, all Supima licensees. from
the Americas, Europe and Asia;
Acconding to Supima Fresident Jesse
W. Curlee, the purpose of the show
is twolold: “We want o focus attens
ton on Supima cotton by educating
the trade about its quality, and at the
same tme we are piving exposure o)
some of our licensses;, of which there
are 250 worldwide,” he said, A center
display pointed out Supima’s history
and premiom quality,

There were two spirnoers — Jeffer-
aon, Ga,-based Buhler Quallty Yams
Carp. and Portugal-based Somelos
Fios S.4 Buhler emphasized the value
and supenion quality of its Suplmi cot-
ton ring=Epun vams: Al Somelos, the
focus was on end-use: Supima® cot-
b yarms are selling to better produc-
ers of shints, ultrafine knits, blankets
and terry towels. One antibacterial
product biends Supima with SeaCell®,

‘Canada-based Tricots Liesse
emphasized quality. Lighter-weight
knits were sampled by producers of
lingerie, swimwear, activewear and
sportswear. G-Vision International
Co. Lid, Korea, showed fine-count

‘Supimo blended with cashmere,

bamboo, linen and Modal. On dis-
play were jacquard and piqué knits.
Design Knit Ing, Los Angelds, s
knewn for quality and service. Ultca-
fire: knits of 100-pereent Supimn and
blends with silk. linen, cashmere,
hamboo and MicroModal™ are going
Inta sportswear and high-end T-shirts,
Fountain Set (Holdings) Ltd,,
Hong Kong, ponted out textured,
fine-gauge and organic fabrics. Ben-

Hilde Natalie Teigen

Page 111

19.09.08



Master Thesis

Trade show strategy

Cand.merc. IMM

jamin Lam, vice president, Fountain
Set, sald suih as Marks &
Spmter and Nike are ifto eco-

ﬁﬂﬂlﬂ‘ﬂ}' oul of 10 by
ol bl o

e s faskion

~ Hong Kong-based Bondex Inter-
national Textlles Lid. sells yam dyes
and prints to Bamana Republic and
Gap. Gap and JCPenney are cus-
tomers of India-based Alok Indus-
tries Ltd. for printed and embroi-
diered fabrics.

Cone Denim, Greensboro, N.C.
and UCO Fabrics, Rockingham, N.C,
represented denfm. According to
Mark I, president, UCO Fabrics, there
is a demand for huxury denim, “The
ke, ™ Ix salid, "l using the best yarns.
We're into Supima blended with silk
and cashmere. Two-way stretch 1s
another iterm.” Cone pombed out black
seed denim that s lustrous amd has a
soft hanid and greater sength:

Fabrics from Turkey tend to be
falrly basic and of high quality.
Satins; micro woven designs; light,
ultratine shirtings: and knits are
some of the highlights.

Alsu is Into natural fiber blends.
There are cotton/silk mini-herring-
bones: large-scale monatone pat-
temns; varn dyes; and piece dyes in
blends of linen, silk, cottan and wool.

Dobbles, piqués, stripes and
checks at BKEK Tekstil Lid. are selling
for casuahwesr, At Gulle Tekstil San.
A5, organio cotton, bamboo, soy,
linen, viscose and spandex are knit-
ted or 'woven into ultrallght jerseys
with an exceptionally soft touch, lacy
jacquards and color-woven shirtings.

Celiktas Tekstl]l has burm-outs,
jfacquards and novelty patterns,
There are cobweb sheers, block and
white optic stripes and eyelash
effects, A Karma Rokteyl, black and
white kritted stripes are touched
with glitter, and damask florals
resemble upholstery patterns, |peker
hl! prints on crepe visoose, satin,

and jersey. There are gnmm'trk' flaral
pattiimis, Puccl shvles, frachured skin
patterns aned random circles.

Texworld USA

Tewworld USA, sponsored by
Attanta-based Misse Frankfurt Inc.
anpounced that in July it will mave to
the more spacious Jacob K. Javits
Center. The 148 exhibitors were from
13 countries, primarily in Asi

The newly reapened New York
City office of Lenzing set up.an fnfor-
mation center to showease Tencel™
and Lenzing Modal®™ and direct buy-
s to 25 Asian customers who were al
this show. Tricla Carey, merchandising
manager, North Ametica, Lenzing
Fibers Ine. saic one of the company’s
focus ardas is to educate buyers about
Tencel as-a sustainabli fiber.

Al Willgold Industrial, Taiwan,
there were menswear fabric blends of
Tencil with polyester or coltan; soft
drapenbie fabrics of Tencet and linen;
seersuckers; and yam dyes. Zhonghe
Group, China, introduced varm dyes
and fine weaves, There are enzyme
finishus that have a silky touch, satin

-streteh and blends of cashmere/cot-

ton, Taiwan-based A & A Textile Co,
Lid. has denims that are woven in
blends of cotton, Tencel and linen.
Some are discharge-printed.
lapan-based Moririn Co. Ltd, has
a line of classie fabries including Ten-
celieotton denim that are selling to
JCPenmey. Al Be-Mode Textile Co,
Ltd.. Tatwan, there are linens, den-
ims, yarn dyes and [acquards. The

‘Shanghaf Simptex Textile Co. Ltd,

line Is designed by an Itallan. Thers
are metallic coated lingns, lightweight
meshes, Hnen/metal jacquards that
are almaost wrinkle-free, linen/cotton
varn-dyed stripes and a variety of
newvelty fabrics.

Direction And Printsource
Prints are outselling application
treatments; and exhibitors at Direc-
tion and Printsource New York
attribute this to the retim of the dress
and popularity of tunic tops. Thene is
& tendency to lorge-scale gpeometrics
and florals, stripes and circles, Hawal-
fan ethnics for menswesr, and a con-
tinwation of paisleys and skins,
London-based Whistan  and
Wright showed combinations of

fully finished digitally printed fabrics.

dots, circles, stripes and zigzags,
same with an Art Deco feeling.
Wescott Design Ltd., also based in
London, his enommous flowing and
crossing stripes, engineered florals
anit enlarged Pucc-styled graphics.

Whimsical copversationals tumed
up at Toronto-based Daving Nathan
Design, Portland-based Diané B.,
London-based Moz Design, and
New York City-based Foliage lnc.
Artestiles Design Studio, Brouklyn,
MY, is into custom designs for this
and searves.

Direction showcased digital fabric
printing. Style Council and Fabrics-
2Dved LLC, both based in New York
City, are prirmarily into digially print-
ed textiles for short-run production
and garment samples. At Style Coun-
cil, designs go from the computer to
the printer, Up to 30 yards can be
printed on 42- and 56-inch-wide fit-
i, Fabrics2ved stocks more than #i)
types of fabric from delicate silk chif-
fons and fine cotton batistes 1o heavy
canvas-and corduroy,

Dream Digital, Orangeburg, MY,
offers fully fnished fabrics; and is
able 1o do short mins, semple runs,
customized printing or product
development from one yard to full
talls, With two Regglanl Dream
machines from Italy-based Repggiani
Macchine S.p.A the company can
print more than 180 vards of fabric
an hour on ¥2-inch widths. A recent-
ly purchased DuPont™ Artistri™
printer will be installed this spring
Smaller runs are printed using
Mimaki USA Ine. machines. &l

Tuxtily World MARCH/APRN, J007 57
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KNITTING/APPAREL

Introducing Fall/Winter
2008-09 Fabrics

A growing number of New York City-based fabric shows focused on
eco-friendliness, sophistication and refinement.

By Virginia 5. Borland, Mew York Correspondent

ummer i New York heralds a

new season for the apparel tex-

Elle

seven shows opened ther doors
tiv industry visitors. As the number of
textile trade shows grovws, the tocus
of each show tightens

Premitre Vision Preview

duced by Premidre Vision 5.4 «
nizer of Premicne Vislon
to relgn supreme for top quality

industry. This sumimer

Pro

— cohtinues

innovation and creativity, This sum-
mar, 131 exhibitors from 13 couiitries
participated, including some from
South: Americd, Fastern Europe and
Asin. “The interest of the American
buyer |s In novelty,” said Phillppe
Pagquet, CEQ, Prémibre Vision
"Designers are looking for newness
oned fabrics that have a distinet look
anel parformance

LISA

lexwiorld produced by

Dark denim wai among
thee trends seen at
Fremiére Yision

Mesuse

with Lenzing Fibers Ine.

Frankhurt [nc. in partnership
menved o
larger quarters at the Jacob lavits
Convention Center. Now in its third
hosted 194

season, Lhe show

exhibitors from 16 couit mistly
in Asia. Lonsing sponsored the Leni
ing Innovation event at the
nid Modal™ fibe

Fhe Turk whion Fabric Exhi
bition (TEFE), organized by thi
Istanbul Textile
Exporters’ Association, also char

show fea

%

turing Tencel

and Appare]
4
fte location, Now held in the Puck
Building, the most recent edition fea
tured 21 exhibitors

howing classic
winitings: clean shirtings; and knitied,

denim and printed

Prefab, the Sapima Prémium Fab
e Show, now in its second a=ason, is
organized by Supima. The 14
exhibitors moludsd spiomirs, weavers
anel lnitters of quallty fa

Kingpins, b supply chain show spon

Chinatown was the

sared by Dow Fiber Solutions” Dow
XLA™ fiber and Olah I
sentative for major textile companies

) repre

and garment factories in China

Japan, Indones: ltaly and
[Hailand
denim and casualwear fbrics

Darection and PrintSouree
Studios from
around the waorld sell original print

g, Portugeal
The focis of this show was

on surltace cosign

designs, application treatments pat
terns for woven and knitbed fabeoics,
ard .t!1r|-|L.-|.' swalchis at these evenls

For Fall/Winter 2008-08, the trend
it to sophistication and refinement
with tatter

and shine, The look may be subtle

suriaces, neat patterns

biit it 18 achieved thiot the use of

intricate varns and constructions
Thirre ts increased interest in organic
eca-friendly was & buzzword ot all of
thie shiws

Tertide Wl SEFTEMBERAOCTOAER M0? T9
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gance. At Caermany
ve GmbH
KG, ultralight plain weaves are

view was 1o el

Designed In Italy, Made In USA
Using Japanese Equipment

hased Becker & Fuhren T

outselling twills. Super 160-micron
Al o recent event in New Tork strated the unique des campact waool varns are going into
ity laprn-based Sharmi Sk b 7] viTeree] 1 U e W soft, stlkv-smooth fatrics with a hair

Ltd. partnening with Nowa Enits Inc program, Even bems and edging are less surface and natural stretch. A

A Francio, prefnted 3 sl i the knitteng machine IMS-per-square-meler [gim=)

herringbone woven with a shick wool

collectan created by

il tEl nstrpes, twills

Lere Frana and plain weaves in polvester/vis

. aed Millediin 5 P A, wWith ma | ricles o coselspandex and |'hl:'.,'| storiwoolf
il basad \n &l Switzerland Joiman-tlesved surplice wrap viecose hlends are in demand, “The
biased Schowller Tesdtil ALz and Seot eie, Looks vaned from delicats flannel toueh |5 important,” sald

Francesca De 'Vito, US agent for the

T e
Shiny/dull double-faced fabncs
shown by [taly-based Picchi SpA
'}

are woven with a nylon face and

WE B

ime and RDor " Wi l|'| t'.'.L'li T|I.i|,'|_ WOVEN Wik || :I I.'L.

shima Seild Monros Township, B, The compa as i they were knitted. For coats,

. Carmminic and ny offers desien and technicil assi textured wool is lacquer-finished o
pegifications s ir tance af jts Mew York City office -.||||It--._l with a puckered surface. One
MNowa Knits, & recent ammuiition of of the fvorites is a classic plaid in o

Sh e, H ane of the world ineniwioal blend. The hand s crisp

and dry

prodycers of Yh

ate Pz Pe Vaudricourl, France, showed

ld novely gray lannel. One version is

woven using carded woal, viscose

ir Coals Tor men, wWorren

and nylon. The Ebrc is then chemi

shcl chilldren. Bacauss svanvthing

|'.1||f. treated to dissolve the viscose,

fravm, the gnginal desi

B B the ir

leaving a black epidessweb pattern.

AFTIET

Arother flannel — a jacyuard §
arfacrylic — hos o cellophane
inear abstract F'l."lltfll"'

At Texworld, Toyoshima Cuo, Lid,

pufeEr, the ey

(=} T8=

lapan. displayed total-easy-cane basi
st
and Tencel blends. Fabr
v have a soft hand and
based Moszartex C |

tilan Shapes

itwiight fabrics made from wool

Witems and

wtal

FI'\" WTH an reer comput

an trans .
Chi i
showed soft, supple sultwelght fabrics

va Enits’ compute

San Frantiseh, whete Shima Seiki 3

5 kndl in wool blended with Tencel, cotton

or polvester. Many fabrics are
maching shable, For casualwear,
1 the eompany offers all-over plement
printed fabrics that have been washied
icling Shima Sefld/Naova Knits' Whole- and sanded for an aged look and
) all fearured  Garment® program enables unigue ultrasoft hand. Cotton‘wool/spandex
1 ohe agmbaas garment — deman design possibilities pladn weaves, twills, molesking and
camvas ot the Zhonghe Group, Ching,

B0 SIFTEMBER. QCTOBER 31007 TestileWorld com
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have a silky touch. Spme are micro-
sanded; others have an aeno firish.

At TFFE, bamboo blended with
sllk or wool was of interest at Ipekis
Mensucat T.A/5. The company
showed lustrous gabardines, herring-
bones and mini-checks. Aksu exhib-
ited lightweight, fluid fabrics with a
soft touch in wooliLycra and
wonl/sitk blends. Mini-patterned
weave effects were pointed oub.

Casual

Dienim is constantly changing, like
a chameleon. Kara Nicholas, vice
president, new prodict marketing at
Geeensbora, N.C.-based Cone
Denim, a Prefab exhibitor, said the
murkel is sablrated with dark denim.
Nicholas feels that colors and lghter
shades are coming in; licorice gray is
ont¢ color she mentioned. Cone
Denim's Black Seed Supima™ cotton
collection was of special interpat at
Prefab. Nicholas also mentioned
ircreased interest in organic denim.

At TFFE, Kipas showed an eon-
denim line, Mamasi Denim highlight-
ed gray and brown shades, Brights
are selling in Califirrmia, where organ-
ic cotton is also a factor; it is going to
stores such as Zara and H&M.

Penim was the prime focus at The
Kingpins. Japan-based Kurabo
Indusiries Lid. noted an interest in
bleached and lighter-coloted denime.
Blinds of SupimaXLA were pointed
cut. “The hand |s softer, and there ks
better abrasion resistance than with
other stretch fibers,” sald Andrew
Clah, CEQ, Olah Inc., New York
City, who sells Kurabo in Amenca.
Olah also showed denirn at Prefab,

Germany-based DyStar Textilfar-
ben GmbH & Co. Deutschland KG
wag a popular exhibitor at The King-
pins for designers and retailers who
are looking for special garment pro-
cessing, With the flexibility to handbe
small production and the ability to
produce & wide mnge of cifects, the
company showed new applications
and technlques for denim

The Radici Group, Italy, focused
on glamour in ouberwear and casual-
wear ab The Kingpins. [ridescent,

yarn-dyed taffétas
woven with metallic
yarns; ultratight, soff,
transparent, coloe
coated nylons; and
double-faced sueded
canvas are some of
the early favorites.

At Premigre Vision
Previewy, Spain-based
Royo Tejidos S.L.
concurred that lighter
colors; grays: browns
and reds are incom-
ing denim trends, Tt
showed vintage looks and coated
denim with o leathery quality. Olme-
tex Sp.Ac ltaly, showed shiny
Teflon®-coated leather-look outer-
wear fabrics woven with metal and
micrafibers. England-based British
Millerain Co. Lid, showed heavy cot-
tan carvas coaled on both sides and
used for motarcycle jackets. Frantis-
sor Ureations, France, i into shine
with iridescent nvlen that is gold-
pehurethane-coated,

Yarns And Knits

Talwan-based Kou Long Texeile
Cao, Ltd.; o Texworld exhibitor, s using
Bamboa, sov, corn and Tence] because
they are eco-friendly. Lightweight,
smooth, flat yarms are selling. Bros
Holding Lid., Hong Kong, showed
organic cottom blended with cash-
mere, wool, bamboo and soy. Top-
dhved miHarnge yirms were painted out

One of the newes! developments
at Bubler Chaality Yarns Corp., Jeffer-
son, Ga, a Prefab exhibitor, is Supi-
ma with Outlast®. David Sasso, vice
president, international sales, said
there 15 increased interest in perfor-
mance in the knitwear industry.

At Prefab, Canada-based Tricots
Liesse sold cellulosics for fall. Rayon,
MicroModal® and Tencel were
shown blended with cashmere,
mohily, wool, sifk and cotton. At
Hong Kang-basad Fountain Set Lid,
also a Prefab exhibator, smgle-jemsey,
plqué and 1x1 rib knits featuring
arganic cotlan and blends with wonl,
liner, bamboa, Tencel and reeveled
polyester are in demand. Organic

Marena Valley, Calif -bosed Print House Studio Inc.
presented (15 Intest textile designa o PrintSource visiton,

and eco-{riendly are cedified thiough
every ktepof the growing and pro-
duction processes:

At Premiére Vision Preview,
Spain-based Texdam 5.L. showed
wool-faced, nylon-backed geometric
patterned jacquands. Viscose/Turex®
stripes-are Heht and soft. Bel Maille,
France, 5 blending Lirex with wool,
mohuir and viscose, The company
featured sweater knits splattered with
glitter, tomal checks with specks of
Lures and sparkling, thick wool knits.

Prints

Early fall collections at the fabric
shows indicate a continuation of large,
swirling abstracts in tonal colors, Pre-
miere Vision Preview exhibitor
Mirogho Sp.A, Imly, said jersey and
palyester stretch charmeuse are its
Pest-selling base cuths. Confetti Fab-
riek, Turkey, mentioned rayon and
spandex knits, green shades, and gray
and yellow combinations. TFFE
exhibitar Ipeker Tekstil showed dots,
circles and switls in pattern arrange-
mients, spider-web designs on mottled
grounds and metallic celestinl shapes
o dark grounds.

Fall collections at Direction and
PrintSource were extendivee. Now York
City-based Tom Cody Design, a
Direction exhibitor, has developed
bold Marimekko-inspired graphics
airid small linear designs. Devo graph-
ws in cosmetic colors, raindrop geo-
metries and eco-fiiendly bee patterns
in shades of green aleo were shown

Brewster HB, Design Unfon, The
Colorfield Desipn Studio and Nixe

Tertile Warld SLFTLMBER/OCTOBRER 2000 81
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Searnbess appanel was the foous
of Milit Lid's trend forecast for bedy
fashiong, activiewsar and sportsesir
With |t year's acquisition of Invisti
fylon praduction facilites in Europe.
thig sraal-based company s now
litenned o use the Supplex®,
Cocdiura® and Tacte!® brand names,
expanding ts pertfolio of customizsd
fylein fibers Two recently intraduced
Serai® vuriants are Sensil Bodyfresh,
it fiber with anubacteral properties
inside the polymen and Sens!l Aquar-
flas, wihish fas mal pment
prapertied bult into the fiber.

Colar, fibne and appare centepts
cheveiopeed by fena josaiowite consul
tant 1o Ml eever Fallinter 2008-
69 for bodjwizsr and Sprifg/Summesn
divided inte s themez Colors hive
Pantone referencs mimbers

Antique Charm is a modem take
of vintage, Eight calors i U group
are sofl and wightly faded Smaky
TEUTals and misted monslones e
acramted by old ross, Fabncs e
ultraligtn and silky: Thare are sating,
marier wraep, polnteies and nee
dis-cut affects Flaral [acrjuirds are
rerninigeent of ofd wallpaper desigrs.
IFtirrate appare] (s coretry detall-
i Ince and Atton treatments

Sentimental coloes. inspited by
the 608 have vanong imtenities of
beght. Eyelet embroidary combsined
with i showr (n 8 groug of seem-
tass kit bodpwear designy were cre-
mied using Supples plated with cog
ered spande Mesh and florsl
{acquard combinations n wyid can-
trasting colors Lse Sersl Micvosiic
qu.H;ddl yarn plated with spandex-
covered Sergl Colorwise.

Juselowit: refers Lo "gamerous
grunge’| when deseribing the Uitsen
Connecilon group. "It's & rgs-and-
riches” ook she sad, Colors are
irtahss, deep shades of Inda ink,

Advanced Color, Fabric And
Fashion Trends From Nilit

diark teal, rineral gray and aarthy
brown canirasted with black and
tolches af incandescent arirge.
Ultra-luseer and metallic stine afe
ereatsd from Sensil Brillon and span-
dox-coverad Senal Eversheer, They
ArE Shawr in undergamments thar
hivve & shiry |leathar lock. a8 # they
ire meant 1o be seen.

‘Woman's acthveweat and
gancewear colors in thie Fitness Syn-
ergy Sory are saturated beghis, Fab-
neE have satiny, mdmmuﬁﬁu
andd shimy, metalis finishas Wierkou
wear is body-azcentuating and fune-
tonal with stylish detaily, Porfor.
mance @ key. For cdar pratection,
Sensd Boddyfrash |5 knitted into. spe-
cific zones wch a3 internal shell bras
Ny gussets

The' Gresat Oitdoars Frbup it
dafignied for high- FTAnce
menswear i track and field The
ernphissts s 'on comiort, ftand per-
forrmanc. Garments are cofstricled
im-Hilky-saft fshrics that offer breaths-
bulity, uninhibited merssmant ang
FTGHHILTE Manmgsment Stades of
iy, redd gold und agua are deed jn
functisnal garments that have sip.
poetive shaping and pansiing

Running, cytiing and elimbing are
the focurs of Pre Actioh. Fabirics n this
group hisve been crealed 1o provide
extreme restancn, high perfarmance
an slasncty. Saamiess technology
prevides comireisn 2omes, rosh
Irgnrts and vertlotion areas Skyles
are otilitaran and streamiined with
pretective patches and bady shaping

All of tive apparel was made on
seamvess equipnent [oielowits
noted that seimbess technology pro-
wdes rdded comfor and Tt to ath-
letcwear and badywear. The fabric
and pttch varations are limites
cuility s high, and praduction time
and [abor-aaving coste arg Qrbests
able, dhe added

B SEFTEMBEA/OCTORER 2007 TesrdeWorldcom

Cresign Ltd, — all based in England
— also exhibited at Divection. At
Brawster, there was tnterest in tonal
leaf prints on shiny satin. Blurred
geametrics on  gray  grounds,
dot/dash mietallies. scratchy florals,
vintage Edwardian looks and linear
deco motifs were other trends noted.
Design Unlon showed oversized flo-
rals and paisleys, patchwork graphics
and melting shapes. The Colorfield
teatired farge-scale moving graph-
ics, blurred- and hard-edged
designs. and tree patterns. Nixe
Design offered fabrics featuring star-
burst shapes and wavy stripes.

Rubia Pigmenta Naturalia, the
Nethetands, attracted special interest
at Direction. The company produces
natural dves, and in January its new
factory went online producing red
shindes. Yellow and blue will follow, For
light shades, & kilograms (gl will dve
100 kg af wonl varm, Ialy-based linen
wieaver Crespl S.p. I a customer,

M PrintSource. several studios
focused on juvenile prints including
Bread & Butter Design and Fresh
Squeezed Designs, both based in
New York City, Bread and Butter
showed Halloween black cats and
pummpking on omnge tartan grounds,
while Fresh Squeezed Designs had
brightly apples, Story Design
Studio, Healdsburg, Calif, showed
abwtract retro diesigns and sailboats,

Mew York City-based Design
Wirks International and Parls-based
Fortler Price, alse PrintSource
exhibitors, showed monotone abstract
designs, dotty patterns and meat lin-
cars: Many fabrics wene shown in gray
combinations and neutral shades,

New Show Announced

Massimo lacoboni, producer of
PrintSource, announced that Kon-
copt, a new show he will produce for
Interior, surface and textile design,
will take place at The Level at
Metropolitan Pavilion in New York
City, October 23-25. The show will
fireus wn fabrics for upholstery, win-
dow treatments, carpets, table top,
bed and bath, kitchen, home accents
ani accessorfes,
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Appendix 6 - Introducing Porter’s five forces

In this section an analysis of the industry will dsptured. Even though the main focus of

this thesis is to look at how to best build up acessful trade show strategy, it is relevant

to look at how the industry is in general. Thisdige to that the industry is the same,

regardless of what the main focus is set to fotthlesis.

Porter’s five forces (Porter 1979) theory will b&ed to analyze and understand the textile

and surface design industry. The theory analysisntiustry as if the market was a static,

and it does not take the external factor into abersition. The reason behind employing

this model for the industry analysis rather thameotavailable models is that the theory is a

highly operational model, while at the same timis itery broad and general. This makes it

possible to capture many of the different issuas &ne important in assessing the structure

of the industry and its competitive environment.

The five forces are as following (Porter, 1979):

Threat of new entryThis force focuses on how difficult or easy itasenter the
industry.

Bargaining power of suppliersThis examines what power the suppliers have in
the industry, such as the setting of prices.

Bargaining power of buyersinvestigates how strong the buyers are and how abl
they are to affect the prices in the industry.

Threat of substitutionlhis force explores what the substitutes are amdlaaye a
threat the substitutes are for the industry.

Competitive rivalryldentifies how dominating the competitors are.

In this analysis, all the forces of the theory egeally important to determine the strength

and weaknesses of Story Design Studio potentiatiposn the textile and surface design

industry.
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Appendix 7 — Industry analysis

In this section the Porter framework, found in appe 6, will be used as a foundation to
analyze the textile and surface industry, and titeamne will determine the attractiveness
and the competition in the industry as a new dastadio. The knowledge is again, mostly
based on my own expertise within the textile andiese design industry and within Story

Design Studio.

Threats of new Entry

In this force, the degree of how difficult it is &émter into the textile and surface design
industry will be determined.

To be a player in the textile and surface desigiustry, it is not required to have
significant amount off up front capital. Dependimig the contract each studio/business has
with their designers, contract, freelance or corsiois based, the capital needed various. If
the studio, such as Story Design Studio, has a é¢ssion based salary, where the designer
gets their share of the sold product after thentleas paid, the studio do not need upfront
capital. Since the products are not physicahandense that it need to be manufactured,
the expenses are low -paper and ink.

The knowledge that potential studios need to h&vkeotextile and surface design industry
before entering into industry is not unique. Thenraowledge that the studios need to
have is the ability to get talented and good desgnas well as the studio need to be able
to build relationship with clients either througtade shows or sales calls. With Story
Design Studio experience, getting designers theatwlling to design for a studio is rather
easy. Story Design Studio posted call for desiga€id on www.craigslist.org at several
occasions, and there were been between 50-10Qisedasponses.

Based on the above explanation, the threat of nevwy és set to low for the textile and
surface design industry. This is mostly becauseom@ywith or without knowledge and
experience of the industry is able to enter intgiih a small up front capital.
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Bargaining Power of Suppliers

In this force the suppliers’ power will be lookeata, and it will be determined how and

what level the suppliers’ influences the pricels printed pattern — product.

There seems to be more designers than studiosbheib represent the designer, based on
the experience that Story Design Studio gained wiested call for designers. Based on
this fact, the designers do not negotiate or denasahaher percent of their sold product,
they are rather satisfied when a product is sahd, this is also based on Story Design

Studio’s experience.

The suppliers do not have much power when it colmdbe physical supplies needed to
produce the product. What the designers need iglynascomputer, software, printer,

paper and ink. The quantity needed is mostly fag particular designer, bought by that
particular designer, and it is therefore up to itdividual designer to negotiate a deal
between a supplier and themselves.

Based on the above examples the suppliers have ligeyinfluence for the industry,

therefore the bargaining power of suppliers igcd&bw.

Bargaining Power of Buyers

In this force the influence that the buyers havehea industry will be determined by

examining the power that the buyers have over tbdyct and the price.

Even though the studios sell the same type of mtpduprinted pattern on a paper, all the
products are different. Each pattern produced shbel unique, and each pattern sold
should be unique. The buyers are often lookingafqrattern with a specific theme, but
seldom know exactly how the pattern should beetioee it is difficult for studios to target
clients. There is no guarantee for the studio tthatclient will fall for their products within

the same theme.

In many industries lowering the prince comparedmpetitors will generate more sales. In

the textile and surface design industry this is thet case. The clients want that specific
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print that satisfied their needs, and therefor¢h# price is 10 percent more or less,
compare to the competitors’ studio, is irrelevant.

Based on the above criteria the bargaining powdsuykrs is high. The studios can not
produce a product and expect that the client vk It, - it is a chance gamer. Also if the
clients have found the perfect print, the prickidy irrelevant to the buyer.

Competitive Rivalry

In this force the level of competition between thieidios will be determined. The
competition between the studios will be taken iobmsideration, and not the competition
between the products.

As illustrated in the Threat of new entry forceisiffairly easy to enter into the textile and
surface design industry. This results in that theme many small players in the industry,
such as small studios that either present one aryndasigners. The studios are very
similar in the form of how they present and areméad at the trade shows (appendix 1).
There is also the well establish and larger stuthasthe client already know, and visits at
the trade shows (appendix 1). These larger stumliesalso very similar in how they are
presented at the trade shows, but their name datoreship with clients is unique. The

larger studios have a greater market share, andidres are fairly loyal towards them.

Based on the fact that the studios differentiatantbelves little from each other, and the
products are fairly similar, the competitive riwais set to high. However this does not
mean that there is not an ability to differentistiedios for each other.

Threat of substitution

In this force the degree of how likely it is foresits to substitute buying prints from a

studio with other solution will be determined.

There are different needs for the clients; somepaones have in-house designers and only
shop prints to get an ides of inspiration. Some ufestures buy the prints as is and print

the fabric without or with small changes. There @s® the companies that do not have in-
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house designers that buy the prints to use asnsaoipulate slightly, such as color and/or
layout.

With companies that have the in-house designetisreat of substitution would be if the
company stopped shopping for prints and rathertligdwhole process in-house. For the
manufactures, the treat is if they hire designkesniselves to make the patterns. And for
the companies that buy the prints from the studaosl manipulate them slightly
themselves, the threats are few. The companiebicaifreelance designers, but the cost it
most likely going to be higher and there is no gagee that the freelancers can manage to
create a print that satisfied the company fully.efBfiore the company is better off

shopping prints from studios.

Based on the above criteria, the overall threagutifstitution for digital print is consider

medium.

The next chapter will take the case illustratiod ardustry analysis into consideration
when applying the theoretical trade show modeh&otéxtile and surface design industry,
and Story Design Studio.
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